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ABSTRACT

The merging of e-commerce platforms such as YouTube and Facebook has established a strong foundation for
Entrepreneurial Responsibility (ER). The emphasis has shifted from simply seeking profit to "Value-Based
Commerce," in which platforms offer transparency tools that entrepreneurs use to demonstrate accountability. This
research aimed to identify the best practices for creating YouTube video ads and apply these strategies. It started with
traditional marketing theories to craft advertising tactics for conventional media. As technology rapidly evolves, long-
standing advertising channels are transitioning from broadcast media to the Internet. Today, social media plays a crucial
role in advertising, with YouTube being a leading platform. Since existing research does not directly address this new
marketing approach, the primary goal was to understand the platform and develop a practical guide based on prior
studies. The literature review included books, articles, newspapers, magazines, and reports, blending both quantitative
and qualitative methods. Over 350 participants from Odisha completed an online survey for quantitative data. To assess
ad effectiveness, qualitative analysis was conducted using data from YouTube Analytics and Facebook survey
responses.
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INTRODUCTION hypotheses were chosen. One of the best ways to

spread information, for instance, is through video
The internet has developed quickly to become the

) i . ) advertising. It provides a range of sources, including
medium with the quickest growth rate ever. Since

YouTube, the world's largest video platform, to meet
people converse, share, and create content on social . customers' demand for entertainment content.
media platforms, more and more companies are
adopting these platforms as marketing tools. (2012)
Strauss & Frost, 192,345. Social media has become a
crucial tool for businesses to engage with their target

audiences and run promotional campaigns. With the

Additionally, the use of interactive components in
video advertising increases audience loyalty and
motivates viewers to engage with your marketing.
Additionally, the term «immediacy of feedback»

- alludes to the platform's potential to give users an
growth of digital platforms, marketers now research

) additional opportunity to interact with brands, its
the performance of advertisements to choose the most

impact on video content, and its ability to enable

effective and relevant medium for their public  pqinesses to respond. The study used a combination

relations. Modern advertisements are not static; they

: ) ) of qualitative and quantitative approaches, including
are constantly evolving and improving. They want to

. : ) _ an online quantitative method and qualitative data
learn new tricks and techniques for influencing

people. Recent studies show that YouTube is now

collection, to determine the formula for success.

among the most popular websites on the internet, OBJECTIVE
giving businesses enough leverage to utilize it for

marketing. This study examines the effectiveness of ~® 1he objectives are to identify the most popular

YouTube advertising by operationalizing several social media platforms for advertising.

advertising values: entertainment, formativeness, ® To examine the challenges faced by online
interactivity, and engagement. To investigate the businesses in YouTube advertising.

value and potency of these instruments, four
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e To determine the leading e-commerce sites for
online businesses.

e To analyze the strategies for promoting an online
business through YouTube and Facebook.

METHODOLOGY

This study aims not only to assess the popularity of
social media platforms like YouTube and Facebook
but also to identify the challenges faced by advertisers
on these platforms, using a 5-point Likert scale. The
researcher details the number of social media users,
which platforms they fear most for online advertising,
and how users perceive and experience social media
sites like YouTube. A total of 350 individuals
participated in an online survey, answering questions
aligned with the study’s objectives.

QUESTIONNAIRE:

1. What are the drawbacks of using websites like
YouTube for online business and advertising?

2. Which social media platforms are most frequently
utilized for online advertising?

3. The most well-liked e-commerce platform for
modern online firms was also questioned.

LITERATURE REVIEW

The most notable art form of the 21 century was
advertising. McLuhan, Herbert Marshall, described
advertising as any paid, non-personal promotion of
ideas, products, or services by a sponsor (Kotler, P.,
Armstrong, G., et al., 2008). Winston F. noted that
advertising has been around in some form since early
Homo sapiens, but it has taken its current form for at
least 2,500 years. Despite its ancient origins,
advertising remains lively and expanding today.
Online income streams are very diverse, with
YouTube being a prominent example. Unlike
Wikipedia, information,
YouTube primarily hosts videos without detailed
descriptions. According to M. Dachyar and
colleagues (2017), online platforms like blogs,
reviews, social media profiles, and survey sites play

which offers extensive

significant roles. Most social media platforms,
including YouTube, rely on advertising, which has
become deeply embedded in the daily lives of key
users. Generation Y (Arazo et al., 2017). The most
popular YouTube channel in the world is YouTube
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(Social Media), and many female entrepreneurs are
now successful in their online ventures.

