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Abstract

Social media sites such as Facebook and Twitter are potent tools in modern communication and marketing.
Considering Social media’s growing popularity, particularly Facebook and Twitter, this study assessed the use of
social media as advertising vehicles in Nigeria. In order to generate data for this study, the survey research
method was employed and the questionnaire was used as the instruments for data collection. The study revealed
that 70% of business organisations in Nigeria are embracing social media to communicate with their customers
while 30% are yet to see the promises that these new media hold. Of these 70%, the study revealed that the use
of social media in advertising has been successful for 35% of business organisations using them to place
advertisement. Others (65%) leverage on their social media presence to get their fans/followers informed about
their products/services. The work recommended among other things that more Nigerian organisations should
embrace social media advertising since it has the potential of reaching their target market and should see them as
good avenues to market their products, counter negative perception about their organisation’s products/services
and attend to their customers and potential customers online.
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1. Introduction

The new media have introduced new dimensions to human communication. One of such dimensions is the
introduction of the social media. Social media are media for social interaction. They are sites that are based on
user participation that allow individuals or groups to generate content and engage in conversations and exchange
of contents (Wikipedia). Social media are also online media that promote participation, openness, conversation,
community, connectedness, interactivity, collaboration and information sharing (Mayfield, 2008: 1; Shepherd,
2009:1; Rodman, 2010: 278 and Stagno, 2010: 1)).

Social media build on the ideological and technological foundations of Web 2.0, which allows for collaboration
and the creation and exchange of user-generated content (Kaplan and Haenlein 2010a: 61). Arens, Weigold and
Arens (2011: 552) remark that “these sites are called social, primarily, for their ability to connect like-individuals
in a manner that have never been seen before”. Social media allow people to exchange personal comments,
political views, business ideas and commercial messages using various online platforms such as blogs,
microblogs and social networks.

The increasing rate of growth of these social media has made it impossible for them to be ignored by individuals
and business organisations (Omeruo 2010:12). Giving credence to the above, Osae-Brown and Emelike (2011:12)
note that social media are changing the way some business people communicate with their customers; the same
way that consumers are using the social media to take charge of their shopping experience and connect with
others. They explain that these social media have become an instantaneous marketing tool used by ambitious
marketers to create awareness for their products and services and build strong online presence and community.
Dominick (2009:32) explains that advertisers particularly showcase their products/services on social networks
and use networks such as blogads to target specific blogs whose readers would be likely customers. Some
advertisers also have links or hyperlinks below their adverts to connect their customers to their websites, social
networking homepages or blogs.

Social media are “undoubtedly shaping and redefining the nature of communication among people all over the
world” (Nnanne 2011:5) especially, the way advertisers communicate, interact and engage with customers and
the way customers also engage with business organisations/entrepreneurs they do business with . The attraction
to social media by business organisations/entrepreneurs is that barriers are broken as they can relate to customers
on a one-on-one basis. Prior to now advertisers hardly hear what consumers are saying about their products
unless they embark on research but “social media, blogs and micro blogs have made it possible for consumers to
express their opinions and experiences about a pr oduct” (Arens,Weigold and Arens, 2011:552). These
possibilities stem from social media highly interactive nature.



New Media and Mass Communication www.iiste.org
ISSN 2224-3267 (Paper) ISSN 2224-3275 (Online) LA |
Vol.21, 2014 Ils E

