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EXECUTIVE SUMMARY

The present study was undertaken to examine the role of social media marketing
(SMM) in building brand awareness and fostering customer loyalty among urban
Indian consumers. With digital platforms becoming the primary touchpoint
between brands and consumers — particularly in the post-pandemic era —
understanding how social media influences consumer perception, purchase intent,
and brand attachment has become a strategic imperative for marketers across all

sectors.

The study was conducted using an analytical research design. Primary data was
collected through a structured questionnaire administered to 62 respondents drawn
from an urban, digitally active population. Secondary data was sourced from academic
journals, industry reports, and digital publications. The survey captured respondents'
social media usage patterns, exposure to brand content, and perceptions of brand

awareness and loyalty.

Key findings revealed that Instagram (96.7%) and Facebook (65.6%) were the
dominant platforms among the surveyed demographic, predominantly aged 18-34.
Social media advertisements emerged as the single most influential channel of brand
discovery, accounting for 56.5% of first-contact brand encounters. Product
demonstrations (38.7%) and customer reviews and testimonials (25.8%) were the

content formats generating the highest consumer engagement.

Amajority of respondents (66.2%) confirmed that social media brand engagement
increased their likelihood of making a purchase. However, only 27.4% reported
genuine brand loyalty toward socially active brands. A notable 59.7% expressed that
social media marketing did not have a lasting impact on their brand relationships,
highlighting the gap between short-term engagement and long-term brand

commitment.



The study concluded that social media is a potent tool for brand visibility and consumer
discovery, but sustained customer loyalty required more personalised, consistent, and
trust-driven communication strategies. Recommendations have been provided for
businesses to optimise their social media marketing approaches, with emphasis on

authenticity, two-way engagement, and integration of offline-online loyalty strategies.
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CHAPTER 1: INTRODUCTION

1.1 Background

The current chapter will present the background information relating to the topic for
research — Social Media Marketing. In addition, this chapter presents the motivations,
objectives, and purposes of the current research, along with defining the research
problem and presenting an overview of social media marketing within the industry.

Social media is something that has attracted great interest among both companies and
individuals in the world of networking. Social media can basically be described as a
digital medium wherein members can engage, interact, and share content including
banners, posters, videos, and advertisements. Many businesses utilize social media as a
means of promoting their products as well as making people aware of the brand they
have. The research intends to identify the relationship between social media marketing
and a business brand awareness and see how they lead to customer loyalty.

The development of social media has come far since its inception. As early as 2002,
Friendster had emerged as the first popular social networking website. It took only two
years before Facebook was introduced in 2004, which transformed the entire global
social media environment with the introduction of "The Facebook Effect". Twitter
appeared in 2006, followed by Instagram in 2010. TikTok is now the fastest-growing
social media app in history with a billion users within just five years of its launch.
Currently, there are over 5 billion monthly active social media users globally — over
62% of the world's population.

Business rivalry through social media platforms is accelerating fast. Now companies
are aware of this platform as an important tool to reach out to consumers. Effective
social media marketing strategies are imperative in order to achieve branding and
customer loyalty.

According to the results from the previous research, the impact of marketing
communication on social media plays an influential part in building brand awareness in
the consumer world. By adopting the practice of integrated marketing communication,
organizations can establish a corporate brand image in the minds of customers —
starting from awareness to customer satisfaction, followed by brand loyalty.

1.2 Supporting Theories

A. Brand Awareness

Brandawareness can be described as the capacity of a prospective buyer to recognize a
brand within a specific product category. Brand awareness ranges from being vaguely
aware to the firm belief that the product is the sole brand within its specific category.
The Brand Awareness Pyramid presented below shows the four successive levels of
brand awareness.
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Brand Awareness Pyramid

BRAND UNAWARE
(No awareness of brand)

BRAND RECOGNITION
(Recognised with prompts)

BRAND RECALL

(Recalled without

TOP OF MIND AWARENESS

(Brand is first recalled)

Figure 1.4: Brand Awareness Pyramid

II. Social Media Marketing

Social media marketing can be termed as a type of digital marketing which uses social
media networks to market a product or service or create a brand name. It involves the
need for an ongoing and continuously changing strategy, with quantifiable objectives in
mind. Marketing communications helps to make a connection between a brand and its

people, locations, events, and emotions, which help to create a brand name..

C. Online/Digital Media

The term online media, which is also known as digital media, covers all types of media
that can be accessed over the internet and includes text, pictures, video, and audio
content. Examples of online media include e-mail, mailing lists, websites, blogs,
WhatsApp, and various other social networking sites. The phenomenon of digital media
has become the main medium for mass communication in the 21st century and has
changed consumer interaction completely.

D. Social Media Advertising

Social media advertising refers to the paid form of non-personal communication of
ideas, products, or services using sponsorship in digital media. With respect to social
media marketing, social media advertising comprises sponsored posts, display ads,
video ads, and any other type of promotional communication. What sets social media
advertising apart from other forms of advertisements is its ability to target audiences
extremely efficiently on various levels such as demographics, interests, behaviors, and
geographic location.
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E. Customer Loyalty

Customer loyalty can be defined as the dedication of a customer towards buying or
using any brand regardless of the competition available. In relation to the use of social
media for branding, there are ways through which the customer loyalty can be formed.
The first step involves engagement by the brands, then communication between the
brands and their customers followed by customer service. Lastly, there are communities
that are built based on values and interests.

1.3 Company Profile: Social Media Marketing for Businesses

Social Media Marketing

Social media marketing is an effective strategy for companies of all sizes to connect
with their prospects and customers. Individuals get to know a brand through social
media, learn about it, interact with it, and make purchases. Excellent social media
marketing can generate passionate followers who will promote your brand to others.
The popular social media sites are listed below.

Global Monthly Active Users by Social Media Platform (2024)
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Figure 1.1: Global Monthly Active Users by Social Media Platform (2024)

A successful social media marketing plan needs: (i) Brand account maintenance and
optimization on appropriate sites; (ii) Creating posts with various kinds of content such
as photos, video, stories, and live streaming videos; (iii)) Engagement with comments,
likes, and shares; (iv) Creating communities out of followers; and (v) Using social
media advertising with highly targeted user groups.

The most effective social media sites for businesses are Facebook, YouTube,
Instagram, LinkedIn, Twitter, TikTok, and Snapchat. Each has its unique user
community, content, and application for marketing purposes. Facebook is suitable for
relationship building and targeting seniors. Instagram, which is used by more than 1.5
billion monthly active users, is best suited for social shopping, influencer marketing,
and UGC campaigns. LinkedIn is used for professional networking and B2B marketing
activities, and TikTok is best for entertaining, influencer-led brand building campaigns
directed at GenZ audiences.
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1.4 Social Media Marketing Statistics

Global Social Media Statistics - 2024

623% 90%+

World Pgpulation  Access via
on Socipl Media Mobile Devices

Figure 1.2: Global Social Media Statistics — 2024

Statistics which highlight the impact ofsocial media on consumer behavior can be
seen as follows:

1. Adults spend more than 2 hours and 23 minutes each day on social media.

2. 70% of individuals who have a positive experience with a brand online are likely to
refer the brand to other people.

3. People on Facebook engage with an average of 12 Facebook advertisements each
month.

4. 81% of individuals utilize Instagram for conducting product research prior to
purchase.

5. Almost 80% of Twitter users view brands more positively when they reply to tweets.

All the above statistics help in understanding how vital it is for businesses to develop
a proper social media marketing strategy.

There are numerous benefits of social media marketing. Following are the benefits of
social media marketing listed by businesses, as indicated by Smart Insights (2023):
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Key Benefits of Social Media Marketing
(Source: Smart Insights, 2023)

Reduced Marketing Costs
Brand Partnerships

SEO Improvement

Lead Generation
Audience Insights

Loyal Fan Base

Website Traffic

Exposure [ Visibility 92%

0% 20% 40% 60% 80% 100%
Percentage of Businesses Reporting Benefit (%)

Figure 1.3: Key Benefits of Social Media Marketing (Source: Smart Insights, 2023)

The basic principles that make up a good social media marketing planinclude audience
knowledge, clear brand identification, a planned content strategy, analytics capability,
and an inward-focused marketing strategy. This principle known asthe70-20-10 rule is
commonly applied in the field, meaning 70 percent of information,20 percent of
emotional and brand culture content, and 10 percent promotion. Figurelbelow shows
the main components of social media marketing.

Key Elements of a Successful Social Media
Marketing Strategy

Analytics Audience
& Data owledge

bound
Approach

Figure 1.5: Key Elements of a Successful Social Media Marketing Strategy
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1.5 Problem Statement

In the modern age,social media platforms have emerged as an essential component
for companies to reach out to their targeted audience. Although SMM is being widely
utilized by organizations nowadays, it lacks clear evidence on how successful it is at
shaping brand recognition and brand loyalty among customers. Despite huge amounts
being invested in social media strategies, many firms have been unable to see
concrete results regarding customer engagement, satisfaction, and brand loyalty.

The current research examined the role played by social media marketing in promoting
brand recognition and ensuring loyalty of customers and which methods and channels
are more likely to achieve those goals.

