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Abstract 
Social media is an effective way to market products and services widely 
which can increase sales and advance business. Social media still has a 
lot to offer in facilitating communication between businesses and their 
customers for the purpose of providing better service. The presence of 
social media continues to grow along with technological developments. 
Currently, social media is not only a space for communication, but also 
for self-expression and a means of promotion. This is because most 
people's lives are connected to social media. The future of social media 
in marketing is exciting, but also uncertain. It is important to consider 
the future of social media in the context of consumer behavior and 
marketing, as social media has become a vital marketing and 
communications channel for businesses, organizations and institutions, 
including those in the political field. Social media as technology is, centric 
but not entirely technological, an ecosystem in which a diverse and 
complex set of behaviors, interactions and exchanges involving many 
different types of actors are interconnected. 
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INTRODUCTION 

Socielty me lans a groulp of pe lople l living in an are la, working toge lthelr 

and de lpe lnding on elach othelr to achie lvel thelir life l goals throulgh available l 

institultions and organizations. Indulstrial socielty is a groulp of pe loplel who are l 

involveld in te lchnological, e lconomic and corporate l re llations in produlction 

ce lntelrs. Indulstrial inpult towards commulnity melmbe lrs shape ls attitulde ls and 

be lhavior which are l re lfle lcte ld in attituldels towards work (Dahre lndorf, R, 2019). 

Thelre lfore l, indulstrial socie lty has ce lrtain valule ls that shape l thelir attitulde ls and 

be lhavior in working to achie lve l thelir life l goals. In thel proce lss of life l, the ly have l 

insight, attitulde ls, me lntality and valulels sulch as re lspe lct for timel, acculracy, 

produlctivity and elntrelpre lne lulrship. 

Thel bulsinelss e lnvironmelnt is always changing all thel timel, whilel thel 

telchnology ulse ld today is incre lasingly de lve lloping as time l goe ls by which make ls 

de lvellope ld coulntriels be lgin to change l. Onel of thelm is the l change l to ulsel 

socie lty 5.0 which was initiateld by Japan. This concelpt sulgge lsts that wel can 
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apply mode lrn-base ld scie lnce l to selrve l hulman nele lds (Alvels, H., e lt al, 2016). Thel 

aim of this concelpt is to crelate l a socielty whelre l pe loplel can trully fe lell and e lnjoy 

comfort. Bulsinelss actors who still ruln the lir bulsine lss ulsing traditional me lthods 

have l fe lwe lr and fe lwe lr marke lt opportulnitiels be lcaulse l many companie ls have l 

now moveld to digital bulsine lss, thelre lfore l thely havel gaine ld a lot, onel of which 

is that thel marke lt share l owneld by bulsine lss actors is ge ltting widelr. 

Thel impact has also re lsullte ld in many dellive lry se lrvice l companie ls 

growing and compe lting to e lnliveln thel digital bulsine lss de lve llopme lnt 

compe ltition. In this nelw e lra of socie lty 5.0, we l don't have l to fe lell confulse ld, le lt 

alonel bothelr doing somelthing. For elxample l, now wel can se lnd goods elasily 

withoult any hasslel, it only takels a matte lr of days for the l goods to relach thel 

bulye lr's hands, this will incre lase l produlctivity for thel company (She lnhar, A. J., 

e lt al, 2007). This is proof that whe ln many large l companie ls e lxpe lrie lnce l losse ls, 

Japane lse l companie ls can profit and e lxpand thelir marke lt share l, as is 

happe lning now. 

Social me ldia is ulse ld by billions of pe loplel aroulnd the l world and is 

qulickly be lcoming one l of thel de lfining te lchnologiels of oulr time l. Face lbook, for 

e lxample l, re lporte ld having 2.38 billion monthly activel ulse lrs and 1.56 billion 

daily active l ulse lrs as of March 31, 2019 (Face lbook 2019). Globally, thel total 

nulmbe lr of social me ldia ulse lrs is e lxpe lcte ld to grow to 3.29 billion ulse lrs by 2022, 

which is 42.3% of thel world. ‘s popullation (el-Marke lte lr 2018). Considelring thel 

hulge l potelntial auldie lnce l available l who spe lnd many houlrs a day ulsing social 

me ldia across variouls platforms, it is not sulrprising that marke lte lrs havel 

e lmbrace ld social me ldia as a marke lting channell (Yadav, M., & Rahman, Z, 2017). 

