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Abstract 
This study aims to evaluate the effectiveness of social media in attracting new 
customers as part of a digital marketing strategy. Data was collected through a 
literature review on the theme of social media platforms used by companies. Results 
show that social media has significant advantages in reaching a wide and diverse 
audience, enabling direct interactions that encourage customer trust, as well as 
providing in-depth analytical tools to measure campaign success. The findings 
emphasise the importance of social media integration in a company's marketing 
strategy to increase visibility, engagement and conversion of potential customers. The 
conclusion of this study underlines that investing in social media marketing is a strategic 
move that can provide long-term benefits for companies. 
Keywords: Strategy, Digital Marketing, Effectiveness, Social Media, Attracting New 
Customers 
 

Introduction 

The development of information and communication technology has brought 

significant changes in various aspects of life, including in the world of business and 

marketing. The business world includes all activities related to the production, 

distribution, and sale of goods or services to achieve profit, whether carried out by 

individuals, companies, or organisations. It involves various aspects such as 

management, operations, finance, and strategy, all of which play a role in creating value 

for consumers and stakeholders (Fletcher, 2020). On the other hand, marketing is a 

process or strategy undertaken to identify, attract, and satisfy customer needs and 

wants through the creation and communication of offers of value. Marketing includes 

various activities such as market research, product development, promotion, 

distribution, and sales, all of which aim to build and maintain profitable relationships 

between companies and their customers (Syahvitri & Sugianto, 2022). 
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In today's digital era, traditional marketing that relies on print media, television, 

and radio is starting to transform into digital marketing that utilises the internet and 

various digital platforms. One of the most prominent is the use of social media as a 

marketing tool (Rudy & Zhafran, 2022). 

Social media, such as Facebook, Instagram, Twitter, and LinkedIn have become 

important platforms for businesses to interact with customers, build brands, and 

implement marketing strategies. With the ability to reach a wide and diverse audience, 

social media offers great potential to attract new customers and retain old ones. In 

addition, through social media, businesses can monitor market trends, get real-time 

feedback, and accelerate the dissemination of information about their products or 

services. By advertising on social media, companies can also take advantage of more 

specific targeting based on user demographics, interests, and behaviours, making 

marketing more targeted and potentially increasing conversions and sales (Moriuchi, 

2021). 

However, despite its great potential, the effectiveness of social media in 

attracting new customers is not always guaranteed. Many factors influence the success 

of a social media marketing strategy, including the content presented, frequency of 

posting, interaction with customers, and the use of paid advertising. In addition, the 

increasingly fierce competition in the digital world requires businesses to continuously 

innovate and optimise their marketing strategies (Green & Smith, 2023). 

This research, therefore, aims to explore and analyse how social media can be 

effectively used in marketing strategies to attract new customers. Through this study, 

it is expected to provide useful insights for businesses, especially SMEs (Small and 

Medium Enterprises) who want to maximise the potential of social media in marketing 

their products and services. 

In this context, the study will focus on the various strategies used on social media 

and evaluate their success in attracting new customers. As such, the results of this 

research are expected to serve as a practical guide for businesses in developing and 

implementing effective and efficient digital marketing strategies. 

 

Research Methods 

The study in this research uses the literature method. The literature research 

method or literature review is a systematic process of identifying, evaluating, and 

interpreting scientific works or documents relevant to a particular topic or field of 

research. This method involves collecting various sources such as books, journals, 

articles, theses, and research reports that can provide in-depth information about the 

background, theories, and previous findings (Setiowati, 2016); (Syahran, 2020). The 

main purpose of literature research is to understand the existing knowledge landscape, 

identify research gaps, and provide a strong theoretical foundation for new research. 

Thus, this method is important to ensure that the research conducted has continuity 
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with previous studies and can contribute significantly to the development of science 

(Helaluddin, 2019). 