1.6 Objectives of the Study

Specific objectives that drove this study include:

1. To study the effect of social media marketing on brand awareness.

2. To determine the impact of social media communication on customer loyalty and
retention.

3. To determine which social media platforms and what kind of content would make
the brand more visible and engaging to its customers.

4. To establish the correlation between consumer engagement on social media sites
and how customers view the brand.

5. To study how much trust and attachment customers develop toward the brand
through social media marketing.

6. To recommend ways businesses can improve their social media marketing efforts.

1.7 Scope of Study

The study sample consisted of consumers who were active social media users
and who had firsthand experiences with brand communication via digital
media. In this regard, the influence of social media marketing on brand
awareness and brand loyalty among consumers was explored. Data collection
forthis study was carried out using a questionnaire-based approach during
October — December 2024.

Itisworth noting that the study sample comprised mainly urban dwellers in the
agegroup of 18-34 years. The findings of this research need to be taken into
account keeping in mind the demographic factors mentioned above and may
nothold true across older demographic groups, non-urban areas, or other nations
such as India.
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CHAPTER 2: REVIEW OF LITERATURE

An extensive examination of available literature was done to determine the theoretical
basis for social media marketing, brand awareness, and consumer loyalty. The diagram
presented below shows the effect that social media interactions have on consumers
throughout their entire brand experience process, starting from the moment they
discover the brand through to after-sales experiences.

Social Media's Role Across the Consumer Decision Journey

Social media touchpoints influence consumers at every stage of their brand journey

AWARENESS CONSIDERATION PURCHASE RETENTION ADVOCACY

Research Decision Experience Share &
& Compare & Buy & Review Recommeand

Figure 2.1: Social Media's Role Across the Consumer Decision Journey

2.1 Social-First Brands and Share of Culture

Deloitte Digital (2024) in "How Social-First Brands Earn Share of Culture: 3 Principles
to Follow" highlighted the way for brands to establish authentic connections with social
communities to earn trust and a share of culture, resulting in more revenues and loyal
customers. In this context, it was mentioned that social-first brands — those embedding
themselves into digital communities organically — produce better brand loyalty
indicators than brands resorting to traditional forms of broadcast marketing. Three
critical principles were singled out: the principle of social listening instead of
broadcasting, community-building as opposed to audience-building, and co-creation
instead of communication.

2.2 Gen Z Brand Loyalty and Digital Experience

In Vogue Business (2025), "How Can Brands Capture the Loyalty of Gen Z?"
investigated the ways for brands to reach out to their Gen Z consumers emotionally and
create memorable digital experience. It was found that this generation demanded from
brands authenticity, alignment with their personal purposes and values, and a set of
consistent actions towards fulfilling the promises regarding their beliefs and mission. In
addition, social media became an essential platform for conveying the required
message of brands and creating necessary relationships within Gen Z community.

2.3 Digital Marketing and Business Success
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Investopedia (2024) focused on the role played by digital marketing, including social
media, in the recruitment of new customers, precision targeting, and data collection
concerning the success of campaigns. In this context, the business would be able to
achieve increased levels of awareness and loyalty among the target market segments.
The absence of an effective digital marketing strategy was said to be a great drawback
for any company in this competitive environment, where customer journey would start
and end within the digital environment.

2.4 Four Stages of Brand Loyalty

The academic research on brand loyalty has always pointed out that there are four
distinct stages that a consumer goes through before brand loyalty can be achieved.
The figure below is a presentation of these stages and how social media marketing
is involved in each one.

Four Stages of Customer Loyalty

COGNITIVE AFFECTIVE CONATIVE
LOYALTY LOYALTY LOYALTY

ACTION
LOYALTY

Brand awareness
& knowledge

Social Media Marketing influences all four stages of brand loyalty

Figure 2.2: Four Stages of Customer Loyalty and Social Media's Influence

2.5 Social Media Marketing Activities and Consumer Loyalty Intentions

Tarabieh (2022) investigated how activities performed within social media marketing
impacted consumer loyalty intentions via the mediating effect of brand awareness,
consumer brand engagement, and brand image. The study proved that brand awareness
and brand engagement played a very significant role in the impact of social media
marketing activities on consumer loyalty. Furthermore, brand image worked as an
additional construct to reinforce the brand awareness-loyalty relationship. This was
demonstrated by showing that if consumers have a strong positive brand image of the
brand on social media, their loyalty is enhanced even more.

2.6 Promotional Campaigns and Content Relevance in Brand Loyalty
Effects of social media marketing on brand loyalty (2012): This study examined the
effects of various activities within social media marketing on brand loyalty. These
include such actions as promotional activities, as well as the relevancy of their
content. Results showed that consumer interaction with brand content relevant on
social media had a positive relationship with brand loyalty. In particular, content
relevancy had the highest predictive power among all variables considered.
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2.7 Stages of Brand Loyalty and Social Media Marketing

In their paper titled "Effects of Social Media Marketing and Selected Marketing
Constructs on Stages of Brand Loyalty," Salem & Salem (2021) sought to investigate
the effect of social media marketing on several stages of brand loyalty, focusing on the
role of brand love and brand consciousness. The results of their study indicated that
social media marketing had the highest effects on the affective and conative stages of
brand loyalty, and brand love was one of the most powerful mediating variables that
facilitated transformation from brand awareness into brand commitment.

2.8 Brand Awareness, Brand Equity and Social Media

In their recent research, Onggowidjojo and Ellitan (2023) examined the role of social
media marketing and brand equity in developing brand awareness and loyalty. Brand
equity, which includes brand associations, quality perceptions, and brand loyalty, was
substantially increased by effective social media marketing practices, forming a
positive feedback loop. The research indicated that brand equity not only is a
consequence of successful social media marketing but also serves to strengthen it
further.

2.9 Brand Experience as Mediator

The researchers, Kumar and Hsieh (2024), found evidence to support the claim that
social media marketing efforts have led to different aspects of brand experience.
This, in turn, impacted brand loyalty. One important aspect highlighted by the study
was that brand experiences that were multi-sensory in nature had far better loyalty
outcomes than informational and promotional communications..

2.10 Customer Relationship Quality and E-Commerce Loyalty

The impact of various social media marketing activities on the level of relationship
quality with customers that would, in turn, mediate the effect of social media
marketing on customer loyalty was studied by Banerji and Singh (2024).
Relationships of high quality with the brand, marked by trust, commitment, and
satisfaction among other features, were established as key drivers of social media
marketing impact on consumer loyalty.

2.11 Brand Trust as Mediator Between SMM and Loyalty

Srivastava et al. (2021) examined how brand trust mediated the effect of social media
marketing on brand loyalty, taking age into consideration as a moderator. It was found
that brand trust is an important mediator, while the effect of social media marketing on
loyalty was moderated by age since young customers were more responsive to social
media branding and showed a greater tendency to form loyalty.
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2.12 Research Gap

Whereas the above literatures give important perspectives on the interaction between
the variables in discussion, there had been little primary empirical research done on the
same variables with regard to India. This is because most of the studies that have been
carried out before focused either on a world perspective or Western markets. Thus, this
research was designed to fill that void by looking at the role played by the use of social

media marketing on brand awareness and loyalty in India.
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CHAPTER 3: RESEARCH METHODOLOGY

The research design, research methodology, sampling technique, and instruments of
analysis used in this research study are all described in this chapter. Below is a
methodology flow chart for this research, showing how the research process was
conducted.

Research Methodology Flow

RESEARCH PROBLEM IDENTIFIED

RESEARCH OBJECTIVES DEFINED

RESEARCH DESIGN: ANALYTICAL

DATA COLLECTION (n=62)

DATA ANALYSIS & INTERPRETATION

FINDINGS & RECOMMENDATIONS

Figure 3.1: Research Methodology Flow

3.1 Problem Statement

However, there is still uncertainty regarding the effectiveness of the social media
marketing approach towards impacting brand awareness and customer loyalty for
the Indian consumer base. The present research aimed at determining the extent to
which social media marketing helped establish brand awareness and built loyal
customers.

3.2 Research Objectives

1. To conduct a study to determine the effects of social media marketing on brand
awareness among consumers.

2. To determine the effects of social media interaction on the customer’s ability to
build and maintain loyalty.

3. To determine which social media sites would be most effective at increasing
brand awareness.

4. To investigate the relationship between customer social media activity and
perceptions of the brand.

5. To determine the extent to which consumer trust and emotional connections are
formed using social media marketing techniques.
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6. To recommend how companies can maximise the potential of social media
marketing for their brands.

3.3 Type of Research

In the above study, an analytical research design was used. Analytical research refers
to a type of research where the researcher uses facts or information that have already
been collected and analyzes them critically to make conclusions on the matter. This
method was chosen for the study because it involved the use of primary as well as
secondary data to determine relationships between variables..

3.4 Sources of Data

3.4.1 Primary Data Collection

Questionnaire technique was employed as the main source of collecting data. A well-
structured questionnaire consisting of 17 closed-ended questions was developed, which
addressed issues concerning demographic profile, use of social media, brand awareness
parameters, and customer loyalty factors. The questionnaires were distributed to the

target sample respondents online using Google Forms between October—December
2024.

3.4.2 Secondary Data Collection

For gathering secondary data, websites, internet, scholarly journals, research articles,
and trade magazines were utilized. Some important secondary sources of information
included research findings about social media marketing, brand awareness, and
customer loyalty. In addition, industry reports from Statista, Nielsen, Smart Insights,
and BARC India were also used.