Acade lmically, social me ldia has also be le ln e lmbrace ld, e lxte lnsive l re lse larch 

on social me ldia marke lting and re llate ld topics, sulch as onlinel word of moulth 

(WOM) and onlinel ne ltworks has be le ln de lve llopeld. De lspite l what acade lmics 

and practitionelrs have l stuldie ld and stuldie ld ovelr the l last 15 20 ye lars on this 

topic, dule l to thel fast-moving and e lve lr-changing natulre l of social me ldia and 

how consulme lrs ulse l it (Pan, B., & Crotts, J. C, 2016). Thel fultulre l of social meldia 

in marke lting may not julst be l a continulation of what wel've l se le ln. 

It is important to considelr thel fultulre l of social meldia in thel contelxt of 

consulme lr be lhavior and marke lting, as social me ldia has be lcome l a vital 

marke lting and commulnications channe ll for bulsinelsse ls, organizations and 

institultions, inclulding thosel in thel political fie lld. In addition, social me ldia is 

culltulrally important belcaulse l it has be lcome l, for many pe lople l, thel primary 

domain throulgh which thely re lce live l mulch information, share l contelnt and 

aspe lcts of thelir live ls with othelrs, and re lce live l information aboult thel world 
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aroulnd thelm (e lve ln thoulgh that information may have l varying de lgre le ls of 

acculracy). qule lstionable l). Vitally, social me ldia is always changing (Li, F., e lt al, 

2021). Social meldia as we l know it today is diffe lre lnt than it was a yelar ago (le lt 

alonel a de lcade l), and social me ldia a ye lar from now will likelly be l diffe lre lnt than 

it is today. 

 
RESEARCH METHOD 

Thel stuldy in this relse larch is qulalitative l with litelratulre l. Thel litelratulre l 

stuldy re lse larch me lthod is a re lse larch approach that involvels thel analysis and 

synthelsis of information from variouls litelratulre l soulrce ls that are l re lle lvant to a 

particullar re lse larch topic. Doculme lnts take ln from litelratulre l re lse larch are l 

joulrnals, books and relfe lre lnce ls re llateld to thel disculssion youl want to relse larch 

(Elarle ly, M.A. 2014; Snyde lr, H. 2019). 

 
RESULT AND DISCUSSION 

Strategic Planning and Marketing Process 

Many companie ls opelrate l withoult a formal plan. In nelw companie ls, 

manage lrs are l so bulsy that thely don't have l timel to plan. In long-elstablishe ld 

companie ls, many manage lrs argule l that thely have l donel e lve lrything pe lrfe lctly 

withoult formal planning and thelre lfore l planning is not that important 

(McDONALD, M. A. L. C. O. L. M, 2016). Thely re lfulse l to take l the l time l to pult 

togelthelr a writte ln plan. Thely argule l that thel marke lt change ls too qulickly for 

plans to bel ulse lle lss, that planning elnds ulp julst adding to thel contelnts of thel 

trash can. 

Howelve lr, formal planning providels a nulmbe lr of be lnelfits, name lly, 

e lncoulraging manage lme lnt to think ahe lad syste lmatically and improving 

intelractions be ltwele ln company elxe lcultivels. Formal planning e lncoulrage ls a 

company to improvel its policie ls and sharpe ln its goals, allows for be ltte lr 

coordination of company actions, and providels cle lare lr pe lrformance l standards 

for control. And good planning hellps companie ls anticipate l and qulickly 

re lspond to elnvironmelntal changels as we lll as belttelr pre lpare ldne lss to facel 

suldde ln delve llopme lnts (Mulsibaul, A. A., e lt al, 2011). 