 

Results and Discussion 

Digital Marketing Strategy Through Social Media 

Digital marketing through social media is an increasingly vital approach in the 

modern business world, where almost everyone has access to platforms such as 

Facebook, Instagram, Twitter, LinkedIn and TikTok. This strategy involves various steps 

designed to reach, engage and convert audiences into loyal customers. In this context, 

social media serves not only as a communication tool, but also as an important channel 

for brand building and accelerating business growth (Baines et al., 2022). 

The first step in a digital marketing strategy through social media is to set clear 

goals and objectives. These goals can range from increasing brand awareness to driving 

direct sales or improving customer engagement. Specific and measurable goals-for 

example, increasing the number of Instagram followers by 20% in three months or 

achieving 10,000 page views through a Facebook Ads campaign-help businesses to 

focus and measure the success of the strategy implemented (Stoychev, 2020). 

Understanding who the target audience is is another key component. This 

involves in-depth research into the demographics, interests, behaviours, and 

preferences of the desired audience. With analytics tools available on social media 

platforms, businesses can customise their content and campaigns to be more relevant 

and appealing to specific audience segments. The use of buyer personas can be very 

helpful in identifying and understanding the needs and wants of the target audience 

(Chaffey & Smith, 2022). 

Content is king in a digital marketing strategy through social media. Developing 

relevant, engaging and valuable content is key to attracting and retaining audiences. 

This can include various formats, such as daily posts, articles, videos, infographics, 

interactive content, and stories. In addition, it is important to ensure that content is 

tailored to each platform and make use of unique features such as Instagram Stories, 

Facebook Live, or Twitter Threads to maximise engagement (Hodson, 2023). 

In addition to organic content, the use of paid advertising is an important 

element in digital marketing strategies through social media. Platforms such as 

Facebook Ads, Instagram Ads and LinkedIn Ads offer precise targeting based on 

variables such as age, location, interests and user behaviour. By investing in paid 

advertising, businesses can expand their reach, increase brand visibility, and accelerate 

the achievement of marketing goals. Regular measurement and analysis of ad 

performance also helps in customising campaigns for better results (Wiryany et al., 

2023). 

Continuous monitoring and in-depth analysis is the final but crucial step in a 

digital marketing strategy through social media. Using analytics tools provided by social 
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media platforms and third-party services, businesses can track content performance, 

engagement rates, and conversions. This makes it possible to identify what is working 

and what needs to be improved. In addition, listening to feedback from audiences and 

interacting directly with them can provide valuable insights that help in the 

development of more effective strategies in the future (Lies, 2021). 

A comprehensive and focused implementation of a digital marketing strategy 

through social media not only helps in achieving short-term business goals but also 

builds strong and sustainable relationships with customers, which is a key foundation 

for long-term growth. 

 

The Effectiveness of Social Media in Attracting New Customers 

Social media has become one of the most effective marketing tools in attracting 

new customers in this digital age. With billions of active users across platforms such as 

Facebook, Instagram, Twitter and LinkedIn, the opportunity to reach a wider audience 

has never been greater. Companies can leverage demographic segmentation and user 

behaviour to deliver more targeted and relevant messages. This allows businesses to 

capture the attention of potential customers more efficiently compared to traditional 

marketing methods (Elmousa et al., 2023). 

One of the main advantages of social media is the ability to interact directly with 

potential customers. Through comments, direct messages and other interactive 

features, companies can build a more personalised relationship with their audience. This 

direct interaction not only increases engagement but also strengthens customer trust 

and loyalty. In addition, feedback from customers can be used to improve the services 

or products offered, making businesses more responsive to market needs (Kumar & 

Singh, 2020). 

In terms of branding, social media allows companies to create a strong and 

consistent image at a relatively low cost. Through visual content such as photos and 

videos, as well as narrative content such as blogs and reviews, companies can convey 

their brand values and personality more effectively. An engaging and creative campaign 

can increase brand visibility and capture the attention of potential customers, even if 

they have never heard of the product or service before. Viral marketing is also a 

phenomenon that allows brand messages to spread widely in a short period of time 

(Hewett & Shantz, 2021). 

