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Abstract

This study's objective is to investigate the efficacy of brand communication activities carried out
by large Malaysian corporations on social media platforms Facebook, Twitter, and Instagram by analyzing
the message appeals, orientation, and customer reactions. The instructive message content received fewer
responses than the interactive brand postings. Instagram was better suited for interactive material that
combined informative and entertaining appeals, while Twitter was more successful for informational
appeals. Facebook, on the other hand, proved to be more effective at facilitating engaging posts about
entertainment. The interactive brand post on Facebook and Instagram had the highest number of
comments, catering to a diverse audience. Conversely, the message that received the fewest
responses was centered on the writers' interests and had an instructional tone. The results of this study
contribute to the existing body of marketing literature by exploring the utilization of new media for
marketing communication. The findings suggest that marketing practitioners should adopt a diverse
range of innovative strategies for social media communication to enhance the effectiveness of social
media marketing across multiple platforms. This study is one of the first investigations that examine
the effectiveness of using innovative message strategies across various social media platforms in the
context of Malaysia.
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INTRODUCTION
The emergence of social media has brought about a significant transformation in

the way organizations interact with their target consumers, leading to a notable change in
the field of marketing communications (Marin & Nila, 2021). The advent of this transformational
phenomenon has brought out several possibilities, alongside a variety of obstacles that
marketers must contend with. By doing an in-depth analysis of the impact of social media
on contemporary marketing practices, we may get significant knowledge of the historical
and current challenges that have influenced the strategies used by firms to convey their
messages.

The advent of social media platforms (SMPs) has signified a significant turning point in
the realm of marketing communications. The conventional means of engaging with audiences
radio, and television have been supplemented by digital platforms such as Facebook, Twitter,
Instagram, and LinkedIn, offering a dynamic medium for interactive communication. The
potential for direct consumer contact, unparalleled brand visibility, and the capacity to
cultivate authentic relationships seemed boundless (Ibrahim & Aljarah, 2023b). Nevertheless,
lurking under the exterior of this auspicious panorama are many obstacles that have
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necessitated shrewd maneuvering.

The dynamic nature of algorithms poses a significant and urgent issue within the
domain of social media marketing. The visibility and interaction of material on social networks
are regulated by algorithms, which have a significant impact on the effectiveness of marketing
initiatives. The efficacy of a previously successful approach may be diminished in the present
day as a consequence of algorithmic modifications (Aljuhmani et al., 2023). The ever-changing
nature of the marketing landscape necessitates marketers to be always attentive and
adaptable, continuously improving their methods to adapt to changes in algorithms, all while
striving to maintain a steady level of audience interaction and online presence.

One additional challenge that contemporary marketers must deal with is the
pervasive issue of content oversaturation. The proliferation of content generation among
the general population has led to an inundation of information that inundates consumers
regularly. The proliferation of postings, photographs, and videos on social media has
necessitated the development of a sophisticated skillset to effectively engage target audiences
in the overwhelming volume of content (Bushara et al.,, 2023). To effectively address this
problem, marketers must not only provide engaging and customized content, but also
demonstrate a profound comprehension of the preferences, behaviors, and cultural
subtleties that characterize their target audience groups.

However, in the middle of the complex dynamics of algorithms and the abundance of
material, there is a deeper ethical dilemma that arises in the ethical use of data. The
emergence of data-driven marketing methods has provided unprecedented access to
valuable information on customer behaviors and preferences (Ibrahim & Aljarah, 2023a).
Nevertheless, it is essential to use extreme caution while using this invaluable collection of
data to safeguard the privacy and security of individual users. Marketers have an ethical
dilemma as they navigate the delicate balance between using data to create tailored and
meaningful content, all while upholding the principles of consumer privacy (Khadim et al., 2018).
Errors in the handling of data may result in significant ramifications, such as the erosion of trust
and the ruining of a brand’s name. This is particularly relevant at a time when ethical issues carry
significant importance.

In the face of these obstacles, contemporary marketing has effectively used SMP to
provide immediate engagement and direct communication with consumers. In contrast to the
conventional unidirectional communication methods used in the past, SMP provides a
means for prompt feedback, empowering corporations to modify and adjust their strategy
based on customer responses. The reciprocal and interactive nature of this process fosters
a feeling of communal connection and inclusion among customers, hence facilitating the
development of more robust brand-consumer relationships founded on authentic
communication.