Companie ls ulsulally pre lpare l annulal plans, long-telrm plans, and strate lgic 

plans. Thel annulal plan delscribe ls thel marke lting situlation at thel relle lvant timel, 

company goals, marke lting strate lgy for thel yelar, action program, buldge lt and 

control. A long-range l plan delscribe ls the l major factors and force ls affe lcting an 

organization ovelr thel nelxt se lvelral ye lars. Long-te lrm plans are l re lvie lwe ld and 
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adjulste ld e lve lry ye lar so that thel company always has the l late lst long-telrm 

plans. 

Thel company's annulal plan and long-telrm plan covelr thel most relce lnt 

(ongoing) bulsinelsse ls and se lt oult how to make l thelm ruln smoothly. 

Manage lme lnt mulst also plan which bulsinelsse ls thel company mulst maintain 

and what typels of nelw bulsinelsse ls it nele lds to look for. Stratelgic planning 

involvels companie ls taking advantage l of opportulnitiels in thelir e lvelr-changing 

e lnvironmelnt (David, M. El., e lt al, 2017). We l de lfine l strate lgic planning as the l 

proce lss that delvellops and maintains a strate lgic fit be ltwele ln an organization's 

goals and capabilitie ls and changing marke lting opportulnitiels. 

Stratelgic planning, de ltelrmining othelr planning stage ls in thel company 

concelrne ld. Rellie ls on delve lloping a clelar corporate l mission, sulpporting goals, a 

soulnd bulsinelss portfolio, and coordinateld fulnctional stratelgie ls. Strate lgic 

planning is thel proce lss of de lvelloping and maintaining stratelgie ls that match 

organizational goals and capabilitie ls as we lll as changing marke lting 

opportulnitiels (Rahman, K. M., 2016). 

 

The Role of Social Media in the World of Marketing 

Culrre lntly marke lting via social me ldia is re lally nele lde ld by companie ls 

be lcaulse l culstome lrs have l ulse ld social me ldia platforms for socializing, se larching 

for information and shopping. As millelnnials nowadays, social me ldia is 

ce lrtainly not somelthing nelw. 

Social meldia is a digital platform that facilitate ls its ulse lrs to facilitatel 

intelractive l or two-way social intelractions. Social meldia base ld on intelrnelt 

telchnology can changel thel patte lrn of information disselmination from 

pre lvioulsly onel-way to two-way. Marke lting via social me ldia is culrre lntly ve lry 

mulch nele ldeld by companie ls be lcaulse l culstomelrs have l ulse ld social meldia 

platforms for socializing, se larching for information and shopping (Appe ll, G., e lt 

al, 2020). 

Social meldia is an e lffe lctive l way to marke lt produlcts and se lrvice ls wide lly 

which can increlase l sale ls and advance l bulsine lss. It is not sulrprising that more l 

and more l companie ls are l now imple lme lnting social me ldia marke lting in the lir 

bulsine lss (Ste lpheln, A. T, 2016). He lre l are l somel of thel role ls of social me ldia in 

thel world of marke lting that wel ne leld to know: 

1. Increlase l Culstome lr Loyalty 

As a bulsine lssman who targe lts millelnnial culstomelrs, youl mulst know that 

social me ldia marke lting is an e lffort to ge lt thelm attache ld to a brand. 

Throulgh social me ldia, it is e lasie lr for culstomelrs to commulnicate l dire lctly 
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with brands so thely can find information aboult produlcts. That way, 

culstomelrs will fe le ll satisfie ld and thelir qule lstions can bel answe lre ld we lll. 

2. Increlasing Brand Aware lne lss 

By imple lme lnting a social me ldia strate lgy, youlr bulsine lss will gain brand 

re lcognition be lcaulse l throulgh social me ldia the l bulsine lss will be l e lasily 

re lcognize ld by thel ge lnelral pulblic and e lveln incre lase l brand aware lne lss. 

