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Abstract - Marketing is an important strategy for businesses and it contains numerous effective tools. 

Traditional marketing has been in use for many years and lately social media has brought new ways of doing 

business for companies and that has affected marketing. The interest is to dig deeper into the evolution of 

marketing and marketing strategies and how these strategies affect certain factors in a company especially 

customer acquisition and retention .I am also interested in the versatility of marketing in the business world, the 

main differences between social media marketing and traditional marketing. This research amongst other things, 

seeks to determine the best marketing practice for companies to maximize profit and to compare digital 

marketing and traditional marketing and make recommendations. 
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I. INTRODUCTION 

 

Many entrepreneurs focus so much energy on their 

products and services, not recognizing that success is 

not just from what the business has to offer, but the 

ability to reach the target market, get them to buy and 

keep them coming to buy. Therefore different 

strategies are used to sell products or services that 

they offer. Marketing is a strategy that can make a 

business grow and become a household name. It is 

crucial to know what type of marketing to use in every 

area to achieve great increase in sales, market share 

and customer acquisition.   The American Marketing 

Association defines marketing as “the activity, set of 

institutions and processes for creating, 

communicating, delivering, and exchanging offerings 

that have value for customers, clients, partners and 

society at large. Marketing is also considered to be a 

process of exploring, creating and delivering value to 

satisfy the needs and wants of a target market at a 

profit1.As organizations today operate in a faster pace 

(Blackwell 2009) the traditional marketing strategies 

such as advertising in TV, on bill boards and posters 

might not be effective as they used to be hence the 

paradigm shift from traditional marketing to digital 

marketing. For decades, companies have built up their 

business around the traditional style but the rise of 

internet and the rising popularity of online marketing 

have offered rapid growth. Lately as the focus of 

companies shift from traditional marketing, they have 

sought to adapt best digital marketing strategies to 

obtain competitive advantage over their rivals. 

Nowadays, the internet has increasingly played an 

important role towards consumers’ perspective. The 

strategy of digital marketing has being used by many 

companies to adapt their company and the successful 

adoption of technologies depends on the perceived 

ease of use. Digital marketing strategy stresses on how 

digital technologies make marketing more effective 

since it allows for individual attention, better 

campaign management, and better product, marketing 

design, and execution.(Pinkley 2011) Digital 

marketing is a new phenomenon of traditional 

marketing that allows the marketer have a two way 

communication with their customers.  Retailers and 

service providers in different businesses are trying to 

increase their sales by using different marketing 

strategies. All the strategies has one destination for the 

businesses which is persuading customer to come 

back and keep buying from them or ask for more 

services. Maintaining customers and increasing the 

level of relationship between customer and retailer is 

what is known as customer retention. The ability to 

expand loyal customers and maintain the existing ones 

is a critical factor for long-term success of 

organizations therefore companies must seek for and 

adapt the best marketing strategy to achieve long term 

organizational success.  

 

 In the light of the above background, this study seeks 

to check the effect of digital marketing on customer 

acquisition within some selected companies. The sub 

goals are: 

To determine the best marketing practice for 

companies to maximize profit. 

To compare digital marketing and traditional 

marketing and make recommendations. 

It is expected that the findings of this study will help 

highlight the best marketing method to achieve the 

goal of customer acquisition and contribute to the 

existing knowledge on the subject matter. 

 

II. LITERATURE REVIEW 

 

Marketing is a dynamic concept and its dynamism is 

seen clearly in the speed at which it evolves and 
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expands on the basis of societal changes and 

technological advancements. Dynamism in the context 

of this research is the increasing shift from the 

traditional to non-traditional approach to marketing. 

The Chartered institute of marketing (CIM) in 2007 

declared marketing as the function that creates value 

by stimulating, facilitating, and fulfilling customer 

demand. 

 

A. The production era  

The production era of marketing was all about the 

efficient production of products for the mass market. 

There was more focus on the company than on the 

customer. Basically, if a company could do mass 

production cheaply and efficiently you could 

dominate a market because customers’ needs were not 

important since they had little choices available. 