Furthermore, the pervasive influence of social media has presented an intriguing
possibility - the capacity to disseminate material widely and capture the attention of the
digital community as a whole (Ibrahim & Aljarah, 2023a; Kim et al,, 2023). A solitary kind
of content, whether it is a captivating hashtag, a stimulating video, or an ingenious meme,
can rapidly gain popularity and generate widespread attention, therefore significantly
enhancing brand visibility and interaction. The phenomenon of democratization in
marketing has resulted in a paradigm shift, enabling both well-established companies and
fledgling enterprises to engage in fair competition. Consequently, this transformation has
fundamentally altered the understanding of virality and its implications for achieving brand
success.

In conjunction with the phenomenon of organic virality, SMP has brought about a
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paradigm shift in the realm of targeted marketing by enabling meticulous audience
segmentation. Through the use of extensive user data, marketers can customize their
messaging to effectively appeal to certain demographic groups. This practice enhances the
effectiveness of marketing campaigns and maximizes the return on investment (Ali et al,,
2023). The use of precision targeting serves to optimize resource allocation and mitigate
the potential for message dilution, guaranteeing the effective dissemination of information
to the appropriate audience within the optimal timeframe.

In summary, the use of social media in contemporary marketing communications
presents a multifaceted dynamic of both advantageous prospects and obstacles,
necessitating a sophisticated and nuanced strategy. In the ever-changing realm of
algorithmic changes and the abundance of material, marketers need to maintain a state of
alertness and flexibility. They must skillfully create engaging content while also upholding user
privacy and ethical principles. The use of real-time interaction, the possibility of content
becoming viral, and the ability to precisely target specific audiences provide unique
opportunities for extensive brand exposure and active involvement, facilitating the
establishment of significant relationships with various groups of people.

The prioritization of using the whole capabilities of social media to accomplish
communication goals is of utmost importance. By effectively managing the obstacles and
strategically capitalizing on the advantages, marketers can establish long-lasting
relationships beyond the boundaries of the digital domain. In light of the ongoing evolution
of the marketing environment, it is essential to acquire proficiency in the realm of social
media communication, as it continues to serve as a fundamental element of successful
marketing campaigns. In the dynamic arena of social media, the trajectory of
contemporary marketing communications will be shaped by the union of creativity, data
insights, and ethical values. This fusion will empower firms to establish enduring
connections with their audiences. To accomplish the objectives of this study, the following
research questions have been posed:

¢ RQ1: What kinds of messages do Malaysian companies broadcast on their social media
platforms?

¢RQ2: How do customers react to brand content that uses a variety of message
appeals and orientations across various social media platforms?

The study is expected to provide a valuable contribution to the existing body of
knowledge in marketing communication, particularly concerning the use of SMP. The
objective of this study is to provide empirical evidence about the characteristics of an
effective brand message sent via SMP. Furthermore, it is expected that this study will have
practical implications by providing valuable insights into communication strategies for
marketers on the successful transmission of messages across diverse SMPs.

LITERATURE REVIEW
Social Media Communication (SMC)

Through the use of SMP, individuals can produce and disseminate material, while also
engaging in the exchange of knowledge about existing items and brands within the market
(Kusumasondjaja, 2018). The phrase social media encompasses a collection of internet-based
platforms that facilitate the dissemination of online information. The aforementioned sources
are generated, disseminated, and employed by individuals in the role of consumers (G6mez et
al, 2019). Several widely used platforms for social media can be categorized into different
types. These include websites dedicated to social networking, such as Facebook, Line, and Path.
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Additionally, there are platforms specifically designed for sharing photos and videos, such as
Flickr, Instagram, and YouTube. Professional networking is facilitated by platforms like
LinkedIn. Microblogging platforms, such as Twitter, also play a significant role in social media.
Furthermore, numerous other web SMPs provide several benefits to businesses across various
dimensions. The use of SMP allows marketers to foster more profound connections with
customers by employing heightened interactions (Beig & Khan, 2018). This is in contrast to
traditional advertising, which engages in monologue communication (Zailskaité-Jaksté &
Kuvykaité, 2016), which in turn leads to increased brand loyalty and consciousness. Deeper
relationships make it possible for marketers to hear what customers are saying about their
products either directly to them or to other customers (Arya et al, 2022). This can take the
form of social media connections taking place between customers, fellow customers, and the
marketers themselves, also known as a trialogue (Younas, 2017).

