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Abstract— Social media is the collection of online 

communication platforms devoted to collaboration, 

content sharing, community-based input, and interaction. 

With the proliferation of social media websites and 

applications, social media is becoming an essential aspect 

of online life. The majority of conventional online media 

have social elements, like user comment sections. Social 

media is used in business to connect with existing 

customers, market products, promote brands, and generate 

new business. The process of collecting information from 

blogs and social media platforms and evaluating it to 

inform business choices is known as social media 

analytics. Social media analytics are most frequently used 

to support marketing and customer service initiatives by 

mining customer sentiment. The term "cyber wellness" 

describes internet users' positive state of wellbeing. It 

entails knowledge, skills, values, and attitudes about how 

to protect oneself and other internet users in the cyber 

world, as well as an awareness of the standards of proper, 

responsible behaviour with regard to technology use. It 

examines how students' use of mobile and internet 

technologies contributes to their positive physical and 

mental health. 

 

Index Terms- CRM, Social Media, Cyber, Technology, 

Crowd Sourcing 

 

I. INTRODUCTION 

 

Social media is the collection of online 

communication platforms devoted to collaboration, 

content sharing, community-based input, and 

interaction. With the proliferation of social media 

websites and applications, social media is becoming 

an essential aspect of online life. The majority of 

conventional online media have social elements, like 

user comment sections. Social media is used in 

business to connect with existing customers, market 

products, promote brands, and create new business. 

The process of collecting information from blogs and 

social media platforms and evaluating it to inform 

business choices is known as social media analytics. 

Social media analytics are most frequently used to 

support marketing and customer service initiatives by 

mining customer sentiment. 

The term "cyber wellness" describes internet users' 

positive state of wellbeing. It entails knowledge, skills, 

values, and attitudes about how to protect oneself and 

other internet users in the cyber world, as well as an 

awareness of the standards of proper, responsible 

behaviour with regard to technology use. It examines 

how students' use of mobile and internet technologies 

contributes to their positive physical and mental 

health. 

 

Objectives: 

• To recognise various social media applications. 

• To raise awareness of the importance of cyber 

wellness. 

 

II. PARTS OF SOCIAL MEDIA 

 

Social networking is used by social media marketing 

(SMM) to help a business expand its consumer base 

and boost brand awareness. Usually, the objective is to 

produce content that is engaging enough for users to 

spread to their social networks. 

 

Social media optimisation (SMO) is one of the main 

elements of SMM. SMO is a tactic for attracting fresh 

and distinctive visitors to a website, much like search 

engine optimisation (SEO). SMO can be accomplished 

in two ways: either by promoting activity on social 

media through status updates, tweets, or blog posts, or 

by including social media links in content like RSS 

feeds and sharing buttons. 

 

Customer relationship marketing, or social CRM, has 

the potential to be a very effective business tool. 

Creating a Facebook page, for instance, enables people 

who appreciate your brand and business practices to 

Like your page, providing a platform for networking, 

marketing, and communication. You can get real-time 

market data and feedback by monitoring discussions 
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about your brand on social media platforms. From a 

customer's point of view, social media makes it simple 

to share their experiences, both positive and negative, 

with a business and everyone else. Additionally, the 

company can handle customer issues, maintain, 

restore, or regain customer confidence, and react 

swiftly to both positive and negative feedback. 

Through enterprise social networking, a business can 

link people who have similar business interests or 

pursuits. Internally, social tools can assist staff 

members in obtaining the data and materials they 

require to collaborate productively and address 

business issues. Public social media platforms 

facilitate research that can be used to enhance business 

operations and procedures while also assisting an 

organisation in maintaining a close relationship with 

its clientele. 

 

Crowd sourcing is another common use for social 

media. Social networking sites can be used by 

customers to suggest changes to existing products or 

ideas for new ones. Crowd sourcing in IT projects 

typically entails enlisting and combining business and 

IT services from a variety of internal and external 

suppliers, occasionally with feedback from clients 

and/or the general public. 

 

Facebook: Some people think of Facebook as "social 

media," and it's the one website where you can 

probably find friends, coworkers, and family 

members. Even though Facebook is primarily used for 

sharing images, links, and brief personal thoughts, 

users can also support brands or organisations by 

becoming fans. 

 

LinkedIn: Like networking groups were to local 

business communities, LinkedIn is one of the few 

popular social media platforms that is truly focused on 

business. Meeting clients, contacting suppliers, hiring 

new staff, and staying current with business or 

industry news are all made possible by it. You can 

most likely do it on LinkedIn if it is important to your 

business or career. 

 

Twitter: Possibly the most straightforward social 

media site, Twitter is also one of the most entertaining 

and fascinating. Although messages can only contain 

140 characters or less, that is more than enough to 

share an image, post a link, or even exchange ideas 

with your favourite influencer or celebrity. It just takes 

a few minutes to create a new profile on Twitter, and 

the user interface is simple to understand and use. 

