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Abstract—The world of marketing communication has been transformed 

completely by the presence of the internet and internet-enabled platforms. 

Today, the internet and related platform are home to massive amounts of human 

dialogues. Human interaction has changed drastically because of the presence 

of a wide variety of web-based platforms and the proliferation of media. Social 

Media- a Web 2.0 enabled platform has become an integral part of human life. 

Also, businesses have started actively participating in these platforms as they 

have found their users spending a substantial amount of time on these 

platforms. Thus, social media has become a part of digital marketing which 

involves the use of a wide variety of digital technologies and digital media to 

connect to the audience. The RACE i.e., the Reach Act Convert Engage digital 

marketing framework is a popular infographic, introduced to aid marketers to 

plan and manage the digital marketing related activities in a more organized 

manner. The present study aims at exploring the usage of social media at the 

launch or the commercialization phase of new product development. To fulfill 

this objective the study uses the RACE digital Planning framework. The study 

also aims at highlighting the most popular alternatives of social media in each 

category of the RACE Planning framework in the launch phase of NPD. 

Keywords: Social Media, RACE Planning framework, Launch phase, New 

Product Development (NPD), Digital Marketing 

1 Introduction 

The Internet has metamorphosed the entire world of marketing communication. 

Today, it hosts a huge number of "human dialogue" which are mounting drastically 

[1] and unlocked to be viewed by anyone- anywhere in the World Wide Web (WWW) 

connected world. This revolution has been facilitated by a radical increase in the 

number of web-based platforms and the proliferation of media. Also, as can be 

observed human interaction has changed radically in the present digitally connected 

era resulting in an alteration in human activities, human interaction, and the real-

world social relationship [2]. Interestingly, the social relationship between human 

beings have moved beyond geographical boundaries and has migrated to the world of 

virtual relationship where geographical, social, cultural boundaries do not play any 

role.  
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Marketers today are fortunate because they have a wide variety of online tools and 

platforms to connect, co-create, and communicate in real-time with their customers 

[3]. These online tools and platforms are very useful in getting an insight of the 

customers and their changing habits, taste, and preferences. However, at the same 

time, it has also strengthened the position of customers. Customers in today’s world 

are offered greater price transparency, chance to dictate prices [4], interact freely with 

marketers, put forward their likes/dislikes, satisfaction/dissatisfaction regarding a 

product, engage and co-create in different phases of new product development, give 

and take opinion to and from the entire world and so on. In other words, technology 

has changed people and their way of relating to products and markets. Reference [4] 

has termed these breeds of the customers as 'cyber-consumers'.  

The emergence of digital marketing is one of the foremost changes in the world of 

marketing which has compelled the marketers to rethink their marketing strategies [5]. 

The rethinking and redesigning of marketing strategies are vital for the survival and 

competitiveness of the business firms in the new digital era. Digital Marketing for 

some traditional business firms and business owners means creating a website or a 

Facebook page. This thought process limits the scope of digital marketing and vital 

activities that need to be managed for successful digital marketing may be ignored or 

missed [6]. In other words, digital marketing is much more than having a website or a 

Facebook page. 

Digital Marketing encompasses the usage of a wide variety of digital technologies 

and digital media to connect to the audience. One such web-enabled platform is social 

media. Social media is a Web 2.0 enabled platform that allows users to view, create, 

and share content generated by them. The domain of social media is much bigger than 

it seems to many of us [7]. Also, it is interesting to note that the domain of social 

media keeps on changing and the platforms (such as Facebook) which are 

skyrocketing currently may not be present (such as Orkut and MySpaces) tomorrow 

[8].  

Social Media embraces multiple platforms like social networking sites (SNSs), 

social search, social knowledge-sharing platforms, social blogging, collaborative 

projects, chatting apps, social commerce, content communities, social bookmarking 

platforms, photo-sharing networks, business and lifestyle networks, and so on. Social 

Media has been increasingly used by the marketers to foster the relationship and 

development of a business network which facilitates innovation and achievement of 

business goals [9]. It provides multiple interactive platforms that promise enhanced 

communication and better collaboration within and outside an organization's 

boundaries [10]. This enhanced interaction provides a fertile ground for the 

development or co-creation of new products and services ideas which can be 

translated into future offerings of the firm. With the advent of these "co-creation 

technologies," the engagement of customers in value creation has enhanced [11]. 

