How traditional businesses are making use of social media culture to compete
with their competitors?"
Changing times on a challenging digital turf:

i

N ;I

Mr. Sahil Chopra, Founder & CEO- iCubesWire

To run a successful business in today’s world, it is impossible to stay oblivious to social
media. It's imperative to run your business online and build a wide digital presence to connect
with your customers and gain valuable insights to upscale your brand further in the eyes of
your competitors. Traditional businesses that once resort to medieval and orthodox marketing
methods now acknowledge the importance of digital marketing and branding in the golden
age of social media. It is a fast, inexpensive, and effective way to engage with almost 59.5%
of the world’s population.

We have become so habitual to social media that it is only natural to meet new and highly
targeted potential customers online. The goal for traditional businesses essentially is to
establish themselves as thought leaders of their respective industries and set a new precedent
to stand out in comparison to their competitors. Of course, nobody is alien to social media,
and everyone is taking their business online, but its execution is what determines the social
standing of each brand in the market.

There are innumerable benefits to going online with your business, and with the proper
implementation of creative strategies, there is a huge scope of upscaling your business to new
heights. Yours could be the next success story being published online. In addition, brands like
Zomato and Amul are giving their competitors a run for their money with an unparalleled
level of engaging creative content on their social media.

When starting out, make sure that you follow certain ground rules while posting and
publishing ads that can drive traffic to your end product. For example, if you have a website
make sure all your posts and ads are linked, add the links to all your profiles, use ‘link in bio’




and participate in expertise social chats to direct your audience where they essentially should
be.

Lead generation is undoubtedly one of the most yielding ways to get conversions online.
With many social media platforms offering to do so, it has made doing business easily online.
Social selling is another key aspect to boost your sales funnel as products can now directly be
sold on social media throughout their respective markets.

The more you promote your content, the more people will recognise your brand. Reviews and
testimonials play a major role in customers trusting the authenticity of your brand, to add to
it, influencer marketing and simple word-of-mouth tactics can do wonders. For example,
Nykaa, with its review product option, has made users trust the genuinely of their products. It
ranges from reviews from a basic customer to a top-rated beauty influencer. As for
Influencers, rule the game of social media, and with the right representation, you can increase
the credibility of your brand and make people more aware of it.

Sourcing your content on social media and creating user-generated content (UGC) is another
way to take over. Follow the ongoing and viral trends, use apt hashtags and create a buzz
with contests and giveaways. Such, simple tactics can make a significant impact on your
brand’s social standing.

Reputation management is another aspect brands often fail to prioritise, and crisis
mismanagement has its heavy price. Interaction on social media is a two-way street; unlike
traditional methods, the more you engage with your users, the more they’ll trust you. It’s
simple, you have to be more engaged if you expect your customers to engage.

Put targeted advertising to practice to reach the exact choice of your demographic and keep a
steady budget for the same. Make sure you focus on new forms of higher conversion
advertising tools; for example, don’t turn a blind eye to native languages. People engage with
the language they are more comfortable with, release audio ads and single out demographics
that generate the highest leads.

Digital marketers often overlook retargeting. So many potential conversions are missed out
on and not converted; a study suggests that nearly 70% of people leave their carts abandoned;
marketers should leverage this information. Tracking tools like Google Analytics and
Facebook pixel can display your ads to the customers who need that product and always
pique the interests of those who might consider buying it. Study the full impact of your social
media activities, from follower growth to user engagement end purchases.

As a brand, you must understand that your competitor’s social media is a wealth of
information for your brand; it is the framework on which you have to devise smart digital
strategies that’ll not only overpower but also capture market share. While doing a competitive
analysis, your key focus should be on social media. It offers a great deal of insight into how
they engage with your market audiences and build on that information to capture the same. It
is advisable to resort to multiple digital platforms while performing competitor analysis and
keep tabs on how often they are posting, what kind of content they are releasing, and how
well their audience is receiving it. By identifying pros and cons, it will give your brand a lot
to improve upon.

However, marketers usually think that engaging on social media will bypass mainstream
media and directly convert to their customers. But the fact of the matter is that social media
seems to have made brands less significant. Social media marketing can indeed upgrade and
improve a brand’s digital presence. Still, it is such a common phenomenon that crowd
cultures often seem to devour upcoming brands. Therefore, brands have to set themselves
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apart by creating an ideology that resonates with their targeted audience so that their cultural
branding on social media takes off.

The early form of branded content worked well because the cultural competition was
limited, and consumer marketing companies could buy their way to fame in a closed
compartmentalised set-up. However, with enough advancements, audiences can now opt
out of ads making it harder for brands to retain themselves. For traditional businesses to
succeed, they need to break the social media orthodoxy and promote innovative thinking
that breaks social stigmas and give rise to new cultural opportunities that consumers find
interesting enough to interact with.

The monotony of struggling to come up with a full-proof social media branding strategy that
works in the chaotic world of digital media has the potential to regulate cultural relevance for
social media cultural branding, allowing brands to tap into the power of the masses.
Traditional businesses can now playfield and surface on the top by devising digital
intellectual strategies.