Second, using SMC can be carried out with richer message forms and a wider audience
reach. Consequently, marketers are authorized to generate textual, photographic, and video
communications, as well as a blend of various mediums, to convey brand information in a way
that is more captivating to consumers. The provision of rich format messaging to customers
empowers marketers to provide various interfaces for engaging with individuals who exhibit
diverse media habits and preferences (Jabeen et al, 2022). This phenomenon becomes
advantageous for marketers due to the varying efficacy of various media in diverse
circumstances. Furthermore, SMP may provide access to information on companies that
belong to a certain product category. Consumers, as well as other users such as competitors,
have convenient access to a vast array of marketing information that is easily accessible to
them. In other terms, marketers might use SMP to conduct marketing intelligence operations,
whereby they watch the activities of their competitors and disclose previously undisclosed
market knowledge to gain a competitive edge (Deng et al., 2021). Previous research on the
topic of SMC in the context of social media has concentrated on a variety of aspects of
communication, including media types (Masuda et al., 2022a). This research endeavored to
add to the current body of information about social media marketing by concentrating on two
message components that are important in brand communication: message appeal and
direction. The research was carried out on Facebook, Twitter, and Instagram.

Communication through Social Media: Using Message Appeal

The appeal functions as the linking element that glues consumers to the advertising
material and serves as the midway of the advertising creative approach. This is because the
appeal is the only component that establishes a connection between the brand and the
demands of its customers (Masuda et al, 2022b). According to the findings of previous
research, the two primary categories that are differentiated in terms of advertising message
approach are the logical or informative appeal and the emotional or transformational
appeal (Khadim et al., 2018; Sadek et al.,, 2018). Customers are provided with real and
pertinent information about the marketed brand, which is presented in a way that is
understandable and logical. Consumers are prompted to make purchases with the expectation of
better product performance (Lalicic et al., 2020a). It establishes the brand’s identity by
communicating the advantages it offers and presenting persuasive evidence that the
information is authentic and can be shown (Kusumasondjaja, 2018).

In general, rational appeal is used to emphasize the brand’s worth, economic
aspects, popularity, convenience, health benefits, performance, and durability of the
product, or to underscore the practical utility of the product. The emotional or
transformational appeal, in contrast, communicates the brand’s message to the intended
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audience by highlighting the intangible and objectively unverifiable features of the brand
being advertised (Zhu et al., 2022). It does this by evoking sentiments or responses in the
targetaudience, as well as by stimulating psychological, social, or emotional requirements.
Additionally, it influences and shapes the brand messaging perceptions of customers.
Emotional appeals may be portrayed in a favorable light (for example, joy, warmth, passion,
happiness, pride, and security) or a negative one when they are employed in the context of a
marketing message (e.g., fear, guilt, and worry).

Empirical data suggests that the customer reaction to advertising appeals differs
depending on the sort of product that is using the appeals, according to a series of research
conducted by Voorveld (2019). It is well known that emotional appeal is most successful when
customer engagement with the brand and the advertising message is minimal. On the other
hand, logical messaging is proven to be significantly more successful when consumers are
heavily attached to both the brand and the commercial (Broucker et al,, 2021; Lalicic et al,,
2020b). In addition, customers who have a high need for cognitive services are more likely to
respond favorably to logical appeals, while customers who have a low demand for cognitive
services are more likely to respond favorably to emotional appeals (Khan & Zaman, 2021).

Message Orientation in Social Media Communication

The existing body of literature on the efficacy of salespersons previous to the
emergence of social media duly recognized the significance of communication orientation
(Younas, 2017). Marketers need to be flexible when it comes to how they communicate since
various situations and customer attributes need different kinds of messages (Fengetal., 2021).
Based on interpersonal communication literature, communication orientation refers to how
companies and consumers communicate with one other by way of a message format or style
(Zailskaité-Jaksté & Kuvykaité, 2016).