There are five major forms of social media namely: Web logs, communities, forums, content aggregators and
social networks, (Constantinides & Fountain 2008). Of these forms of social media, social networks are
particularly important to this study. Social networks are applications that allow users to build personal profile,
websites or web pages and connect to each other, for example, Facebook and Twitter.
Facebook and Twitter give business organisations the opportunity to meet their target markets as well as afford
individuals the opportunity to connect to the organisations and brands they like and learn more about their
products and services.
On Facebook, an individual is expected to connect to a brand by “liking” them. While in Twitter an individual
“follows” a company of choice to get tweets from them. Diamond (2008:165) explains that “individuals want to
do business with people they like, so a company needs to be likeable”.
Facebook advertising platform is known as Facebook Ads. Tuten (2008:38) explains that Facebook has offered
advertisers more strategic value with a mix of strategic vehicles, including targeted display ads and sponsored
stories, known as Social Ads, branded profiles known as Facebook Pages, a developer incentive program to
encourage content development called Facebook Developers, and News feed. He notes further that Facebook
Social Ads are targeted at specific users based on member profiles and behavior in the network. For instance,
Facebook Ads can be delivered to users whose friends have recently engaged with the brand’s Facebook profile
or visited the brand’s website. Even the location of delivery for social ads can be targeted with ads appearing
next to News feeds of friends (a Facebook feature that allows friends to update others on their recent activities).
By delivering ad impressions that are related to news feeds, Facebook encourages discussion and word-of-mouth
communication about a brand.
However, Twitter advertising system is called Promoted Tweets. Promoted Tweets enable companies to speak to
users that do not currently follow their account (Morrissey, 2011:3). Twitter allows an individual/company to
share thoughts, information, links, ideas etc. with the Web at-large and to be able to communicate directly,
privately or publicly, with other Twitter users (Thomases, 2010:4). “Twitter use is known as “microblogging”, a
kind of hybrid \between blogging and social networking, where users post tweets of 140 characters or less that
responds to the site’s orienting question of what are you doing”?(Shepherd, 2009:150).
Brands often use Twitter for news, promotions, business development and marketing. Companies/entrepreneurs
can also monitor their brands reputation because most “tweeps” (twitter users) speak their minds about things
they like or dislike about a product. This makes it possible for brands to monitor and measure what users are
saying about them in real time (Thomases, 2010:19).
However, it is just as important to understand the motivations behind why people use social media (Facebook
and Twitter) as it is to understand how they serve as advertising vehicles. This is because while much is
uncertain about social media, one thing is sure, they have been widely adopted by the masses. Therefore, this
study assessed the use of social media as advertising vehicles with focus on Facebook and Twitter.
2. Problem
Since the introduction of Facebook and Twitter, a growing number of commercial organisations are embracing
them as part of their marketing strategy. They have seemingly discovered the potential of the social media in
promoting customer relations and increasing product patronage.
Being that social media are a new form of advertising platforms and are still evolving in Nigeria, it is unknown
the percentage of users, entrepreneurs/business organisations in Nigeria that are aware of them and utilising
them to engage with their brands or customers as the case may be. It is not also known how
entrepreneurs/businesses using them have fared in terms of improved patronage.
With 4.3 million, Facebook users as at November 2011 in Nigeria (www.socialbakers.com/facebook statistics)
and One million, six hundred and forty six thousand, two hundred and twelve (1,646, 212) tweets generated from
Nigeria; the third tweeting nation in Africa (Augoye, 2012), the researchers were interested in finding out
whether Nigerians are participating in the growing phenomenon. Are they using Facebook and Twitter as
advertising vehicles? Are business organisations/entrepreneurs utilising the advantages of this “ready” and huge
social market to relate with their customers on a more personal level? This study assessed the use of these new
media as advertising vehicles with a focus on Facebook and Twitter.
2.1. Research Questions
The following research questions were raised to guide the study:

1. Are social media sites like Facebook and Twitter used as advertising vehicles in Nigeria?

2. To what extent are they used as advertising vehicles?

3. Has the use of social media as advertising vehicles been successful in merchandizing the products of the

organisations/entrepreneurs that use them?
4. Are there any challenges limiting the effective application of social media as advertising vehicles in
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2.2 Literature

Social media have evolved through Web 2.0, a term coined to describe a new wave of Internet innovation that
enables users to publish and exchange content online Kaplan and Haenlein (cited in Eun 2011:6). Social media
encompass a wide range of electronic forums, including blogs, microblogs (e.g., Twitter), social networking sites
(e.g., Facebook), creative work-sharing sites (e.g., YouTube), business networking sites (e.g., LinkedIn),
collaborative websites (e.g., Wikipedia), and virtual worlds (e.g., Second Life). Among these social media, social
networks and microblogs are the most popular, accounting for 22.7% of all time spent online in the United States
ACNielsen (cited in Eun 2011: 6).

According to Return on Investment Research 2011, social networking accounts for one of every six minutes
spent online. There are 750 million active Facebook users across the globe and 31% of Facebook users are on the
site multiple times every day. Edison Research revealed that 24% of consumers consult their Facebook friends
before making a purchase. More than one in three consumers say they are likely to purchase from a company
they follow on Facebook and Twitter (eMarketer). 53% of Facebook users would recommend a brand or
company's product to friends (Facebook Success Summit 2011).