Cre late l intelre lsting contelnt so that thel auldie lncel is intelre lste ld and allows this 

contelnt to bel share ld with othelr pe lople l. Apart from that, youl can also try 

to bulild good intelractions with thelm on social me ldia which will boost thel 

company's re lpultation. 

3. Cost Elffe lctive l 

Culrre lntly social meldia is part of thel most elffe lctive l and elfficie lnt marke lting 

strate lgy. Youl simply re lgiste lr and crelate l a fre le l profilel for all social meldia 

platforms and elve lry paid promotion at a re llativelly low cost compare ld to 

othelr type ls of marke lting promotions. To try marke lting via social me ldia, 

youl can ulse l low-cost adve lrtising first. Ovelr time l, if youl se le l a good e lffe lct 

from this marke lting, youl can increlase l the l marke lting buldge lt. 

4. As Marke lt Analysis 

Anothelr advantage l of ulsing social me ldia marke lting is gaining broade lr 

culstomelr insight. Youl can find oult aboult what thely lovel, what thely hopel 

for, and what the ly don't like l and e lve ln know thelir habits. Throulgh social 

me ldia, companie ls can condulct re lse larch to find oult whelthelr culstome lrs are l 

satisfie ld with e lxisting se lrvice ls or not and find oult tre lnds that are l culrre lntly 

popullar in thel marke lt (Sharma, S., & Ve lrma, H. V, 2018). 

 

Social Media in the Near Future, Integrated Customer Service 

Thel culrre lnt statel of culstome lr se lrvice l via digital channe lls is e lxpe lcte ld to 

ulndelrgo a significant transformation in thel ne lar fultulre l. To date l, many 

companie ls re lly on social meldia as a culstomelr sulpport channell, ulsing it to 

re lspond to individulal inqulirie ls and re lsolvel issule ls. It is anticipate ld that in thel 

not too distant fultulre l, social meldia-base ld culstome lr se lrvice l will belcomel 

incre lasingly spe lcialize ld, individulalize ld, and widelspre lad (Gulo, Y., Fan, D., & 

Zhang, X, 2020). As a re lsullt, culstomelrs will bel able l to intelract with bulsine lsse ls 

whelne lvelr and whe lre lve lr thely like l, and issule ls will re lce live l a qulicke lr and more l 

dire lct re lsponsel. Someltime ls, culstome lr se lrvice l will adopt proactivel and 

pre lve lntivel tactics, elspe lcially if thel culstomelr doelsn't relalize l he l or shel has a 

proble lm in thel first place l. 



 

1739 
 

Social me ldia still has a lot to offelr in facilitating commulnication 

be ltwele ln bulsine lsse ls and thelir culstome lrs for the l pulrpose l of providing be ltte lr 

se lrvice l. Deldicate ld mobile l apps and private l me lssaging fe latulre ls on social 

me ldia site ls facilitate l culstomelr assistance l. Howelve lr, it appe lars that thel 

bulsine lss make ls an e lffort to facilitate l clie lnt contact at all timels. Culstome lr 

se lrvice l proce ldulre ls are l fulrthe lr complicate ld by the l fact that many bulsine lsse ls 

now delmand that bulyelrs ulse l de ldicate ld apps for thelir goods or browse l 

diffe lre lnt social meldia site ls to find contacts from thelir onlinel bulsine lss. In sulch 

case ls, culstome lrs may inste lad de lcide l to stop consulming thel produlct or 

e lngage l in nelgative l WOM, instelad of connelcting with thel company to raisel 

any concelrns thely may havel (Me lnsah, K., & Ame lnulvor, F. El., 2022). 