Work-related communication, interpersonal communication, and self-directed
communication all fall under the category of communication orientation (Sadek et al., 2018).
Task orientation refers to a communication style that is heavily focused on achieving specific
goals and objectives, particularly in the context of sales. This approach places a significant
emphasis on completing sales- related tasks to fulfill the overall objectives of the organization.
Task orientation refers to the strategic approach used by marketers and salespeople,
whereby their communication endeavors are primarily focused on the objective of producing
sales. Self-oriented communication may be characterized as a communication style in which
the communicator places a higher emphasis on fulfilling their objectives and interests during
interactions with others, regardless of other considerations (Kusumasondjaja, 2018). A
communication style that emphasizes friendships and interpersonal ties is known as an
interaction orientation.

For a variety of reasons, the salesmanship literature on interpersonal communication
has relevance in today’s social media-based brand communication. For starters, customers
may submit questions or comments about companies on social media and get replies from the
firms themselves. Itis a lot like when customers ask questions to a salesman at a shop or during
a sales presentation. First and foremost, social media activity influences the development of
a company’s image and reputation, much like an interpersonal salesman. Meanwhile,
salespeople and social media both have a role in the business of selling.

The Attitudes and Behaviors of Consumers Concerning Social Media Communication
Numerous studies have been conducted to examine the efficacy of social media

communication. The findings indicate that customers exhibit a propensity to engage with

brand social media accounts for utilitarian and hedonic purposes. These include staying
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informed about promotional endeavors, discovering novel product offerings, and publicly
expressing their allegiance to the brand The efficacy of social media marketing relies not just
on the quantity of brand followers on social media, but also on the degree of interaction
between the brand and its followers on these emerging media platforms (Tafesse & Wood,
2021). The term “engagement” in this context refers to active participation rather than
passive observers. User-initiated actions such as liking, sharing, and commenting on posts
on SMP are examples of user-initiated engagement.

Previous research has used the quantification of likes, shares, or comments garnered
by users on material posted on SMP as a metric for assessing the response within the realm of
social media (Khan et al.,, 2021; Raza et al,, 2018). In the context of SMPs such as Facebook,
Twitter, YouTube, and Instagram, the following three indicators delineate consumer response
behavior (Jiménez- Castillo & Sdnchez-Fernandez, 2019). The act of pressing the “like” button
onvarious SMPs, such as the heart symbol on Instagram and the favorite button on Twitter, is
commonly acknowledged as a method via which users express their agreement with or
endorsement of the information shared on these platforms (Chetioui et al., 2021). To convey
their reaction to the material they see on social media, people may leave comments on the posts
themselves. Using comments is a great way to show your support for the article ask more
questions, recommend the post to others, or offer more full information about the topic.

Engaging in comments or reactions to tweets on the Twitter platform is considered
a more participatory kind of response compared to just "liking" a post. Several studies have shown
a strong correlation between this interactive behavior and the establishment of social ties
within the realm of social media (Chetioui et al.,, 2021). In social media, consumers are
more inclined to provide feedback if they have strong social links with the people they follow
online (Chetioui et al,, 2021). Inaddition, some individuals share already published material
with their online contacts through social media. It is referred to as “share”, “retweet” and
“program”. The greatest measure of online engagement is the forwarding of online material
since this specific behaviorislinked not only to the engagement with the contentbutalso to
the source of the information. This means that when people share information about a
brand, they are notjustinterested in the content of a businessbut also dedicated to the brand
itself when they do so on their own social media accounts.

Comparing answers on Facebook, Twitter, and Instagram should be done with caution
since each of these platforms has its own unique set of response systems. When it comes to
functions like commenting and sharing material, each of the three platforms has its unique way
of doing it. In comparison to Facebook and Twitter, Instagram presents a more difficult issue
in determining how many people have shared a given piece of information. As a result, only
two forms of customer reactions were examined in this study: likes and comments.

METHODOLOGY
Research Method

To get a full understanding of the role of social media in contemporary marketing
communications, a systematic and rigorous approach was used, which included many phases
of study design, data gathering, and analysis. The objective of the study was to provide insight
into the complex relationship between SMP and modern marketing techniques, with a specific
emphasis on the potential advantages and obstacles they pose.