In a result of their seventh annual survey on social media marketing adoption released by integrated marketing
services provider- Alterian on Jan 21, 2010, the survey revealed that, 66 percent of respondents will be investing
in social media marketing in 2010. Of those, 40 percent said they would be shifting more than a fifth of their
traditional direct marketing budget towards funding their Social media activities. The survey also revealed that
more than 36 percent of respondents are investing in social media monitoring and analysis tools. Nearly half of
respondents (42 percent), however, said they do not currently incorporate clickstream and web analytics data into
their customer and e-mail database. The research also revealed that over half of respondents (51 percent) are
placing a ‘fair’ or ‘significant’ amount of effort on moving from a campaign-centric direct marketing model
towards multichannel customer engagement. In fact, only 7 percent make no effort at all. The survey covered
1068 marketing professionals worldwide, 98% North America and Europe and 2% Asia Pacific and other region
(Wauters, 2010: 3).

In a study by Anderson Analytics and Marketing Executives Networking Group titled “Marketing Trends 2010”
the report revealed some interesting insights in the minds of marketing executives. When marketing executives
were asked to choose the most important trends and buzzwords to pay attention to in 2010, getting a good return
on marketing efforts was number one with 58% saying it was the most important trend to keep an eye on. But
what is even more interesting is that social media made the top 10 list with 42% choosing it as one of the top
trends to watch. In addition, 72% said they work for companies that are planning social media initiatives in 2010
(Porterfield 2010, March 29). This survey corroborates the findings by eMarketer which revealed that 92% of
marketers use Facebook and 75% of marketers plan to increase their use in 2011 (2011 Social Media Marketing
Industry Report).

In another study, “The State of Small Business Report,” sponsored by Network Solutions, LLC and the
University of Maryland’s Robert H. Smith School of Business, the study results showed that social media usage
by small business owners increased from 12% to 24% in just the last year, and almost 1 out of 5 actively uses
social media as part of their marketing strategy. Here is a breakdown of what the small businesses reported as the
main uses of social media marketing. 75% have a company page on a social networking site. 69% post status
updates or articles of interest on social media sites, 57% build a network through a site such as LinkedIn, 54%
monitor feedback about the business, 39% maintain a blog, 26% tweet about areas of expertise and 16% use
Twitter as a service channel. According to the study, different industries are adopting social media marketing at
different rates, and while many industries have started using social media marketing in their efforts to reach more
customers, many still have not positioned it as their top priority. The work also measured small businesses
expectations of social media. While 58% feel that social media “met expectations,” 12% feel it has “exceeded
expectations,” while 25% feel social media have “fallen short of expectations”. Some of the reasons given by
respondents for social media’s shortfalls were that, 50% of the respondents feel that social media have used up
more time than expected. 19% believe social media have lost them money while 17% feel that social media have
allowed people to criticize their business (Porterfield 2010: 15).

Another study by Invoke Solutions reveals that active social networkers find benefits of social media use beyond
just staying connected with friends and family. Active social networkers say an important driver of social media
use is sharing and gathering information and learning about new products. 63% of the respondents said that
sharing information with network is very or somewhat important, 59% explained that gathering information from
network is very or somewhat important, while 58% said that to learn about new products is very or somewhat
important.
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Given that active social media users are looking for information about products and brands online, how well do
they think companies are leveraging social media to these ends? The study revealed a room for improvement,
with 46% saying that companies are not doing well using social media to listen to customers.46% said
companies are not doing well using social media to deliver better customer service.50% said companies are not
doing well using social media to learn about unmet customer needs. 3.
3. Theoretical Foundation
This work is founded on the Uses and Gratification theory propounded in 1974 by Elihu Katz, Jay Blumler and
Michael Gurevitch. “The theory was developed to explain why audiences do not passively wait for media
messages to arrive, but actively and deliberately seek out forms of content that provide them with information
that they need, like and use” ( Kur, 2003:34).
The uses and gratifications perspective takes the view of the media consumer. It examines how people use the
media and the gratification they seek and receive from their media behaviours. Uses and gratifications
researchers assume that audience members are aware of and can articulate their reasons for consuming various
media content (Wimmer and Dominick 2003 p. 403).
Consequently, when applied to this study, social media allow for participation as they give the advertisers and
consumers the opportunity to interact with each other on a one-on-one basis. Debatin, Lovejoy & Horn (2009:87)
explain that social media users are found to expose higher risk-taking attitudes than individuals who are not
members of an online network. It can therefore be assumed that the expected gratification motivates the users to
provide and frequently update very specific personal data that most of them would immediately refuse to reveal
in other contexts.
3.1 Method of Study
The survey research method was used for this study and the questionnaire as the instrument of data collection.
This method was considered appropriate because surveys are useful in the measurement of public opinion,
attitudes and orientation which are dominant among a large population at a particular period Okoro (2001:37).
The population of this research work comprises all users of social media (Facebook and Twitter) including
advertisers on these social platforms in Nigeria. Advertisers include any individual, entrepreneur, group,
corporate organisation and other business organisations in Nigeria who are using Facebook and Twitter to
promote their businesses.
The highly specialized nature of the subject matter of this study necessitated the need to seek the opinions of
these special categories of persons. Their opinions are very relevant in placing the study in perspective since they
were in a better position to provide relevant answers to the questions raised by this study.
According to the 2006 Census Report, the population of Nigeria is one hundred and forty million, three thousand,
five hundred and forty two (140,003,542) (http://www.nigeriamasterweb.com/Nigeria06CensusFigs.html).
A sample size of 400 was used for this study. Taro Yamane (1967:886) simplified formula to calculate sample
size was used to determine the sample size. The equation is expressed as follows:

