@ Economics, Finance ECO nom | CS

and Accounting

DOI: https://doi.org/10.59503/29538009-2025.2.16-5

POSSIBILITIES OF SOCIAL MEDIA FOR BUSINESS-CONSUMER
RELATIONSHIP MANAGEMENT

Mohammad Sajjad Farzanegan
European University in Armenia, Ph.D. student
sajad.farzanegan48@gmail.com
ORCID ID: https//orcid.org/0009-0005-3490-1311

Abstract: Social media constitutes a fundamental component of
contemporary leisure and everyday life, with a significant portion of
human interaction and activity occurring within its digital
framework. Under such circumstances, this environment provides
a platform for business promotion, beneficiary behavior analysis,
and the implementation of targeted marketing strategies. The article
examines the multifaceted influence of social media on public life
and analyzes conceptual and practical approaches to its effective
management and utilization.
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Research aims: comment on the use of social media
opportunities on business activities and consumer behavior



Research novelty: it was revealed in which directions social
media specifically affects business activities and what are the
directions for their management.

Introduction
Social media usage is one of the most popular online activities.

In 2025, over 5,5 billion people were using social media worldwide,
a number projected to increase to over six billion in 2028 (see
Figure 1).
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Figure 1. Number of social media users worldwide from 2017 to
2028 (in billions) - forecast



Social media advertising spending is expected to grow steadily
in the coming years due to the deepening integration of these
platforms into consumers' daily lives. As users spend more time
engaging with content, brands are increasingly leveraging social
media as a primary channel for connecting with their audiences
(Khachatryan, N., Khachatryan, K. 2025).
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Figure 2. Social Media Advertising global spending change
from 2017 to 2029

The ability to target specific demographics with personalized,
relevant ads makes social media a highly effective tool for
marketers. Additionally, the rise of social commerce - where users
can discover and purchase products directly within apps - has
turned these platforms into essential sales channels (Social media
users 2025). As consumer behavior shifts further toward digital
interactions, businesses are naturally reallocating advertising
budgets away from traditional media and investing more heavily in
social media to stay visible, competitive, and connected
(Tshughuryan, A., Savastano, M., Khachatryan, N. 2025).
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Therefore, it is currently considered relevant to address the
solving issues of business motivation and consumer referral
management through social platforms.

Research results
The research shows, that In Q3 2024, the average time spent

on social media per day is 2 hours 21 minutes globally for users
aged 16+ on any device. Below, we have the average daily time spent
on social media in 10 selected countries according to the Global

Web Index.

Table 1. Avarage time spent on social media per day
Source: Social media usage and growth statistics (2025)
https://backlinko.com/social-media-users

Country Duration

Brazil 3 hours 32 minutes
Philippines 3 hours 32 minutes
Nigeria 3 hours 23 minutes
Indonesia 3 hours 8 minutes
Spain 1 hour 55 minutes
France 1 hour 48 minutes
Italy 1 hour 48 minutes
Canada 1 hour 46 minutes
Germany 1 hour 41 minutes
Japan 46 minutes




Of course, social media platforms have a wide range of practical
applications, but they are not used with the same intensity by
different stakeholder groups (see Figure 3). Facebook, YouTube,
and WhatsApp in particular are the most frequently used social
platforms, and business management can focus on them when using
e-commerce, marketing, and other digital technology tools.
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Figure 3. Most active used social media platforms

worldwide (in billions)

Source: Global Social Media statistics (2025).
https://datareportal.com/social-media-users

Advertising spending by industry is expected to evolve with

shifting consumer habits and digital transformation, but the



Entertainment & Media sector is poised to remain the strongest (see
Figure 4).
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Figure 4. Social media a advertising spending share
Source: Statista, https.//www.statista.com/topics/1164/social-

networks/?srsltid=AfmBOop4X(YACAIKTz8YwbSOYyrjZbPExLt6K4Qvb2G

S5RaYnriWD2I7f

This industry continues to dominate due to its constant
production of high-engagement content, which naturally attracts
large audiences and significant advertiser interest. As streaming
services, gaming platforms, and digital media continue to expand,
they create more opportunities for ad placements that are both
immersive and personalized. Meanwhile, other industries like retail,
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technology, and healthcare are growing their ad investments, but
the consistent demand for entertainment and the integration of
media into everyday life ensure that Entertainment & Media retains
its lead. Its ability to capture attention across multiple channels -
from video platforms to social media - makes it a cornerstone for
advertisers aiming to reach broad and engaged audiences.

From the beginning of this research, we looked at the effects of
social media, the components involved with social media, their
positive and negative effects on each component, as well as the
effects of each subcomponent on the main components. Our
research suggests that we should first take action to improve the
management of these components by recognizing and examining
these factors and increasing the level of awareness and promoting
public education. Now we want to analyze them in a different way
and through managerial factors. Here we have achieved a form of
management with the help of which and by following the points
raised, we can show the operation of the research. In this part of
the dissertation, we managed and organized business and social
goals, with the help of which we fully monitored the effects of social
media on each component and finally achieved the desired results.

