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1. AT

e HIfSAT BT SHRY T HaR HIgH & Y § gafm ],
R T0qH 999 H g8 fquuH (Marketing) &1 Fa
Yfa=ITe JUHRY § T §| URURS fauur fafta—o
AR UF, e SR Cofifas—a faudta, dere e
SYHIT IR S & o Yag Tag $T AIH Ua Il §
(Kaplan and Haenlein 60) | ]

YRA SR fasprariir <% #, SiET gar SMerd 3ift © 8k
$eXT Ugd doll 9 9¢ 3T 5, GIkIa HifsaT fauue & arR
e faxgd §aMM Bl Statista (2023) & IR, YR H
IrRra Hifsar SuanTamarstt o1 S 700 e § o g,
3R 2025 TP FHH 900 AT T T FI HHGH g
Y IUHIGAT ISR &I T 3T U §—ST8f SuHied 3
$Had IUIG BT TgUIHd! g, dich S & i 8 Aiha
YAt fAuTar g

2. AT F eI

T MY HT I I I8 GHeHT § 6 dera difsan

A f6 UBR IUHGAT TGER B! YHIfad Pt gl

mmmm%_
. O Hifear AT & g IuSRU R Ui Bt
g BT

2. IuMiadr & Fofg-ufsear & dera fifsar & yfier &1
foayor B

3. IuMiad &1 §is Fm, Ay ok Wi fAofg wR Awra
Hifsar gual &1 ieaa= HIAT

4. fouues & forw uwEl dwa Wifsar uEifaa &
IR B3

ﬁ&'iﬁw e (Theoretical Framework)

g MY AIDA Al (Attention, Interest, Desire, Action) TR
YT @, St fauur= ufshar &t IR rgwitalt &l gxiar g1
Attention (ST): SUHTGT BT &1 TH T BT — 3MHYD
T, URe 91 faqmu= gy

Interest (Sf<): JdTE g1 Ja1 § i ST HAT|

Desire (3%31): SUHIGT H TWie ! 33T UaT BT

Action (fehaT): Sfda: WRIGRT AT HaT BT IUTRT HR-AT|

et Hifeur wewiH 37 IR TR & 8o T | Sisd &

(Kotler and Keller 195) |

3. 3Ny Usfa

g gy quHIH® SR fIRAYUTa® Usfd (Descriptive
and Analytical Method) UX 3eTia g

Se1 9ia: fgdiae did oY =iy U3, Hiehe gdef, Rare, SHd
o9 R f$fored el

AT A : P YHA FISI—S Nike, Zomato, Amazon
3R Nykaa—a! Wra Hifsar Yorifodt &1 fazawor famar
arl

BId 3fafy: 2018 F 2024 T b fSfrea fauue ded @
3faeiiep febaT T |

izra Wifgar arbfen & Yqd dd (Major Elements of

Social Media Marketing)

1. IrEf fagor= (Content Marketing): ]
IuHigaT HIETe Bl UWIfad HRa arct del=ar
(Storytelling) 3TR AT 8 BT 34fH AT T B

2. W BT (Influencer Marketing):
Trora Hifsar st &1 uya IuHiadret & wiig fHuflg wR
Tier W@'{Iﬁ?ﬂ% (Tuten and Solomon 122) |

3. a1 fawawwr ok @ew fRefRor (Analytics and

Targeting):
fsfoicad taniRen IuHledl & TagR &1 AW &R

T IO IR ] |

4. TeHe TurIfaar (Engagement Strategies):
s IuMiarell & WY A5d d9¢, U, 9k Bisdd &
e IS ]

IUHIT gdgR W YHId (Impact on Consumer
Behaviour)

1. JIATHD AdER (Informational Behaviour):
IuMiadr 3 feft off wdie fofa @ uga diwe difsar w

Jae @ Fem, gor, @ik difedl vy dwd §
(Mangold and Faulds 358) |

2. ﬁrm fAmfor (Trust Formation):
THRTAD R 3R JoR-5ReS dHee IUHT & s W
Ay D! Togd B B

