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ABSTRACT

Advancement in technology in recent years has transformed the purpose of communication
and encouraged the emergence of new communication channels based on internet technology,
that have fashioned bold new approaches in the management of the marketing mix. The growing
importance of social media marketing has come with a revolution in the IMC approach. The low
cost and greater benefits have been the major reason for the success of the social media
marketing. The study reveals how the consumer awareness generated by social media leads
to success in the marketing communications. The continuous updates about the products on
the social media generate interest which leads to higher customer involvement and hence
enjoys the top of mind recall.

Keywords: Social media marketing, consumer awareness, consumer involvement, top-of-mind
recall.

INTRODUCTION

   During the last decade, the business world
has experienced and reached to an absolutely
new horizon of technological advancements. The
consumers have started experiencing a
substantial change in their lifestyles due to the
internet, and mobile technology. The way of
learning, working, living, and communicating has
changed dramatically. Brain Solis (2010) states,
“ the democratization of information, transferring
people from content readers into publishers, it is
the shift from a broadcast mechanism , one-to -
many and many to many model, rooted in
conversations between authors, people and
peers”. Blackshaw and Nazzaro stated that “a
variety of new sources of online information that
are created, initiated, circulated and used by
consumers intent on educating each other about
products, brands, services, personalities, and
issues” (Blackshaw & Nazzaro , 2004). Griffin
(1997) stated that, with the increase in social
media networking, building a relationship with
your targeted audience and conversing with them
has become a major part of marketing adopting
the erstwhile “pull” marketing strategy. Social
media offers a quicker and more cost-effective
way to reach highly targeted markets than

marketing through traditional media, (Mannonen
& Runonen, 2008).

In the today’s scenario, the social media
(consumer generated media) are continuously
growing and being treated as one of the most
important vehicle for creating word of mouth
publicity. It can be in form of consumer to
consumer email, discussion forum, newsgroups,
blogs, social networking sites etc. The business
marketers are paying too much importance to this
as they believe that it often carries much higher
credibility and trust than any other traditional
media, especially the advertisements which are
believed as misleading and untruthful. During the
past few years, along with the traditional modes
of marketing communications, the reliance has
shifted to the one-to-one promotions, most
importantly the social media. Due to the
emergence of social media, the marketers have
found an inexpensive method to create and
implement the marketing campaigns. The social
media marketers focus on creating such a
content which generates desirable attention and
also influence people for sharing it on their social
network. The social media relies on the actively
participating users who contribute to the entire
campaign by their involvements. The key to the
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success of this media are user participation, user
loyalty, user motivations, and the interaction
between people.

WHAT IS SOCIAL MEDIA?

There are many definitions of social media
but, at its core, social media uses Internet-based
technologies that facilitate the creation and
exchange of user-generated content. Social
media refers to Web sites that permit people to
interact with the site and with each other using
simple interfaces. The social media mainly
includes, the social networking, email marketing,
blogs, multimedia sharing, viral marketing,
affiliated marketing. At the time of publication,
Face book, qq.com, Twitter and YouTube are
among the most popular social media sites.
Social media provides the information that people
share on those sites, including status updates,
image and video comments, responses to blogs
and forums, and any other individual
contributions to the online space. This information
reflects naturally occurring conversations among
people who may or may not personally know
each other. The low cost of social media
marketing as well as the amount of users and
user information available has contributed in
making social media marketing big business.

The consumer’s current lifestyle has shown
special influence of the word of mouth impact on
consumer’s buying behaviour. These changes in
lifestyle have imposed various challenges and
opportunities for marketers on social media. The
social media provides numerous opportunities for
expanding and strengthening relationships to
customers. These include targeted brand building
with the help of activities like executive blogs or
micro sites, podcasts which are specially
developed to focus on specific target markets.
The social media offers a quicker and cost
effective technique to approach the highly
targeted market than targeting through traditional
media like television, websites, newspapers or
public relations etc .

Viewing this recent development in social
media marketing, there are opportunities for
research and development to get immediate
feedback on the product  , make corrections and
counter challenge. Social media can include
customers in the product development process

and test market for promoting the product in long
terms and enjoy customer loyalty for longer
period.

BENEFITS OF SOCIAL MEDIA MARKETING

The marketers believe that the use of Social
media along with other IMC tools helps in faster
Brand Building due to the following benefits.

The benefits of social media marketing are:

1. Social media  is extremely targeted

2. Increases business exposure

3. Gives insight about current and potential
customers

4. Reduces marketing expenses

5. Strengthen customer loyalty

6. Lead generation

7. Creates competitive advantage

STATEMENT OF PROBLEM

It is observed that the social media is
considered as the latest tool for promoting a
brand and creating a competitive advantage over
the competitors by enjoying consumer’s top of
the mind recall. It has become very necessary to
study how the effective strategy be applied to
social media that it efficiently manages to build a
brand and reap benefits of customer preference.

OBJECTIVE

   The objective of the research is to explore
how social media is helping in brand building and
how consumers perceive it.

SUB OBJECTIVE

1. To find out how social media helps in brand
building.

2. To study the consumer’s perception about
the social media usage

3. To find out what factor helped social media
marketing attained success

HYPOTHESIS

1. Social media generates consumer
awareness and  hence leads to greater
brand building
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2. Consumers believe that continuous and
detailed product information on social media
leads to top of mind recall.