Also, the process of new product development has changed radically and is not 

confined to the boundaries of the organization but has become more customer-centric 

and customer-oriented [12] [13].  

Social Media and its role in NPD and co-creation is a growing field of 

inquisitiveness for researchers, marketers, and academicians. However, the in-depth 

review of past studies reveals that this area is still in its developing stage [13] and 

“just moving from the what question to the how question” [14]. Researchers and 
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academicians in the past have studied the usage of social media as a platform for open 

innovation and customer participation [15] [16].  Few studies also highlight the 

important role social media can play in the process of new product development 

(NPD) [17], [18]. However, the past literature offers a limited number of studies 

which focuses on the use of social media for the launch or commercialization of new 

product [19]. The present study aims to bridge this gap and introduces popular 

categories of social media platforms available in the launch phase of NPD. 

The above introduction leaves us to investigate the answer to the following 

research question. 

1.1 Research questions and aim of the study 

The present study is exploratory and aims at addressing the above gap and 

exploring the usage of social media at the launch or the commercialization phase of 

new product development. To fulfill this objective the study uses the RACE digital 

Planning framework. The purpose of the study can be summarized in the following 

research question: 

RQ1: What are the most popular alternatives of social media in each category of 

the RACE Planning framework in the launch or the commercialization phase of NPD? 

The remainder of the paper is structured as follows: the paper begins with 

reviewing the literature relevant to the present area of study, secondly, it highlights 

the usage of social media in the launch phase of NPD across the RACE planning 

framework followed by a conceptual model. The paper closes with the conclusion and 

scope for future study.  

2 Literature Review 

The following sections present the literature review related to digital marketing, 

Digital Marketing, and Social Media, Social Media and the launch phase of NPD and 

the RACE Digital Marketing Planning Framework which are of interest to the present 

study. 

2.1 Digital marketing 

The term "digital marketing" has evolved with time [20] and is also referred to as 

Internet Marketing, E-Marketing, or Web marketing in the past literature by different 

academicians, researchers, and professionals. The usage of these words has varied 

over time. This is also depicted from Google Trends [21] which is plotted from the 

year 2004 to the present year 2020 (Figure 1). As can be comprehended from figure 1 

the term digital marketing is the most frequently used term worldwide. 
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Fig. 1. Usage of different terms related to digital marketing from the year 2004  

to the year 2020 (Google Trends, 2020) 

Digital marketing is a type of marketing where the digital medium is used to 

promote products and services and to reach the target population [22] Reference [23] 

defines digital marketing as: 

 "Achieving marketing objectives through applying digital technologies and 

media". 

As per the American Marketing Association (AMA) [24], digital marketing is: 

"The use of digital or social channels to promote a brand or reach consumers. The 

kind of marketing can be executed within social media, search engines, the internet, 

mobile devices, and other channels. It requires new ways of marketing to consumers 

and understanding the impact of their behavior". 

Digital marketing embraces all the activities involved in managing an online firm's 

presence such as the website of the firm, social media pages, mobile apps, search 

engine marketing, online advertising, e-mail marketing, etc. However, the integration 

of digital media with traditional media is still necessary for the success of digital 

marketing [6]. The real-time analysis of content, campaign, and strategy is possible 

because of the usage of multiple channels and technologies. In other words, the 

organization can monitor what is working and what is not working in real-time [25] 

and can alter their marketing strategies accordingly. 
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One of the most important characteristics that differentiate the digital media 

marketing environment from a traditional media marketing environment is the 

possibility and ease of two-way communication. Communication can happen between 

customers and firms as well as among customers. Also, the communication between 

the customers is now not restricted to family, friends, or known individuals but also 

have extended to unknown customers across the globe [20]. Digital Media has 

empowered customers while at the same time have provided firms with an 

opportunity to become part and parcel of the customer decision making process. 