Solomon et al 2014. In this era emphasis was to 

ensure that the production process was efficient and of 

high quality. 

 

The sales era of marketing 

During this era, the idea of efficient and effective 

mass production had gottento its peak. It got to the 

peak because war production process developed 

during the Second World War as part of the war 

efforts were converted producing goods efficiently. 

Then there was the improvement in critical utilities 

such as transportation systems than it was in the 

previous era and that made goods move faster than 

before making mass production of goods grow. 

(Burrow, 2009. P.25).the result of the improved 

transport and production systems created a saturated 

market place. This saturated market place led to 

increased customer bargaining power and leaving 

businesses with little or no differentiation to be 

exploited. Companies began to rely on salespeople to 

convince customers. The introduction of sales people 

ignited the sales era of marketing. 

  

The marketing era of marketing (since 1950s) 

Hurd, Barcelona and Meldrum (2008) argued that this 

era started in the early 1980s due to increased 

competitions that saw businesses becoming more 

responsive to the needs of customers. The first notable 

difference between this era and previous era is the 

shift from product orientation to meeting the needs of 

customers. Now, businesses are not thinking of their 

own successes from the perspective of their ability to 

utilized their resources more effectively, but actually 

seeking to understand the needs and wants of the 

customer and then developing products to meet these 

identified needs and wants and therefore eliminating 

the possibility of producing what customers do not 

want or need. 

 

Relationship era of marketing (since 1990s)  

Solomon et al (2014) opined that this era is about 

having consumer orientation that satisfies the needs 

and wants of consumers. In this era, both the 

organization and consumers work with each other to 

create value in the relationship and consumer 

experience. 

 

The social era of marketing (since the 2000s)  

This offspring is an offshoot of the dynamic changes 

in technology and its in full swing due to customer 

accessibility to the internet and the creations of social 

websites. The social era is more diverse than the 

previous era of marketing and this is because of the 

opportunities for manufacturers to meet customer 

needs and wants. One of the prevailing avenues that 

the era of marketing brought forward is the social 

media avenue. Masterson and Picton (2010) stated  

that the internet has played a significant role in the 

way company market their products and the lifestyle 

of consumers.  

 

Cundari (2005) argued that in this new era it’s the 

customers who have leading roles in the relationship 

between customers and manufacturers compared to. 

Rath etal (2015) referred to the emerging and 

expanding social era of marketing as Social Media 

Marketing and they defined the term as the process of 

gaining customers attention and sales through social 

media platforms. This era provides flexibility for 

business to incorporate online and offline customer 

contacts.  

 

Organizations have been able to use or continue to use 

various ways to spread their messages, but the rules 

have changed with the inclusion of social networks. 

(Mulhern 2009, p.87) For example, Mulhern (2009) 

states that the media must be in the hands of someone 

in front of the TV screen in order to monitor the 

content of the media. As a result, organizations can 

use these traditional media platforms to manage the 

spread of their messages. This is not possible in social 

networks. "In the digital world, high or low prices 

cannot be copied and distributed in order to free media 

content from physical press and publication 

boundaries, and (Mulhern 2009, p. "When users take 

control, they will create whatever the consumer 

wants.". 

 

III. TRADITIONAL MARKETING METHOD 

(TMM) 

 

The use of the traditional method of marketing has 

been in existence and is still relevant till this day, the 

most important reason why it is still relevant is 

because of its longevity (Todor, 2016) and 

accordingly, the term traditional marketing has 

different forms like the greeting card, calling card, 

billboards, brochures, TV, print, which are used every 

day to market products for companies. For the most 

part, according to (Todor, 2016), the most relevant 

part for using traditional method of marketing are it’s 

advantages which is faster results, durability, the level 

of trust based on the trust people have for buying 
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offline against been defrauded, these are the major 

reasons why there will still be people ready to 

maintain the traditional marketing method process. 

Marketing obviously plays an important role in any 

form of organization, as without it, there would be no 

communication between consumers and producers. 

(Selehi, Mirzaei et al, 2012). 