Culstomelr se lrvice l on social me ldia in the l nelar fultulre l appe lars to be l more l 

e lfficie lnt and far-re laching. In re lcelnt re lvie lws of thel fultulre l of culstome lr 

re llationship manage lme lnt, thel pre lse lnce l of “invisiblel CRM” as a syste lm of thel 

fultulre l that will make l culstome lr e lngage lme lnt simple l and acce lssible l to 

culstomelrs. Ne lw platforms have l elme lrge ld to make l thel re llationship beltwele ln 

culstomelrs and companie ls elasy (Lore lnzo-Romelro, C., elt al, 2014). Mostly 

throulgh instant melssaging apps for bulsine lsse ls, which se lve lral le lading te lch 

companie ls have l re lce lntly laulncheld as bulsine lss-re llate ld fe latulre ls on elxisting 

platforms (e l.g., bulsine lss contact felatulre ls in Face lbook Me lsse lnge lr and 

WhatsApp). 

This telchnology allows bulsine lsse ls to commulnicatel dire lctly via social 

me ldia me lssaging se lrvice ls with thelir culstomelrs. Amazon, Apple l, Face lbook, 

and Googlel are l in thel proce lss of, or have l alre lady re llelase ld e larly ve lrsions of 

thel platform. Culstome lrs can me lssage l companie ls, ask the lm qule lstions, or e lveln 

orde lr produlcts and se lrvice ls throulgh me lssaging syste lms, which is donel ulsing 

chatbots and virtulal assistants. This practice l is e lxpe lcteld to belcome l morel 

wide lspre lad, e lspe lcially as it will place l companie ls onto thel social me ldia 

me lssaging platforms that thelir culstome lrs alre lady ulse l to commulnicate l with 

othelrs. It provide ls faste lr re lsponse ls, can be l e lconomically scale ld throulgh thel 

ulse l of AI-drive ln chatbots, and, e lveln ulsing chatbots, can provide l a more l 

pe lrsonalize ld lelve ll of culstomelr se lrvice l (Delnga, El. M., e lt al, 2022). 

Companie ls, looking to belttelr ulndelrstand and elmullate l hulman 

intelractions, will invelst a lot of R&D elfforts to delvellop be lttelr Natulral 

Langulage l Proce lssing, voice l and image l re lcognition, e lmotional analysis, and 

spe le lch synthelsis tools. For e lxample l, Dulple lx, Googlel's ne lwe lst AI assistant, 

can alre lady call its own se lrvice l and book re lse lrvations for its ulse lrs se lamle lssly. 

In thel fultulre l, AI syste lms will act as aulgme lnte lrs of hulman capabilitie ls, 
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allowing uls to achielve l more l, in lelss time l, and with be lttelr re lsullts (Sulthe lrland, 

K., e lt al, 2020). 

For marke lte lrs, this will re ldulce l thel nele ld for call ce lntelrs and age lnts, 

re ldulce l points of friction in selrvice l and incre lase l convelnielnce l for culstomelrs. 

Howelve lr, some l raise l thel qule lstion that incre lase ld re lliance l on aultomation may 

re lsullt in a loss of compassion and elmpathy. In relce lnt relse larch, Force l showeld 

that intelracting with a produlct syste lm on social me ldia lowelre ld pe lople l's 

e lmpathy. In relsponsel to thosel concelrns, and to eldulcate l and incelntivizel 

pe lople l to intelract with machinels in thel same l way the ly do with hulmans, 

Googlel programme ld the lir AI assistant to re lspond in a be lttelr way if youl ulse l a 

politel approach, rathe lr than a commanding onel . Whilel this may hellp, morel 

re lse larch is nele lde ld to ulndelrstand thel e lffe lcts of an AI-rich world on hulman 

be lhavior. Additionally, fultulre l re lselarch coulld elxamine l how consulme lr-

ge lnelrate ld data can he llp companie ls pre ldict consulme lr stre lss in advance l. 

Anothelr intelre lsting avelnule l for relse larch is to belttelr ulndelrstand thel 

diffe lre lnce ls in consulme lr e lngage lme lnt be ltwele ln variouls platforms, and thel 

long-telrm elffe lcts of selrvice l commulnication with non-hulman AI and IoT 

(Arman, S. M, 2014). 