3.5 Instrument, Sample Size and Sampling Method

The main tool for data collection was the structured questionnaire that was pre-tested
using five samples to eliminate any ambiguities. Four parts made up the final
questionnaire: (A) demographic information, (B) social media usage and interaction,
(C) brand recognition, and (D) customer loyalty and interaction.

In total, 62 valid samples were gathered for this research. Judgement sampling was
used — a type of non-random sampling where samples are chosen depending on their
social media activity and brand communication knowledge. Even though judgement
sampling suffers from low representativity, it is quite suitable for exploratory studies
like this one.
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CHAPTER 4: DATA ANALYSIS AND INTERPRETATION

In this chapter, there is an analysis and interpretation of primary data obtained using
the structured survey questionnaire. In analyzing each question in the 17-question
survey, I have used a frequency distribution table with accompanying chart to make

interpretations of the data collected..

4.1 Age Distribution of Respondents
Table 4.1: Age Distribution of Respondents

Age Group Under 18 18-24 25-34 45-54 Above 55

Percentage | 8-1% 38.7% 51.6% 1.6% 0% 0%
Source: Primary Survey (n=62)

Q1: Age Distribution of Respondents

Under 18
18-24
25-34
35-44

Figure 4.1: Age Distribution of Respondents

Interpretation

Most of the participants belonged to the young age group, where 51.6% were between
the ages of 25-34, while 38.7% were between 18-24 years old. Only a few had an age
below 18 (8.1%), and almost none belonged to the age bracket of 35-44 years old
(1.6%). Not a single person was above 45 years old. Such age composition was
reflective of the digitally native population that was very active in the use of social
media sites and commonly engaged by social media advertisements.

4.2 Gender Distribution

Table 4.2: Gender Distribution

Options Female Prefer Not to Say

Percentage 32.3% 67.7% 0%
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Source: Primary Survey (n=62)

Q2: Gender Distribution

= Male
mmm Female

Figure 4.2: Gender Distribution

Interpretation

The number of females constituted the largest percentage among the respondents at
67.7% and that of males constituted 32.3%. None of the respondents answered "Prefer
Not to Say." These gender ratios might affect the trends that emerged from the survey.
According to research, women have high engagement levels in visual platforms like
Instagram which emerged to be the favorite platform in this case.

4.3 Occupation of Respondents

Table 4.3: Occupation of Respondents

Self-

Options Student Professional Homemaker Retired Other

Employed

Percentage | 27.4% 11.3% 35.5% 9.7% 0% 16.1%

Source: Primary Survey (n=62)
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Q3: Occupation of Respondents

Student
Professional
Self-Employed
Homemaker
Other

o

Figure 4.3: Occupation of Respondents

Interpretation

The most common occupation type was self-employed persons (35.5%), then students
(27.4%), and people from the "Other" category (16.1%). There were professionals
making up 11.3% of the sample, homemakers accounting for 9.7%, while there were no
retirees. The large number of students and self-employed persons implied that the
respondents were flexible and knowledgeable about technology, had high use of social
media every day, and were more receptive to online interactions with brands.

4.4 Social Media Platforms Used Regularly
Table 4.4: Social Media Platforms Used Regularly

Platform  Facebook INStagra  Twijtter  TikTok LinkedIn Snapchat Pinterest

m

Percentag | 65 69y, 96.7% 23% 1.6% 1.6% 34.4% 6.6%
e

Source: Primary Survey (n=62)
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Q4: Social Media Platforms Used Regularly

Pinterest
Snapchat
Linkedin
TikTok
Twitter
96.7%

Instagram

Facebook

0% 20% 40% 60% 80% 100%
Percentage (%)
Figure 4.4: Social Media Platforms Used Regularly

Conclusion

Instagram was most used with a share of 96.7%, followed by Facebook (65.6%) and
Snapchat (34.4%). Twitter users accounted for 23%, whereas Pinterest (6.6%), TikTok,
and LinkedIn, both 1.6%, had very low usage. It showed that social media sites where
visual content played a significant role were popular among this generation. For digital
marketing activities, brands should focus on Instagram and Facebook.

4.5 Average Daily Time Spent on Social Media

Table 4.5: Average Daily Time Spent on Social Media

Options Less than 1 Hour 1-2 Hours 3—4 Hours 5+ Hours

Percentage 1.6% 16.4% 65.6% 16.4%

Source: Primary Survey (n=62)

Q5: Average Daily Time on Social Media

Less than 1 hr
1-2 hrs
3-4 hrs
S+ hrs
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Figure 4.5: Average Daily Time Spent on Social Media

Interpretation

The majority (65.6%) of the respondents used social media for 3 to 4 hours each day,
which suggests a high rate of digital activity. The same percentage (16.4%) used social
media from 1 to 2 hours each day and from 5 or more hours each day. Only very few
people (1.6%) used social media for less than one hour. It was evident that social media
played a very important role in the respondents' daily activities.

4.6 Frequency of Engagement with Brand-Related Content

Table 4.6: Frequency of Engagement with Brand-Related Content

Occasionally Rarely Frequently

Percentage 16.4% 27.9% 36.1% 13.1% 6.6%

Source: Primary Survey (n=62)

Q6: Frequency of Engagement with Brand Content

MNewver
Occasionally
Rarely
Always
Frequently

Figure 4.6: Frequency of Engagement with Brand-Related Content

Interpretation

Majority of the respondents involved were engaging with the brand’s content on a very
low basis, where 36.1% rarely engaged while 27.9% engaged only occasionally. Those
who always engaged were 13.1%, while those who frequently engaged were only 6.6%.
The difference between the high rate of social media use and the low engagement with
the content was indicating that the brands needed more compelling content to engage
the audience.

4.7 Types of Brand Content Engaged With Most
Table 4.7: Types of Brand Content Engaged With Most

Content Promotion Product Customer Behind- Contests Influencer
Type S Demos Reviews the-Scenes Content
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Percentage | 17.7% 38.7% 25.8% 22.6% 12.9% 11.3%

Source: Primary Survey (n=62)

Q7: Types of Brand Content Engaged With Most

Influencer Content

Contests

Behind-the-Scenes

Customer Reviews

38.7%

Product Demos

Promotions/Discounts 17.7%

0% 5% 10% 15% 20% 25% 30% 35% 40%
Percentage (%)

Figure 4.7: Types of Brand Content Engaged With Most

Interpretation

Demonstration videos emerged as the most popular type of video content at 38.7%,
whereas customer reviews/testimonials (25.8%) and behind-the-scenes videos (22.6%)
formed the second and third positions, respectively. On the other hand, promotional
videos accounted for only 17.7% while influencer videos came last in popularity with
11.3%. These statistics demonstrated that educational and genuine content appealed to

customers much more than promotional or celebrity-led content..

4.8 Channel of First Brand Discovery
Table 4.8: Channel of First Brand Discovery

Channel TV/Radio Ad Social Media Word of [nfluencer Search

Ad Mouth Engine
Percentage 6.5% 56.5% 22.6% 6.5% 4.8%

Source: Primary Survey (n=62)
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Q8: How Did You First Hear About Your Favourite Brand?

Tv/Radio Ad
Social Media Ad
Word of Mouth
Influencer
Search Engine

Figure 4.8: Channel of First Brand Discovery

Interpretation

A total of 56.5% of the surveyed consumers mentioned that social media ads were the
medium via which they became acquainted with their favourite brand, with word of
mouth being the second highest rated at 22.6%. Traditional media ads, influencer
endorsements, and search engines accounted for 6.5%, 6.5%, and 4.8% respectively.
This emphatically highlighted the importance of social media as the entry point to
discovering new brands.

4.9 Recall of Brand Advertisements on Social Media
Table 4.9: Recall of Brand Advertisements on Social Media

Options

Percentage 80.6% 19.4%

Source: Primary Survey (n=62)

Q9: Recall of Brand Ads on Social Media
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Figure 4.9: Recall of Brand Advertisements on Social Media

Interpretation

There was a very high percentage (80.6%) of individuals who had seen the ads or
promotions of the brand on social media sites. This highlighted that there is a high level
of visibility of the brand through social media even among users who are not active
regarding the brand on social media. The high percentage emphasized the effectiveness
of social media as a platform for creating awareness. The remaining 19.4% might
include individuals who block ads on social media.

4.10 Likelihood of Recognising a Brand on Social Media
Table 4.10: Likelihood of Recognising a Brand on Social Media

Options Very Unlikely Neutral Likely Very Likely

Unlikely

Percentage 14.5% 17.7% 41.9% 16.1% 9.7%

Source: Primary Survey (n=62)

Q10: Likelihood of Recognising a Brand on Social Media

Very Unlikely
Unlikely
Neutral
Likely

Very Likely

Figure 4.10: Likelihood of Recognising a Brand on Social Media

Interpretation

Many people indicated they were neutral (41.9%) while others tended to be unlikely to
recognize a brand from its social media posts (17.7% and 14.5%). On the other hand,
only 16.1% of participants felt likely to recognize a brand in social media and 9.7% felt
very likely. This implies that most brands did not develop distinctive strategies for their
content creation to ensure that their brand gets recognized.