Firms can help customers in identifying, learning, evaluating choices, and making 

smart choices [26]. To a large extent, this has been possible because of the evolution 

and use of social media. Social media is a highly interactive medium present in 

today's world. As modern interactive marketing demands for deeper customer 

understanding [1], it becomes vital for firms to engage customers via platforms that 

promise better reach, connectivity, creativity, co-creation, and collaboration. Social 

Media serves the purpose effectively and efficiently. 

2.2 Digital marketing and social media 

Digital Marketing involves the use of various digital channels. One such channel is 

social media. Social Media are the Web 2.0 based applications that enable and 

enhances the marketing efforts of the firms [2]. Social Media permits firms to 

implement communication forms which are novel and innovative, helps firms to 

collaborate and co-create with their customers, engages customers and helps in 

enhancing the satisfaction level of customer and humanizes the entire process of 

communication.  

Firms can’t afford to ignore the power of social media.  This is because social 

media has a huge user base. The estimated number of active social media users 

worldwide in 2019 was 2.95 billion. This number is expected to reach 3.43 billion by 

the year 2023 which is surprisingly a third of the earth’s total population. Also, the 

users from China and India will constitute the major slice of the total active social 

media user’s population with 800 million users from China and 450 million users 

from India [27]. In other words, the usage of social media is "a must" for today's 

business firms [28] 

Reference [2], in their study, emphasized that in today's digitally connected world 

firms faces pressure to adopt social media platforms. The pressure is both from 

external as well as internal environment. External forces include usage by 

competitors, the drastic increase in the numbers of customers present in social media 

platforms (due to various benefits), active participation by customers, changes in the 

technological environment. Internal forces include an increase in efficiency due to 

usage of social media, effective tool for market research and customer relationship 

management, support in making process, better understanding of customer needs, 

support to marketing, sales, and Research and Development (R and D) department 

and better target market coverage at low prices.  

With the advent of smartphones and other mobile devices, customers are connected 

digitally anytime and anywhere. Worldwide the total number of smartphone users has 

surpassed the 3 billion mark and is projected to grow by quite a few hundred million 

in the coming few years [27]. The growth in the usage of these mobile devices has 
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accelerated the growth of social media and has also led to the growth of multiple 

social media applications [29]. Social media brings massive opportunities for firms in 

multiple sectors. The present paper tries to present an insight into the usage of social 

media in the launch phase of the new product. The study highlights the most popular 

alternatives of social media in each category of the RACE Planning framework in the 

launch phase of new product development. 

2.3 Social media and the launch phase of new product 

Development and introduction of new product in the market is vital in the growth 

story of any firm. The new product provides a fresh set of hopes to the business firms 

in this dynamic marketplace. A new product has multiple dimensions and perspectives 

involved. For a few new products are correcting the mistakes in existing products, for 

others, the new product is a “me too” product similar to what is introduced by the 

competitor. Few defines a new product as a means of giving altogether new 

experience to the customer. A new product is also about breaking the clutter and 

differentiating your product from other competitors. 

The final stage in the development of a new product is the launch or 

commercialization. This stage involves decision making related to the timing of the 

launch, decision-related to the geographical region where the product will be first 

launched, who will be the first prospective customers to be targeted, strategies related 

to marketing communication, branding, launching, promotion, etc. are decided [30]. 

Most of the information needed in this phase is however accumulated throughout the 

entire new product development (NPD) process [31].  

According to [32], the launch stage of NPD often drives the firm’s business 

performance and is expensive in most of the cases. Reference [33] shared their 

concern related to the negligence of this important stage in the case of many product 

launches. According to these researchers, firms are often so much engrossed in the 

design and development phase that they fail to provide adequate attention to this key 

stage of NPD. Also, this is the phase where consumers come in contact with the final 

product for the first time and share their experiences, concerns, feedback, like/dislike 

with other customers and with the firm. Despite being one of the critical stages in the 

new product development process, research in the area of new product launch is 

infantile [19], [34]. 