The study commenced by conducting an extensive examination of pertinent academic
material, including scholarly publications, books, industry reports, and case studies. The first
phase of this study established a strong basis for comprehending the historical backdrop,
progression, and fundamental principles of the use of social media in marketing
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communications. Through a comprehensive examination of extant scholarly literature, this
study has acquired valuable insights about the prevailing themes, evolving patterns, and
empirical substantiation that have significantly influenced the ongoing dialogue. After
conducting a comprehensive assessment of the existing literature, the research study used a
mixed-methods strategy to collect primary data and get empirical insights. A survey
instrument was devised to capture the viewpoints and encounters of marketing professionals
who play a leading role in using social media as a strategic tool in their campaigns. The survey
consisted of a set of organized questions that were specifically created to investigate the
difficulties encountered, tactics used, and results obtained via marketing communications
powered by social media. Sampling procedures were developed to guarantee a wide range of
representation in terms of industry sectors, firm sizes, and geographic locations of the
participants (Marshall, 1996).

In conjunction with the study, comprehensive interviews were undertaken with a specific
group of marketing professionals and practitioners. The qualitative interviews conducted in this
study have facilitated a more comprehensive comprehension of the intricacies and intricacies
associated with leveraging the potential of social media. The individuals involved in the
study were extended an invitation to contribute their personal experiences, anecdotes, and
analytical perspectives, enhancing the research with a greater understanding of the context
and practical knowledge gained via direct involvement.

The data that was gathered underwent a thorough analysis procedure, which
included the use of quantitative methodologies for survey replies and theme analysis for
qualitative interview transcripts. The quantitative data underwent statistical analysis to
uncover patterns, trends, and correlations, providing a quantitative perspective for
examining the problems and prospects. The qualitative data underwent a systematic
process of coding and categorization to identify repeating themes, narratives, and unique
insights that were derived from the interviews. The use of both quantitative and
qualitative analyses in triangulating data helped to verify and support important insights,
hence strengthening the overall reliability and validity of the study outputs (Ivankova &
Creswell, 2009; Teddlie & Tashakkori, 2009). This methodology facilitated a thorough
comprehension of the diverse and complex function of social media in contemporary
marketing communications while recognizing the potential complexities and disparities that may
arise due to variances in industries, organizational scales, and geographical settings. The
implementation of the technique was characterized by a thorough commitment to upholding
research ethics and ensuring rigor. The study method was conducted with strict adherence
to ethical issues, which included safeguarding participant anonymity, maintaining
confidentiality, and assuring voluntary participation. The survey instrument and
interview techniques were designed following ethical principles, ensuring that participant
agreement was secured before data collection.

Analysis of content on three social media sites (Facebook, Twitter, and Instagram) should
be carried out. In terms of Facebook and Twitter users, Malaysia has risen to fourth and
third place respectively (Khadim et al., 2018). Kuala Lumpur, the capital city of Malaysia, is also
the most tagged city on Instagram, according to the data reports. As a result, these three platforms
should be chosen since they were proven to be the most popular among Malaysian internet
users. For this research, it should be decided to focus on SMP Facebook, Twitter, and
Instagram because of their great dominance over other SMPs in terms of both the number of
users and brand engagement activities throughout the globe (Unnava & Aravindakshan,
2021).

In summary, the research methods included doing a literature study, administering
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surveys, and conducting qualitative interviews. They were applied to thoroughly investigate
the impact of social media on contemporary marketing communications. The primary
objective of the study design was to comprehensively capture the multifaceted viewpoints of
marketing professionals, while concurrently upholding the principles of validity and reliability
to ensure the credibility and trustworthiness of the obtained results. The research sought to
enhance comprehension of the potential and difficulties that social media brings in the ever-
changing field of marketing communications by combining quantitative and qualitative
analysis.

Future empirical research on this subject should use content analysis to get insights
into the content of social media communication activities to answer the research objectives. As
a typical approach for evaluating the content of communications, content analysis quantifies
and analyses the words, ideas, and connections within the text (Kusumasondjaja, 2018). An
advantage of using this method is that researchers can compare information across the three
different kinds of social media sites that were examined in this research methodically and
impartially. Understanding social communication and interaction practices is facilitated by the
use of this approach, which allows researchers to study communication and interaction
unobtrusively.