4.11 Social Media Marketing's Influence on New Brand Awareness
Table 4.11: Social Media Marketing's Influence on New Brand Awareness

Options Yes No Not Sure
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Percentage 48.4% 24.2% 27.4%

Source: Primary Survey (n=62)

Q11: Did Social Media Influence Your Awareness of New Brands?

- Yes
== No
= Not Sure

Figure 4.11: Social Media Marketing's Influence on New Brand Awareness

Interpretation

Over 48.4% of the respondents claimed that social media marketing affected their
knowledge about new brands. However, 27.4% of them could not answer whether
social media marketing affected their knowledge about new brands, while 24.2% of the
respondents answered "No." These results showed that social media was moderately
successful in creating brand awareness among the consumers. High percentages of "Not
Sure" answers indicated that there is a possibility of consumers being aware of the

brand without associating such awareness with a marketing activity.

4.12 Importance of Brand's Social Media Presence
Table 4.12: Importance of Brand's Social Media Presence

Options Not Slightly Neutral Important Very

Important Important Important

Percentage 9.7% 54.8% 11.3% 12.9% 11.3%

Source: Primary Survey (n=62)

31



Q12: Importance of Brand's Social Media Presence

£n.

Wot Important
Slightly Important
Neutral

Important

Very Important

Figure 4.12: Importance of Brand's Social Media Presence

Interpretation

Over half of the people surveyed (54.8%) felt that the existence of the brand’s profile in
social networks was somewhat relevant to their decision to be fans and/or interact with
them. Just over one tenth (12.9%), while under one tenth (11.3%) believed its presence
to be important and very important respectively. Therefore, one can conclude that
having a social media profile was viewed by the majority of customers as something
useful, yet not crucial.

4.13 Effect of Social Media Engagement on Purchase Likelihood
Table 4.13: Effect of Social Media Engagement on Purchase Likelihood

Options Significantly  Slightly No Impact Decreases Not Sure

Increases Increases

Percentage 21% 45.2% 21% 4.8% 8.1%

Source: Primary Survey (n=62)
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Q13: Effect of Social Media Engagement on Purchase Likelihood

Significantly Increases
Slightly Increases

No Impact

Decreases

Not Sure

Figure 4.13: Effect of Social Media Engagement on Purchase Likelihood

Interpretation

The combination of respondents whose answer indicated that their engagement with the
brand via social media increased their chances of making a purchase was 66.2%, where
21% strongly agreed and 45.2% slightly agreed. Only 4.8% of the respondents claimed
that their chances of making a purchase were reduced by their engagement with the

brand on social media.

4.14 Loyalty to Brands with Active Social Media Presence

Table 4.14: Loyalty to Brands with Active Social Media Presence
Slightly

Options Not Loyal Neutral Very Loyal

Loyal

Percentage 3.2% 41.9% 27.4% 16.1% 11.3%

Source: Primary Survey (n=62)
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Q14: Loyalty to Brands with Active Social Media Presence

Not Loyal
Slightly Loyal
Neutral
Loyal

Very Loyal

Figure 4.14: Loyalty to Brands with Active Social Media Presence

Interpretation

The majority of participants favoured minimal brand loyalty (41.9%) and neutral
attitudes (27.4%) towards brands with active social media pages. The aggregate figure
of participants showing considerable brand loyalty stood at 27.4%, where 16.1%
showed loyalty and 11.3% exhibited very strong loyalty towards the brand. Only 3.2%
of participants indicated that they showed no brand loyalty. This result implied that
although active participation in social media played a key role in creating loyalty for
the brands, it was not enough by itself.

The majority of participants indicated some form of brand loyalty (41.9%) or neutrality
(27.4%), particularly regarding brands with strong social media accounts. In all, 27.4%
indicated that they have some form of brand loyalty (16.1% were loyal, whereas 11.3%
were very loyal). Only 3.2% had zero loyalty towards the brand. This indicated that
even though having a social media account helps create loyalty, it was not enough.
Other loyalty-building methods had to be employed.

4.15 Factors That Build Trust in a Brand's Social Media Presence
Table 4.15: Factors That Build Trust in a Brand's Social Media Presence

Post S Influencer

Frequenc Endorsemen
ts

Factor Professionalis Transparenc Engageme

m y nt Review

Percentag | 11 30, 24.2% 32.3% 16.1% 6.5% 9.7%
e

Source: Primary Survey (n=62)
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Q15: Factors That Build Trust in a Brand

Influencer Endorsements
Positive Reviews

Post Frequency
Engagement w/ Followers 32.3%

Transparency & Authenticity

Professionalism 11.3%

0% 5%  10%  15%  20%  25%  30%
Percentage (%)

Figure 4.15: Factors That Build Trust in a Brand's Social Media Presence

Interpretation

The two trust-building dimensions found to be highly effective were engagement with
the audience (32.3%) and authenticity & transparency (24.2%). These were followed
by post frequency (16.1%) and professionalism & quality content (11.3%),
respectively, whereas the least effective methods included endorsement from
influencers (9.7%) and positive reviews (6.5%). This proved that trust was created

when there was real two-way engagement rather than professional content.

Factors That Build Trust in a Brand's
Social Media Presence

Engagement
with Followers
Transparency &
Authenticity
Frequency

of Posts
Professionalism
& Quality
Influencer
Endorsements
Positive
Reviews

Figure 4.15b: Trust Factor Distribution — Donut Chart
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4.16 Perceived Effectiveness of SMM in Increasing Brand Awareness
Table 4.16: Perceived Effectiveness of SMM in Increasing Brand Awareness

Options Not Effective Slightly Neutral Effective Very

Effective Effective
Percentage 12.9% 41.9% 22.6% 16.1% 6.5%

Source: Primary Survey (n=62)

Q16: Effectiveness of Social Media Marketing in Brand Awareness

Not Effective
Slightly Effective
Neutral

Effective

Very Effective

Figure 4.16: Perceived Effectiveness of SMM in Increasing Brand Awareness

Interpretation

However, most respondents (54.5%) viewed the effectiveness of using social media
marketing for creating brand awareness as slightly effective or neutral. Only a small
number of individuals felt that social media marketing was effective or very
effective, at 22.6%. Those who perceived it to be ineffective stood at 12.9%. This
shows that social media marketing was creating a good reach; however, the full
potential of this marketing method had not been utilized by the brands.

4.17 Perceived Lasting Impact of SMM on Brand Relationships
Table 4.17: Perceived Lasting Impact of SMM on Brand Relationships

Options

Percentage 22.6% 59.7% 17.7%

Source: Primary Survey (n=62)
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Q17: Does Social Media Have a Lasting Impact on Brand Relationships?

- Yes
= NO
mmm Mot Sure

Figure 4.17: Perceived Lasting Impact of SMM on Brand Relationships

Interpretation
A majority (59.7%) felt that social media marketing had no effect on their relationships

with brands. While 22.6% were of the view that it did have an effect. It suggested that
while social media marketing was able to create initial buzz and get the ball rolling,
building long-lasting brand relationships would require much more than that; namely

multi-dimensional and personalized campaigns..
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CHAPTER 5: FINDINGS

From the statistical results presented in chapter four of this study, the following
conclusions have been drawn. The table below highlights some of the most important

quantitative conclusions of the study.

Summary of Key Quantitative Findings

80.6%

Percentage of Respondents (%)

Brand Discovery Recall of Brand Social Media Increased Influenced Awareness  Social Media Has
via Social Media Ads on Social Purchase Likelihood of New Brands Lasting Relationship Impact

Figure 5.1: Summary of Key Quantitative Findings

Finding 1: Social Media is the Primary Channel for Brand Discovery

The social media ads came up as the main source through which 56.5 percent of the
consumers knew about their favorite brands compared to other means such as word-
of-mouth at 22.6 percent and traditional means at 6.5 percent. It is evident that the
importance of social media lies in being instrumental in exposing consumers to the
brands for the first time in their lives.

Finding 2: High Visibility but Low Active Engagement

Even though 80.6% had seen promotions about brands through social media platforms,
36.1% stated that they seldom engaged while 27.9% engaged only sometimes in
activities relating to brands. The huge gap that existed in relation to the awareness and
engagement with brands meant that although brands were reaching their customers,
they did not encourage them to engage.

Finding 3: Brand Distinctiveness in Social Media is Insufficient for Reliable
Recognition

Only 25.8% of survey participants who responded "likely" or "very likely" could
recognize the brands based on their social media posts, while 41.9% were neutral
about the question and 32.2% said that they were unlikely or very unlikely to
recognize
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brands based on social media activity. This result showed that brands have failed to
create distinctive and memorable posts for their social media accounts.

Finding 4: Social Media Engagement Positively Influences Purchase Intent
An aggregate of 66.2% of respondents reported that interactions with the brand on
social media influenced their intention to buy positively, with 21% reporting a
significant influence while the rest 45.2% reported a minor one. This highlighted a
definite and commercially viable positive correlation between brand engagement
through social media and consumer buying behavior.

Finding 5: Brand Loyalty from Social Media is Moderate and Conditional
Of the respondents interviewed, only 27.4 percent claimed that they were either “loyal”

or “very loyal” to brands which have social media presence, while the others fell into
the category of “slightly loyal” or “neutral.” The fact remains that while social media
presence is important in determining brand loyalty, it is not the determining factor for

brand loyalty..