 

 
Fig 1 Traditional Media marketing model 

 

Traditional marketing methods include newspapers, 

magazines, telephone, radio and television. These ads 

are usually paid at a charge for the app. When almost 

everyone reads local newspapers or gets a phone book 

every year, many business owners can count on it. 

Most people were using newspapers to get news, but 

online marketing passed them. 

 

Nielson (2013), in his survey recorded over 68% of 

responses willing to take action over television adverts 

as against 62% who would rather go for magazines. 

This displays some amount of confidence which most 

of the populace seems to have for the local advertising 

media.  However, Nielsen explains that the digital 

world (social media), creates an all inclusive platform 

for consumers to engage meaningfully. With latin 

America voting widely for traditional means of 

advertisement, it is however not a global option in 

terms of media marketing. 

 

After a series of  literature review on traditional media 

marketing, Adzharuddin (2012) found that social 

media focuses on interaction and allows for two way 

communication. Customers are carried along in 

internet marketing rather than being passive recioients 

as in the case of traditional marketing. 

 

Recently, statistics shows that internet marketing has 

gained grounds and is likely to get stronger acceptance 

. (The CMO Survey, 2012). Beyond researches and 

findings on marketing preferences, the rola of 

marketing withing a system remains the same. Internet 

marketing, may have impacted the method of  

conducting businesses by somewhat providing  

rescources , it however only improved marketing by 

adding another tool (O’Callaghan &Fahy, 2002). 

   

 BIGresearch (2008), explains that after a series of 

researches, some traditional media like the email and 

television sets remains a continuous influence, in the 

face of direct dominance of the social media 

marketing. The research however highlighted the fact 

that, traditional media marking was on the decline in 

comparison with digital world of marketing. 

According to BIGresearch, there was a decrease in 

consumer interests in the traditional marketing world.   

(Ben Bizzle, 2015) reiterates the importance of 

communicating in a way where it is “memorable”, 

leaving an impression is very important when making 

a decision to buy, going forward to say that the use of 

the traditional method of marketing produces more 

effect because it is perceived to be trustworthy and 

accurate by giving an example on how this works, 

(Ben Bizzle, 2015) gave an illustration on how the 

budget of libraries leaves little for the marketing of the 

product they are out to promote where the target 

audience do not have an idea the kinds of services 

they offer by “making your promotional materials 

memorable so they don’t get lost in the clutter that 

inundates people daily”, giving an example of a $4 

million dollar budget library with only $5,000 to cater 

for billboards, posters, postcards, bookmarks, yard 

signs,  which in the long run is cost effective given the 

amount of exposure they provide. 

 

(Kristin Ahlberg, 2008) Conducted a research by 

collecting data through interviewing four Swedish 

organizations over the phone and came to a 

conclusion that companies can market themselves 

with little or no resources financially. (Kristin 

Ahlberg, 2008) concluded that there is a difference 

between using the traditional marketing method and 

using the “doing more with less” strategy. 

 

(MARKUS PFEIFFER, 2010) explained after 

presenting a marketing mix model case study that to 

build a viable brand and to convey the brand position 

to the audience it is sharing with other competitive 

brands, it is imperative that the tradition method of 

marketing be used which proves that the allocation of 

marketing budget has to be done in such a way that 

the traditional method of marketing is catered for. 

 

(Philip Kotler, 1999) presents the essence of been in 

business is consistence and added value generating 

new customers as well as having customers who 

continue to patronize, by using traditional marketing 

method, the focus is on getting new customers to buy 

but by intertwining customers and sellers in an 

interactive mode as described by (Philip Kotler, 

1999), “the customers and the frontline employees 

must work to interact to create superior value” and 

encourages adding interactive marketing to the four Ps 

thus reaching profit and growth goals. 
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IV. SOCIAL MEDIA MARKETING  

 

There has being a worldwide explosion of electronic 

commerce as well as interactive digital media with the 

dramatic evolvement of the internet in the past thirty 

years (Baird & Parasins , 2011). The number of online 

retailers are on the increase on a daily basis and 

consumers are increasingly purchasing products 

online also. The findings of a research done by 

Goldman Sachs (2013) indicates that 11 to 16 percent 

of the total global retail sales will be conducted online 

by 2020, compared to the four percent we have today 

e-commerce has gained so much popularity in todays 

market thereby generating fierce competition 

(Parasuraman & Grewal,2000). As a result of the 

fierce competition, companies are focusing on 

acquiring customers online and getting closer to them. 