In today's web-connected world, the experiences, feedback, and concerns of the 

customers are shared on various social media platforms. Social media, therefore, 

enables "social interaction and online word-of-mouth" communication which results 

in diffusion of information related to the new product at a faster pace [35]. Reference 

[19] was of the view that social networking sites (SNSs) present an important 

opportunity for marketers for the launch of new products. However, understanding 

SNSs user's motivation to engage online can aid firms in recognizing "potentially 

valuable users" and in developing a "more strategic and targeted approach to New 

Product Launch". Reference [17] opined the formal use of social media in NPD so 

that better insights of consumer needs can be generated which can be converted into 

information for future NPD processes. 
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2.4 The RACE digital marketing planning framework 

The RACE digital marketing framework is a popular infographic introduced by 

[36]. This framework was introduced to aid marketers to plan and manage the digital 

marketing related activities in a more organized manner. This framework was updated 

in the year 2020 and includes key target areas as well as key measures to evaluate 

performance at every stage of the framework [6]. 

There are five distinct stages in the RACE digital marketing planning framework. 

These are - Plan, Reach, Act, Convert, and Engage. The last four stages form the 

acronym RACE. In few instances this model is also called PRACE however the 

acronym RACE is much popular in usage [6]. The following section presents an 

insight into these stages: 

Plan: The initial stage of the model is the ‘Planning’ stage. This stage involves 

three interrelated steps: analysis of the situation, objective setting, and formulation of 

the strategy [3]. The analysis of the situation deals with both internal and external 

environment analysis. It is vital for firms to thoroughly understand its strengths and 

weakness, external forces such as political, social, cultural, legal, economic 

environment, competitors, customers, etc. affecting the firm directly or indirectly. 

This analysis helps the firm in designing its objective and framing its business 

strategy. 

Reach: The next stage is ‘Reach’ which involves reaching out to the target 

population. This is the stage were the main focus of the firm is to create awareness 

about its products and offerings. In this step, a firm uses multiple interfaces with the 

target population which can be created by paid, earned, or owned media. The main 

objective is to build traffic to the firm's main website or to a social media page [6]. 

Act: The stage of ‘Reach’ is followed by ‘Act’ which involves persuading the 

target population or audiences to act in a positive way toward firms' offerings. It is 

used as a short form for ‘Interact’ [6]. Interaction is one of the imperative drivers of 

success in today’s digitally connected world. This interaction is a powerful medium to 

drive the audience’s engagement with products, services, brands offered by the firm. 

However, keeping audience engagement quotient high is one of the most challenging 

tasks in the entire process of digital marketing. This requires high and active 

involvement from the part of the firm [37]. Also, the vividness, interactivity, and 

entertaining property of the firm generated content plays a vivacious role in enhancing 

the interaction and then engagement with the prospective customers [38]. 

Convert: The stage following the ‘act’ stage is the ‘Convert’ stage. This is the stage 

where the audience takes a vital step in getting converted into paying customers. This 

can happen via online or offline tractions with the customers. 

Engage: The final stage is the ‘Engage’ stage. This is the ultimate aim of any 

business firm. Long–term engagement of the firm with its customers is vital for the 

sustainable and healthy growth of any firm. This stage is also referred to as 

'Resonance' in Keller's Brand Equity Model or the Consumer-Based Brand Equity 

(CBBE) Model This engagement also results in repeat purchase and free advocacy of 

a firm's product by the customers, a key contributor to the firm’s profitability and 

growth.  
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3 Research Methodology 

The present study is exploratory and is based on secondary data. The main focus of 

the present study is the review and synthesis of a range of social media platforms 

available within the existing literature and which can be used in the launch phase of 

NPD. The secondary data was collected from various databases like EBSCO, JSTOR, 

SCOPUS, etc., books, webpages, and related documents. This secondary data was 

gathered and used for literature review and to get an insight into the past studies 

related to the topic. 

4 Usage of Social Media in The Launch Phase of NPD Across 

the RACE Planning Framework 

Social Media is much more than being an "Evolution of Web-based technologies". 