The analytics and metrics available in social media platforms allow companies to 

measure the effectiveness of their campaigns in real-time. Data such as the number of 

likes, shares, comments, clicks, and conversions can be analysed to understand what is 

working and what is not. This information is invaluable for optimising existing marketing 

strategies and improving campaign performance in the future. The ability to perform 

A/B testing also allows for the testing of different campaign elements to find the most 

effective combination (Benson, 2022). 
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Finally, social media provides opportunities for collaboration and influencer 

marketing that can significantly increase brand exposure. Working with influencers who 

have a large and relevant follower base can be an effective way to reach new customers. 

Influencers can also provide authentic reviews and promote products organically, which 

tend to be trusted more by their followers compared to traditional advertising. Thus, 

the effectiveness of social media in attracting new customers is very real and provides 

various advantages that modern companies cannot ignore (Caballero, 2024). 

In conclusion, social media has proven itself to be a highly effective tool in 

attracting new customers in today's digital age. With the ability to reach a wide 

audience, interact directly, and build personal relationships, social media allows 

companies to attract the attention and foster the trust of potential customers more 

efficiently than traditional methods. In addition, social media also enables strong and 

consistent branding through engaging and creative content. 

The ability to measure campaign effectiveness in real-time through analytics and 

metrics available on various social media platforms gives companies an edge in 

optimising marketing strategies. The information gained from this data can be used to 

steer campaigns towards better results. Plus, collaboration with influencers provides 

additional opportunities to increase brand exposure and create more trust in 

customers. 

Overall, social media offers significant advantages in attracting new customers, 

making it an essential element in modern marketing strategies. Companies that are able 

to utilise the potential of social media well can enjoy increased visibility, engagement, 

and conversions that ultimately drive their business growth. 

 

Conclusion 

Social media has proven to be a highly effective digital marketing tool in 

attracting new customers. This is due to its ability to reach a very wide audience, not 

limited by geographical boundaries, and offer a variety of content formats that can be 

customised to the audience's preferences. Through direct interaction with users, 

companies can build deeper personal relationships and increase trust in their brand. 

In addition, advanced analytics capabilities allow companies to monitor and 

measure the effectiveness of their campaigns in real-time. Data gleaned from social 

media platforms provides important insights into customer behaviour and preferences, 

enabling the adjustment of marketing strategies for more optimal results. By using 

social media, companies can adopt a more responsive and flexible approach, and 

respond to customer needs more quickly. 

Finally, the combination of high visibility, direct interaction and detailed 

analytical capabilities makes social media a key component in digital marketing 

strategies. Companies that are able to utilise the full potential of social media tend to 

see a significant increase in the number of new customers, greater engagement, and 
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ultimately, higher conversions. Thus, investing in social media marketing is a wise and 

profitable move in the long run. 

 

References 

Baines, P., Rosengren, S., & Antonetti, P. (2022). Digital and Social Media Marketing. 

Marketing, Query date: 2025-01-25 08:25:24. 

https://doi.org/10.1093/hebz/9780192893468.003.0019 

Benson, K. (2022). Harnessing editorial storytelling for social media marketing: The 

‘secret’ to success in the new digital world has deep roots in old media. Journal 

of Brand Strategy, 10(4), 298–298. https://doi.org/10.69554/wijd5427 

Caballero, C. S. (2024). How an effective and comprehensive social media strategy can 

help reach relevant audiences: Looking at your social media strategy as a four-

course meal. Journal of Digital & Social Media Marketing, 12(3), 247–247. 

https://doi.org/10.69554/hbuv2040 

Chaffey, D., & Smith, P. (2022). Digital customers. Digital Marketing Excellence, Query 

date: 2025-01-25 08:25:24, 65–138. https://doi.org/10.4324/9781003009498-2 

Elmousa, H., Hwa, C. J., & Yee, W. F. (2023). Effectiveness of Social Media Influencers 

and Their Impact on Customers’ Attitudes and Buying Intention. International 

Journal of Internet Marketing and Advertising, 1(1), 1–1. 