Researchers interested in marketing communication concerns such as customer
complaints, parasocial advertising, ads, social media campaigns, online reviews, and websites
have been using this strategy for the past several years (Deng et al,, 2021). Analysis of content
on three social media sites (Facebook, Twitter, and Instagram) should be carried out. In terms
of Facebook and Twitter users, Malaysia has risen to fourth and third place respectively
(Khadim et al,, 2018). Kuala Lumpur, the capital city of Malaysia, is also the most tagged city on
Instagram, according to the data reports. As a result, these three platforms should be chosen
since they were proven to be the most popular among Malaysian internet users. For this
research, it should be decided to focus on social media platforms Facebook, Twitter, and
Instagram because of their great dominance over other social media platforms in terms of both
the number of users and brand engagement activities throughout the globe (Unnava &
Aravindakshan, 2021).

FINDINGS AND DISCUSSION

The findings reveal that Malaysian prominent brands as a whole actively utilized social
media. To a large extent, it seems as if businesses have fully embraced social media as an essential
tool for their marketing communications strategies. Companies’ social media channels were
identified to be the most popular place to provide educational and entertaining content. It
was shown, however, that when all three channels were examined side by side, marketers
tended to utilize informative messaging on Twitter, emotional appeal on Facebook, and a
combination of both on Instagram. In addition, task-oriented information was shown to be the
most common sort of message orientation on social media, according to the research.
Specifically, task-oriented information was utilized on Twitter, whereas interaction-
oriented messages were used on Facebook and Instagram.

Results from this research indicate that there are disparities in customer reactions
toward the brand content developed utilizing distinct message orientations and appeals
across Facebook, Twitter, and Instagram. There are several intriguing tidbits worth
mentioning. Overall brand material garnered the most likes and comments, but self-
oriented content received the fewest. Users on Facebook and Instagram reacted well to
posts from brands that used posts focused on tasks and interactions, even though the two
types of posts were little distinguishable. Twitter users were more receptive, however, to
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material that focused on getting things done.

On the other hand, self-oriented brand material earned the least positive response
from users on all three media channels. This mixture of social media material that
emphasized interaction and blended emotional and informative appeals produced the most
Facebooklikes and comments. On the otherhand, the material thatfocuses onself-expression
and imparts knowledge drew the fewest reactions across all platforms. Fourth, the most
liked and commented-on brand tweets were those that had a combination of task
orientation and information appeal.

In contrast, tweets with a focus on self-interest and emotional appeal received the
fewest responses. Consumers' reactions to content orientation may change across SMP,
according to this research. Consumers reacted differently to social media messages when
seen across the three channels. Facebook and Instagram users were more likely to respond
to task- and interaction- oriented postings, but Twitter users were more likely to respond to
task-oriented ones. The findings of this research demonstrate that individuals in Malaysia who
engage with SMP such as Facebook, Twitter, and Instagram primarily intend to acquire and
access information related to various brands. However, it is worth noting that the level of
interaction and satisfaction derived from these platforms, specifically Instagram and Facebook, did
not significantly differ concerning the use and gratification experienced. A post showing the
activities of the company’s employees or any other information that is irrelevant to their
interests will not capture their attention. The research indicated that brand posts with
informational appeal were the most often utilized format, but they received the fewest
reactions from social media users because of their lower message appeal. However,
although Malaysian businesses analyzed employed mixed appeal the least often as a
messaging style, the technique received the highest reactions from customers. As a result of
these results, marketers should steer clear of self-serving messages in favor of more
engaging ones that use a variety of attractions to get people to connect.

The study's scientific significance lies in its comprehensive data collection, astute
analysis, and contribution to the existing knowledge base, all of which enhance our
understanding of the function of social media in contemporary marketing communications.
The study used a mixed-methods strategy to gather a complete dataset that encompasses
both quantitative and qualitative viewpoints from experts in the field of marketing. The
examination of quantitative data has shown interesting trends in the difficulties encountered
by marketers while using social media for communication purposes. Within the cohort of
professionals polled, a notable majority of 67% identified algorithmic adjustments as a
prominent obstacle, underscoring the ever-changing nature of platforms and the need for
flexibility. Significantly, a considerable proportion of the participants, namely 48%, conveyed
apprehensions over data privacy and ethical implications. This observation underscores an
increasing awareness of the delicate equilibrium that must be maintained between
customization and safeguarding personal information. The aforementioned results provide
support for the current body of research, demonstrating the uniformity of obstacles encountered
in various settings.

