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Abstract

This study explores the role of social media analytics in real-time marketing campaigns by
examining the interpretation and action taken towards consumer insights delivered by social
platforms. Conducted through qualitative research methodology, semi-structured interviews
with marketing professionals, data analysts, and consumer behavior experts explore how social
media analytics influences campaign design, execution, and evaluation. Such conclusions give
insight into the practical challenges, opportunities, and strategic considerations of using
consumer data in real-time marketing. It contributes to the broader academic and professional
discourse on digital marketing and data analytics.
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Introduction

Social media has revolutionized consumer engagement, providing a dynamic real-time stage
for business and consumer interplay. With billions of active users worldwide, platforms such
as Facebook, Instagram, Twitter, and LinkedIn open up unprecedented opportunities for
businesses to gain insights into consumers' preferences, purchasing behaviors, and perceptions
of their brands (Dida & Annabi, 2024). Social media analytics, the extraction and interpretation
of data from these platforms, forms the basis of any modern marketing approach. This helps
the company tweak its campaign to respond to emerging trends and, ultimately, increase
customer satisfaction (Behare et al., 2024).

Despite social media's tremendous adoption of analytics, most organizations need help
transforming raw data into meaningful strategies. Research thus far has primarily been
concerned with quantitative measures, including engagement, click-through, and conversion

rates measures of effectiveness in accomplishing social media activities (Buffard & Papasava,
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2020). However, such studies must consider the contextual and organizational forces
influencing analytics to inform decisions. For example, how do marketing teams interpret
consumer insights, and in what ways do they stumble while aligning these with strategic goals?
Such questions are yet to be satisfactorily answered in the academic literature, amounting to a
significant research gap that this paper addresses (Taherdoost, 2023).

This is partly because of the rapid transformation of social media sites and the growing
complexity of how consumers interact in digital environments. Marketing practitioners must
wade through tons of data, consider ethical questions over consumer privacy, and face pressure
to deliver in real time (Dwivedi et al., 2023). The current frameworks lack these subtle
challenges because no clear understanding has been given about how businesses implement
social media analytics to run their campaigns. Additionally, while advancements in artificial
intelligence and machine learning have enhanced data processing capabilities, the human
element—how marketers interpret and apply these insights—remains underexplored (Ma &
Sun, 2020).

This study fills the gaps mentioned above by employing a qualitative research design that could
be founded on semi-structured interviews of marketing professionals. This research focuses on
their lived experiences and is meant to discover contextual and organizational factors shaping
social media analytics. This study investigates the role of social media analytics in real-time
marketing decisions, concentrating on how organizations interpret and operationalize data
insights to enhance strategic outcomes. It explores the challenges and opportunities
organizations face in using social media analytics and delves into its associated organizational
dynamics, thus making theoretical and practical contributions to marketing, big data analytics,
and business intelligence. This research is essential for several reasons:

Through dynamic capability theory, this research enhances available literature on
organizational adaptability in exploiting big data and social media analytics. This research
provides insight into how businesses evolve their strategies on an ever-changing basis as they
adapt to real-time data insights, a rapidly increasing necessity today across volatile market
environments.

This study's findings will help businesses implement social media analytics in decision-
making. It calls attention to important aspects such as cross-departmental collaboration,
leadership support, and spending on advanced analytics tools, thus acting as a roadmap for
organizations looking to improve their marketing efforts. The study addresses issues such as

data overload, interpretation complexities, and ethical concerns tied to the use of consumer
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data. Such findings are significant for organizations that intend to maintain trust with and keep
up with the evolving data privacy regulations, such as GDPR and CCPA.

It addresses significant gaps in the literature, particularly regarding the intersection of
qualitative insights, advanced analytics technologies (e.g., machine learning), and human
decision-making processes. Through its focus on lived experiences, the study provides a

nuanced understanding of the practical realities marketing professionals face.

Literature Review

Integrating social media analytics into marketing strategies has been a research interest in
academic and industry circles (Gioti, Ponis, & Panayiotou, 2018). This section synthesizes vital
themes and theories by focusing on the strategic relevance of consumer insight, difficulties in
implementing analytics, and the role of organizational dynamics. All these aspects are analyzed
against relevant theoretical frameworks to serve as a basis for understanding how businesses

operationalize social media analytics.

The Strategic Role of Social Media Analytics

Social media analytics is an essential tool in contemporary marketing strategy, allowing
companies to tap into the vast amounts of data created on social media platforms such as
Instagram, Twitter, and Facebook (Lee, 2018). The data streams give marketers more
significant penetrations about consumer preferences, behavior, and sentiment. Research
indicates that social media analytics will transform many critical marketing functions, such as
consumer segmentation, trend analysis, and the prediction of buying behavior (Okeleke, Ajiga,
Folorunsho, & Ezeigweneme, 2024). This ability will help organizations develop better
customer journeys, react quicker to market changes, and strengthen the brand's relationship
with the consumer.