It has created a social revolution and transformed the ways of human interaction and 

communication [2]. Social media promises a free flow of information without any 

physical, social, and geographical boundaries. It has provided customers and firms a 

platform to interact, communicate, view create and share content, express their 

viewpoints, share opinions and feedback on subjects of interest. Firms can 

successfully use social media in the launch of new products. Utilizing social media in 

the launch phase provides twofold benefit to the business firms. Firstly, it acts as a 

tool to disseminate information to the customers through the use of various platforms. 

It promotes two-way communication between the firm and its customer. Secondly, it 

enhances positive word-of-mouth communication and customer involvement leading 

to an increase in sales and a higher adoption rate of the firm's offerings [13].  

Also, the launch is the final and critical phase of the New Product Development 

(NPD) process. It is believed the successful launch and commercialization of the new 

product is the key driver of business performance [40], [41], [42]. The main goal of 

marketing communication in the launch of products is to inform, create awareness, 

produce interest, and persuade consumers to try new products [18]. The inherent 

nature of social media makes it a perfect platform that can be used to reach out, 

interact, persuade, and engage target audiences.  

However, social media includes multiple platforms that differ in their scope as well 

as functionality [43]. Thus, there can be few social media platforms which can act as a 

wonderful tool to reach and inform target customers, others social media platforms 

can be used by the firms as a platform to interact with customers, while other 

platforms can persuade a customer to buy firm offerings and maintain a long-term 

relationship. Figure 2 depicts the essential and most popular social media platforms 

during the launch phase of NPD across the RACE Planning framework. 

194 http://www.i-jim.org



Paper—Social Media for New Product Launch: A Study of Social Media Platforms Across the RACE… 

 

Fig. 2. Essential social media platforms during the launch phase across the RACE  

Planning framework (Author’s Own) 

The following sections present insights into the most popular alternatives of social 

media in each category of the RACE Planning framework. 

4.1 Social media platforms in the REACH stage of product launch 

The primary focus of any business firm, during the initial period of product launch, 

is to create awareness of the firm's products, brands, or offerings. In other words, any 

business firm tries to maximize its touch points with its target audience so that traffic 

is built towards its main website or webpage. Table 1 gives an overview of the social 

media platforms that can be used in the REACH stage of product launch. 

Table 1.  Social media platforms that can be used in the reach stage of product launch. 

Social Media 

Platforms 
Characteristics Example Role in Reach stage  

Social Networking 

sites (SNSs) 

“Social network sites (SNSs) are the 

most popular social media platforms 
applications that enable users to 

connect by creating personal 

information profiles, inviting friends 
and colleagues to have access to those 

profiles, and sending e-mails and 

instant messages between each other” 
[37]. 

Facebook, 

Google+, 
Instagram 

Social Networking Sites (SNSs) 
provides firms with innovative 

and interactive means of 

communicating with customers 
during the launch of a new 

product. SNSs also increases 

brand engagement and positive 
word of mouth communication 

regarding products/services after 

launch. 

Social Search 

"Social search is an umbrella term 

used to describe search acts that make 

use of social interactions with others. 
These interactions may be explicit or 

implicit, co-located or remote, 

synchronous, or asynchronous"[44].   

Aardvark, 

Bing, Google 

Product 
Search, 

Google 

places 

Firms can utilize these platforms 

for deriving business and traffic 

based on social graphs. 
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Social Knowledge 

Social Knowledge is defined as the 
virtual environment consisting of a 

collective body of knowledge 

produced by the community as a 
whole. The important characteristic of 

social knowledge is that it is not the 

total of a group's knowledge rather it 
is a product of the contributed 

knowledge from the society as a 

whole. 

Google 
Scholar, 

Research 

Gate 

Firms offering products relevant 
to the social knowledge group can 

promote their product and reach 

out to the target population.  

