
Copyright ©2017, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

DOI: 10.4018/978-1-5225-1963-8.ch006

Chapter 6

106 

Using Social Media 
Tools in Marketing:

Opportunities and Challenges

ABSTRACT

Within the new economic and social environment, development of new technologies 
combined with Internet progress has had a profound impact on consumer lifestyles 
and, by extension, marketing concepts and practices. Understanding changes in 
marketing brought by a fast-acting development of digital social networks and Web 
2.0 technology has become essential. The purpose of this chapter is to examine the 
impact of Web 2.0 on marketing and how marketers can use evolving technologies. 
Our contribution aligns changes in marketing techniques with Internet development 
and the changes introduced by the transition from Web 1.0 to Web 2.0. The chapter 
ends with a proposal of about potential implications for managers.
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INTRODUCTION

In recent years, deep changes have taken place in the field of marketing, especially 
with regard to the emergence of Internet or digital social networks. With the advent 
of online social networks, events took a new dimension for both consumers and 
businesses and therefore for the practice of marketing to provide value to customers.

In response to these developments, marketing as academic discipline and man-
agement activity moves from a mass marketing approach via standardized products 
to a more personalized marketing approach that proposes tailored and specific indi-
vidual offers. The consumer has changed his/her behaviour. Now, he takes on a new 
status. The consumer has become more demanding and volatile. Marketing teams 
should adapt and cope with this new digital media to be closer to their customers 
and, at the same, time adapt themselves to their needs. If not, they will lose their 
relevance. A better knowledge of it allows for more targeted marketing campaigns 
and personalized messages, offers and / or products.

As a result, these changes have significantly affected Marketing as Philip Kotler 
(Kotler and al., 2012), one of the fathers of marketing, put it. Whereas marketing 
1.0 focused on product management, marketing 2.0 is based on the predominance 
of communitarianism. It became participatory with the advent of tools together 
under the label Web 2.0. The customer-focused paradigm is based on openness, 
engagement, cooperation, co-creation, and propensity to help customers rather than 
control them (Von Hippel & Katz, 2002; Prahalad and Ramaswamy, 2004; Deigh-
ton & Konrfeld, 2009). While extending collaborative and participatory Web 2.0, 
a transition to Web 3.0 is in order. This new age is expressed in the cooperation of 
participants (Barassi & Trerè, 2012).

The business world was no exception to this revolution. As more and more orga-
nizations move into the virtual world, some have considered the potential of using 
digital social networks in their information systems and with their partners. The 
purpose is to promote social links to improve human-machine interaction and do 
more business through e-commerce. This brought about significant changes in the 
way people work and behave and in human relationships. The changes have also led 
to improvements in how companies function, resulting in gains in productivity and 
innovation. This new platform system enables online managers to consider Web 2.0 
environment in a different and innovative way. More recently, marketing researchers 
emphasize the value of the optimal experience (online flow) in the context of un-
derstanding consumer behavior on the Web (Bridges and Florsheim, 2008; Thatcher 
and al., 2008; Chen, 2006; Skadberg et al., 2005; Pace, 2004). These studies suggest 
that psychological chaos (flow) is similar to exploratory behavior. This behavior 
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