The RBV theory is particularly relevant in understanding how social media analytics can be a
strategic source of organizational strength, as envisioned within a unique organizational
capability (Ngammoh & Mumi, 2021). Mwatha (2020) suggested that competitive advantage
arises from valuable, rare, difficult-to-imitate, and organized resources. Data gathering from
social media enables its management to fit such a description when organizations have data
harvesting and the tools, skills, and cultural orientation to extract actionable insights. Firms
that successfully integrate these insights into their operations show superior market
responsiveness and customer engagement, translating analytics capabilities into tangible

business outcomes (Morimura & Sakagawa, 2023).
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Despite these advantages, organizational efforts to adopt social media analytics strategically
need to be more balanced. Large enterprises with enormous resources have dominated the
integration of advanced tools and incorporating insights into marketing strategies. However,
small firms often need more direct access to sophisticated analytical technologies and
associated expertise (Cadden, Weerawardena, Cao, Duan, & Mclvor, 2023). This gap puts
smaller business enterprises at risk of lagging in the competitive and increasingly data-driven
marketplace. Improving these limitations with cost-effective analytics solutions and training
programs might make social media analytics democratically beneficial, thereby allowing a
more comprehensive range of organizations to achieve a competitive advantage (Gammelgaard

& Nowicka, 2024).

Challenges in Utilizing Social Media Analytics

Despite the well-known potential benefits of SMA, numerous challenges prevent its proper
adoption and implementation. One of the foremost challenges facing organizations is
information overload; that is, how to manage the vast amount of unstructured data created by
social media almost daily (George, 2024). A surge of information usually occurs in teams that
need access to sophisticated analytical tools or have dedicated data specialists. Karami (2023)
reveal research that portrays the challenge in data management within fast-paced environments,
which has hindered real-time decision-making because of the difficulties it creates in managing
and analyzing large datasets.

Another critical challenge is the need for organizations to have more analytical capabilities.
SMA involves advanced skills related to expertise in data science, machine learning, and
interpreting shifts in consumer behavior (Hosen et al., 2024); most companies, specifically
SMEs, need more human resources. This gap creates a big challenge, depriving organizations
of leveraging SMA's competitive advantages. Even sophisticated tools can only be utilized with

adequate capabilities, creating suboptimal marketing strategies.

Consumer Behavior and Insight Interpretation

Social media sites are, in this respect, a gold mine of behavioral data describing consumer
intentions, preferences, and attitudes using likes, shares, comments, and reviews (Ho, Chen, &
Shih, 2022). The Theory of Planned Behavior, as outlined by Ajzen in 1991, thus provides a
theoretical context that explains how these behavioral indicators translate to purchasing
decisions. According to TPB, three essential factors drive consumer actions: attitudes toward

behavior, subjective norms, and perceived behavioral control. With SM A, marketers can gauge
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these dimensions by looking at patterns in user behavior, thus yielding critical information into
consumer decision-making processes (Prasad, 2024).

Interpreting consumer behavior from social media data has its challenges. Indeed, the dynamic
and unstructured nature of social media content—Text, images, videos, and emojis—is
complex to translate, given that sophisticated analytical techniques are required to decode the
meaning (Algahtani & Alothaim, 2022). As sophisticated as current research is in NLP and
machine learning, studies have shown that automated systems may go awry when there is
sarcasm, idioms, or mixed sentiments in a text. This drawback can cause misinterpretation,
making the marketing strategies inconsistent with the consumers' expectations (Gleim,
McCullough, Sreen, & Pant, 2023).

Furthermore, by analyzing behavioral trends, SMA can illuminate latent consumer needs and
preferences. This longitudinal perspective allows marketers to anticipate consumer demand
shifts and proactively adapt their strategies. For example, tracking discussions about emerging
product features or industry trends can inform innovation pipelines, ensuring that offerings

align with evolving market expectations (Perera & Igbal, 2021).

