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Abstract-- Social media has fundamentally transformed 

marketing communication by enabling real-time interaction 

between brands and consumers across digital platforms such as 

Facebook, Instagram, YouTube, LinkedIn, and TikTok. As 

competition intensifies, organizations increasingly integrate 

advanced analytics and artificial intelligence (AI) to enhance 

marketing effectiveness. This paper presents a systematic 

survey of traditional and emerging social media marketing 

techniques and examines their relationship with descriptive, 

predictive, prescriptive, and AI-driven analytics models. The 

study categorizes key marketing strategies including content 

marketing, influencer marketing, paid advertising, engagement 

campaigns, social  commerce, AI-powered personalization, 

short-form video marketing, and conversational AI. 

Furthermore, the paper maps these techniques to analytics 

maturity levels to understand performance optimization and 

datadriven decision-making trends up to 2026. The findings 

indicate a significant shift from basic engagement tracking 

toward  intelligent automation, machine learning models, 

sentiment analysis, and real-time optimization systems that 

enhance marketing efficiency and customer engagement.  
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I. INTRODUCTION 

The  evolution of digital communication technologies 

has significantly reshaped the global marketing landscape. 

Social media platforms have emerged as powerful tools for 

brand communication, customer engagement, and online 

commerce. Unlike traditional marketing approaches that 

primarily focus on one-way communication, social media 

marketing enables interactive communication between 

organizations and consumers. Businesses now utilize 

platforms such as Facebook, Instagram, LinkedIn, YouTube 

to build relationships with their customers and promote 

products or services effectively.  

These platforms generate large volumes of user interaction 

data that can be analyzed to understand consumer 

preferences and marketing performance. Engagement 

metrics such as likes, shares, comments, and click-through 

rates provide valuable insights into consumer behavior and 

how users interact with digital content.  

Advancements in artificial intelligence and machine 

learning have further enhanced marketing capabilities by 

enabling automated data analysis, predictive customer 

modeling, and personalized content recommendations. As a 

result, organizations increasingly rely on analytics-driven 

strategies to improve marketing performance and customer 

satisfaction.  

  

 
Fig. 1: Global Growth of Social Media Users (2020–2026) 

II. LITERATURE REVIEW 

Social media has been widely studied as a major 

component of digital marketing strategies. Kaplan and 

Haenlein [1] defined social media as internetbased 

applications that allow the creation and exchange of user-

generated content. Their research highlighted the growing 

influence of social networking platforms in shaping 

consumer behavior and brand communication.  

Boyd and Ellison [2] analyzed the historical development 

of social networking sites and described their impact on 

social interaction and digital communication. Later studies 

emphasized the strategic role of social media marketing in 

building brand identity and customer engagement.  

Recent research focuses on the integration of artificial 

intelligence technologies in marketing systems. AI-based 

tools such as sentiment analysis, recommendation systems, 

and predictive modeling enable organizations to analyze 

large volumes of social media data and extract meaningful 

insights for decision-making.  
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Fig. 2: Evolution of Social Media Marketing 

III. RESEARCH METHODOLOGY 

This research paper follows a systematic survey 

methodology to analyze social media marketing techniques 

and analytics frameworks. The methodology consists of 

several steps including literature review, identification of 

marketing techniques, analytics classification, and 

comparative analysis.  

First, relevant academic journals, conference papers, and 

research articles published between 2010 and 2026 were 

collected. These sources provided theoretical and practical 

insights into modern marketing strategies. Second, key social 

media marketing techniques were identified and categorized. 

Third, analytics models were classified into descriptive, 

predictive, prescriptive, and AIdriven categories. Finally, the 

relationship between marketing techniques and analytics 

frameworks was analyzed to understand their effectiveness.  

  
Fig. 3: Research Methodology Flowchart 

IV. SOCIAL MEDIA MARKETING TECHNIQUES 

Several techniques are commonly used in social media 

marketing to increase brand visibility and customer 

engagement.  

Content Marketing focuses on delivering informative and 

engaging content to attract audiences and encourage 

interaction.  

Influencer Marketing involves collaborating with social 

media influencers who promote products to their followers, 

thereby increasing brand credibility.  

Paid Advertising allows organizations to target specific 

audiences using sponsored posts and advertisements based 

on demographic and behavioral data.  

Engagement Campaigns such as contests, polls, and live 

sessions encourage user participation and interaction.  

Social Commerce integrates e-commerce capabilities within 

social media platforms, enabling users to purchase products 

directly.  

AI-Powered Personalization uses machine learning 

algorithms to provide personalized recommendations and 

targeted advertisements.  

Short-Form Video Marketing has gained popularity through 

platforms such as Instagram Reels and YouTube Shorts.  

Chatbots and Conversational Marketing utilize natural 

language processing technologies to provide automated 

customer support and engagement.  

These techniques collectively help organizations improve 

brand communication, customer engagement, and marketing 

effectiveness across social media platforms.   

The classification of major social media marketing 

techniques is illustrated in Fig. 4. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
International Journal of Recent Development in Engineering and Technology 

Website: www.ijrdet.com (ISSN 2347-6435 (Online) Volume 15, Issue 03, March 2026) 

669 

 

Fig. 4: Classification of Social Media Marketing Techniques (Hierarchy Diagram) 

V. ANALYTICS  IN SOCIAL MEDIA MARKETING 

Analytics plays a crucial role in evaluating marketing 

performance and improving decisionmaking in social media 

marketing. Organizations use various analytics techniques to 

analyze user behavior, measure campaign effectiveness, and 

optimize marketing strategies.  

Descriptive Analytics focuses on analyzing historical 

engagement data such as likes, shares, and impressions.  