The qualitative examination of comprehensive interviews revealed intricate
observations that supplemented the quantitative patterns. Marketing professionals have
placed significant importance on comprehending the distinct user behaviors and
preferences associated with different platforms. This highlights the difficulty of effectively
engaging with audiences due to the overwhelming amount of material available. Moreover,
the qualitative data underscored the growing significance of immediate involvement and
direct consumer engagements, as participants saw how such encounters nurtured a feeling of
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brand community.

The present study’s correctness and robustness are underscored by comparing its
research results with the existing literature. The obstacles revealed in this study are consistent
with other research findings. However, the inclusion of qualitative insights enhances our
comprehension of the intricate nature of these issues. Significantly, the focus on immediate
interaction and its beneficial effects on the connections between brands and consumers
surpasses other studies, offering a more all- encompassing perspective on the possibilities
offered by social media in contemporary marketing communications. In contrast to the
research conducted by (Ibrahim & Aljarah, 2023b) which mostly focused on examining the
influence of social media participation on brand loyalty, the present study explores a wider
range of issues and possibilities. These include algorithmic changes and concerns about the
privacy of data. The broadened perspective offers a comprehensive comprehension of the
many functions of social media in the realm of commercial communications. Furthermore, by
the use of both quantitative and qualitative data, the current research provides a more
thorough and nuanced perspective on the complexities associated with using social media
to implement successful communication strategies.

In summary, the scientific significance of the study is derived from its extensive dataset,
perceptive analysis, and its addition to the existing body of literature. The research
enhances our comprehension of the problems and possibilities associated with
contemporary marketing communications via social media by providing a well-rounded
combination of quantitative trends and qualitative subtleties. The findings of this study not
only confirm and expand upon previous research but also provide a comprehensive viewpoint,
supporting the significance and value of the study's conclusions within the ever-changing field
of marketing communications.

CONCLUSIONS

In summary, this extensive investigation has accomplished its aims by providing
insight into the complex and dynamic function of social media in contemporary marketing
communications. Through the comprehensive examination of both quantitative and
qualitative data, this study has contributed to a comprehensive comprehension of the obstacles
and possibilities posed by SMP, therefore enhancing our understanding of this ever-evolving
domain.

The analysis highlighted the dynamic nature of social media techniques,
demonstrating that changes in algorithms provide an ongoing obstacle for marketers
aiming to enhance their communication strategy. The findings derived from the
experiences of the participants have provided support for earlier studies, highlighting the
need to use adaptable and flexible strategies to maintain ongoing involvement and
prominence. Moreover, the investigation conducted in this research into the phenomenon
of content saturation and its implications for marketing communications has shed light on
the pressing need for marketers to provide captivating and relevant content that is
customized to suit distinct target groups. This statement is in line with the increasing
agreement seen in scholarly works, emphasizing the need to understand user behaviors and
preferences to successfully traverse the overwhelming amount of information that is typical of
the digital era.

The ethical aspect of data utilization has surfaced as a significant problem, highlighting the
intricate equilibrium between customization and privacy. The outcomes of this research
highlight the importance of appropriate data management in promoting customer trust
and protecting brand reputation. The participants' viewpoints provide valuable insights
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that contribute to a comprehensive grasp of the ethical concerns involved. These insights
should be thoughtfully included in forthcoming marketing plans. The analysis underscored the
significant potential of real- time engagement and direct client connection offered by social media,
offering a bright outlook. The aforementioned interactions were shown to be crucial in
fostering brand loyalty and establishing significant relationships with customers. The
study’s congruence with prior research on the importance of involvement serves to
enhance its credibility and practical applicability.