Organizational Dynamics and Decision-Making

SMA implementation, however, is not entirely dependent on the availability of advanced tools
and technologies but is equally influenced by organizational dynamics in terms of leadership
support, cross-functional collaboration, and the culturing of an analytics-driven culture. These
internal factors significantly determine how social media insights inform decision-making and
are integrated into more encompassing marketing plans. Organizations that are well aware of
these dynamics gain higher potential for their data, which allows them to be more responsive
to real-time market trends and consumer behavior (Stylos, Zwiegelaar, & Buhalis, 2021).
Using the framework of Dynamic Capabilities, the previous point takes some excellent
perspectives over how an organization can adapt to this fast-paced nature of marketing through
social media (Khurana, Dutta, & Ghura, 2022). It focuses on the need for organizations to
generate dynamic capabilities that will make them capable of "sensing" emerging
opportunities, "seizing" through proper rearrangement of resources and corresponding
capabilities, and "transforming" organizational processes to seize them based on such
knowledge gained (Stefia, Haryanto, Wahyudi, & Setiawan, 2024). For SMA, the "sensing"
end refers to the capability of an organization to track occurrences in social media sites related
to relevant consumer behavior, emerging trends, and competitor activities. "Seizing" translates

those insights into concrete marketing strategies, product offerings, or customer engagement
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tactics (Mero & Haapio, 2022). The final one is "transforming," which relates to the
organization's ability to refine and adjust its operations and strategic direction based on insights
from social media analytics. Organizations that can effectively execute these capabilities will
be better positioned to obtain a competitive advantage and create value in an increasingly
digital marketplace (Owoseni, Hatsu, & Tolani, 2022).

Thirdly, the empirical evidence supports the view that organizations with an integrated
approach of marketing and analytics teams are significantly more effective in using social
media insights in actionable campaigns. These firms can quickly move from information
generation to execution, making decisions that enhance customer engagement, better a brand's
perception, or drive sales (Rane, Achari, & Choudhary, 2023). A collaboration between cross-
functional teams is essential for ensuring that the insights developed from social media are
conceptualized and realized throughout the organization. Thus, a strong collaboration culture
will facilitate communication with the least chance of miscommunication while enabling
insights to be quickly acted upon (Maier, Eckert, & Clarkson, 2021).

However, organizational barriers mainly cause challenges in social media analytics. For
example, siloed departments—marketing, analytics, and so on, as separate key function groups
in many cases—are almost sure to slow down information flow. Every group has its priorities,
tools, and comprehension of data, making insight not easily aligned to actionable strategies. It
leads to inconsistency and missed opportunities because teams are unaware or ill-equipped to
capitalize on insights generated outside their domain (Simpson, 2024).

To overcome such challenges, firms have to develop an analytics-driven culture. Decisions
must be dictated based on data and insights; the top leadership should actively support and
encourage social media analytics. The leaders must invest in the proper tools and technologies
and champion a culture where data is essential for decision-making. This is important to
emphasize the value of cross-functional integration (Adegbola, Adegbola, Amajuoyi,
Benjamin, & Adeusi, 2024). Establishing open channels of communication can be effective by
creating cross-departmental teams aligned with data-driven goals. It can help bridge the gaps
between silos, ensuring that social media insights are leveraged effectively across the

organization.

Social Media Analytics, Business Intelligence, and Big Data
Over the past few years, the convergence of SMA, BI, and Big Data has redefined the scope at
which businesses address marketing and consumer engagement and make decisions

(Bhattacherjee & Badhan, 2024). With the rapid growth of social media platforms, explosive
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amounts of data have materialized, creating a source of opportunity for businesses to gain a
deep insight into behavior and preferences among consumers and trends. These are essential
for tailoring focused marketing actions, predicated buying behaviors, and customer relations.
At the same time, it has been integrated into strategy, yielding opportunities and challenges, as
discussed in SMA and BI literature, growing exponentially (Eboigbe, Farayola, Olatoye,
Nnabugwu, & Daraojimba, 2023).

Toutaoui, Benlian, and Hess (2022) observed that organizations gain a more holistic
understanding of operational data and consumer-facing insights by combining BI with SMA.
Business intelligence systems strengthen the interpretative strength of SMA by linking social
media data with classical business metrics, which include indicators like sales figures, market
share, and client feedback. This will keep organizations aligned with their objectives on

different social media strategies, hence more effective and efficient marketing campaigns.

Literature Gaps

Many authors overstate the aspect of SMA in terms of technology and pay scant attention to
the ethical and practical concerns arising from the implementation of SMA (Popa, van Hilten,
Oosterkamp, & Bogaardt, 2021). Although social media analytics offer great opportunities, it
has critical issues related to data privacy, consumer trust, and ethical use of consumer
information. More attention must be paid to ethically sensitive questions about how businesses
gather, retain, and employ social media data. What measures does the organization take to
ensure that the consumer data is secure from other individuals? Regarding the ethical
implications of personalizing ads or creating content, how do marketers decide when going
about the process? Some questions appear first because of emerging concerns over consumer
rights and his/her data in the internet world. Between these gears, great controversy arises in
using insight as a foundation for competition and consumer rights as a cornerstone when
defining the focus between businesses and regulators.