https://doi.org/10.1504/ijima.2023.10050994 

Fletcher, G. (2020). A visual introduction to digital and social media marketing. Digital 

and Social Media Marketing, Query date: 2025-01-25 08:25:24, 3–20. 

https://doi.org/10.4324/9780429280689-2 

Green, D., & Smith, A. (2023). Customer lifetime value: How understanding your current 

customers can help to find new ones. Journal of Digital & Social Media Marketing, 

10(3), 199–199. https://doi.org/10.69554/eott8484 

Helaluddin. (2019). Mengenal lebih Dekat dengan Pendekatan Fenomenologi: Sebuah 

Penelitian Kualitatif. Query date: 2024-05-25 20:59:55. 

https://doi.org/10.31219/osf.io/stgfb 

Hewett, R., & Shantz, A. (2021). A theory of HR co-creation. Human Resource 

Management Review, 31(4), 100823–100823. 

https://doi.org/10.1016/j.hrmr.2021.100823 

Hodson, J. (2023). Digital marketing and misinformation: Why we need a new 

professional ethics to guide our practice. Journal of Digital & Social Media 

Marketing, 11(1), 79–79. https://doi.org/10.69554/eqza7161 

Kumar, M., & Singh, S. (2020). Effectiveness of Social Media Marketing & Public Relation 

of Sanitizer Manufacturers on Perception of Customers: A Study of Jharkhand 

(India). SUMEDHA JOURNAL OF MANAGEMENT, 9(3), 40–48. 

https://doi.org/10.46454/sumedha/9.3.2020.3 



286 
 

Lies, J. (2021). Digital marketing: Incompatibilities between performance marketing and 

marketing creativity. Journal of Digital & Social Media Marketing, 8(4), 376–376. 

https://doi.org/10.69554/ssvh5588 

Moriuchi, E. (2021). Cross-Cultural Social Media Marketing Strategy. Cross-Cultural Social 

Media Marketing: Bridging Across Cultural Differences, Query date: 2025-01-25 

08:25:24, 75–95. https://doi.org/10.1108/978-1-83867-175-420211008 

Rudy, & Zhafran, R. N. (2022). Comparison of Social Media Marketing Strategy of 

Indonesian Digital Bank Companies in Attracting Unbanked Youths. 2022 

International Conference on Information Management and Technology (ICIMTech), 

Query date: 2025-01-25 08:25:24, 351–356. 

https://doi.org/10.1109/icimtech55957.2022.9915086 

Setiowati, E. (2016). Memahami Kriteria Kualitas Penelitian: Aplikasi Pemikiran 

Penelitian Kualitatif maupun Kuantitatif. Jurnal Vokasi Indonesia, 2(2). 

https://doi.org/10.7454/jvi.v2i2.42 

Stoychev, I. (2020). Digital and social media marketing strategy. Digital and Social Media 

Marketing, Query date: 2025-01-25 08:25:24, 98–120. 

https://doi.org/10.4324/9780429280689-7 

Syahran, M. (2020). Membangun Kepercayaan Data dalam Penelitian Kualitatif. 

PRIMARY EDUCATION JOURNAL (PEJ), 4(2), 19–23. 

https://doi.org/10.30631/pej.v4i2.72 

Syahvitri, A., & Sugianto, S. (2022). Analysis of Murabahah Financing Marketing Strategy 

in Attracting Indonesian Sharia Bank (BSI) Customers at KC Stabat. Jurnal 

Ekonomi, Manajemen, Bisnis Dan Akuntansi Review, 2(1). 

https://doi.org/10.53697/emba.v2i1.546 

Wiryany, D., Poedjadi, M. R., & Rahmawati, I. (2023). Digital Marketing and Social Media 

as a Strategy to Increase Brand Awareness: Case Study Increasing the Number 

of Students on Brand Awareness in Social Media and Digital Marketing Activities 

in Higher Education X. Journal of Business and Management Studies, 5(4), 116–122. 

https://doi.org/10.32996/jbms.2023.5.4.12 

 

 