n= N

1+ N (e)’
Where n = sample size, N is the population size, I is constant and e is the error margin of 0.05

Therefore when this formula is applied with the combined population figure of Nigeria which is 140,003,542 we
get the following:

Sample size =
140003542
1+ 140003542 (.05)*
140003542
1+ 140003542 (0.0025)
140003542
350008.8 =400
n =400

3.2 Findings
Research Question One: Are social media sites like Facebook and Twitter used as advertising vehicles in Nigeria?
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Table: 1 Usage Level of Social Media Sites

Option Frequency Percentage
Yes 340 85%

No - -

Not sure 60 15%

Total 400 100%

Source: Authors Survey 2012

From the above table, 340 respondents (85%) said that social media sites are used as advertising vehicles. 60
respondents stated that they are not sure if social media are used as advertising vehicles.

Research Question Two: To what extent are they used as advertising vehicles?

Table2: How Organisations Utilise Facebook and Twitter for Business

Option Frequency Percentage
(a) To post advertisements | ----- 0%
(b)To interact with customers | --—--- 0%
(c) To post company news and | 140 35%
events

(d) To offer an alternative customer | ---- 0%
support

(e) A and b above - 0%
(f) A, b c above --- 0%
(g) A, b, c d above -—-- 0%
(h) All of the above 140 35%
(I) None of the above 120 30%
(J) Any other please specify — —
Total 400 100%

Source: Authors Survey 2012
From the above table, 140 respondents said that their organisations use social media site (Facebook/Twitter) to
post company news and events, 140 respondents use social media to post advertisements, interact with customers,
post company news and events, offer an alternative customer support, and update customers on the company’s
deals and discounts while the remaining 120 respondents opted for the option “None of the above” meaning that
their organisations do not use social media sites (Facebook and Twitter).
Research Question Three: Has the use of social media as advertising vehicles been successful in
merchandizing the products of the organisations/entrepreneurs that use them?
Table3: Success of the Use of Social Media in Advertising

Options Frequency Percentage
a)Yes 140 35%

b) No - -%

¢)Not sure 260 65%

Total 100 100%

Source: Authors Survey 2012

The table above reveals that 140 respondents (35%) were of the view that advertising on Facebook and Twitter
has been successful for their organisations, while 260 respondents (65%) were not sure if advertising on
Facebook and Twitter has been successful for their organisations.

In a follow-up question, respondents were asked “in what specific ways has this success shown in your
organisation”? 140 (35%) respondents were of the view that it has made their organisations very popular such
that many people are now their friends, visiting their websites, sharing their contents (pictures, notes, messages)
with their network of friends and tweeting about them, 140 (35%) respondents were of the view that their
Facebook and Twitter presence have attracted customers to them and have actually improved their organisations
sales because people call them with numbers placed on their Facebook adverts, including those on their profile
pages to order for their products/services or make inquiries about their product/services. The remaining 120
(30%) respondents did not respond to this question.
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Research Question Four: Are there any challenges limiting the effective application of social media as
advertising vehicles in Nigeria?

