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ABSTRACT 

Search Engine Optimization has remained a buzz word 

in arena of internet marketing for the last decade. 

According to the survey conducted by Netcraft, UK in 

the December 2014 they received responses 

from 915,780,262 sites and 5,034,578 web-facing 

computers. According to Statista Inc. there are 2,923 

million internet users worldwide. More than 90% of the 

traffic is diverted to most websites through search 

engines like google. These numbers show that Search 

Engine Optimization (SEO) is very important for a 

website seeking internet traffic. SEO is a process of 

gaining high ranking or visibility in search engine 

results. Social media optimization (SMO) is a social 

media activity with the intention of marketing a product, 

a brand name or attracting users to web content. SMO 

isn’t a new term or a new approach, far from it. As the 

Wikipedia definition of SMO explains, it’s been around 

since 2006 when the search engine marketer Danny 

Sullivan first used it and Rohit Bhargava developed his 5 

rules of SMO. Although SMO is considered a part of 

SEO, the primary difference between them is that SMO 

targets to attract traffic from sources other than Search 

Engine. As an effect of SMO Search Engine rankings are 

improved, which is an added advantage. Results of a 

voting poll conducted by smartinsights.com shows that 

the purpose of SMO is analysis and improvement of all 

social media marketing activities to improve result. 

Social media marketing is not limited to marketing or 

building a brand name, but it is a knowledge 

management strategy as it supports customer relations 

and satisfaction, product development on the basis of 

customer feedback, business development and to build a 

healthy business to consumer relationship. SMO helps to 

build Online Reputation and Search Engine Reputation. 

With continuously increasing number of websites and 

internet users, the increasing strength of online social 

communities, the effect of EWOM (Electronic Word Of 

Mouth) and the integration of different types of web 

service providers with Social Media, the effectiveness of 

SMO needs to be investigated. The researcher conducted  

the present study to identify ranking factors and 

strategy to optimize results of Social Media Marketing. 

 

Keywords-SEO (Search Engine Optimization), SMO 

(Social Media Optimization), EWOM (Electronic Word Of 

Mouth). 

I.  INTRODUCTION 

Today internet content is multiplied by exponential rate 

and is now available almost to everyone with internet access 

since the advent of information based platforms such as web 

2.0. What is web 2.0? It does not refer to an update to any 

technical specification but rather it refers to changes in the 

way web pages are made and used. Web 2.0 sites uses 

technology beyond the static pages websites of the early 

days. Web 2.0 site may allow users to interact and 

communicate with one another using social media platforms 

as users become creators of user generated content in virtual 

community. Blogs, wikis, video sharing, social media sites 

and many more are results of Web 2.0. 

 

In Traditional marketing methodology top – down and 

one way relay of information to consumers approach was 

practiced, where consumers were considered as passive 

receivers of advertisements and information to lead them to 

purchase of products. There was very little interaction 

between marketers and consumers. 

 

With web 2.0 technology, Social Media was introduced. 

What is Social Media? Jain (2010) defined Social Media as 

„the creation and exchange of User Generated Content.‟
[3]

  

Mangold & Foulds (2009) wrote that Social Media is about 

„online information that are created, initiated, circulated, 

and used by consumers intent on educating each other.‟
[4]

 

Campbell (2009) referred to Social Media as „a type of 

website, application or communications vehicle where 

people connect with one another; discuss and interact; share 

content and ideas; and build relationships.‟
[2]

 

 
Social Media has become a critical platform for 

promoting companies, products, brands, image, events and 
causes. Since social media is a continuously evolving 
platform, there are no clearly defined methods to evaluate its 
performance. The researcher tries to identify the critical 
variables associated with effective Social Media presence 
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from literature review. And an empirical study has been 
carried out to identify the ranking factors affecting Social 
Media Marketing with the intent of defining a strategy for 
Social Media Optimization. 

II. LITERATURE REVIEW 

A.Kazim and Filiz (2011) found that: Social media, 

which starts as a means of entertainment at the first, then 

became the most recent marketing strategy because of its 

notable advantages in the business field. For both big and 

small firms, social media serves the purpose in better way 

comparing with the traditional media.
[1] 

Anyone with a personal computer, a tablet or a mobile 

device with internet connection has the ability to tell a story 

and share it with the world using the tools of social 

networking like Twitter, Facebook, LinkedIn and 

Wordpress. News and information occurring in real-time 

can go viral with a click of a mouse.  

 

According to Mangold and Faulds (2009), „Social Media 

lets users exchange information with each other and with 

organization, and as such, it is best considered word-of-

mouth communication.‟
[4]

 Consumers are turning away from 

traditional marketing communications, and instead are using 

their Social Media connections, turning to one another for 

buying advice, and reducing their reliance on advertising. 

III. PROBLEM DESCRIPTION 

Social Media Marketing is a challenge before marketers. 

Because the social media trends are continuously changing 

and marketers are not sure what to put on Social Media. 

Also they don‟t have sufficient idea about consumers‟ 

behavior on social media. What performance indicator they 

should use and how?  Today the Social Media has the power 

to change the course of market and by knowing so it is even 

used for political campaigns. 

  
From the surveys and researches it can be said that Social 

Media is the most powerful media as it provides global 
democracy for opinion sharing and people‟s preference for 
EWOM (Electronic Word Of Mouth) over advertisements. 
So critical factors affecting Social Media Optimization needs 
to be found and a strategy needs to be developed of effective 
SMO. 

IV. METHODOLOGY 

There is a limited amount of research conducted on 

Social Media as a whole. We found keywords and patters in 

available literature including scholarly research, blogs, 

articles, and results of surveys and reports of marketing 

professionals. 