Blogs 

A blog (derived from the weblog) or 

blogging is used as a synonym in 
today's world to represent the creation 

and sharing of content which is 

generally longer. Blogs generally have 
a chronological list of postings where 

the recent post appears first. Blogs 

based on the text are most common 
than other forms of blogs [37]. The 

visitors to the blog can read and 

comment. Blogs can be run by both 
individuals as well as business firms, 

which use them to post information 

related to a firm's product, new 
product launch, or product tests. 

Blogger, 

WordPress, 
Tumblr 

Blogs can be used to increase 

brand awareness and positive 
word of mouth communication 

related to products/services. In 

today’s world blog writers or 
bloggers play a vital role in 

influencing customer choices and 

decisions related to brands and 
products.  

Virtual Game 

Worlds 

In the case of virtual game worlds, 
users can participate in a virtual game 

where they can "appear in the form of 

personalized avatars" and have to 
follow certain rules. The user is not 

limited to a particular geographical 

boundary [37].  

World of 

Warcraft 

Virtual Games worlds can be used 

for reaching the target audiences 

by placing the product as a prop 
in the game or by using in-game 

advertising.   

Business 

Networks 

Business Networks are a professional 

network that is designed to help 

people make professional contact, find 
a job, post resume, share their 

experiences, and expert knowledge. 

Users can register and create a 
personal profile. They are also free to 

share specific content. 

LinkedIn 

Companies primarily use 

professional networks to search 

potential candidate for a job role 
and position themselves as an 

employer. However, platforms 

like LinkedIn have been actively 
used by individuals as well as 

firms to post content related to the 

firm's products, services offered, a 
new product introduced, social 

activity done by the corporates, 

and so on. This helps in creating 

awareness and positioning 

themselves. 

4.2 Social media platforms in the ACT stage of product launch 

Interact ACT, the next stage of the RACE Digital Marketing Planning Framework 

involves engaging target audiences in various platforms to generate leads [6]. 

Interaction is important as it motivates and engages customers with the firm and its 

offerings. Social Media has been advocated as an excellent platform for such 

interaction by different academicians and researchers [19], [45], [46]. Also, the two-

way interaction which is possible in the case of social media is what distinguishes 
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social media from traditional media. In today’s world, social media have been proved 

as cultivating a crucial relationship between firms and their customers [47], [48], and 

thus playing a pivotal role in persuading customers to move ahead in their buying 

decision journey. Table 2 gives an overview of the social media platforms that can be 

used in the ACT stage of product launch. 

Table 2.  Social media platforms that can be used in the Act stage of product launch. 

Social Media 

Platform 
Characteristics Example Role in the ACT stage 

Content Communities 

Content communities facilitate the 
sharing of multimedia content 

between various users. Multimedia 

content (in the form of video, text, 
photos, PowerPoint presentations, 

etc.) can be uploaded in different 

content communities.  

YouTube 

(Video), 

Slide share 
(PPT), 

Flickr 

(Photos), 
iTunes 

(Music) 

It can be used to create 

awareness, interaction, and 
persuading customers. 

Social Search 

"Social search is an umbrella term 

used to describe search acts that make 
use of social interactions with others. 

These interactions may be explicit or 

implicit, co-located or remote, 
synchronous, or asynchronous"[44].  

Aardvark, 
Bing, 

Google 

Product 
Seach, 

Google 

places 

Firms can utilize these platforms 
for giving information and 

building traffic towards their 

main webpage. 

Blogs 

A blog (derived from the weblog) or 

blogging is used as a synonym in 
today's world to represent the 

creation and sharing of content which 

is generally longer. Blogs generally 
have a chronological list of postings 

where the recent post appears first. 

Text-based blogs are most common 
than other forms of blogs [37]. The 

visitors to the blog can read and 

comment. Blogs can be run by both 
individuals as well as business firms, 

which use them to post information 

related to a firm’s product, new 
product launch, or product tests. 

Blogger, 

WordPress, 
Tumblr 

Blogs can be used to increases 

brand awareness and positive 

word-of-mouth communication 
related to products/services. In 

today’s world blog writers or 

bloggers play a vital role in 
influencing customer choices 

and decisions related to 

products. Blogging can motivate 
customers to try products 

offered by the firm.  