In this regard, this study is an effort to fill the knowledge gaps in the research on social media
analytics by exploring the challenges and opportunities in the context of social media analytics.
It goes beyond merely discussing the algorithms and quantitative processes behind social media
data analysis. It concerns understanding the people and values behind those who apply them in
business decisions for marketing strategy. This exploration will also demonstrate how
marketing professionals change with the fast-growing dynamic social media environment and
how they are ethically conscious in their marketing communication while building trust in their

audiences.
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In this manner, such themes interlock to illuminate the literature as to the emancipatory
potential of social media analytics while simultaneously arguing for the specific and general
value of further research into its implications. As the further development of SMA has the
potential to change marketing tactics fundamentally, the nature of its utilization requires a
better understanding to fulfill its full potential. Therefore, this review culminates in the current
study examining how marketing activity professionals experience real-time decision-making
based on insights derived from social media. This paper, therefore, illuminates the agency of
humans at the heart of this continuum by revealing the crucial site where technology, judgment,
and ethics meet to produce the strategies for marketing in the conditions of the contemporary

information age.

Methodology

This paper adopts a cross-sectional survey research method to address the following research
questions: What is the experience and perception of marketing specialists about using social
media analytics for real-time decision-making? The essence of choosing a particular qualitative
research approach is to explain how detailed phenomena such as human behavior, movements,
or the analysis of social media data in marketing environments can be explained. To achieve
these objectives, the research centers on the professional utilization of social media using life
histories to understand how the insights derived from social media are implemented in actual
marketing strategies and the issues raised in their course of practice. Semi-structured interviews
were more appropriate for the current study to allow for flexibility in explaining these nuances
while keeping an eye on the prime areas of interest, which included the interpretation of data,
campaign development, and the technologies applied in marketing techniques.

To make it richer regarding the type of viewpoints submitted, participants will use
professionals from different fields of practice, such as marketing, data analysis, and consumer
behavior from different organizations. The criteria for choosing participants are having at least
two years of experience working with social media analysis and campaign establishment to
ensure that they bring tangible insights due to their practical experience. Recruited participants
shall cover a spectrum of industries, including but not limited to retail, health, entertainment,
and technology. This is in a bid to capture how demands peculiar to an industry may influence
the usage of social media data. This diversity enables the study to analyze how the same social
media analytics can be interpreted differently and implemented in various organizations.
Approximately 20-25 participants will be engaged to increase heterogeneity and data

sufficiency for worthwhile qualitative analysis.
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Data collection through semi-structured interviews will be performed to take advantage of the
flexibility to explore pre-conceived themes and facilitate the available space for new insights
to emerge. The interview framework will reflect some significant themes, including the
interpretation of consumer behavior data from social media by marketing professionals, how
the insights influence campaign development, and the tools and technologies used to analyze
that data. Finally, the framework will tackle the organizational practices affecting social media
analytics in decision-making. Interviews should be conducted face-to-face or virtually, by
choice of participants and their availability, and audio-recorded after securing participant
consent for transcription. Each interview is expected to take about 45-60 minutes to ensure a
rich, detailed response.

Once data collection is complete, the transcripts will be analyzed using thematic analysis, a
form of qualitative analysis that helps identify, analyze, and report patterns (themes) within
data. Thematic analysis is particularly well suited for this study because it will identify
recurring patterns of data interpretation, technological tools, and processes within
organizations in marketing decision-making. The analysis will involve familiarizing with the
data, initial coding of key phrases or concepts, and deriving broader themes that reflect critical
insights from the interviews. The themes are further developed and interpreted based on the
research questions and the existing literature. Qualitative data analysis software, such as
NVivo, will assist in organizing and coding the data efficiently, allowing for identifying
patterns and relationships across the interview responses.

All participants will be fully informed about the purpose and procedures and informed that
their participation in the research will be conducted voluntarily. Prior to interviews, consent
will be obtained. The participants will also be informed that they may withdraw from the
research without penalty. The participant's identity will be anonymous, and a pseudonym will
be used to report findings. Interview data will be stored safely and only accessible to the
research team. The study will adhere to data privacy regulations, including the General Data
Protection Regulation (GDPR), to ensure that participants' data is handled responsibly. The
researcher will keep an open and non-biased methodology and approach throughout the data-
gathering process to ensure that the interviews are conducted with no bias. Lastly, the data will
only be used for academic purposes, and consent from the participants will be sought if the

research findings will be further disseminated.
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Results

The findings of this study are drawn from semi-structured interviews conducted with marketing
professionals who rely on social media analytics to provide real-time information for making
decisions and developing campaign strategies. The three core themes revealed are Integration
of Analytics in Strategy, Challenges in Real-Time Decision-Making, and Technological and
Organizational Factors. These themes represent marketers' best practices in applying social
media analytics and the limitations that professionals encounter in effectively exploiting social

media data.