Global marketers using YouTube to connect with the
next generation through customized ads and branded
messages have taken note of the growing prevalence
of content advertisements on this rapidly expanding
digital video platform. This trend is particularly
significant as this demographic is projected to
generate $5 trillion, including Baby Boomers and
parents (Tegani et al., 2016; Kim, 2018). Female
entrepreneurs often produce videos about their
products or sell items online. They also upload
technical details, reviews, tutorials, beauty tips,
impersonations, site tours, music, animations, and
more (YouTube, 2021).

According to Martin P. Davis, it is easier to create
effective advertising because attention is drawn to the
fundamental components that underlie all successful
campaigns. (1997, 1). A strong advertising strategy
will promote your goods and services, attract
customers, build brand recognition, and increase
of Queensland, 2016).
Creative professionals must also understand that the
purpose of advertising is to support the sale of a

revenue. (Government

commodity or service, and effective advertising must
communicate in a way that helps the customer achieve
this goal. (2007) (George E., 274). 2011; Thomas C.;
458. The best type of advertising for your company
will depend on your target market and the most cost-
effective ways to reach them repeatedly and in large
numbers. (Government of Queensland, 2016). The
marketer must select media based on the reach and
frequency needed to meet advertising objectives.
(2008) 435 (Kotler, P. & Armstrong, G.)

YouTube, famous for its video-sharing capabilities,
enhances user-uploaded videos through motion and
sound. It allows ratings and comments on relevant
videos to discuss content and quality (Oliha, 2011;
Arajo et al., 2017). Considered a valuable
communication tool, YouTube provides a vast
amount of knowledge. It proves to be an effective
advertising platform, appealing to both logic and
emotion (Khan & Wong, 2014).

YOUTUBE AS AN E-COMMERCE PLATFORM

YouTube is evolving into a “global video platform"
that competes internationally for advertising dollars.
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As YouTube grows, marketers are increasingly
engaging with the site. Unlike traditional media,
YouTube offers unique opportunities to make new
contacts and foster community (J. Fondevila-Gasc et
al., 2020). Users and companies can create their own
channels, organize their content in various ways, and
promote it there; other users can then follow or
subscribe to these channels (Y. Shan et al., 2019).
Since its launch in 2005, YouTube has steadily
increased in popularity, streaming over 100 million
videos daily. Content on YouTube is created by
journalists, travelers, food bloggers, producers, and
directors, who generate responses and feedback from
viewers. It offers video-based opportunities that allow
people to access content whenever they wish.
YouTube has evolved from a video-sharing site into a
full-funnel e-commerce engine. While platforms like
Facebook focus on social scrolling, YouTube
leverages the "intent-based" nature of video, where
users come to learn, watch reviews, or be entertained
to drive high-conversion sales. The platform's
transformation is built on YouTube Shopping, which
integrates product discovery directly into the viewing
experience.

FACEBOOK AS AN
PLATFORM

E-COMMERCE

“Facebook serves as both a communication platform
and a space for sharing thoughts. Interacting on
Facebook is similar to chatting with friends, giving
you a similar level of impact,” believes that e-
commerce on Facebook presents a significant
opportunity. The platform is evolving rapidly, and
ignoring it would be a mistake. Facebook is a major
hub for advertising and virtual goods, with 500
million users connecting and sharing with their
friends. It has become a standard marketing channel
for retailers, though its development as an e-
commerce platform remains in its early stages.
Nevertheless, companies are experimenting with new
methods to encourage purchases on Facebook.