Conclusion
Thus, we see clear opportunities to use the social platform for

business activation and consumer behavior management. In Figure
5, we have created a roadmap from the beginning to the end of the
dissertation, which includes 4 main steps, which we will discuss in
the following.

11



The way of

social media
influence on
society
Decision making I Main
for improvement component of
social media relation
messages in order “ “ between social
to create efficient media and
business business
environment S
‘ activity
Recognition and
measurement of

impact social
media factors on
business
environment

Figure 5. Managerial concept of Interrelation between social media

and business environment
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Unhwddwn Uwown Swpquubqu
Cwjwunwup Gypnywywu hwdwuwpwl, wuwhpwuwn

Pwuwih pwnbp - unghwjwywu denhwh waqnbignieintu,
uywnnnutiph Juppwahd, unghwy dtnhwih hwprwyutp, phqubu
dhowyw)jph Yuwnwywpnid

Unghwjwwu dbnhwt hwupniypjwt dwdwugh wuuwhwt dwut k
L dbp wnopwtu npnawyhnpbt wuglwgynd £ wjn dhowywjpnid:
Lbwnbwpwp huwpwynpnieiniu £ unbndynid wyn dhowywjpp ogunw-
gnpoétint uwl phqubiup fupwudwu, 2whwnniubph Ywppwgdwihu
quwhwwdwl, huswybiu twb wywhy Jwppbphugwiht gnpéniutinyejwu
hwdwp:  <nnwdnd  ubplwjwgynd  Gu  unghwjwlwu  dEnhwip
wqgnbgnigjwu  ninpubipp  hwuwpwywlwu Yuwuph yYpw W npwig
Ywnwywpdwu dninbignidubipp:
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SGndwqanh Yypw Sdwiuubipp puin ninpunutiph Ywuluwwnbugnd k, np
Yqupqwuwu uwywnnnubph unynpnypubipnh thnthnfunigjwup L pywhu
thnfuwybpwdwup gnigpupwg, uwluw qyupdwuph U denhwjh ninpup
nbn Yduw wdbuwwgnbghyp: Wu ninpup swpniuwynd £ gliphotub
pwnép ubpgpwyywdniejwu 2unphhy, npp ptwywuwpwp, gpwynud b
utd uwpwu b gnjugnwunniutiph qquih htwmwppppnieginiu: Lwup np
wbntywwndwlwu  Sdwnwineniuutpp, fuwnwihu  hwppwyutpp L
pYwjhu dbnhwu 2wpniuwynd GU punwjudb), npwup unbndnid Gu
wybh ww huwpwynpnipjniutubp gnwagnh wnbnwnpdwu  hwdwn,
npnup U ubipgpwyhs bu, W wuhwwnwlwuwgyws: UhWunyu dwdwuwl,
wy| nnpwubip, huswyhuhp Gu dwupwéwfu wnlunnipp, nbfuuninghwubpp
L wnnnowwwhnientup, wybjwgunwd &u  hptug  gnwqnuhu
ubpnpnudubipp, uwlwju quptwuph tywwndwdp Ywjntt wwhwuswnpyp
L dbnpwh punbgpnup  wnopw  Yuwupnd  wwwhnynwd  Gu, np
quntwuph ninpup wwhwwuh hp wnwgwwwn nhppp unghwjwlwu
hwppwyutpnw: <Gnbwpwp, unghwjwlwt dJdinpwt nwnund L
wulntuwpwpwihu gnpdntu gnwqnwwniubiph hwdwn, npnup dgunnd
GU hwuub| (wju U ubpgpwyywsd [uwpwupu:

Pwgh wjn, denpw wnuwnph wép, npuntbin oguwwnbiptpp Ywpnn Gu
hwjnuwptipt; b qubp wwpwupubp wudhowwbu hwybwdubiph
dhongny, wju hwppwlyubpp ybpwsdt] Gu wpryniwwybn Jwbwnph
ninhubiph: Lwup np uywnnnutiph Jwppwahdu wybip E thntuynud nbwp
pYwihu  thnfuwqgnbignigniuubp, W phqubuubpp  puwlywuwpwn,
ybpwpwofunid  Gu gnwuqnuihu pngbubpp wjwunwywu
(nwwnywdhongutpphg U wyblh 2ww ubpnpnudubp U Yuwnwpnud
unghwjwlwu gwugbpnud® wnbuwubh nu dpgniuwly duwint hwdwp:
Tpwuny huly, wnwowund £ unghwjwlywu hwppwyutpnh dhongny
phqubup L uwwnnnubph  tnfuhwpwpbpniEwyu  Yuwnwljwpdwu
hwitigwlwnpgh Yppwndwu wuhpwdtionnieniu:
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