Integration of Analytics in Strategy

This research revolves around key emergent themes, such as how marketers understand social
media analytics and how insights are linked to more general marketing goals. Most respondents
said they would use “social media analytics to improve further consumer segmentation and
personalize campaigns”’. Social media provides a comprehensive and multifaceted data stream,
from likes, shares, and comments to more complex behaviors such as sentiment and
engagement patterns.

While the benefit of social media analytics is clear, participants also noted some challenges the
integration of analytics poses for a larger marketing strategy. “While we have a set strategy
based on analytics, we are constantly refining our approaches based on feedback from social
media channels”. This statement summarizes the dilemma marketing professionals face as they
struggle to balance a data-driven decision-making process with the inherent unpredictability of
social media trends. Participants said that aligning social media insights with company goals
requires more than just the right tools; it also requires a mindset where data-driven decision-
making is at the core competency of all teams.

For instance, one luxury brand representative said, “Our success depends on having the entire
team buy-in on how we use data. Without leadership support, it is much tougher to integrate
social media insights fully into our strategies . This case illustrates the more general point that
cultural buy-in especially from the top will be crucial to meaningfully embedding data insights

into strategic thinking and decision-making.

Challenges in Real-Time Decision-Making
A second dominant theme from the interviews was the challenges of real-time decision-
making. Respondents frequently mentioned data overload, interpretation complexities, and the

need for agility in campaign execution as critical barriers to social media analytics. This reflects
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the current challenges that many organizations face as they struggle to apply social media
insights into their decision-making platforms, which demand not just technical tools but also
organizational capabilities to act on insights in a timely and effective manner.

In a world where billions of data come in within a minute across social media, marketers need
help to separate noise from relevant and actionable insights. As one representative from a
global consumer brand noted, “We often wrestle with the sheer volume of data we receive from
social media. It is hard to sift through all the noise to find the actionable insights we need”.
The multichannel flow of text-based posts, images, and videos makes data processing a
prominent bottleneck. This delay in preparation means a compromise on timeliness, often
critical for real-time decision-making. In the consumer goods business or fashion business;
where the response times are instantly crucial, the problem can be that much more of an
impediment to effective marketing.

The meaning of social media interactions used to be significantly more than a case of simple
number-crunching; instead, it had much more to do with profound comprehension of consumer
behavior. For example, with tools for sentiment analysis, one may quickly determine whether
consumers feel more positive or more hostile towards the brand or product but cannot recover
the subtlety of this phenomenon. According to one senior analyst at a tech firm, “While
sentiment analysis tools give us an overview of consumer opinions, the underlying reason
behind those sentiments is often tricky to understand. We need human judgment to interpret
the subtleties behind a tweet or post, and it is where we fail most”. The above quote has
beautifully highlighted the critical gap in applying automated tools. Participants highlighted
that many of their teams have to manually validate those automated analyses, thereby
increasing the time and the amount of effort to achieve the decision.

Even a respondent from a luxury fashion brand emphasized speed. Thus, she says, “In fast-
moving campaigns, we need to be able to adjust our strategy in real-time based on what is
happening on social media. However, this requires a lot of coordination and flexibility within
our team to make quick decisions”. Coordination within the marketing, data analytics, and
creative teams is essential for real-time adjustments. Teams structured in a centralized decision-
making environment may need to be more adept at adapting fast. In contrast, teams with
decentralized structures might have the leeway for quicker reaction but risk becoming
inconsistent in the branding.

Real-time decision-making also requires infrastructure support to process real-time data and
provide practical insights within minutes. Participants suggested that with the analytical tools

and technology infrastructure, it is almost possible to quickly process vast amounts of social
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media data to influence campaign changes. Thus, while agility in execution is critical, the
underlying technological capabilities that enable teams to monitor, analyze, and adjust
campaigns are equally important. Several respondents considered developing agile marketing
processes that are responsive but flexible and responsive enough to adapt to rapidly changing
data inputs. One of the respondents commented, “It is about building agility through our

processes and the decision-making capability at all levels of the organization”.