In response to the above question, 40 (10%) respondents said that one of the difficulties they face in advertising
through the social media is the fact that advertising there is time consuming. Since advertising does not just work
for itself on social platform, they explained that they must have to be online always to respond and attend to
customers. Another 40 respondents (10%) explained that the lack of regulation of the Internet makes it possible
for false content to spread easily, so this make some persons skeptical to do business with them no matter how
genuine they are. 60(15%) respondents explained that because of the freedom in the online environment,
advertising on Facebook and Twitter has made people to talk bad about their products and post negative
comments that are tarnishing to their organisation. The respondents were of the view that a company cannot
completely control their message on social media but can only participate in the discussion. So if some people
misconstrue a message and begin to post negative comments, a company’s representative can only join in the
conversation to try and redeem its image but cannot determine or control whether the message should go in a
positive or negative direction. 140 (35%) respondents said they have not experienced any difficulty using
Facebook and Twitter since they have not tried placing paid advertisement but only depend on information they
share with their network of friends. The remaining 120 (30%) respondents did not answer this question. This
may be probably because their organisations are not members of Facebook and Twitter so they do not advertise
on those social platforms.

3.3 Discussion of Findings

Several striking findings emerged from this study. Question one sought to answer if social media sites like
Facebook and Twitter are used as advertising vehicles in Nigeria. It was evident that a higher percentage of users
attested that indeed social media sites are used as advertising vehicles with 340 respondents (85%) stating that
while 60 respondents stated that they are not sure if social media sites are used as advertising vehicles. From the
findings one may conclude that those 60 respondents who are not sure whether social media are used as
advertising vehicles are not members of Facebook and Twitter.

For research question two (2) which answered, to what extent are they used as advertising vehicles? It was
evident that at least 280 respondents use social media for different purposes. While 140 respondents use social
media site (Facebook/Twitter) to post company news and events another 140, (35%) respondents said that their
organisations use social media to post advertisements, interact with customers, post company news and events,
offer an alternative customer support, and update customers on the company’s deals and discounts while the
remaining 120 (30%) of the respondents do not. This result implies that some organisations are members of
Facebook and Twitter but do not use them to post paid advertisement rather, they take advantage of their social
media presence to tell their network of friends what they do. For instance, the organisations that use social media
site (Facebook/Twitter) to post company news and events only limit their social media usage to messages that
only their fans/followers can have access to. Those, whose organisations post advertisements, interact with
customers, post company news and events, offer an alternative customer support, and update customers on the
company’s deals and discounts do not limit their social media usage to only their network of friends. While
promotional messages they send on their pages are limited to their network of friends that is, their fans and
followers, their paid advertisement gets to a large target market and also provides such organisations the
advantage of being seen on search engines like Google. Those 30% respondents who opted for the option “None
of the above” are assumed not to be using social media for anything and could account for those 30 respondents
who stated that their organisations were not on Facebook/Twitter in the previous findings.

In answering research question three which sought to know if the use of social media as advertising vehicles has
been successful in merchandizing the products of the organisations/entrepreneurs that use them, the data revealed
that 140(35%) respondents were of the view that advertising on Facebook and Twitter have been successful for
their organisation, while 260 (65%) respondents were not sure if advertising on Facebook/Twitter has
contributed to their organisations’ success. This uncertain answer given by 65% respondents above could stem
from the fact that only 35% of them agreed that their organisations advertise on Facebook and Twitter while
others use the medium for other promotional purposes apart from adverts. The implication of these findings is
that only 35% of respondents’ organisations advertise on social media (Facebook and Twitter) even though 70%
of these organisations are members of Facebook and Twitter and a higher percentage of these respondents are
also aware of the use of these social platforms Facebook and Twitter in advertising. This may also imply that
few business organisation are using social media sites for paid advertisement.

The data also revealed some interesting trends which made the researchers believe that mere social media
presence of business organisation is a boost to such organisation. For instance, even when the percentage of
respondents who said they were not sure advertising on Facebook and Twitter has been successful for their
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organisations was higher 65% as against 35%, their responses in a follow- up question which elicited
information on the specific ways the success has shown in their organization attest to the fact that their social
media presence helps their organization. 35 (35%) respondents were of the view that their Facebook and Twitter
presence have attracted customers to them and have actually improved their organisations’ sales because people
call them with numbers placed on their Facebook and Twitter adverts, including those on their profile pages to
order for their products/services or make inquiries about their products/services. Another 35 (35%) respondents
were of the view that it has made their organisation very popular such that many people are now their friends,
visiting their websites sharing their contents (pictures, notes, messages) with their network of friends and
tweeting about them. The remaining 30% of the respondents did not respond to this question. This may be an
indication that only 30% of these respondents do not have a social media presence. While 70% of the
respondents have social media presence, only 35% of these respondents place paid advertisements on these
social platforms the remaining 35% of the respondents leverage on their social media presence to get their fan
base informed about their activities.