3. Consumer involvement and relationship
plays important role in the success of the
social media marketing

RESEARCH METHODOLOGY

· Research Design : Exploratory

· Variable : Social media marketing

· Sampling : Convenience Sampling

· Instrument: Personal interview and
Questionnaire

· Data Collection: Primary and Secondary

· Sample size: 50

· Population and Segmentation : social media
users and Media agencies

· Research techniques:  Measure of central
tendency, measure of dispersion ,hypothesis
testing, error testing

· Level of significance :test is done at the 5%
level of significance

DATA INTERPRETATION

With the help of questionnaire and personal
interview analysis;

1. It was observed that 64% respondents
believed that social media generated
awareness which leads to stronger brand
building

2. It was observed that 88% people believed
that continuous updates about the products
on social media generates interest and later
leads to top of mind recall

3. It was observed that 67% people believed
that customer involvement and relationship
plays important role in the success of social
media marketing.

HYPOTHESIS TESTING

The hypothesis testing is done at 5% level
of significance and as the sample size is 50, use
normal distribution as an approximation to the
sampling distribution. Z test is done to prove the
hypothesis.

As we conduct a one –tailed test, i.e. left
tailed test, at the level of significance at 5%

The values of Z TAB = -1.645 (5% Level of
significance, for left tailed test )

ZCAL is calculated using the formula ZCAL
=   p^ –p

 “p q/N
Where,
If Z TAB < Z CAL, we accept the hypothesis.

Hypothesis 1 : Social media generates
consumer awareness and  hence leads to greater
brand building

The results of Hypothesis 1 states that out
of 50 respondents, 32 believed that social media
generates consumer awareness about the brand
and hence it leads to the greater brand building.

p ^ = 0.64      q= 0.5   p= 0.5    n=50
Z cal = 0.64- 0.5/0.035 = 4

The value of  Z calculated being 4 shows
that the  value is greater than the value of Z
tabulated which is -1.645

Hence, the Hypothesis 1 is accepted and
the chances of Type II error is less than 1%

Hypothesis 2 : Consumers believe that
continuous and detailed product information on
social media leads to top of mind recall.

The results of Hypothesis 1 state that out of
50 respondents, 40 believed that consumers
believe that continuous and detailed product
information on social media leads to top of mind
recall.

p ^ = 0.8     q= 0.5   p= 0.5    n=50
Z cal = 0.8- 0.5/0.035 = 8.6

The value of  Z calculated being 8.6 shows
that the value is much higher than the value of Z
tabulated which is -1.645

Hence, the Hypothesis 2 is accepted and
the chances of Type II error is less than 1%

Hypothesis 3 : Consumer involvement and
relationship plays important role in the success
of the social media marketing.

The results of Hypothesis 3 state that out of
50 respondents, 34 believed that consumer
involvement and relationship plays important role
in the success of the social media marketing.

p ^ = 0.68     q= 0.5   p= 0.5    n=50
Z cal = 0.68- 0.5/0.035 = 5.1
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The value of  Z calculated being 5.1  shows
that the value is much higher than the value of Z
tabulated which is -1.645

Hence, the Hypothesis 3 is accepted and
the chances of Type II error is less than 1%

CONCLUSION

The importance of traditional marketing mix
tools cannot be ignored when it comes to
connecting with consumer still in the era of techno
savvy consumers, the consumers give enough
time to the social media.  The active online users
fully expect companies to be present on social
media and be willing to interact with them.
However, as much as companies are also
realising the importance of social media, it is
important that every company’s in-house expert
or media marketing agency must understand the
rules of this new medium to correctly involve
companies and customers together, and to be
able to measure the importance of social media
activities. In order to succeed a robust strategy
is an absolute imperative. In other words, every
company/ brand needs to take a strategic rather
than a tactical approach to incorporating social
media into their marketing planning. It has been
observed that social media is an important
platform in generating consumer awareness
which leads to generating desire and hence
giving a chance for greater brand building
opportunity to the branding organisations. During
the leisure time the customers prefers to socialise
and when the information is interesting enough
to be involved with, the customers get emotionally
attached to the said brand and hence makes it
an alternative option in the buying process.  Due
to the continuous updates and in detailed
information about the products on the social
media sites, it leads to top of mind recall and
hence it leads to the success of social media
marketing. Good and relevant content may play
a very important role in any social media strategy.
The content represents the brand and gives
customers a reason to stay engaged. When
consumers participate actively and has
personalized interaction with customers it may
help companies to build strong relationships and
create a sense of loyalty among the customers
which my play a important role as a reference
group. The success of the social media campaign
can be enhanced by the effectiveness with which
the customers get engaged through the various

activities. The integration of social media with
customer relationship management strategies
may become an important element for
organizations that want to optimize the power of
social interactions to get closer to customers as
highlighted by social media experts. But in spite
of any other reason, the customers are more
interested in getting a tangible value. Business
organizations need to realize that the basic
objective of most of the customers to interact with
companies on social media is not to feel
emotionally connected. To successfully exploit
the potential of social media, marketing
companies need to deliver tangible value by
designing proper experiences in return for
customers’ valuable time, attention, and
endorsements.
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