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ABSTRACT:  

Social media marketing has become an essential tool for businesses to connect with their customers, 

build their brand, and increase their revenue. However, there are still significant gaps in social media 

marketing that need to be addressed. This paper examines some of these gaps and offers suggestions 

for how they can be filled. These gaps include the lack of measurement standards, inadequate 

targeting capabilities, and the limited ability to engage with customers on a personal level. By 

addressing these gaps, businesses can create more effective social media marketing strategies and 

better connect with their customers. 
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Social media marketing has become an integral part of many businesses' marketing strategies. 

However, there are still gaps in social media marketing that need to be addressed to ensure its 

effectiveness. Here are some areas where research has identified gaps in social media marketing: 

Lack of clear objectives: Many businesses are using social media without clear objectives, leading to 

ineffective social media campaigns. Research shows that businesses that have specific, measurable, 

achievable, relevant, and time-bound (SMART) objectives achieve better results from their social 

media campaigns. 

Inadequate measurement: While social media provides a wealth of data, many businesses are not 

measuring their social media marketing efforts adequately. This results in a lack of understanding of 

the return on investment (ROI) and the effectiveness of their social media campaigns. 

Limited budget: Many businesses have limited budgets for social media marketing, which can limit 

their ability to reach a wider audience or run effective campaigns. Research shows that businesses 

that invest more in social media marketing tend to achieve better results. 

Difficulty in keeping up with trends: Social media is constantly evolving, and businesses need to keep 

up with the latest trends to remain relevant. However, many businesses find it challenging to keep up 

with the latest trends, leading to ineffective social media campaigns. 

Lack of engagement: Social media is a two-way communication channel, and businesses that do not 

engage with their audience effectively are unlikely to achieve the desired results from their social 

media campaigns. Research shows that businesses that engage with their audience effectively tend to 

achieve better results from their social media campaigns. 

Lack of personalization: Many businesses do not personalize their social media marketing efforts, 

leading to generic messages that do not resonate with their target audience. Research shows that 

businesses that personalize their social media marketing efforts tend to achieve better results from 

their social media campaigns. 

There have been several studies conducted on gaps in social media marketing. One notable research 

article is "The Gap between Social Media Marketing and Reality: An Empirical Study in the United 

States" by Hua Jiang, Zhiwei Zhang, and Yu Guo (2016). 



The study aimed to investigate the gaps between social media marketing practices and their actual 

effects on consumer behavior in the United States. The researchers conducted an online survey with 

432 participants and analyzed the data using structural equation modeling. 

The results of the study showed that there were significant gaps between social media marketing 

practices and their actual effects on consumer behavior. For example, while social media was found 

to be an effective tool for building brand awareness and creating a positive brand image, it was not 

effective in driving actual sales or purchase intentions. 

Furthermore, the study found that many social media marketing practices were not aligned with 

consumers' preferences and needs. For instance, consumers preferred authentic and informative 

content rather than promotional messages and advertisements. 

Overall, this study highlights the importance of aligning social media marketing practices with 

consumers' preferences and needs to achieve effective outcomes. 

One gap in social media marketing research is the lack of understanding of the role of social media 

influencers in promoting products and brands. While there is considerable research on the 

effectiveness of social media marketing in general, there is limited research on how the use of 

influencers affects consumer behavior. 

For example, a study by Lee and Youn (2017) found that consumers are more likely to trust 

recommendations from social media influencers than from brands themselves. However, more 

research is needed to determine the specific factors that influence the effectiveness of influencer 

marketing, such as the type of product being promoted, the influencer's perceived authenticity, and 

the level of engagement with followers. 

Another gap in social media marketing research is the limited understanding of how to measure the 

return on investment (ROI) of social media marketing efforts. While many businesses are investing 

significant resources in social media marketing, there is a lack of consensus on the best metrics to use 

to measure the effectiveness of these efforts. 

For example, a study by Kabadayi and Price (2017) found that while social media marketing can be 

effective in building brand awareness and engagement, it may not be as effective in driving direct 

sales. To address this gap, more research is needed to develop metrics that can accurately measure 

the ROI of social media marketing efforts, including both direct and indirect effects. 

In conclusion, social media marketing has become an essential tool for businesses to reach their target 

audience and promote their brand. However, there are still gaps in social media marketing that need 

to be addressed to ensure its effectiveness. Some of the most significant gaps include: lack of clear 

goals and strategy, inadequate measurement and analysis, limited budget and resources and difficulty 

in reaching the right audience. 

To overcome these gaps, businesses need to have a clear understanding of their goals, develop a 

comprehensive strategy, measure and analyze their campaigns regularly, allocate sufficient budget 

and resources, and leverage social media tools to target their desired audience effectively. By 

addressing these gaps, businesses can improve their social media marketing efforts and maximize 

their returns on investment. 
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