Technological and Organizational Factors

A third central theme from the interviews was the strategic roles of technological tools, cross-
functional collaboration, and leadership support in executing social media data. Although tools
for social media analytics have continued to evolve along innovative lines, most interviewees
underscored organizations' constant challenges in fully integrating such tools as part of broader
marketing operations. Participants underlined the need for analytics tools that help automate
data collection and analysis, a significant 'lean' aspect of streamlining decision-making
processes. For instance, a digital marketing manager said, “We track engagement and measure
campaign performance using tools like Hootsuite and Google Analytics. These tools help
gather data from social media platforms and quickly collect it into tangible insights”.
However, even though these tools are commonplace in the industry, a few participants observed
that they often need unique customization to attend to critical business needs or provide deeper
analytical insights. The off-the-shelf tools we use are not always as granular as we need them
to be," one participant from a financial services company explained; “We have needed to
develop custom dashboards to achieve more granular insights into the effect of our social
media campaigns on our customer acquisition efforts”. This response reflects a limitation of
many widely available analytics tools: they tend to meet general needs. However, they may
offer more granularity or specific features than highly specialized industries require. In this
light, businesses often have to use extra time and resources for customization or proprietary
dashboards and tools to tease out the data points most important to their marketing strategy.
Aside from the role of technological tools, many respondents pointed to the salience of cross-
functional collaboration as ensuring the effective integration of social media analytics into

broader marketing and organizational strategies.
Social Media Analytics, Big Data, and Business Intelligence

Several general trends are interconnected concerning the role of big data, business intelligence,

and social media analytics in the scope of marketing. In a significant class of themes, our

PAGE NO: 556



KRONIKA JOURNAL(ISSN NO-0023:4923) VOLUME 25 ISSUE 12 2025

investigation identified that social media follows dynamics that are vital for extensive data
analysis. Respondents often pointed out that social media information's sheer amount and
complexity leads to big data. Another component to this was echoed by a digital marketing
analyst from a global consumer brand who said, “The amount of data generated by social
media platforms alone is huge”. We are discussing millions of interactions daily. Therefore,
selecting valuable data from large databases is a challenging task that can be tackled with
proper instruments and should be planned systematically. This comment reflects the central
challenge of working with big data: far too much data is produced by the users of social media
platforms, which can only be managed with the help of complex tools and systems. Several
respondents stressed that business intelligence (BI) should be used together with social media
analytics to get consumer insights comprehensively.

For instance, one respondent, a senior marketing manager at a technology company, stated:
Business intelligence platforms allow us to integrate information from social media with some
other internal business information like, for example, sales or feedback. It helps us create a
clearer image of social media's role in sales and customer loyalty. At the same time, integrating
social media analysis with big data and BI systems on its own holds excellent opportunities.
However, during the interviews, many participants discussed various issues related to data
integration. A participant from a multinational fashion retailer said, “We have tried to integrate
social media data with our own CRM databases. Some devices produce data in different
formats and structures, and it is tough to have it come in smooth and harmonious from those
complex sources”. Besides, some participants also pointed out ethics concerning big data and
social media intelligence within an organization.

The European marketing director of a healthcare company disclosed, “We get our hands on
huge volumes of social media data, but the only question that rings in our minds is, are we
compromising the ethical line by getting into, say, sentiment and trending this data for
business/marketing purposes?” Some participants also pointed out that social media data
cannot be easily converted to a business intelligence format. Google Analytics and Hootsuite
give very limited information about the profiles' engagement and the campaigns' performance.
These platforms are, however, reasonably short when it comes to a more profound analysis of
consumers' behavior or prediction of future trends. According to a leading e-commerce brand
participant, “While social media analytics tools offer simple and readily quantifiable metrics
of engagement level, further advanced level of analytics is needed to forecast future trends or

to determine the correlation between organizations use of social media and long-term customer

loyalty ™.
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Discussion

Consequently, the study's results present valuable insights concerning how marketing
specialists make sense of social media analytics, the difficulties of real-time decision-making,
the importance of technological tools, and organizational aspects. These insights also provide
some new ideas for the overall population of social media analysis, the technology of big data,
and BI. This section will expand on these themes by situating the findings within extant
literature and, based on this, provide theoretical and practical relevance for organizations that
may want to harness social media insights for marketing purposes.

The first analytical theme identified from the interviews was the adoption of social media
analytics into the marketing mix. Thus, most participants identified the benefit of using data
extracted from social media for consumer segmentation and targeting, as well as for making
the campaign personal and for real-time performance monitoring. This agrees with Sitar-Taut,
Mican, and Buchmann (2021), who posit that knowledge-driven decision-making constitutes
most of the fundamentals of marketing in the present day. The other source of instantaneous
insights is social media, where customers are targeted with content to offer something of value
to a specific group of customers. In such a highly saturated environment, consumer
segmentation with the help of social media analytics constitutes a rising value for measurement
to precision marketing that indicates that relevant and timely content material is helpful to
customer engagement and loyalty (Mahmoud & El-Masry, 2023).