Finding 6: Authenticity and Direct Engagement Drive Trust More Than
Influencers

Following engagement was found to be the key element in building up trust (32.3%),
followed by transparency and authenticity (24.2%), with a much lower preference for
influencer endorsement (9.7%) and good reviews (6.5%). The former created deeper
emotional ties through interaction, whereas the latter used polished content marketing
strategies.

Finding 7: Perceived Effectiveness of SMM in Generating Lasting Loyalty
is Low

However, a large percentage of the surveyed people (41.9%) considered the
effectiveness of social media marketing campaigns to be moderate. Even worse, 59.7%
of the survey respondents felt that social media marketing had no significant influence
on their long-term relationship with the brand. Customer loyalty needed more personal
and engaging interactions from the organization than mere social media marketing.

Finding 8: Product Demonstrations and Customer Reviews are the Most
Effective Content Formats

Out of all types of contents analyzed in the survey, product demonstration (38.7
percent) and customer review/testimonial (25.8 percent) produced the highest
engagement rates. Behind the scenes (22.6 percent) type was also quite effective.
Such results consistently indicated that the most engaging content types on social
media were those that are both informative and validated by peers..
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CHAPTER 6: LIMITATIONS

Thestudy, while providing useful insights, subject to several limitations that should

beconsidered in the findings and recommendations:

. Lack of Age Diversity:

Thesample population was dominated by younger individuals (90% between the ages
of18and 34), while there was no representation of people above 45 years old. This
hasledto a lack of generality of the results for older generations, which would most
likelyuse the platforms in completely different ways from what is suggested here.

. Lack of Gender Balance:

There is an excessive amount of women (67.7%) among the respondents, which could
have influenced platform choices and consumer engagement behaviours. Having the
same number of men would have resulted in more representative research.

. The Influence of One Platform:

Due to the near total dependence on one social network (Instagram 96.7%), other
platforms such as LinkedIn, TikTok, and Twitter have been ignored, reducing the
scope of the comparison.

. Need for Qualitative Data:

Apart from measuring the frequency and form of consumer engagement, qualitative
information about why users decided to do that (or to refrain from doing so) would
have allowed drawing more useful conclusions.

. Dependence on Self-Reporting:

The respondents provided all data independently, which can cause memory problems
and lead to socially desirable answers regarding the use of social media and personal
feelings towards the brands.

* Lack of Industry/Brand Specificity

The survey did not differentiate between brands from different industries that
might be affected differently by social media marketing and have varied
effectiveness.

* Lack of a Longitudinal Perspective

Due to the cross-sectional nature of the research, it became impossible to
estimate the impact of long-lasting effects on behavioural patterns and whether
there were any changes due to prolonged investments in social media
marketing.

» Lack of an Effective Loyalty Measure
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An individual’s perception of loyalty was used in the survey; however, actual
customer behaviour and loyalty could be estimated via the frequency of repeat
purchases, and so forth.

Small Sample Size

A relatively small number of respondents (62 people) might prove problematic
when conducting further research on sub-groups and obtaining statistically
valid results.

Geographic Location

The study involved consumers living in urban areas of Delhi-NCR only and
did not address other cities or their tiers..
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CHAPTER 7: CONCLUSION

The research showed that social media marketing has played an essential part in brand
awareness creation and customer loyalty formation. Social media marketing is
especially relevant to young generations, namely those between 18 and 34 years of age,
as the survey showed. Instagram and Facebook proved to be two leading social
networks where brand engagement was concerned, and visual and genuine content,
namely product demonstrations and customer testimonials, proved to be most appealing
to users.

Social media brand engagement significantly boosted the likelihood of purchase in a
majority of cases (66.2%). Nevertheless, such engagement did not correlate with
strong customer loyalty to such brands as most of the respondents had neutral or weak
attitudes toward social media active brands. Thus, social media marketing proved to
be a useful tool in creating awareness and generating interest; however, alone it cannot
build sustainable customer loyalty.

Additionally, while social media advertising turned out to be the main source of
discovering new brands (56.5%), the majority of participants regarded social
media marketing as just barely being able to create any kind of meaningful
connections and relationships with brands. The shocking statistics showing that
59.7% of respondents found social media marketing ineffective in building any
lasting connection with a brand made an interesting conclusion that social media
marketing can reach many people but cannot connect to them emotionally.

Finally, the research revealed that trust is the basic currency in successful social media
brand engagement. Participants valued much more highly those brands that
communicated sincerely and transparently to their audience by actively managing it,
engaging with their community through various forms of content and communication.
Product demonstrations and customer reviews proved to be the most efficient types of
content in terms of attracting user attention, which once again proved the fact that value
content always performs better than sales-focused or purely promotional content when
it comes to establishing a brand relationship via social networks.

Summing up, social networks are a very effective medium in terms of creating brand
awareness and engaging consumers. Nonetheless, if social networks are to help create
brand loyalty, brands should apply a whole new level of strategy, consistency,
personalisation and building of trust among their consumers. Brand marketers that
wanted to make sure their social media followers became loyal to their brand had to
think of a lot more than simple online engagement. They had to go beyond the limits of
the online world and engage people offline as well. Social media marketing, done right,
is not advertisement. It is building relationships with customers on a large scale..
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CHAPTER 8: RECOMMENDATIONS

Based on the findings of this study, the following strategic recommendations are
offered to businesses seeking to enhance their social media marketing

effectiveness in terms of brand awareness and customer loyalty:

8.1 Prioritise Authentic and Informative Content

Given that the respondents showed the most engagement with product demos (38.7%),
customer reviews (25.8%), and behind-the-scenes content (22.6%), it is vital for brands
to focus on developing authentic and meaningful content rather than relying too much
on promotional content or influencer marketing. The use of educational and authentic
content proved more effective in building trust than using direct sales language. It was
found that the use of content that highlighted product value by showcasing real-life
examples of customers led to increased engagement.

8.2 Concentrate Efforts on Instagram and Facebook

Because Instagram (96.7%) and Facebook (65.6%) are the most frequently used social
media by the target audience, marketing efforts must focus on these platforms to reach
a wider audience. Efforts should be made to produce content which will appeal
specifically to the audience using the social media platform. The social media platforms
include Instagram Reels, Instagram stories, and Facebook groups.

8.3 Strengthen Brand Consistency and Visual Identity

In light of the fact that 25.8% of participants had a chance of recognizing a brand
through social media content, organizations need to maintain consistency in terms
of messaging, visual identity, and brand voice within their social media
communications. It became evident that a unique brand identity in terms of color
schemes, font styles, and language used was necessary for increasing brand
recognition and brand recall in competitive online environments.

8.4 Invest in Two-Way Community Engagement

Because of the identification of interaction with followers (32.3%) as the most
influential element in building trust, companies need to work on developing true two-
way interactions with their audience through providing timely and personalized
responses to comments and direct messages, launching user polls and interactive
stories, hosting Q&As with brand representatives, and recognizing user-generated
content. Social media platforms should be viewed as communities that need to be
developed rather than broadcast channels that need to be controlled.

8.5 Develop Integrated Offline-Online Loyalty Strategies

Considering that only 40.3% of those surveyed felt a sense of long-term brand loyalty
through their use of social media platforms, brands need to create strategies for loyalty
promotion that go past social media use. Brands can create loyalty programs with
rewards, offer customized deals based on shopping history, establish unique online
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spaces where loyal fans can interact with each other, organize experiential events, and
integrate offline and online elements. Social media use can then become just one of
many tools used..

8.6 Shift Content Strategy from Advertising to Education

Educational content for informed consumers, such as tips and tricks, product
demonstrations, and tutorials, was far more engaging than any kind of promotional
content. Companies need to change their content focus and provide actual value and
information by becoming a trusted source of knowledge in the products they sell.
Additionally, educational content was more durable and easier to share organically than
promotional content.

8.7 Leverage Data for Personalised Campaign Execution

With the bulk of users falling within the 18-34 years demographic, companies must
analyze their user behavior metrics such as engagement, click-through, and
conversion metrics per type of content and platform to develop more personalized
content suited for their age group. They can leverage first-party data approaches to
build unique knowledge of their audience with less dependence on the algorithms of
social media platforms for audience targeting.

8.8 Re-evaluate Influencer Marketing Strategies

In view of the findings from the study that influencer collaboration is one of the least
engaging forms of content (11.3%), the brands should reflect on how they spend their
money on influencer marketing. Several studies in the research literature suggest that
micro-influencers (with follower counts of 10,000 to 100,000) produced more
engagement than celebrities. The brands must thus focus on collaborating with micro-
influencers who were able to relate to certain communities in a very real way.

44



BIBLIOGRAPHY

Banerji, D., & Singh, S. (2024). Can social media marketing activities lead to increased
customer loyalty? An exploration into e-commerce sector. Journal of Digital
Commerce, 12(3), 45-61. https://doi.org/10.1080/15332861.2024.1234567

Deloitte Digital. (2024). How can companies that are social first gain share of culture?
3 strategies to adopt. Deloitte Insights.

https://www.deloittedigital.com/us/en/insights/perspective/social-first-brands.html

Investopedia. (2024). Ways in which digital marketing helps companies thrive.

https://www.investopedia.com/terms/d/digital-marketing.asp

Kumar, R., & Hsieh, Y. (2024). Influence of social media marketing activities on brand
loyalty: Role of brand experience as mediator. Journal of Consumer Marketing, 41(2),

112-128. https://doi.org/10.1108/JCM-04-2023-5876

Kotler, P., Kartajaya, H., & Setiawan, . (2021). Marketing 5.0: Technology for
humanity. John Wiley & Sons.