Microblogs 

In contrast to blogs, microblogs 

restrict the size of the 

communication. Users can share text, 

pictures, and web links. 

Twitter 

Firms can use microblogs to 
persuade users to subscribe to 

news related to the firm or to 

share web links related to the 
firm's products leading to an 

increase in traffic to the firm's 

main webpage. 

Collaborative Projects 

These social media platforms enable 

the collaboration between many end-

users and the simultaneous creation 
of content. The users are free to edit 

or change i.e., delete/add/remove 

content [37].   

Wikipedia 
It can be used to create 

awareness, interaction, and 

persuading customers. 
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Social Bookmarking 

Social bookmarking is an online 
service that enables users to save and 

organize web documents so that they 

can share them with other users. 
Social Bookmarks provide a central 

platform to its users and is a valuable 

indicator of popular websites and 
other web documents or content [49]. 

Delicious, 

Pinterest, 

Reddit 

It can be used to create 

awareness, interaction, and 

persuading customers. 

 

4.3 Social media platforms in the CONVERT stage of product launch 

The next stage following ACT is CONVERT which is that vital stage which 

converts a prospective audience into a revenue-generating customer. Social Media 

platforms can help in converting prospects into customers. Table 3 gives an overview 

of the social media platforms that can be used in the CONVERT stage of product 

launch. 

Table 3.  Social media platforms that can be used in the convert stage of product launch. 

Social Media 

Platform 
Characteristics Example Role in Convert stage 

Social Customer 

Service 

The act of providing customer service via 

social media platforms is referred to as 
social customer service. The activities 

included are answering queries of 

customers, addressing concerns, 
educating, and providing online guidance 

of the firm's products, and issuing 

refunds via social channels. 

TeamNike, 

SpotifyCares 

Social customer service is 

an affordable alternative to 

other forms of customer 
service. While addressing 

the concern of one 

customer, the conversation 
might be witnessed by 

other users also. This sends 

a positive message to the 
entire user group who are 

witnessing the online 

conversation. This 
reinforces the feeling of 

being wanted and cared for 

by the firm [50]. This will 
lead to the conversion rate. 

Virtual Game Worlds 

In the case of virtual game worlds, users 
can participate in a virtual game where 

they can "appear in the form of 

personalized avatars" and have to follow 
certain rules. The user is not limited to a 

particular geographical boundary [37].  

World of 

Warcraft 

Virtual Games worlds can 
be used for reaching the 

target audiences by placing 

the product as a prop in the 
game or by using in-game 

advertising. 

Virtual Worlds 

Virtual worlds are 'computer-based 
simulated environment' populated by 

users who are intended to live and 

interact in the form of a virtual persona 
also referred to as 'Avatars'. The users 

can participate in all the activities or 

communicate with others in the form of 
avatars [51]. Virtual worlds allow users 

to interact in real-time and do not have 

any restrictions on the behavior or way of 
interaction [52].  

Second Life 

Most of the virtual worlds 
use virtual currencies, 

which have an actual 

value, and permit firms to 
sell virtual or real products 

[45]. Thus, converting the 

potential audience into 
paying customers.   
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4.4 Social media platforms in the ENGAGE stage of product launch 

The final stage of the RACE Digital Marketing Planning Framework is to 

ENGAGE. Engagement with the customer is vital for the sustainability and health of 

any organization. Long term relationships with the customer should be the ultimate 

goal of any business firm. Firms can use social media to engage with the customer.  

Table 4 gives an overview of the social media platforms that can be used in the 

ENGAGE stage of product launch. 

Table 4.  . Social media platforms that can be used in the engage stage of Product Launch. 

Social Media 

Platform 
Characteristics Example Role in Engage stage 

Social Networking 
Sites 

“Social network sites (SNSs) 

are the most popular social 
media platforms applications 

that enable users to connect by 

creating personal information 
profiles, inviting friends and 

colleagues to have access to 

those profiles, and sending e-
mails and instant messages 

between each other” [37]. 