  

Most of the sources in this paper were obtained in 

electronic format. The sources that address Social Media 

and marketing and Social Media Marketing optimization are 

considered relevant. We included keywords such as “Social 

Media”, “Social Networking”, “effective”, “success”, 

“Social Media Marketing”, and “Web 2.0” in our queries 

through Google Scholar, Google web search and SSRN 

journal. The Sources historical as well as recent are 

considered relevant as to understand the changes in trends 

and patters since the advent of Social Media. Therefore the 

sources written since year 2006 are considered. 

  

Also interviews were conducted with professionals with 

the same objective as of this paper. Professionals like the 

founder of a company dealing with Social Media analytics 

(www.meruki.com) and owners of a companies dealing with 

Search Engine Optimization and SEO professionals. 

After studying the literature for effective factors in SMM 

and considering the conclusions of the interviews, certain 

recommendations and concepts were found repeatedly, 

which are identified as ranking factors for Social Media 

Optimization. These concepts are as follows; 
1. Good Content. 2. Engagement. 3. Ease of sharing. 4. 
Consumer participation. 5. Active Sharing. 6. Resourceful 
content. 7. Rewarding. 8. Active participation. 9. True and 
transparent content. 10.  New Social Media Tools. 

V. IMPLICATIONS OF RESULTS 

After identifying the critical and effective factors for Social 

Media Optimization a set of rules can be defined for an 

effective Social Media Marketing. It can be applied for 

marketing of a product or a service, building a brand, 

creating a brand loyal community, getting valuable 

consumer feedback, or even for a political campaign. 

Following is a set of rules for Social Media Optimization 

based on ranking factors identified. 

1. Create good (shareable) content: The key factor is 

shareable content. If your content is better more people will 

share it on their entire social media networks. They may link 

it, like it, post it, or any other way share it. In short the 

content should be such that will lead people to share it. 

More sharing will automatically give you more links and 

web traffic, which will in turn help you achieve your goal. 

2. Engagement should be rewarded: Engagement of 

consumers or people in general can be referred as a behavior 

of liking, sharing, posting, commenting, and/or discussing 

the content. Such engagement with our content should be 

rewarded by the organization. Method of rewarding can be 

different like giving those users special privileges, 

discounts, or ranking etc. An E-mail can be sent 

acknowledging their active and helpful participation or their 

names can be listed somewhere on the page. The method of 

rewarding may be any but it will motivate more engagement 

and loyalty.   

3. Provide easy sharing: There are different methods of 

sharing like liking (on Facebook), commenting, sharing or 

posting of a link, sending out a link etc. On the website for 

our content sharing using different Social Media platforms 

should be done by just a one click of a button. Such easy 

sharing facility will lead to more sharing of the content.  

http://www.meruki.com/
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4. Encourage sharing of remixed version of your content: 

Here remixing means people take your original content and 

add their own opinions and suggestions to it and then share 

it with their ownership. This behavior of adding own inputs 

and voice to the original content before sharing has grown 

over past few years. This will help in two ways; one it will 

lead more sharing and two it will help you optimize your 

content for the social web.  

5. Share your content actively: One should not only rely on 

people for the sharing of the content on Social Media but 

should share it using different tools and platforms of Social 

Media by self. You can publish your content in different 

media like audio, video, presentation, pdf etc., and post it on 

different websites. Post slides on Slideshare, post 

documents on scribd, tweet about the content with the link, 

post video on youtube, post content on social networking 

profile, write online articles and blogs about it. 

6. A resourceful content attracts more: Try to make your 

content useful, helpful, informative and resourceful for 

users. You can include outbound links in your page which 

could help users with their purposes. Sometimes even if you 

link to your competitors you stand as a first source of 

finding information amongst the users. Resourceful content 

will get you more inbound links and more sharing amongst 

Social Media.  

7. Active participation of organization can help: A 

responsible person for Social Media Marketing, his team 

and also other members and employees of the organization 

should actively engage with the Social Media conversations, 

sharing, commenting, answering queries, open discussion 

forums etc. This activity will win the trust of users and 

consumers.  

8. Always create true and transparent content: Nobody likes 

a fake, so always create a true content. The more transparent 

your content is the more value it will have.  

9. Stay tuned with emerging Social Media tools and 

platforms: Social media is changing and morphing by every 

minute. Keep up with the new tools, products and relevant 

behavior of the users. 
10. What NOT to Do: An SMO tactic you should avoid at all 
costs is excessive link dropping. Link dropping is a bit like 
name dropping which is frustrating and distasteful in excess. 
You may think that joining every Facebook group and 
Google+ community to post endless links to your content 
will increase traffic and improve your SMO, but it will 
actually achieve quite the opposite. You may find yourself 
blocked from groups, un-followed by colleagues and 
reported as spam. The damage to your reputation could be 
monumental. Alternatively, we can consider joining a few 
select groups and engaging with the conversation in a 
meaningful manner. Provide your input, but only share links 
to your own content when it is relevant, and even then show 
some restraint. 

VI. SUGGESTIONS FOR FURTHER 

RESEARCH 

We have identified critical ranking factors for Social 

Media Optimization and based on that we have tried to 

define a policy to guide marketers for Social Media 

Optimization. The result of implication of this policy on an 

actual marketing campaign is to be studied. Also Social 

Media is ever changing field. So further research could be 

conducted to refine and present effective and successful 

policy by also considering users sentiment analysis in the 

research.  

  
Also analytical software can be developed to measure 

Social Media status of a product, organization, brand, or 
person, based on hash-tag/keyword. Based on analysis the 
software should also guide for improvement of Social Media 
presence. 
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