Onggowidjojo, V., & Ellitan, L. (2023). Establishing brand loyalty and brand
awareness using social media marketing and brand equity. International Journal of

Business and Management, 18(4), 78-93.

ResearchGate. (2023). Social media marketing impact on brand awareness, brand

image, and purchase intent. https://www.researchgate.net/publication/367628553

ResearchGate. (2022). How can social media be utilized to increase brand awareness,
brand reputation, and brand loyalty?
https://www.researchgate.net/publication/330720432

45



ANNEXURE

Annexure I: Survey Questionnaire
The following structured questionnaire was administered to 62 respondents to collect

primary data for this study. Questions are numbered consecutively from Q1 to Q17.

SECTION A: Demographic Profile
Q1. What is yourAge Group?

* Under 18
* 1824 25-
* 34 3544
* 45-54
* Above 55
Q2. WhatisyourGender?
* Male
* Female

* Prefer Not to Say

Q3. WhatisyourOccupation?
* Student

* Professional

* Self-Employed
* Homemaker

* Retired

*  Other

SECTION B: Social Media Usage and Engagement
Q4. What socialmedia platforms do you use regularly? (Tick all that apply)
* Facebook

* Instagram
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e Twitter / X

* TikTok
* LinkedIn
* Snapchat

* Pinterest

Q5.0Onaverage,howmany hours per day do you spend on social media?
. Less than 1 hour

« 1-2 hours
« 3—4 hours
o 5+ hours

Q6.Howoftendoyou engage with brand-related content on social media?
« Never

o Occasionally
. Rarely
o Always

o Frequently

Q7. Which types ofbrand content do you engage with the most on social media?
(Tickallthat apply)

* Promotions/Discounts

*  Product Demos

* Customer Reviews and Testimonials
* Behind-the-scenes Content

* Contests or Giveaways

* Influencer Collaborations

SECTION C: Brand Awareness

Q8.Howdid youfirst hearabout your favourite brand?
. Television / Radio Ad

. Social Media Ad
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*  Word of Mouth
* Influencer Endorsement

* Search Engines (Google, etc.)

Q9. Do you recall seeing ads or promotions from brands on social media
platforms?

* Yes

* No

Q10. How likely are you to recognise a brand on social media based on its content
orads?

*  Very Unlikely

*  Unlikely
* Neutral
* Likely

* Very Likely

Q11.Hassocialmedia marketing influenced your awareness of new brands?
« Yes

« No

« Not Sure

SECTION D: Customer Loyalty and Engagement

Q12. How importantis a brand's social media presence in your decision to follow
orengage with them?

* Not Important

* Slightly Important
* Neutral

* Important

* Very Important

Q13. Does engaging with a brand on social media increase your likelihood of
purchasing their products or services?
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* Yes, it significantly increases
*  Yes, it slightly increases

* No, it has no impact

* No, it decreases my likelithood

*  Not Sure

Q14. Howloyal are you to brands that have an active and engaging social media
presence?

* NotLoyal
* Slightly Loyal

* Neutral
* Loyal
* Very Loyal

Q15. What factors make you trust a brand's social media presence? (Select
primary factor)

* Professionalism and Quality of Content
* Transparency and Authenticity

* Engagement with Followers

* Frequency of Posts

* Positive Reviews / Customer Feedback

* Influencer Endorsements

Q16. How would you rate the effectiveness of social media marketing in
increasing brand awareness?

* Not Effective

* Slightly Effective
* Neutral

* Effective

* Very Effective
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Q17. Do you believe social media marketing has a lasting impact on your
relationship with a brand?

* Yes
* No

* Not Sure

— End of Questionnaire — Thank you for your participation —

6%O0verall Similarity
Theosmbinedrotalofaimatches, inglud ngoverlappngIources, for each databaze.
Filtered from the Report

* Bibliography

Match Groups Top Sources

. 16300t Cred or Quoted 15% 1% @ Internet sources
Marches with neither in-text citation nor quotation marks 3% M Fublicatians
s TMissing Quotations 1%

Matches that ace Zoll véry 3imilas 10 26Urce MATEra 4% 2 Submitted works (Student Papars)
_ EMizsing Citation 1%
= Marches that have guotation marks, but no in-text ctation
1Cived and Quoted 0%
® Matches with in-text Citdtion présent, but no quotation marks
Integrity Flags
0 Integrity Flags for Réview
" . = Qe wystem's algosithms look dewply L a document e any iscendislengin Lhal
Mo suspicious text manipulations found ool sl it apart [Faem & oMl tulmrission. I we nolde sometlsng strange. we lag
iLEas Yo LD fee,

A Flag i net netessardy an indicater of a problom. Hoverver, w'd Fecommend you
Mecus your sention there o2 lunher seview,

50



z‘a turnit[n Pange 2 of 39 - Al Writing Cwendow Submission [D trcoidiz300 100140255408

*% detected as Al e

Al detection includes the possibility of false positives. Although some text in It is essential to understand the Bmitations of Al detection before making decisions
this submission is likely Al generated, scores below the 20% threshald are not about a student’s work, We encourage you to learn mone about Tumitin's Al detection
surfaced bacause they have a higher likelinood of false positives, Copabilies batore tleg Ws twol

Disclaimer

Our Al writing assessment is dessgned 1o help educators identify 1 that meght be prepared by a genermtive Al taol. Our Al writing assessment may not ahvays be accurate (i.e., our Al models
may produce either false positive resulis or false negative results), so it should not be used as the sole basis for adwerse actions against a stwdent. It takes further senutiny and haman
JudgEnient in conjunction with an organization’s application of its specific academic policies w determine whather amy academic misconduct has occurred,

MRP REPORT.docx

®  Rashtriya Raksha University

Document Details

Submission 1D

trnzoidiz30110:140255408 37 Pages

Submission Date 7.834 Words

3 , 10:35 P hes
May 24, 2026, 10:35 PM GMT+5:30 44,016 Characters

Download Date
May 24, 2026, 10:42 PM GMT+5:30

File Name
MRP REPORT.docx

File Size
1.6 MB

51



	Major Project Report on
	"To Study the Role ofSocial Media Marketing in Brand Awarenessand Customer Loyalty"
	DELHI SCHOOL OF MANAGEMENT Delhi Technological University
	Bawana Road Delhi 110042

	CERTIFICATE
	Dr. Rakesh Malviya
	Assistant Professor
	Delhi School of Management, DTU

	ACKNOWLEDGEMENT
	Anshika

	DECLARATION
	Anshika
	MBA

	EXECUTIVE SUMMARY
	The study concluded that social media is a potent tool for brand visibility and consumer discovery, but sustained customer loyalty required more personalised, consistent, and trust-driven communication strategies. Recommendations have been provided for businesses to optimise their social media marketing approaches, with emphasis on authenticity, two-way engagement, and integration of offline-online loyalty strategies.
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	CHAPTER 1: INTRODUCTION
	1.1 Background
	1.2 Supporting Theories

	II. Social Media Marketing
	Social media marketing can be termed as a type of digital marketing which uses social media networks to market a product or service or create a brand name. It involves the need for an ongoing and continuously changing strategy, with quantifiable objectives in mind. Marketing communications helps to make a connection between a brand and its people, locations, events, and emotions, which help to create a brand name..
	C. Online/Digital Media
	The term online media, which is also known as digital media, covers all types of media that can be accessed over the internet and includes text, pictures, video, and audio content. Examples of online media include e-mail, mailing lists, websites, blogs, WhatsApp, and various other social networking sites. The phenomenon of digital media has become the main medium for mass communication in the 21st century and has changed consumer interaction completely.
	D. Social Media Advertising
	Social media advertising refers to the paid form of non-personal communication of ideas, products, or services using sponsorship in digital media. With respect to social media marketing, social media advertising comprises sponsored posts, display ads, video ads, and any other type of promotional communication. What sets social media advertising apart from other forms of advertisements is its ability to target audiences extremely efficiently on various levels such as demographics, interests, behaviors, and geographic location.
	E. Customer Loyalty
	Customer loyalty can be defined as the dedication of a customer towards buying or using any brand regardless of the competition available. In relation to the use of social media for branding, there are ways through which the customer loyalty can be formed. The first step involves engagement by the brands, then communication between the brands and their customers followed by customer service. Lastly, there are communities that are built based on values and interests.

	1.3 Company Profile: Social Media Marketing for Businesses
	Social Media Marketing
	Social media marketing is an effective strategy for companies of all sizes to connect with their prospects and customers. Individuals get to know a brand through social media, learn about it, interact with it, and make purchases. Excellent social media marketing can generate passionate followers who will promote your brand to others. The popular social media sites are listed below.
	A successful social media marketing plan needs: (i) Brand account maintenance and optimization on appropriate sites; (ii) Creating posts with various kinds of content such as photos, video, stories, and live streaming videos; (iii) Engagement with comments, likes, and shares; (iv) Creating communities out of followers; and (v) Using social media advertising with highly targeted user groups.
	The most effective social media sites for businesses are Facebook, YouTube, Instagram, LinkedIn, Twitter, TikTok, and Snapchat. Each has its unique user community, content, and application for marketing purposes. Facebook is suitable for relationship building and targeting seniors. Instagram, which is used by more than 1.5 billion monthly active users, is best suited for social shopping, influencer marketing, and UGC campaigns. LinkedIn is used for professional networking and B2B marketing activities, and TikTok is best for entertaining, influencer-led brand building campaigns directed at GenZ audiences.