Predictive Analytics uses statistical models and machine 

learning techniques to forecast future marketing trends and 

customer behavior.  

Prescriptive Analytics recommends optimal marketing 

strategies based on predictive insights.  

Sentiment Analysis applies natural language processing 

techniques to classify user opinions and evaluate brand 

perception.  

Machine Learning Models are used for customer 

segmentation, recommendation systems, and behavioral 

analysis.  

Real-Time Analytics allows organizations to monitor 

marketing campaigns instantly and adjust strategies 

accordingly.  

These analytics techniques help organizations convert 

large volumes of social media data into actionable insights 

that support strategic marketing decisions.  

The different levels of analytics used in social media 

marketing are illustrated in Fig. 5, which presents the 

Analytics Maturity Model Pyramid. The model shows the 

progression from descriptive analytics toward advanced AI-

driven predictive and prescriptive analytics that support 

intelligent decision-making.   

 
Fig. 5: Analytics Maturity Model Pyramid 

The impact of analytics technologies on marketing 

performance is illustrated in Graph 1, which compares the 

return on investment (ROI) between traditional analytics 

approaches and AI-based analytics systems. 
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Graph 1: ROI Comparison – Traditional vs AI-Based Analytics

The graph indicates that AI-driven analytics significantly 

increases ROI by improving targeting accuracy, campaign 

optimization, and customer engagement. AI-based systems 

support data-driven decision-making by analyzing large 

volumes of social media data and identifying effective 

marketing strategies. Furthermore, advanced analytics 

techniques enable precise audience targeting and 

personalized marketing campaigns, which contribute to 

higher engagement rates and improved business outcomes.  

In addition, the integration of machine learning algorithms 

and real-time analytics platforms allows organizations to 

continuously monitor campaign performance and adjust 

marketing strategies dynamically. These technologies help 

businesses gain deeper insights into customer behavior, 

preferences, and engagement patterns across social media 

platforms.  

Overall, the integration of artificial intelligence and 

advanced analytics is expected to play a significant role in 

shaping the future of social media marketing. 

VI. RESULTS AND DISCUSSION 

The analysis results are summarized in Table 1, showing 

the relationship between social media marketing techniques 

and the analytics methods used.  

 

 

 

 

 

 

 

 

 

 

 

 

Table 1: 

Analytics Techniques in Social Media Marketing 

Marketing  
Technique  

Analytics  
Classification  

Implementation 

Focus  

Content Strategy  Descriptive  Analyzing 

historical 

engagement  and 

reach metrics.  

Performance 

Tracking  
Descriptive  Alignment with 

organizational  
 KPIs and ROI.  

Campaign  
Forecasting  

Predictive  Modeling future 

performance 

based on trend 

data.  

AI Personalization  Prescriptive  Optimizing user 

experience 

through 

automated actions.  

Sentiment Analysis  AI-Driven 

(NLP)  
Classifying 

customer opinions 

and brand 

reputation.  

Social Commerce  AI-Driven  Integration of 

automated Digital 

commerce 

integration  
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The results reveal that traditional marketing practices 

primarily rely on descriptive analytics, which focuses on 

analyzing historical engagement data and performance 

metrics. While this approach helps organizations understand 

past marketing performance, it provides limited capability 

for predicting future trends or optimizing strategies. In 

contrast, modern marketing systems increasingly utilize 

predictive and prescriptive analytics, enabling organizations 

to forecast campaign outcomes and make proactive strategic 

decisions. Predictive models analyze user behavior patterns, 

engagement trends, and historical campaign data to estimate 

future marketing performance.  

Furthermore, AI-driven analytics techniques, such as 

sentiment analysis and automated personalization, provide 

deeper insights into customer preferences and brand 

perception. These technologies support intelligent marketing 

systems that can automatically adjust content 

recommendations, advertisements, and promotional 

strategies based on real-time user interactions.  

The comparative analysis clearly indicates that 

organizations integrating AI-driven analytics frameworks 

achieve significantly higher marketing efficiency compared 

to traditional analytics approaches. AI-based systems 

enhance targeting accuracy, improve customer engagement, 

and increase return on investment by enabling datadriven 

decision-making and automated marketing optimization.  

VII.   FUTURE TRENDS (2026 AND BEYOND) 

Future developments in social media marketing are 

expected to include:  

• Generative AI in automated content creation   

• Hyper-personalized recommendation engines   

• Ethical AI and data privacy compliance   

• Augmented reality in social commerce   

• Explainable AI models for transparent decision- 

making.  

The future roadmap of these technologies and their 

potential impact on social media marketing is illustrated in 

Fig. 6.  

 

Fig. 6: Future Roadmap of Social Media Marketing (2026 and 

Beyond) 

 

 

 

Graph 2: Engagement Rate Improvement After AI Integration (Trend line)  
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VIII. CONCLUSION 

These findings highlight the growing importance of 

analytics-driven marketing strategies in improving decision-

making and customer engagement in digital marketing 

environments.  

This research paper presented a systematic survey of 

social media marketing techniques and analytics frameworks 

used in modern digital marketing. The study examined 

traditional and emerging strategies such as content 

marketing, influencer marketing, social commerce, and AI-

powered personalization, along with descriptive, predictive, 

prescriptive, and AIdriven analytics models.The findings 

indicate a transition from basic engagement tracking to 

advanced AI-based analytics systems that support data-

driven decision-making. Organizations adopting these 

technologies can better understand customer behavior, 

optimize marketing campaigns, and improve customer 

engagement.  

Overall, the integration of artificial intelligence and 

advanced analytics is expected to play a significant role in 

shaping the future of social media marketing.  
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