
 

Social Media Marketing1
 

 

Social media marketing refers to the strategic use of social media platforms to promote a 

company and its products (Barefoot and Szabo 2010). As such, it encompasses a variety of 

techniques aimed primarily at spreading promotional messages via social media to 

encourage specific attitudinal responses and/or behaviours in targeted consumer segments. 

 

Significance 

In contrast to traditional marketing, social media marketing actively takes advantage of 

consumers as content creators and messengers to amplify the company’s marketing 

messages. However, beyond its focus on promotion, social media marketing functions span 

across all elements of marketing, including customer relations and market research (Gretzel 

and Yoo 2013). Social media marketing requires understanding the technological affordances 

of the numerous social media channels, the types of consumers they attract, the culture and 

conventions of the particular platform selected, and consumer motivations to engage with 

companies and marketing messages through the specific channel. It calls for an inherent 

understanding that marketers can exercise a lot less control over their messages and 

activities in the social media space and need to approach social media marketing differently 

from traditional mass media marketing. Meerman Scott (2007) summarizes the social media 

marketing paradigm as involving: 1) authenticity instead of spin; 2), participation instead of 

propaganda; and, 3) closing of the sale, continuing the conversation.  

While social media marketing is typically free and therefore in some ways levels the playing 

field for smaller companies, many platforms are charging for specific services and there is still 

a cost involved in providing contents and monitoring message effects. Measuring the 

performance of social media marketing activities is in some ways easier than for traditional 

marketing as consumer interactions leave digital traces; however, sophisticated social media 

monitoring tools are needed to continuously track the vast amount of data (big data) 

available and new performance measures need to be conceptualized in order to derive 

meaningful insights that can be translated into marketing actions. 
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Examples of successful social media campaigns in tourism 

Probably the most famous and successful social media marketing campaign in tourism is the 

2009 “Best Job in the World” campaign by Tourism Queensland, which encouraged bloggers 

from around the world to apply for a job that basically involved promoting tourism products 

in Queensland while being located on an island belonging to the Great Barrier Reef. 

http://en.wikipedia.org/wiki/The_Best_Job_In_The_World 

 

In 2010, Dutch airline KLM in collaboration with Foursquare surprised passengers with gifts 

customized based on information obtained through their social media profiles. 

http://aboutfoursquare.com/klm-surprise/ 
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