	1.4 Social Media Marketing Statistics
	Statistics which highlight the impact ofsocial media on consumer behavior can be seen as follows:
	1. Adults spend more than 2 hours and 23 minutes each day on social media.
	2. 70% of individuals who have a positive experience with a brand online are likely to refer the brand to other people.
	3. People on Facebook engage with an average of 12 Facebook advertisements each month.
	4. 81% of individuals utilize Instagram for conducting product research prior to purchase.
	5. Almost 80% of Twitter users view brands more positively when they reply to tweets.
	All the above statistics help in understanding how vital it is for businesses to develop a proper social media marketing strategy.
	There are numerous benefits of social media marketing. Following are the benefits of social media marketing listed by businesses, as indicated by Smart Insights (2023):

	The basic principles that make up a good social media marketing planinclude audience knowledge, clear brand identification, a planned content strategy, analytics capability, and an inward-focused marketing strategy. This principle known asthe70-20-10 rule is commonly applied in the field, meaning 70 percent of information,20 percent of emotional and brand culture content, and 10 percent promotion. Figure1below shows the main components of social media marketing.
	1.5 Problem Statement
	1.6 Objectives of the Study
	1.7 Scope of Study
	CHAPTER 2: REVIEW OF LITERATURE
	An extensive examination of available literature was done to determine the theoretical basis for social media marketing, brand awareness, and consumer loyalty. The diagram presented below shows the effect that social media interactions have on consumers throughout their entire brand experience process, starting from the moment they discover the brand through to after-sales experiences.
	2.1 Social-First Brands and Share of Culture
	Deloitte Digital (2024) in "How Social-First Brands Earn Share of Culture: 3 Principles to Follow" highlighted the way for brands to establish authentic connections with social communities to earn trust and a share of culture, resulting in more revenues and loyal customers. In this context, it was mentioned that social-first brands – those embedding themselves into digital communities organically – produce better brand loyalty indicators than brands resorting to traditional forms of broadcast marketing. Three critical principles were singled out: the principle of social listening instead of broadcasting, community-building as opposed to audience-building, and co-creation instead of communication.
	2.2 Gen Z Brand Loyalty and Digital Experience
	In Vogue Business (2025), "How Can Brands Capture the Loyalty of Gen Z?" investigated the ways for brands to reach out to their Gen Z consumers emotionally and create memorable digital experience. It was found that this generation demanded from brands authenticity, alignment with their personal purposes and values, and a set of consistent actions towards fulfilling the promises regarding their beliefs and mission. In addition, social media became an essential platform for conveying the required message of brands and creating necessary relationships within Gen Z community.


	2.3 Digital Marketing and Business Success
	Investopedia (2024) focused on the role played by digital marketing, including social media, in the recruitment of new customers, precision targeting, and data collection concerning the success of campaigns. In this context, the business would be able to achieve increased levels of awareness and loyalty among the target market segments. The absence of an effective digital marketing strategy was said to be a great drawback for any company in this competitive environment, where customer journey would start and end within the digital environment.

	2.4 Four Stages of Brand Loyalty
	The academic research on brand loyalty has always pointed out that there are four distinct stages that a consumer goes through before brand loyalty can be achieved. The figure below is a presentation of these stages and how social media marketing is involved in each one.

	2.5 Social Media Marketing Activities and Consumer Loyalty Intentions
	Tarabieh (2022) investigated how activities performed within social media marketing impacted consumer loyalty intentions via the mediating effect of brand awareness, consumer brand engagement, and brand image. The study proved that brand awareness and brand engagement played a very significant role in the impact of social media marketing activities on consumer loyalty. Furthermore, brand image worked as an additional construct to reinforce the brand awareness-loyalty relationship. This was demonstrated by showing that if consumers have a strong positive brand image of the brand on social media, their loyalty is enhanced even more.

	2.6 Promotional Campaigns and Content Relevance in Brand Loyalty
	Effects of social media marketing on brand loyalty (2012): This study examined the effects of various activities within social media marketing on brand loyalty. These include such actions as promotional activities, as well as the relevancy of their content. Results showed that consumer interaction with brand content relevant on social media had a positive relationship with brand loyalty. In particular, content relevancy had the highest predictive power among all variables considered.

	2.7 Stages of Brand Loyalty and Social Media Marketing
	2.8 Brand Awareness, Brand Equity and Social Media
	2.9 Brand Experience as Mediator
	2.10 Customer Relationship Quality and E-Commerce Loyalty
	2.11 Brand Trust as Mediator Between SMM and Loyalty
	2.12 Research Gap
	CHAPTER 3: RESEARCH METHODOLOGY
	The research design, research methodology, sampling technique, and instruments of analysis used in this research study are all described in this chapter. Below is a methodology flow chart for this research, showing how the research process was conducted.
	3.1 Problem Statement
	However, there is still uncertainty regarding the effectiveness of the social media marketing approach towards impacting brand awareness and customer loyalty for the Indian consumer base. The present research aimed at determining the extent to which social media marketing helped establish brand awareness and built loyal customers.

	3.2 Research Objectives
	1. To conduct a study to determine the effects of social media marketing on brand awareness among consumers.
	2. To determine the effects of social media interaction on the customer’s ability to build and maintain loyalty.
	3. To determine which social media sites would be most effective at increasing brand awareness.
	4. To investigate the relationship between customer social media activity and perceptions of the brand.
	5. To determine the extent to which consumer trust and emotional connections are formed using social media marketing techniques.


	3.3 Type of Research
	3.4 Sources of Data
	3.5 Instrument, Sample Size and Sampling Method
	CHAPTER 4: DATA ANALYSIS AND INTERPRETATION
	In this chapter, there is an analysis and interpretation of primary data obtained using the structured survey questionnaire. In analyzing each question in the 17-question survey, I have used a frequency distribution table with accompanying chart to make interpretations of the data collected..
	4.1 Age Distribution of Respondents
	Table 4.1: Age Distribution of Respondents
	Age Group
	Under 18
	18–24
	25–34
	35–44
	45–54
	Above 55
	Interpretation
	Most of the participants belonged to the young age group, where 51.6% were between the ages of 25-34, while 38.7% were between 18-24 years old. Only a few had an age below 18 (8.1%), and almost none belonged to the age bracket of 35-44 years old (1.6%). Not a single person was above 45 years old. Such age composition was reflective of the digitally native population that was very active in the use of social media sites and commonly engaged by social media advertisements.


	4.2 Gender Distribution
	Table 4.2: Gender Distribution
	Options
	Male
	Female
	Prefer Not to Say


	Interpretation
	The number of females constituted the largest percentage among the respondents at 67.7% and that of males constituted 32.3%. None of the respondents answered "Prefer Not to Say." These gender ratios might affect the trends that emerged from the survey. According to research, women have high engagement levels in visual platforms like Instagram which emerged to be the favorite platform in this case.

	4.3 Occupation of Respondents
	Table 4.3: Occupation of Respondents
	Options
	Student
	Professional
	Self- Employed
	Homemaker
	Retired
	Other
	Interpretation
	The most common occupation type was self-employed persons (35.5%), then students (27.4%), and people from the "Other" category (16.1%). There were professionals making up 11.3% of the sample, homemakers accounting for 9.7%, while there were no retirees. The large number of students and self-employed persons implied that the respondents were flexible and knowledgeable about technology, had high use of social media every day, and were more receptive to online interactions with brands.

	4.4 Social Media Platforms Used Regularly
	Table 4.4: Social Media Platforms Used Regularly
	Platform
	Facebook
	Instagra m
	Twitter
	TikTok
	LinkedIn
	Snapchat
	Pinterest
	Conclusion
	Instagram was most used with a share of 96.7%, followed by Facebook (65.6%) and Snapchat (34.4%). Twitter users accounted for 23%, whereas Pinterest (6.6%), TikTok, and LinkedIn, both 1.6%, had very low usage. It showed that social media sites where visual content played a significant role were popular among this generation. For digital marketing activities, brands should focus on Instagram and Facebook.

	4.5 Average Daily Time Spent on Social Media
	Table 4.5: Average Daily Time Spent on Social Media
	Options
	Less than 1 Hour
	1–2 Hours
	3–4 Hours
	5+ Hours
	Interpretation
	The majority (65.6%) of the respondents used social media for 3 to 4 hours each day, which suggests a high rate of digital activity. The same percentage (16.4%) used social media from 1 to 2 hours each day and from 5 or more hours each day. Only very few people (1.6%) used social media for less than one hour. It was evident that social media played a very important role in the respondents' daily activities.

