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ABSTRACT

In this era of shrunken economy, every organization is finding out ways to reduce its cost. Every 
department is going through such a process. Marketing department is also in a phase of transmission 
where it is switching from traditional marketing to building long-term and customer oriented marketing 
strategies.

The main weapon they have found is social media marketing. The traditional marketing was a two way 
communication between the sender and the receiver, but through this social media communication, 
there is a single sender and hundreds or thousands of receivers. Organizations are using social media 
platforms like face book, twitter, Linkedln, YouTube, tumbler etc to interact with the customer. It is 
most effective and feedbacks are generated very quickly. Some says that traditional marketing is push 
marketing which is in control of the organization, while social media marketing is pull marketing where 
the organizations have less control over the feedbacks. But the later is useful in building long-term 
relationship with the customers as feedbacks are consider as the latest trends in the market, and 
organizations used them for its benefit, which ultimately results in customer benefit.

This research is focused on how companies are using the social media marketing to its advantage. What 
is the mechanism and most importantly of all the budget allocated and whether this budget is less than 
the budget allocated to the traditional marketing.

'What steps companies can take to manage social media interaction to create, establish and maintain 
customer relationship?'

To find out what the social media marketing is all about in the Pakistani market I have chosen 
respondents from local organizations:

• Pakistan State Oil
• United Bank Limited
• Contact plus

Their responses revealed that the respective organizations are using this medium for their marketing 
purpose and have realized its effectiveness because the feedbacks are generated so quickly. Also it 
usage bears a less burnt on organization budget. But the organizations have yet not totally discarded 
away the traditional marketing methods.

From the responses generated it was also revealed that despite its acceptance worldwide as the most 
cost effective and customer oriented marketing strategy, it cannot earn a customer loyalty to the 
organization. Also because it's a very contemporary way for marketing, the organizations are yet not 
fully aware of all the challenges associated with it. Sometimes it has backfired but the benefit associated 
with it compels the organization to neglect the challenges.

The responses reveals that it will take time for their organization to fully become aware of all the pros 
and cons of social media marketing, but one thing is for sure, it is here to stay.
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