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Abstract  

The presented scientific work deals with the use of social media marketing and the 

resulting modern challenge in corporate communication. The aim of the thesis is to 

answer the central question: How does social media change the communication mix 

of companies? First of all, fundamental, thematic terms such as digitalization, Web 

2.0, social media are defined and explained. Afterwards, the model of the marketing 

mix is examined in more detail and the changes brought about by digitalization are 

depicted. In this context, the effect of social media and its goals in corporate 

communications is examined using the AIDA formula, among other tools. In addition, 

various online marketing instruments resulting from digitization as well as various 

social media marketing instruments are analyzed. It will be investigated how the listed 

instruments have influenced the communication of companies in the long term and 

how they can be used effectively. In conclusion, the advantages and opportunities as 

well as the disadvantages and challenges of SMM will be looked at more closely. The 

knowledge gained is then explained and applied using a case study of the Berlin public 

transport company BVG and the successful communication campaign. At the end, the 

change in communication is presented using an adapted AIDA formula and 

underpinned with a future outlook or a recommendation for action. In summary, it can 

be said that communication through SMM is more relevant than ever and an 

omnipresent factor in the modern communication mix. The online presence is 

considered the cornerstone of economic success, both for local and internationally 

operating companies. It is independent of size, market or target group. 
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