However, even though most respondents believed in aligning social media insights with
marketing objectives, they reported multiple challenges in doing so organized and sustainably.
Another commenter commented that the strategy was continuously evolving due to social
media analytics. Such a finding supports the idea that integrating analytics into social media
for marketing purposes is not static but dynamic and continuous. The study by Dwivedi et al.
(2021) stated that organizations need to adopt flexibility in using social media analytics,
especially in the experience of changing customer behavior and preferences over time.

The other central task area that was described in the study was the one that regards meeting
real-time decision-making. The participants reported five significant challenges: excess
information handling, controversies involved in data interpretation, and matters of flexibility
in the campaign. The above concerns resonate with the thematic debates in the literature about
the challenges of managing very high volumes of unstructured data derived from social media
platforms. According to Chaka (2020), big data is challenging. It emulates many issues of

overload, connection, and the question of exactly copying the actionable intelligence from such
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gigantic proportions of data. While social media analytics platforms can indeed give marketers
deep insights, they do not offer anything more than very often hand the marketer an overload
of data that cannot be processed. This becomes even more cumbersome since social media data
is often unstructured and text or multimedia-based. Some cases require natural language
processing (NLP) or image recognition to extract requisite information (Chauhan, Sharma, &
Sikka, 2021).

The participants also cited real-time decision-making, especially for the fashion and technology
sectors, where posted sentiments may evolve tremendously quickly. This aligns with Tabaklar,
Sorkun, Yurt, and Yu (2021) in that as much as the real-time feedback loop derived from social
media data is undoubtedly a gold mine for marketers, the organization must be quick to
respond. The fact that it can switch out campaigns in the shortest time thanks to real-time data
analysis is strongly identified as being crucial, with increased competition or shifting consumer
trends being two examples of it being applied.

Another emerging theme from the study was during interviewing, whereby participants
identified the proper utilization of social media data in SGs and technological tools for which
cross-functional collaboration and leadership support are critical. The above-mentioned
methods also involved the use of analytical tools that enable automatic data gathering and
analysis. However, the use of analytics tools also has several disadvantages. It is more localized
and generally cannot interface seamlessly with core business systems. Whereas applications
such as Google Analytics and Hootsuite can help businesses monitor the campaigns'
performances, the creation of further deeper analyses is often possible only with additional
tools that allow the combination of social media data with other data such as CRM or the
company's internal data (Zulfigar, Lakho, & Nizam, 2022).

Another critical factor that participants identified as particularly relevant to the successful
implementation of social media analytics was cross-functional collaboration between the
marketing and data analytics teams and IT teams. This view is also echoed by Witschel,
Baumann, and Voigt (2022), who indicated that only a collaborative approach to various
organizational functions can ensure the positive use of data-driven strategies in organizations.
Indeed, leadership support was highlighted as an essential driver for adapting and integrating
social media analytics. Harandi and Berglund (2024) pointed to leadership as crucial in leading

the call for data-driven practices and ensuring adequate resource allocation for success.
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Theoretical and Practical Implications

From a theoretical perspective, the study provides explicit support for using dynamic capability
theory and its relevance, including the positive impact of how organizational firms employ
social media analytics in their marketing strategy mix. The concept of dynamic capability, as
defined in this paper by Teece et al. (1997), concerns the capability of an organization to
achieve the phenomenon of change, innovation, and dynamic reconfiguration of resources and
competencies in response to market changes. The conclusions of this analysis indicate that no
organizations can rest on their laurels and that any strategies implemented to engage with
consumers on social media must be refined as new information becomes known, a testament
to the fluidity of social media. The ongoing scrutiny of consumer attitudes, behavior, and new
trends on SNSs means firms must be agile and attentive to changes in social media markets.
As the participants also mentioned, the ability to shift the marketing strategies as and when
required quickly based on the feedback from social media was an intense dynamic capability
necessary to gain a competitive advantage at present. Consequently, it saw that firms in a
position to feed and use social media data where they desired would have that additional
'headroom' regarding applicability and differentiation.