Facebook, 

Google+, 

Instagram 

Social Networking Sites (SNSs) 

provides firms with innovative 
and interactive means of 

communicating with customers 

during the launch of a new 
product. SNSs also increases 

brand engagement and positive 

word of mouth communication 
regarding products/services after 

launch. 

Blogs 

A blog (derived from the 
weblog) or blogging is used as 

a synonym in today's world to 

represent the creation and 
sharing of content which is 

generally longer. Blogs 

generally have a chronological 
list of postings where the recent 

post appears first. Text-based 

blogs are most common than 
other forms of blogs [37]. The 

visitors to the blog can read 

and comment. Blogs can be run 
by both individuals as well as 

business firms, which use them 
to post information related to a 

firm's product, new product 

launch, or product tests. 

Blogger, 
WordPress, 

Tumblr 

Blogs can be used to increases 

brand awareness and positive 
word-of-mouth communication 

related to products/services. In 

today's world blog writers or 
bloggers play a vital role in 

influencing customer choices and 

decisions related to products. 
Blogging can motivate customers 

to try products offered by the 
firm. 

Discussion Forums 

Discussion forums are a virtual 

platform where users are free to 
ask and/or answer other users' 

questions. Users can actively 

exchange opinions, concerns, 
and experiences with other 

users. Usually, these 

discussions can be assessed by 
anyone. 

Quora 

Firms can use discussion forums 

to address the question related to 

product usage, benefits, 
availability, and so on. Also, 

concerns shared by the users can 

be addressed and solved by the 
firm. The firms can use discussion 

form to actively engage customers 

with meaningful communication 
related to firms, their brand, and 

offerings. 
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Product / Service 
Reviews 

These sites provide information 

related to the product. Reviews 
related to the offering of the 

firm can be shared by the users. 

These reviews are based on 
certain criteria such as 

perceived quality, price, etc. 

Amazon 

Firms can see the reviews and 
comments shared by the users. 

They can address the concern and 

take immediate action. By 
resolving the issues, the firm can 

enhance goodwill as well as build 

a relationship with the users in the 
long term. 

5 Conclusion and Implication for Managers 

The world of social media is dynamic and keeps on changing. However, the 

importance and power of social media cannot be ignored in today's digitally 

connected world. Social media has changed the entire world of communication [53], 

[54]. Social Media provides firms with a platform where it can directly engage with 

its final user with greater efficiency and comparatively at a low cost. Also, social 

media can be leveraged in multiple manners by the firm. As a tool for marketing 

communication, social media enhances the reach of the firm to the wider audiences 

and when used during the launch phase of the new product it can play a vital role. 

Also, with social media been deeply enrooted into the day-to-day life of users, it 

becomes important to understand its usage in various aspects of NPD and 

commercialization. The present study aims to understand the usage of social media at 

the launch or the commercialization phase of new product development. 

Also, the RACE digital Planning framework was used to highlight the most 

popular alternatives of social media in each category of the RACE Planning 

framework in the launch phase of NPD. The present study opens the door for future 

studies also. Researchers in the future can add to the present list of social media 

platforms and can study in detail the use of each platform in the organizations. Also, 

the usage of social media in a different industry, their relevance, and practical 

implication can be studied in greater detail. Armed with the knowledge of various 

alternatives available, managers can plan to create and execute the new product 

launch campaigns with better competency and efficiency. Managers can choose from 

the alternatives discussed in the present research paper and use them according to 

their needs and preferences. 

6 Limitation 

Despite presenting insights of the most popular alternatives of social media in each 

category of the RACE Planning framework in the launch phase of NPD, the present 

study have few limitations. These limitations however also present the scope for 

future research work. First, the study is exploratory, and therefore empirical evidences 

are not part of the present study. Second, the study tries to summarize the most 

popular social media alternatives, however, researchers can add to the list many more 

options in the near future. Also, the option may vary from firm to firm. Third, the 

study is confined to the new product launch and therefore does not include other vital 
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stages of NPD. Future studies can explore the social media options available and 

applicable to other stages of NPD. 
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