3. Wﬁ'BT (Brand Loyalty):
Trord Hifgar R FRaR dare 3R Jar-ufafesar IuHiadr o
S IHY d% §is 9 SIS Wl g

4. Eﬂ?{ irauif (Purchase Motivation):
fagjera dee, ahie fewmnsey, iR J& /LRI JuHaT
BT Wie IR o fig B & |

5. THTRIS YHTG (Social Influence):
TP, VIR SR HHCY 1 WA IS WA BT Gobd
Tt 3N IUHIGT BT AFRIG T BT UHIfId Bl B
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YUYW 3QIeRUI (Case Studies and Examples)

Zomato: IR 3MUTRd TEET AIHIT 5 Zomato BT ﬂﬂTx’rﬁ
& S BT ST

Nykaa: &¢I AT & H1EH ¥ IAG Y9R A T8 Ay
CAKEEI

Amazon India: IR g 3R "Recommended for You"
HIeR I Ul &1 TR 1T 5|

Nike: “Just Do It" SR & 1Y FHIUER FgANT SUHTeRT
TRUN &1 IFHT IaTeR 5|

A4

5.

1. ST YAl &1 3HTT (Lack of Data Privacy): SUHIEIT
3 S ZIUANT F R B HH BNl B

2. B <ol 3R TAd BRI (Misinformation): JUHIET
Y g 9 |

3. 9qf& (Content Saturation): Sgd 3% fagma &

SUHIHT YhTd He I hdl %l

6. fspd

e Hifsar ArdhfET 7 Iuniedr sgaeR | ag® uikad—
TR B 3 HT UM i gferd, faxavones ek
Sie-Hde=iia g1 fAUuF 3@ FHaa G ST+ &1 ATAd
e, Sfcs IUHIST STHT TN PR BT 1Y & T 81 3
I I9g § HEE gfgHa (Al) 3R adsra Raferdt (vr) 31
YT B 3Rt SfFaTa TG

RECOMMENDATIONS

%mﬁgmﬁmwmamnm &
|

2. IuHiad! ufafesar 1 gHy WR Iaifdd fear S|

3. feforea fagmom & fafdedr Sik TR @ 9Tt fear sy
4. IUIET Sl BT MU AT = & forg =ifear

eg ol

e it

1. Kaplan AM, Haenlein M. Users of the world, unite! The
challenges and opportunities of social media. Bus Horiz.
2010;53(1):59-68.

2. Kotler P, Keller KL. Marketing Management. 16th ed.
Harlow: Pearson Education; 2016.

3. Mangold WG, Faulds DJ. Social media: the new hybrid
element of the promotion mix. Bus Horiz. 2009;52(4):357—
365.

4. Statista Research Department. Number of social network
users in India from 2017 to 2023. Statista; 2023.

5. Tuten TL, Solomon MR. Social Media Marketing. 3rd ed.
Thousand Oaks, CA: Sage Publications; 2018.

Creative Commons License

This article is an open-access article distributed under the terms and
conditions of the Creative Commons Attribution—Non-commercial—
No Derivatives 4.0 International (CC BY-NC-ND 4.0) License. This
license permits users to copy and redistribute the material in any
medium or format for non-commercial purposes only, provided that
appropriate credit is given to the original author(s) and the source.
No modifications, adaptations, or derivative works are permitted.

Disclaimer: The views, opinions, statements, and conclusions expressed in the papers, abstracts, presentations, and other scholarly contributions
included in this conference are solely those of the respective authors. The organisers and publisher shall not be held responsible for any loss, harm,
damage, or consequences — direct or indirect — arising from the use, application, or interpretation of any information, data, or findings published
or presented in this conference. All responsibility for the originality, authenticity, ethical compliance, and correctness of the content lies entirely

with the respective authors.

244 © 2026 faw™ ﬁﬁ'@ This is an open-access article distributed under the terms of the Creative Commons Attribution 4.0 International License (CC BY NC

ND).https://creativecommons.org/licenses/by/4.0/



https://creativecommons.org/licenses/by/4.0/