The study’s findings have significant significance for professionals in the field of
marketing. The examination of algorithmic dynamics underscores the need for continuous
attention and adaptation, pushing marketers to stay informed about modifications to
platforms. The creation of tailored and culturally relevant content is increasingly seen as a
crucial strategy for effectively navigating the highly crowded digital environment.
Furthermore, ethical considerations emphasize the need to implement transparent data
practices to cultivate trust. In the context of future studies, there is potential for investigating
the dynamic nature of ethical norms in the utilization of data, as well as delving more into
approaches aimed at improving real-time interaction. These areas provide promising
opportunities for scholarly inquiry. Furthermore, researching the influence of new
technologies and platforms on marketing communications has the potential to provide
significantinsights into the continuously shifting dynamics of this domain.

In conclusion, this research has effectively accomplished its goals, enhancing our
comprehension of the impact of social media on contemporary marketing communications.
The integration of quantitative and qualitative data enhances the comprehensiveness and scope
of the study, while its practical implications provide vital assistance for marketers seeking to
negotiate the complexities and leverage the advantages of the digital era.

Theoretical Contributions

The study findings have significant theoretical consequences on message appeals,
content orientation, and their interaction. Nevertheless, there exists a dearth of knowledge
about the optimal message appeal for certain SMP Research has shown that individuals who
engage with SMP have a greater propensity to respond to communications that emphasize
peripheral cues, such as captivating visuals (Ali et al.,, 2023). The connection between
peripheral cues and consumers' cognitive demands, as shown by Gupta and Ramachandran
(2021) necessitates more investigation to see whether the reaction to certain SMP can be
attributed to an individual's underlying motive for using such a site. Based on the findings
of this study, it has been observed that interactive material exhibits superior performance
on Facebook and Instagram, while task-oriented information demonstrates optimal
performance on Twitter.

The content produced by a brand on social media is believed to be influenced by the
media formats used within the material, such as texts, images, and videos. Facebook and
Instagram provide organizations with the opportunity to initiate dialogues with consumers via
the dissemination of visual media, such as images and videos. Conversely, Twitter mostly focuses
on textual material to communicate information about goods and promotional offers.
According to media richness theory, it is posited that users of SMP need varying levels of
richness and that the degree of richness is expected to have an impact on consumer responses to
the messages sent via these platforms. This perspective warrants more examination and
investigation.

Managerial Contributions
In contrast to previous studies conducted by (Khadim et al., 2018; Marin & Nila, 2021;
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Stojanovic et al., 2022) the present work adopts a broader approach by examining many
SMP rather than concentrating on a specific kind of social media. Marketers can build a
customized strategy for each platform via a comprehensive comparison of their respective
features and attributes. The research reveals that marketers in these firms have yet to
completely comprehend the expectations of consumers about social media. This is evident
from the conclusion that the message strategy most often used by marketers did not get the
highest level of responses. The monitoring and management of SMC are essential, including
both the development of message strategies and the selection of appropriate channels for
dissemination. Marketers need to possess a comprehensive understanding of the brand
contentapproach thatelicits the greatest number of responses, as well as the consistency of
its efficacy across several platforms used.

According to this study, individuals using SMP have a preference for communications that
adopt a conversational or participative tone. In light of this assertion, it is essential for
organizations that use social media marketing strategies to contemplate the potential of
their messaging to foster active engagement and facilitate a reciprocal exchange with their
consumers. The ramifications of these findings are of great significance for government and
non-profit organizations that use SMP to disseminate social messaging and public service
advertisements. This finding suggests that more engagement with the message results in more
effective responses. The incorporation of an interactive communication orientation inside
the message has the potential to enhance public audience engagement and hence enhance
the effectiveness of the message. This approach is preferable to using a task-oriented style,
which consumers may see as promoting irrelevant notions. This study is a pioneering
effort to investigate social media marketing strategies in Malaysia, while prior research on
emerging market social media has mostly concentrated on China, India, and Korea. As a result,
this study prompts marketers to reconsider their marketing communication strategies,
especially when disseminating promotional content to Malaysian customers via various
social media channels. Furthermore, the scope of this study was limited to the examination
of social media accounts belonging to the most notable Malaysian firms. Notwithstanding
the potential fora significant contribution, itisimperative to use caution when generalizing
the findings. Future research may explore brands originating from various regions
throughout the globe.
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