Today compaies are trying to use social media to 

engage with their customers and by doing so, they is 

increased revenue, efficiency. Growing social 

networks and blogs are closely connected. As a result, 

consumers become more restrictive and watch each 

other online and offline in a bid to keep up with the 

pace. In a nut shell, the market observes, interprets 

and directly or indirectly affects the market Behavior. 

Social networking sites give consumers the 

opportunity to make them stronger and express them 

more widely. Blog writers, commentators and More 

than ever: 120,000 blogs are created every day. They 

create a rich knowledge base for other users who are 

participants when making a purchase. Traders of 

different companies create a strong brand experience 

that can be shared between consumers (Zsolt Katona, 

2014) Illustrated on the importance of companies’ 

interaction directly with their customers and how the 

companies measure the interest of the customers. In 

his illustration, the further increase or reduce in the 

marketing messages passed and also the importance of 

the perception the customers have of the company on 

the social sphere were outlined. Moreover, (Zsolt 

Katona, 2014), described in detail the rise of the 

company through it’s social media by using less 

formal mode of reaching out to prospective clients to 

make interaction more lively and productive.  

 

 
Fig 2 Social media marketing model 

A. cost of Social Media Marketing (SMM) 

Using social media has more advantages like the cost 

of using the platform is “nearly Zero” (Neti, 2011) as 

against the traditional marketing method, (Neti, 2011) 

also explains that the low cost of the social media is 

due to the application of technology and the use of 

words which creates an environment for profit 

generation. (Neti, 2011) explains further that the 

reason most SMEs flourish now is because they can 

compete with big companies marketing their products 

to the customers directly at an affordable rate on a 

level playing ground, increase traffic, sell more 

services or products, enabling customers to reach our 

to customers to get reviews, get customers feedback, . 

(Neti, 2011) Itemized the growth rate of the budget 

spending for the social media marketing from 3.5% in 

2009 to 17.7% in the next five years, which shows 

that in the long run the cost of the social media 

marketing is going to climb. 

(Malin Fridolf, 2011) explained that “social media is a 

cost effective way to become global and create reach”, 

highlighted the need for a company to have a social 

media presence despite the fact that they have internet 

presence by the way of company website so as to 

extend their “reach”. 

 

V. METHODOLOGY 

 

Thıs research employed the use of both primary and 

secondary data. The Fortune magazine releases a list 

of the 500 biggest companies in America.The list 

consists of both private and public companies that 

publicize information about their revenue.  

 

The magazine ıs released annually and made available 

to the public thereby making the data secondary to the 

researcher. Meanwhile facebook as a web based social 

media site records activities of each account and gıves 

the avenue for feedbacks. The researcher personnaly 

searches for the companies online and records the 

number of followers and likes which makes the data 

primary to the researcher sınce he data was gathered 

bythe researcher and put together for the purpose of 

thıs work.  

 

Data collected 

Data collected for the purpose of this work are : 

1. List of 2017 fortune 500 companies 

2. Market value for each of the 500 company 

3. Profits of each company for 2017 

4. Facebook page likes and follows 

5. Tweeter follows tweets and likes 

6. Instagram followers 

7. Instagram likes. 

Statistical package for social sciences, (SPSS), was 

used for analysis in this research. The hypothesıs was 

tested and analysed wıth correlation analysis . 

Correlation analysis is used in evaluating the linear 

association of two or more variables that may be 
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dependent or independent. Lastly, a scatter plot graph 

is used to confırm the interpretation of the analysis. 

 

A number of processes were undertaken to get the 

data used in this study.  

 

First was to get the most recent lıst of Fortune 500 

companies. This was gotten from the officıal website 

of Fortune 500 which is 

http://fortune.com/fortune500/ To save time and get 

to the officıal facebook account of these companies, 

the researcher followed the companies from the 

website of Fortune 500. Ms excel was used to sort 

and code the data gotten from the website. 