So far, the main use of Facebook in e-commerce has
been to direct traffic to retailer websites through ads,
deals, or new product postings. Retailers also embed
Facebook’s “Like” button on their sites, allowing
users to create Facebook links quickly. Some use
services like Power Reviews to include product
reviews on Facebook. Additionally, they incorporate
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Facebook’s Open Graph technology into their
websites to display friends' birthdays, aiding gift
purchases. Retailers are actively experimenting with
different approaches to integrate e-commerce on
Facebook as part of their overall online sales and
marketing plans, aiming to stay competitive. Their
strategies include advertising, promotions, deals,
branding, and customer service.

ENTREPRENEURS' ROLE AND
ACCOUNTABILITY ON YOUTUBE AND
FACEBOOK

A "Responsible Entrepreneur” is defined more by
their Digital Footprint than their intentions. If a
consumer can verify your ethics via a YouTube video
and assess your service quality through a Facebook
Group, you have reached a high level of modern
accountability. The concept of Entrepreneurial
Responsibility (ER) has evolved from a "corporate
afterthought" to a digital-first obligation. Platforms
like YouTube and Facebook now serve as primary
venues for Accountability and Consumer Trust, not

just  advertising.  Entrepreneurs  demonstrate
responsibility on these platforms through three main
areas: Educational Transparency, Community

Governance, and Digital Ethics. YouTube’s long-
form format enables entrepreneurs to go beyond
marketing and provide "Visual Audits" of their
practices. Successful entrepreneurs use YouTube to
document sourcing and production processes, sharing
documentary-style videos that showcase workshops,
working conditions, and the origins of raw materials,
rather than just making claims like "Fair Trade." They
also use YouTube to educate by sharing management
or financial tips, contributing to the industry rather
than  withholding  knowledge. Facebook’s
sophisticated Al allows for hyper-local targeting,
which responsible entrepreneurs leverage to support
local economies (e.g., "Odisha-First" campaigns).
This ensures digital growth benefits regional artisans
and traditional systems like the Indian Knowledge
System (IKS). Using Facebook’s native shopping
tools helps ensure adherence to refund and data
privacy policies, safeguarding consumers’ financial
interests.

RESULT AND FINDINGS

Table 1 shows that 26% of social media users promote
advertising on Facebook, 23% use YouTube for their
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business and product promotion, and 19% choose  promotional activity. The rest of the social media
Instagram for their advertising. These people are  users are chosen for their advertising: Twitter 11%,
utilizing social media for their online business and  LinkedIn 07%, WhatsApp 14%.

Table 1: The Most Widely Used Social Media For Advertising

Most used social media Users Ratio Percentage %
Face Book 90 26%
Twitter 40 11%
Instagram 65 19%
LinkedIn 25 07%
YouTube 80 23%
Whats App 50 14%

figure-1-Most Widely Used Social Media For Advertising
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Table 2: The Most Popular E-Commerce Sites For Online Businesses

Populace-commerce sites Users Ratio %
Amazon 100 28%
Flipkart 90 26%
Myntra 30 09%
IndiaMART 50 14%
Shopclues 28 08%
Snapdeal 52 15%
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Table -2 shows 28% of the respondents are voted for
amazon for their online business and 26% of the
respondents are selected second popular e-commerce
site means doing their online business via Flipkart and

14% and 15% of the respondents are selected
Indiamart and snapdeal e-commerce site for their
online business and less percentage 8% and 9% of the
people have been voted for shopclues and myntra.

figure-2-Populace-commerce sites
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Fig. 2 clearly displays the popular e-commerce sites
used by respondents. This bar chart shows that, on
average, 25% of respondents selected Amazon and
Flipkart, and 14.5% selected IndiaMart and Snapdeal.

W Users Ratio B %
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Finally, a very small average 8.5% of 8.5% selected
Shopclues and Myntra e-commerce sites for their
online business.