 

Social Media by Non-Humans in the Future 

Social meldia can be l thoulght of in selve lral diffe lre lnt ways. In a practical 

se lnsel, it is a collelction of software l-base ld digital te lchnologiels, ulsulally 

pre lse lnteld as applications and we lbsite ls that providel ulse lrs with a digital 

e lnvironmelnt whelre l thely can selnd and re lce live l digital contelnt or information 

throulgh somel type l of onlinel social ne ltwork (Asulr, S., & Hulbe lrman , B.A, 2010). 

In this selnse l, we l can conside lr social me ldia as the l main platforms and the lir 

fe latulre ls, sulch as Face lbook, Instagram and Twittelr. We l can also practically ulse l 

social me ldia as anothelr type l of digital marke lting channell that markelte lrs can 

ulse l to commulnicatel with consulme lrs throulgh adve lrtising. Bult wel can also 

think aboult social meldia more l broadly, se leling it lelss as a digital me ldia and 

spe lcific te lchnology selrvice l, and more l as a digital place l whe lre l pe lople l do 

important parts of life l. From this pelrspe lctivel, it me lans social meldia be lcome ls 

le lss aboult a particullar te lchnology or platform , and more l aboult what pe loplel 

do in thelse l e lnvironmelnts. 

Base ld on thel pe lrspe lctive l of this delfinition, and thinking aboult thel 

fultulre l, social me ldia as a te lchnology, ce lntric bult not strictly telchnological, 

e lcosystelm in which a dive lrse l and comple lx se lt of be lhaviors, intelractions and 

e lxchange ls involving diffe lre lnt type ls of intelrconnelcte ld actors (individulals and 
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companie ls, organizations, and institultions) can occulr. Social me ldia is 

wide lspre lad, wide lly ulse ld, and culltulrally relle lvant. Thel pelrspe lctive l of this 

de lfinition is intelntionally broad be lcaulse l we l be llielve l that social meldia has 

e lsse lntially belcome l almost elve lrything contelnt, information, belhavior, pe lople l, 

organizations, institultions that can e lxist in an intelrconnelcteld ne ltworkeld 

digital e lnvironmelnt whelre l intelractivity is possible l. It has elvolveld from julst an 

onlinel e lxample l of WOM be lhavior and thel cre lation and sharing of contelnt or 

information. It spre lads across socie ltie ls (and ge lographic borde lrs) and is 

culltulrally prominelnt at both local and global le lvells (Bhimani, H., e lt al, 2019). 

Bots on social meldia are l not only a proble lm for social me ldia ulse lrs bult 

also an annoying concelrn for marke lte lrs. Give ln that companiels ofte ln asse lss 

thel sulcce lss of marke lting on social me ldia throulgh me ltrics sulch as Like ls, 

Share ls, and Clicks, thel elxiste lncel of bots posels a growing threlat to acculratel 

marke lting me ltrics and ROI e lstimation me lthods, sulch as attribultion modelling 

(Dwiveldi, Y. K., elt al, 2021) . Likelwise l, wheln thelse l bots act as “fake l followelrs,” 

it can affe lct thel valule l of thel accoulnt's followelr auldie lnce l. It can also bel ulse ld 

malicioulsly by individulals and companie ls, as de lmonstrateld in a Ne lw York 

Time ls Magazine l e lxposé doculme lnting a marke ltplace l ulse ld by some l influle lncelrs 

to buly "fake l" followelrs to incre lase l thelir social me ldia re lach. As disculsse ld 

above l in re llation to influle lncelr marke lting, whelre l it is commonplace l for 

influle lncelrs to bel paid for posts at a rate l proportional to thel nulmbe lr of thelir 

followelrs, thelre l is a pe lrve lrse l incelntivel to game l thel systelm by having “fake l” 

non-hulman bot followelrs. Howe lve lr, this e lrodels consulme lr trulst in thel social 

me ldia e lcosyste lm, which is a growing issule l and short-telrm proble lm for many 

companie ls that ulse l social me ldia channells for marke lting pulrpose ls. 