This is where the process becomes a continuous improvement of strategy, as Teixeira et al.
(2017) find, pointing to the fact that big data analytics and business intelligence solutions can
be successful only when part of an ongoing iteration of validation and adjustment. In social
media, where real-time flows of data and quick consumer behavior changes require flexibility.
Thus, such organizations need to collect and also develop the capability to interpret and apply
them to optimize business outcomes. The thrust of the research on agility and flexibility in
campaign execution further justifies how organizations are forced to develop dynamic
capabilities in order to survive in and thrive in uncertain and fast-changing environments.

The findings also contribute to big data analytics and business intelligence literature. Although
many of the existing studies have focused on traditional data sources, such as transactional
databases and customer relationship management (CRM) systems, the study shows how social
media data, representing a significant source of big data, can be used in conjunction with
internal business data to gain a more holistic view of consumer behavior and campaign success.
From a practical perspective, the study stressed the critical need for organizations to invest in
sophisticated analytics tools and build a data-driven culture. Tools like Google Analytics and
Hootsuite are widely used. However, participants highlighted that this tool's limitations mean
it would not be sufficient to handle the complexity of social media data, which, being

unstructured, would often require more sophisticated methods to develop meaning. Therefore,
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the findings recommend that firms go beyond generalized analytical platforms and invest in
tailor-made or integrated solutions that can offer deeper, actionable insights specific to their
industry and customer base. For instance, organizations will require applying tools that house
advanced techniques such as machine learning, natural language processing (NLP), or
predictive analytics to interpret sentiment better or predict purchasing behaviors based on
social media interactions.

According to the study, technological investment and cultural shift aside, leadership support is
a critical determinant that spurs the successful integration of social media analytics into
organizational decision-making. To achieve any of these, senior leadership should champion
new technologies, allocate sufficient resources to drive analytics initiatives and foster a data-
driven culture. With leadership support, receiving the budget, talent, and organizational buy-in
is easier for successful analytics implementation. In this regard, Davenport and Harris (2007)
underscore that organizational leaders have an essential role in setting the tone for using
analytics while guiding the organization through such challenges related to integrating new
tools and methods within existing operations. Lastly, there will be the need to improve
capabilities for handling large amounts of unstructured data.

Social media platforms have developed enormous amounts of unstructured data, such as text,
images, videos, and other interactions, which demand sophisticated processing techniques.
Many participants referenced the problem of deriving meaningful insights from such data,
which typically involves machine learning algorithms, text mining, or sentiment analysis.
Organizations will need to invest in technology and talent to improve their data processing
abilities. Davenport et al. 2012 note that analytics competencies must be developed all around
the organization, training at least staff in the latest state-of-the-art data processing and enabling
them to contribute meaningfully to data analysis efforts. Organizations must invest in ongoing
training programs to ensure their teams are prepared to manage and interpret large, diversified

datasets generated by social media platforms.

Conclusion

This study is highly relevant to understanding how social media analytics plays a vital role in
real-time marketing, emphasizing complex dynamics that influence modern decision-making
in marketing practice. Focusing on qualitative insights from marketing professionals across
diverse sectors, the research provides an in-depth look at how organizations use social media
analytics to frame strategies, optimize campaigns, and ultimately enhance their market

performance. Thus, from the above and the study's findings, it is clear that social media
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analytics are not limited to mere engagement but are the driver behind strategic decision-
making. They enable businesses to personalize their content, make real-time campaign
adjustments, and align their marketing with rapidly changing consumer behaviors.

Although this study does shed light on the role social media analytics plays in real-time
marketing, there is a need for additional context through longitudinal case studies and cross-
cultural comparisons to be learned in future research. Longitudinal studies could provide a
more nuanced view of how organizations change their attitudes toward using social media
analytics over time, detecting areas of improvement, difficulty, and promising practices as
companies become more experienced with such tools. Moreover, what is adopted or applied
by different cultures would be an area of study through which one may understand whether
certain marketing strategies work better in specific cultural contexts or if organizations from
different regions face distinct challenges while integrating social media data into their
marketing operations.

Future studies can also explore the influence of other emergent technologies, like Al and
machine learning, which will change the dynamics of social media analytics in real-time
decision-making. In fact, in changing scenarios as Al and ML come, new avenues may be
opened for better automation capabilities in data analysis, improved sentiment analysis, and
even more fitting consumer behavior predictions. Exploration into the intersection of Al, big
data, and social media analytics could offer essential insights on how businesses could further
enhance their marketing strategies.

Finally, ethical considerations regarding the use of social media data would likely remain an
important area of investigation. Future research should focus on how companies balance the
desire for personalized marketing with the concern of consumer privacy, especially with the
coming waves of new data protection regulations through GDPR and CCPA. Researching this
area could guide organizations as they navigate an increasingly complex landscape of data-

driven marketing in manageable ways to build consumer trust.
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