It would have been expected that only respondents who advertise on Facebook and Twitter will answer the
question but another 35% of the sample answered the question as revealed by the above data. The implication of
these finding is that Facebook and Twitter presence are boost to organisations that are registered on those social
platforms whether they are using them as advertising vehicles or just limited to keeping their fan base informed
about their activities. From the above, we can deduce that the use of social media in advertising has been
successful but the percentages of those harnessing them as advertising vehicles are low. This is in spite of the
fact that the advertisers see social media as good media for advertising.

For research question four which asked if there are challenges limiting the effective application of social media
as advertising vehicles in Nigeria, it was discovered that advertising on social media is indeed time consuming
since it will require them to be online always to respond to customers. This study also revealed that there is little
or no control on Facebook and Twitter. This finding implies that social media sites represent an "anything goes"
media where little or no control occurs. Because of their own experience, respondents knew how easy it was to
sign up in a social media site and that anyone could do it. They also knew that they could say whatever they
liked or be whoever they wanted to be on their social networking site. They recognized that there was little
regulation on Facebook and Twitter; therefore, they showed some level of skepticism no matter how genuine the
advertisers were. To them, Facebook and Twitter lacked credibility as advertising media. Most of them had heard
stories of people who had negative experiences, such as being deceived that a piece of information was true
when in the real sense it was incorrect and therefore, they were reluctant to click on any advertisement. This
finding corroborates Cho and Cheon's (2004) theory that consumers avoid advertising because of previous
negative experiences. However, in this study, most of the respondents had not personally had any negative
experience but have heard stories of someone who had.

This study also revealed that in social media, messages are not just dumped on individuals but sometimes
questioned in such a way that they might attract negative comments from other users thus, a business
organisation/entrepreneur must be careful what they post/upload on their social platform since anybody can take
them up on that and begin to make negative comments that might result in tarnishing the image of such business
organisations.

5. Conclusion

From this study, it is clear that social media advertising is a relatively new field and just at the evolving stage in
Nigeria. There is evidence however, that an increasing number of commercial organisations in Nigeria are
registering their presence on social platforms such as Facebook and Twitter. Those already exploring these
platforms as advertising vehicles are reaching a huge commercial advantage as they are not only vehicles to use
in reaching millions of users at the click of the mouse but also encourage instantaneous feedback which is very
important in making important marketing decision. Business organisations exploring social media create
presence for themselves on these sites and their customers can speak to them and they speak back thus, bringing
their brand closer to the consumer. Although while more of the organisations have registered their presence on
Facebook and Twitter, very few of them place adverts on these media but leverage on their social presence to
keep their fans/followers informed about their products and services and also attract more fans/followers.
However, it is no longer a question of whether a business organisation/entrepreneur should have a marketing
presence on social media but a dedicated Facebook and Twitter presence is expedient for them to leverage on the
advantages these social media provide for both ordinary users and those using them for marketing purposes.
Thus, business organisations that want to remain relevant in this 21st century should no longer turn deaf ears to
this trend but follow their target market online. Whether it is the desire to reconnect with old friends, family
members separated by distance, or the need to follow companies of interest, learn about them, buy new products,
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one thing is sure, social media sites such as (Facebook and Twitter) are no longer fad. They are realities that
cannot be ignored by advertisers whether big or small.

5.1 Recommendations
From the findings of this work, the following recommendations were made:
= That more Nigerian organisation should embrace social media advertising since it has the potential of
reaching their target market. They should see the platforms as good avenues to market their products,
counter negative perception about their products/services and attend to their customers and potential
customers online.
=  While incorporating social media (Facebook and Twitter) as part of their marketing strategies, there is
need for organisations to develop engagement strategies and learn how to operate through these new
channels. Intending advertisers should formulate their social media strategies; appoint social media
managers to manage their customers online before carrying out a social media campaign and invest the
quality time required in social media advertising to be more successful. Opening a Facebook and
Twitter account that is not interactive is apparently not the best.
= Those business organisations who are yet to register their presence on Facebook and Twitter because
they are skeptical about the medium should embrace change bearing in mind that every innovation has
its own peculiar challenges, thus social media have come to stay.
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