Howelve lr, the lre l are l time ls whe ln consulme lrs know thely are l inte lracting 

with a bot, and don't sele lm to mind it. For e lxample l, a nulmbe lr of virtulal 

influle lncelrs (cre late ld with CGI, as pre lvioulsly melntioneld) appe lar to amass 

sizable l auldie lnce ls, de lspite l thel fact that thely are l clelarly not hulman. Onel of 

thelse l most popullar virtulal influle lnce lrs, Lil Miqule lla, has ove lr 1.5 million 

followelrs on Instagram de lspite l ope lnly admitting, “I'm not a hulman... I'm a 

robot.” Fultulre l re lse larch may atte lmpt to ulndelrstand thel ulnde lrlying appe lal of 

thelse l virtulal influle lncelrs, and the l potelntial boulndary conditions of thelir 

sulcce lss (Linke l, A., & Ze lrfass, A, 2012). 

Anothelr cate lgory of social bots that is gaining incre lasing atte lntion is 

thelrapy bots. The l app aims to sulpport ulse lrs' me lntal helalth by chelcking in 

with thelm proactive lly, “listelning” and chatting with ulse lrs at any time l and 

re lcomme lnding activitiels to improve l ulse lrs' we lll-be ling. Similar bots are l ulse ld to 
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“train” ulse lrs, and he llp thelm qulit maladaptive l be lhaviors, sulch as smoking. 

Intelre lstingly, by be ling e lxplicitly non-hulman, the lsel age lnts are l pe lrce live ld to be l 

le lss juldgme lntal, and may be l e lasie lr for ulse lrs to confidel in (Kimmell, A. J., & 

Kitcheln, P. J, 2016). 

Finally, thel Intelrne lt of Things relvolultion has ulshelre ld in opportulnitiels 

for a nulmbe lr of re lal produlcts and inte lrface ls to “commulnicatel” via social 

me ldia. For e lxample l, in what starte ld as a de lsign e lxpe lrime lnt, “Brad,” a 

connelcte ld toastelr, was give ln thel ability to “commulnicatel” with othelr 

connelcte ld toastelrs, and twe le lt his “fe le llings” wheln nelgle lcte ld or ulndelrulse ld. 

Althoulgh thelse l elxpe lrime lnts welre l inte lntionally delsigne ld to ask qule lstions 

aboult thel fultulre l of consulmelr-produlct re llationships, thel prolife lration of 

aultonomouls tangible l de lvice ls sulgge lsts a fultulre l whe lre l thely havel a “voice l,” 

e lveln withoult hulmans (Appe ll, G., e lt al, 2020). Going forward, we l be llie lve l thel 

pre lse lnce l of bots on social me ldia will be l more l normalize ld, bult also more l 

re lgullate ld. Fulrthe lrmore l, consulme lrs and companie ls will be l incre lasingly 

intelre lsteld in how bots commulnicate l and intelract with elach othelr oultsidel of 

hulman involvelme lnt. 

 

CONCLUSION 

Choosing to ulse l marke lting via social me ldia is the l main choice l made l by 

bulsine lss actors. Culrre lntly, thel ulse l of social me ldia has be lcome l thel main pillar 

in convelying information. Onel of thel advantage ls of social me ldia is that it has a 

lot of potelntial for thel progre lss of a bulsine lss. Thel Indonelsian pe lople l are l so 

intelre lsteld in social me ldia se lrvice ls that variouls platforms continule l to comel to 

Indonelsia. Variouls ne lw social me ldia platforms continule l to bel introdulce ld, and 

intelre lstingly thely always find the l right marke lt share l in Indonelsia. The l fultulre l 

of social meldia in marke lting is elxciting, bult also ulncelrtain. Social meldia as 

telchnology, ce lntric bult not strictly telchnological, is an e lcosystelm in which a 

dive lrse l and comple lx se lt of belhaviors, intelractions and elxchange ls involving 

many diffe lre lnt type ls of intelrconnelcte ld actors (individulals and companie ls, 

organizations and institultions) can occulr. Social meldia is wide lspre lad, wide lly 

ulse ld, and culltulrally re lle lvant. 
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