TABLE -3 THE TACTICS OF PUBLICITY FOR ONLINE BUSINESS VIA YOUTUBE AND

FACEBOOK
Level of Agreement 5- Strongly | Disagree - | Neutral -3 | Agree -4 | Strongly Agree -
point Likert scale Disagree-1 2 5
Insert contact details in 3% 4% 7% 9% 10%
the YouTube Video
Facebook 4% 4% 6% 8% 9%
Link Facebook in the 3% 6% 8% 9% 10%
YouTube Video

Table 3 (Five-point Likert scale) reveals that 9% of
respondents agree to inserting contact details and

creating attractive thumbnails for their online

business, and 8% agree to linking to other social
media in YouTube Videos for their online business
and publicity.

Figure-3-The tactics of publicity for online
business via YouTube and Facebook
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Fig. 3 clearly explains, using a 5-point Likert scale,
the tactics used for online business publicity. 10% of
the respondents strongly agree with inserting contact
details in their video for their online business, and
another 10% of the respondents strongly agree with
linking to other social media in YouTube videos for
their online business, 9% of the respondents strongly
agree with an attractive thumbnail, which is very
useful for their online business.

RECOMMENDATIONS

This topic highlights a critical shift in the modern
economic landscape, in which digital literacy and
social platforms serve as the new infrastructure for
entrepreneurship. The integration of e-commerce and
social media has lowered the "barrier to entry" for
many, but as you noted, moving from a casual user to
a professional entrepreneur requires a structured
understanding of the legal and technical ecosystems.

E-commerce websites and social media have proven
very helpful to up-and-coming entrepreneurs; as a
result, social media should be subsidized
occasionally. Online firms should be made aware of
the legal system. Programs that increase public
awareness should clarify any misconceptions about
YouTube. Women who run their own enterprises
should use YouTube to learn from others and improve
their management of those businesses. In the women's
venture, technical literacy should be developed. By
treating technical literacy as a core business skill on
par with accounting or product development,
entrepreneurs can transform social media from a
distraction into a powerful engine for social and
economic mobility. Advanced YouTube Strategies,
like moving from "watching”" to '"analyzing"
competitor strategies and audience metrics.

CONCLUSION

Using the findings of this study, the researcher will be
able to determine which social media platforms are
most frequently used by consumers and business
owners, as well as which platforms they use most
frequently for online transactions. Through the
study’s goal and findings, the researcher has also
made it obvious how much YouTube has benefited
customers and business owners with online payments.
The study’s findings highlight the difficulties faced by
business owners when using YouTube for advertising.

INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH AND TECHNOLOGY

Entrepreneurs utilize e-commerce sites like Amazon
and Flipkart more frequently. Entrepreneurs utilize e-
commerce sites like Amazon and Flipkart more
frequently. According to this study's findings,
Facebook, YouTube, Instagram, and WhatsApp are
the social media platforms most frequently used by
entrepreneurs to promote their businesses. This may
fluctuate because the researcher may use only one
social media platform for the study. The results of this
research made it evident which e-commerce platforms
entrepreneurs most frequently use to conduct their
online business. Nowadays, businesses use well-
known e-commerce platforms to do business online.
The research's final focus and its ramifications also
made evident the methods that business owners use to
Most
business owners promote their products using their
phone number and website URL.

conduct online transactions on YouTube.

Entrepreneurs’ use of YouTube platforms and tools
has been considered a highly advantageous and
progressive step. The findings of this study
demonstrate how YouTube is increasingly essential
for people of all ages. Using YouTube is not just for
entertainment or education anymore because social
media is now used to spread propaganda and
advertising. The study’s findings show that today’s
female business owners are using YouTube to market
their sectors as efficiently as possible. They have also
mastered this idea and are applying it to social media
interactions with their communities. They have also
grown to cherish YouTube’s numerous features.
YouTube is currently essential for empowering
entrepreneurs, society, and consumers. Because of its
use, the perception of middle-aged women as
entrepreneurs has altered, and they are now helping
one another. The population is strengthening their
economy and their contact. This study reveals that
female business owners are more likely to use their
smartphones for work purposes.
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