The fortune 500 companıes were arranged ın rows on 

the Ms Excel spreadsheet and the variables were 

lodged in columns . the variables lodged in columns 

are the company market value, facebook page likes 

and follows.the market value of the companies ae on 

the Fortune 500 website and the researcher got 

information about the facebook accounts of the listed 

companies from the contact us button on their 

website. We then searched for the facebook accounts 

of those companies that are yet to link their facebook 

account to their website. The researcher then records 

the feedback of the company (likes, follows)when he 

gets to the official page of the company. This 

ınformation ıs transferred to the desıgnated column in 

the existing spreadsheet . these processes were 

repeated till the list was exhausted. 

 

VI. SUMMARY, CONCLUSION AND 

RECOMMENDATIONS 

 

From the above analysis, it is no doubt, the 

tremendous impact the social media has on big 

business enterprises. This displays a big drift from the 

traditional means of advertising. The world has gone 

digital, so much so that almost half the world’s 

populace is on one social media or the other. Having 

a firm grip of the listening ears of over a hundred 

million people can no more be ignored in our 

generation.  

 

Apart from the vast customer base that one can gather 

from one social base, the prompt response that can be 

gotten from each advert is one high point that users 

have to benefit from social media. 

 

http://fortune.com/fortune500/


International Journal of Management and Applied Science, ISSN: 2394-7926                          Volume-5, Issue-11, Nov.-2019 

http://iraj.in 

The Impact of Digital Marketing (Social Media) and Traditional Marketing on Customer Acquisition 

 

40 

Table 1. Correlation result 

 

  

This has obviously brought about an increase in the 

use of these media by these big corporations. This 

research considers the first 100 companies of the 2017 

fortune 500 companies with their involvements in 

social media outlets like the Facebook and twitter. 

After critical analysis on using the Pearson’s 

correlation for the market value against the Facebook 

follows and likes, as well as the twitter follows, tweets 

and likes. Secondary data were such as 2017 profits 

were also gathered form original lists available and 

correlated against the twitter followers, tweets and 

likes. 

 

In this research, the companies engagements are 

considered as the marketing initiatives initiated by 

these companies, and the activities are considered as a 

means to generate more customers as more and more 

information is put on these media. 

 

From the above table 4.5, the shows a highly positive 

correlation with a reasonable p-value that is well 

above 0.05% rate. This makes the Facebook followers 

and Facebook likes positively influence the market 

value for the fortune 500 companies. The tweeter 

followers and tweets have a positive relationship with 

the profits if these companies. The Pearson’s 

correlation result shows that an increase in the 

Facebook activities will definitely bring about an 

increase in the market value of the fortune 500 

companies, increase in tweeter followers and tweets 

obviously enhances the market value of these 

companies. Same thing goes for the profits of these 

organizations. An increase in the tweeter engagements 

on social media will increase the profit margin of the 

companies. 

 

VII. CONCLUSION 

 

As a means of quickly passing on information to 

customers and consumers, companies are compelled 

to engage in these media houses so as to reach out to 

customers and consumers within a short period of 

time. Corporate information can be displayed on their 

sites and each Facebook pages as well as tweeter 

profile for quick access to the specific details about 

company’s involvements.  

 

In recent times, media like tweeter are known to help 

people and corporations build profile and images. An 

example is the persuasive capacity of the media. Some 

big corporations have used the tweeter handles to alter 

and change public perceptions about them. The 
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tweeter is considered a media for quick access to 

changing the minds of consumers on particular goods 

brands or services. Some of these processes involve 

the posting of onsite pictures and videos of captivating 

experiences on the field. This postings are carefully 

put together to influence the potential consumers 

positively, especially when a negative impression 

aimed at killing a brand is in circulation. These 

postings can go a long way to change public 

perspectives on these brands and investment. We 

therefore, cannot undermine the persuasive ability of 

the social media, hence the massive involvement by 

these corporations today. 
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