 

Google+: In recent years, social media's biggest up-

and-comer has truly emerged. Google has given users 

a social media platform that offers something for 

everyone by fusing the best features of Twitter and 

Facebook into one website and supporting it with the 

might of the biggest search engine in the world. New 

content can be added, hashtags can be used to highlight 

topics, and contacts can even be divided into circles. 

Additionally, creating a G+ profile only takes a few 

minutes. 

 

Xing: LinkedIn lacks the worldwide reach and focus 

of Xing, another professional networking and 

recruitment website. The website has a lot of features 

and communities that make it simple to build 

relationships with suppliers, coworkers, and even 

industry thought leaders, despite the fact that it may be 

mistaken for a job search portal. 

 

Renren: The largest social media platform in China, 

Renren literally translates to "everyone's website." It 

functions similarly to Facebook, enabling users to 

connect with others, share brief thoughts, update their 

moods, and add posts or ideas to a blog-like stream. It 

is extremely popular among younger people. 

 

YouTube: YouTube is a video-sharing website that 

has grown so popular that some people refer to its 

collection of billions and billions of videos as "the 

second-largest search engine in the world." First-

person product reviews, promotional videos, and 

'how-two' tutorials on almost any subject or field can 

all be found on the website. It allows users to rate, 

comment, and share what they see.  

 

Instagram: Instagram is the solution if you want to 

quickly and easily connect your smartphone's camera 

feature to all of your social media accounts. You can 

select from a range of photo filters and ask friends to 

leave comments on your images or concepts in 

addition to sharing them on Facebook, Instagram, and 

Twitter.  

 

WhatsApp: The idea behind Whats App is 

straightforward: send text-style messages to other 



© December 2014 | IJIRT | Volume 1 Issue 7 | ISSN: 2349-6002 

IJIRT 172259 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 709 

users without having to pay for data. With over 700 

million fans already, that simple concept has made the 

app the most widely used messaging app globally. 

 

LinkedIn Pulse: Despite being a part of LinkedIn, 

Pulse is significant enough to merit its own entry. It's 

the ideal way to share new ideas and stay up to date 

with the influential people in your industry, acting as 

a hybrid of a blog and a "best of" outlet. 

 

Snapchat: With the help of the surprisingly addictive 

app Snapchat, you can take a picture, add text and art 

if you'd like, and then send it to people for a 

predetermined period of time before it disappears from 

the company's servers. Very enjoyable, and it might be 

a good way to keep in touch with friends.  

 

Vine: This website allows users to watch and share 

short videos. The majority of Vine's content is 

entertainment-focused, with a strong preference for 

easily shared "viral" and "meme" clips, even though 

that theoretically offers an almost limitless variety of 

applications.  

 

Tumblr: This platform differs from many others in that 

it primarily allows users to host microblogs. In turn, 

people and businesses can add multimedia (such as 

pictures and brief videos) to their blogs. Because 

Tumblr moves quickly, it's perfect for memes, GIFs, 

and other entertaining or viral content. 

 

Pinterest: In recent years, Pinterest has had a 

significant influence on social media as a massive 

virtual idea and inspiration board. It allows you to 

share images, creative ideas, or (particularly) before-

and-after photos of projects that others can pin, save, 

or copy. It is particularly well-liked by women and do 

it yourselves. 

 

Twoo: This Belgian social media platform caters to 

people under the age of twenty-five worldwide. It has 

online games and chat features in addition to standard 

social features like posts, updates, and photo sharing, 

which appeal to younger users who wish to stay 

entertained while interacting with one another. 

 

MyMFB: Originally known as MillatFacebook, 

MyMFB was developed as a Muslim substitute for 

Facebook with the goal of uniting the faith's 1.5 

billion+ adherents on a single social media network. 

While that may sound ambitious, it's already very 

popular in some regions of the world, is expanding 

swiftly, and provides many of the same post, update, 

and sharing features as the original Facebook.  

 

CONCLUSION 

 

In India, social media is the newest and fastest-

growing medium. Social media is an incredible and 

potent tool. People's lives are changing more quickly 

and conveniently thanks to social media and cutting-

edge technology. The future will see a rise in internet 

users since it will be more affordable and available. 

Despite certain negative aspects, the media is also 

positive. Social media misuse is a problem for the 

government of India because there aren't enough 

people with the necessary skills to manage social 

media. Ironically, traditional values like trust and 

transparency become more significant in people's lives 

as social networking grows. I believe that when we use 

social media for educational purposes and to get 

information, we can have a healthy life that includes 

moral, social, psychological, and physical values. 
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