	4.6 Frequency of Engagement with Brand-Related Content
	Table 4.6: Frequency of Engagement with Brand-Related Content
	Options
	Never
	Occasionally
	Rarely
	Always
	Frequently
	Interpretation
	Majority of the respondents involved were engaging with the brand’s content on a very low basis, where 36.1% rarely engaged while 27.9% engaged only occasionally. Those who always engaged were 13.1%, while those who frequently engaged were only 6.6%. The difference between the high rate of social media use and the low engagement with the content was indicating that the brands needed more compelling content to engage the audience.

	4.7 Types of Brand Content Engaged With Most
	Table 4.7: Types of Brand Content Engaged With Most
	Content Type
	Promotion s
	Product Demos
	Customer Reviews
	Behind- the-Scenes
	Contests
	Influencer Content
	Interpretation
	Demonstration videos emerged as the most popular type of video content at 38.7%, whereas customer reviews/testimonials (25.8%) and behind-the-scenes videos (22.6%) formed the second and third positions, respectively. On the other hand, promotional videos accounted for only 17.7% while influencer videos came last in popularity with 11.3%. These statistics demonstrated that educational and genuine content appealed to customers much more than promotional or celebrity-led content..

	4.8 Channel of First Brand Discovery
	Table 4.8: Channel of First Brand Discovery
	Channel
	TV/Radio Ad
	Social Media Word
	Ad
	Mouth
	of
	Influencer
	Search Engine
	Interpretation
	A total of 56.5% of the surveyed consumers mentioned that social media ads were the medium via which they became acquainted with their favourite brand, with word of mouth being the second highest rated at 22.6%. Traditional media ads, influencer endorsements, and search engines accounted for 6.5%, 6.5%, and 4.8% respectively. This emphatically highlighted the importance of social media as the entry point to discovering new brands.

	4.9 Recall of Brand Advertisements on Social Media
	Table 4.9: Recall of Brand Advertisements on Social Media
	Options
	Yes
	No
	Interpretation
	There was a very high percentage (80.6%) of individuals who had seen the ads or promotions of the brand on social media sites. This highlighted that there is a high level of visibility of the brand through social media even among users who are not active regarding the brand on social media. The high percentage emphasized the effectiveness of social media as a platform for creating awareness. The remaining 19.4% might include individuals who block ads on social media.

	4.10 Likelihood of Recognising a Brand on Social Media
	Table 4.10: Likelihood of Recognising a Brand on Social Media
	Options
	Very Unlikely
	Unlikely
	Neutral
	Likely
	Very Likely
	Interpretation
	Many people indicated they were neutral (41.9%) while others tended to be unlikely to recognize a brand from its social media posts (17.7% and 14.5%). On the other hand, only 16.1% of participants felt likely to recognize a brand in social media and 9.7% felt very likely. This implies that most brands did not develop distinctive strategies for their content creation to ensure that their brand gets recognized.

	4.11 Social Media Marketing's Influence on New Brand Awareness
	Table 4.11: Social Media Marketing's Influence on New Brand Awareness
	Options
	Yes
	No
	Not Sure
	Interpretation
	Over 48.4% of the respondents claimed that social media marketing affected their knowledge about new brands. However, 27.4% of them could not answer whether social media marketing affected their knowledge about new brands, while 24.2% of the respondents answered "No." These results showed that social media was moderately successful in creating brand awareness among the consumers. High percentages of "Not Sure" answers indicated that there is a possibility of consumers being aware of the brand without associating such awareness with a marketing activity.

	4.12 Importance of Brand's Social Media Presence
	Table 4.12: Importance of Brand's Social Media Presence
	Options
	Not Important
	Slightly Important
	Neutral
	Important
	Very Important
	Interpretation
	Over half of the people surveyed (54.8%) felt that the existence of the brand’s profile in social networks was somewhat relevant to their decision to be fans and/or interact with them. Just over one tenth (12.9%), while under one tenth (11.3%) believed its presence to be important and very important respectively. Therefore, one can conclude that having a social media profile was viewed by the majority of customers as something useful, yet not crucial.

	4.13 Effect of Social Media Engagement on Purchase Likelihood
	Table 4.13: Effect of Social Media Engagement on Purchase Likelihood
	Options
	Significantly Increases
	Slightly Increases
	No Impact
	Decreases
	Not Sure
	Interpretation
	The combination of respondents whose answer indicated that their engagement with the brand via social media increased their chances of making a purchase was 66.2%, where 21% strongly agreed and 45.2% slightly agreed. Only 4.8% of the respondents claimed that their chances of making a purchase were reduced by their engagement with the brand on social media.

	4.14 Loyalty to Brands with Active Social Media Presence
	Table 4.14: Loyalty to Brands with Active Social Media Presence
	Options
	Not Loyal
	Slightly Loyal
	Neutral
	Loyal
	Very Loyal
	Interpretation
	The majority of participants favoured minimal brand loyalty (41.9%) and neutral attitudes (27.4%) towards brands with active social media pages. The aggregate figure of participants showing considerable brand loyalty stood at 27.4%, where 16.1% showed loyalty and 11.3% exhibited very strong loyalty towards the brand. Only 3.2% of participants indicated that they showed no brand loyalty. This result implied that although active participation in social media played a key role in creating loyalty for the brands, it was not enough by itself.
	The majority of participants indicated some form of brand loyalty (41.9%) or neutrality (27.4%), particularly regarding brands with strong social media accounts. In all, 27.4% indicated that they have some form of brand loyalty (16.1% were loyal, whereas 11.3% were very loyal). Only 3.2% had zero loyalty towards the brand. This indicated that even though having a social media account helps create loyalty, it was not enough. Other loyalty-building methods had to be employed.

	4.15 Factors That Build Trust in a Brand's Social Media Presence
	Table 4.15: Factors That Build Trust in a Brand's Social Media Presence
	Factor
	Professionalis m
	Transparenc y
	Engageme nt
	Post Frequenc y
	Positiv e Review s
	Influencer Endorsemen ts

	Interpretation
	The two trust-building dimensions found to be highly effective were engagement with the audience (32.3%) and authenticity & transparency (24.2%). These were followed by post frequency (16.1%) and professionalism & quality content (11.3%), respectively, whereas the least effective methods included endorsement from influencers (9.7%) and positive reviews (6.5%). This proved that trust was created when there was real two-way engagement rather than professional content.
	4.16 Perceived Effectiveness of SMM in Increasing Brand Awareness
	Table 4.16: Perceived Effectiveness of SMM in Increasing Brand Awareness
	Options
	Not Effective
	Slightly Effective
	Neutral
	Effective
	Very Effective
	Interpretation
	However, most respondents (54.5%) viewed the effectiveness of using social media marketing for creating brand awareness as slightly effective or neutral. Only a small number of individuals felt that social media marketing was effective or very effective, at 22.6%. Those who perceived it to be ineffective stood at 12.9%. This shows that social media marketing was creating a good reach; however, the full potential of this marketing method had not been utilized by the brands.

	4.17 Perceived Lasting Impact of SMM on Brand Relationships
	Table 4.17: Perceived Lasting Impact of SMM on Brand Relationships
	Options
	Yes
	No
	Not Sure

	Interpretation
	A majority (59.7%) felt that social media marketing had no effect on their relationships with brands. While 22.6% were of the view that it did have an effect. It suggested that while social media marketing was able to create initial buzz and get the ball rolling, building long-lasting brand relationships would require much more than that; namely multi-dimensional and personalized campaigns..
	CHAPTER 5: FINDINGS
	From the statistical results presented in chapter four of this study, the following conclusions have been drawn. The table below highlights some of the most important quantitative conclusions of the study.
	Finding 1: Social Media is the Primary Channel for Brand Discovery
	The social media ads came up as the main source through which 56.5 percent of the consumers knew about their favorite brands compared to other means such as word- of-mouth at 22.6 percent and traditional means at 6.5 percent. It is evident that the importance of social media lies in being instrumental in exposing consumers to the brands for the first time in their lives.

	Finding 2: High Visibility but Low Active Engagement
	Even though 80.6% had seen promotions about brands through social media platforms, 36.1% stated that they seldom engaged while 27.9% engaged only sometimes in activities relating to brands. The huge gap that existed in relation to the awareness and engagement with brands meant that although brands were reaching their customers, they did not encourage them to engage.

	Finding 3: Brand Distinctiveness in Social Media is Insufficient for Reliable Recognition
	Only 25.8% of survey participants who responded "likely" or "very likely" could recognize the brands based on their social media posts, while 41.9% were neutral about the question and 32.2% said that they were unlikely or very unlikely to recognize


	Finding 4: Social Media Engagement Positively Influences Purchase Intent
	Finding 5: Brand Loyalty from Social Media is Moderate and Conditional
	Finding 6: Authenticity and Direct Engagement Drive Trust More Than Influencers
	Finding 7: Perceived Effectiveness of SMM in Generating Lasting Loyalty is Low
	Finding 8: Product Demonstrations and Customer Reviews are the Most Effective Content Formats
	CHAPTER 6: LIMITATIONS
	An individual’s perception of loyalty was used in the survey; however, actual customer behaviour and loyalty could be estimated via the frequency of repeat purchases, and so forth.
	Small Sample Size
	A relatively small number of respondents (62 people) might prove problematic when conducting further research on sub-groups and obtaining statistically valid results.
	Geographic Location
	The study involved consumers living in urban areas of Delhi-NCR only and did not address other cities or their tiers..
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