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Abstract 

Despite the fact that social media use is on the ascent, there isn't a lot of proof of insightful review exploring social media's 

true capacity as a device for Indian business sectors' marketing and correspondence. Social media has formed into a crucial 

device for organizations hoping to promote their labour and products and interface with their objective market. Customer 

perceptions of social media marketing, notwithstanding, change, which might affect how fruitful marketing efforts are. 

This paper presents the discoveries of an exploratory review that studied a comfort test of sixty youngsters in India to 

examine the effect of social media on youth marketing behaviour. Look at the examination on how consumers view social 

media marketing and the components that influence it, like substance kind, saw worth, reliability, and saw esteem. The 

theoretical likewise underscores the meaning of appreciating client behaviour comparable to social media marketing and 

the need for organizations to make designs that fulfil the necessities and inclinations of their interest group. The theoretical 

finishes with suggestions for additional examinations around here. 

 

Keywords: Perception, Youngsters, Consumers, Social Media Marketing, Consumer Behavior. 

 

1. INTRODUCTION 

Social media, which represents the "on the web" devices and strategies that individuals use to trade thoughts, points of 

view, encounters, and feelings, affects how advertisers cooperate with clients and influence their purchasing choices. 

Kumara states that social media, enveloping different stages, for example, wikis, online journals, miniature websites, 

video blogs, digital broadcasts, and content networks, is assuming a huge part in the progress from an ordinary, level 

headed, objective, and institutional perspective to one that is emotional, emotive, customized, and human. 

 

Social media stages, as Facebook, Twitter, and YouTube, are dynamic internet-based spaces where organizations might 

draw in with their interest group. It is very modest in contrast with different types of promoting and empowers 

organizations to cooperate straightforwardly with their customers. Involving social media as a feature of a marketing 

procedure assists work with marking acknowledgment, which empowers rehash business and lifts esteem. Websites that 

link to other social media platforms and other social media sites help social media marketing techniques thrive. In order 

to keep users informed and capture their attention, it raises awareness. Social media marketing is an effective tool for 

creating a brand identity and persuading people to make repeat purchases. Consumers influence other consumers and have 

an impact on brand value. These incidents affect repurchases, which in turn affects the organization's long-term health 

and future profitability. The attitudes and views of young people in India are investigated in this study. Convenient 

sampling procedures were employed in conjunction with this background information to collect data from India’s youth 

internet users. Primary and secondary data were gathered for the study, and analysis was used to arrive at the conclusion. 

An entirely different intelligent internet-based stage has been made by online entertainment, permitting organizations to 

speak with clients and offer messages about items and shopping. This stage is ideal for showcasing, correspondence, and 

driving deals. Virtual entertainment is going to change the manner in which numerous advertisers carry on with work, as 

per Web-based Entertainment Showcasing Industry Measurements (2008), since client ideas and appraisals via web-based 

entertainment stages have arisen as one of the most solid sorts of promoting. Practically all advertisers tracked down 

esteem in online entertainment, as per a worldwide survey led by Rapidly spreading fire Application (Mershon, 2012) of 

700 advertisers. Also, 75% of advertisers wanted to bring their media spending up in 2012. The capacity to have direct 

discussions with clients and increased brand mindfulness are the two principal benefits that these advertisers stress. As 

per 88% of advertisers studied for the 2011 online entertainment showcasing industry research, the greatest benefit of 

virtual entertainment promoting is more openness. As per Mindfulness Organizations' condition of virtual entertainment 

advertising research, a big part of advertisers expected to improve their online entertainment the executives techniques 

and assets in 2012, while 70% of firms wanted to expand their web-based entertainment presence. With an expected 272 

million interpersonal interaction clients universally and 307 million individuals visiting a companion's informal 

community site, person to person communication locales are in this manner becoming as the most famous vehicle for 

information age and trade. 

 



To Access The Perception Of Young Consumers Towards Social Media Marketing 

 

1514 

1.1. Consumer’s Perception  

An individual's attitude is determined by how they perceive or think about things. It can also mean that one's behaviours 

are influenced by their mental state. An individual's attitude shapes their actions, which in turn shapes their mental 

perspective on a given topic. The presentation of the web has caused a huge change in purchaser mentalities on web-based 

showcasing. Given that the majority of the younger generation spends a significant amount of time online every day, 

marketers are discovering that this is the best medium for engaging with the public. They've found that the simplest 

approach to connect with potential buyers or consumers is to use social media to market their products. 

 

1.2. Consumer Behaviour and Social Media  

Marketers worldwide are realising that comprehending consumer behaviour is essential to success. Customers have grown 

more exacting, time-sensitive, information- and content-intensive, and fiercely independent as they switch from traditional 

media to new media platforms like social media. Since social media platforms make it easier for consumers to make 

decisions, seek information, and make purchases, the demanding and evolving nature of customer preferences and tastes 

has resulted in substantial changes to consumer purchasing and decision-making. According to Constantin ides and 

Fountain, social media platform users have significant influence over other consumers' purchasing patterns and behaviour 

even when they are not in direct contact with them. This is because consumer preferences and decisions are shaped by 

inputs from parties other than "online" marketers, like friends and family. 

According to Freshman Consulting, among social media users, user-generated content is boosting the legitimacy of 

material and fostering a new sort of trust. According to additional research (Illumine Marketing and Media, 2010), eighty 

percent of "online" users place greater trust in friends' or social contacts' opinions and judgements than in any other online 

source. Furthermore, research revealed that 50% of shoppers peruse other shoppers' evaluations when they make "online" 

purchases, and 16% are swayed by this online data when making decisions. 

 

1.3. Objectives of the Study   

1. To check the quantity of time children spend using social media marketing on a regular basis. 

2. To comparing social media marketing material to other advertising formats. 

3. To decide to buy something after reading social media marketing content. 

 

2. LITERATURE REVIEW 

James and Levin (2015) depicted the presentation of the Web and the globalization that followed, person to person 

communication turned out to be all the quicker. This prompted the advancement of novel ICT channels, like Web 2.0 or 

online entertainment. In any case, person to person communication is definitely not another peculiarity; individuals have 

long suggested, remarked on, and informed each other about business material as well as conveying and associating with 

each other. Along these lines, most of youngsters who utilize the Web additionally use at least one internet based long 

range informal communication stages. In the current period, web-based entertainment has turned into a fundamental 

component of life, especially for youthful customers, or Age Z (otherwise called iGeneration, Plurals, and Age 

Straightaway), who have embraced this new web-based ICT stage with energy. 

Murphy (2014) discovered that 465 university students in Bangkok had a varied range of opinions towards SNA, ranging 

from favourable to negative to neutral. These students were divided into three clusters according on their sentiments. 

Murphy found that among 252 Generation Y respondents in Ireland, social media produced user-generated material that 

positively influenced behavioural responses (buying intentions). Nevertheless, none of these studies considered 

Generation Z, and most of them were carried out in affluent nations. WOM transmitted by social media was found to be 

less trustworthy than traditional WOM, according to Tham. However, social media marketing communications offered a 

way to counteract negative WOM that was spread through traditional and electronic channels regarding popular tourist 

destinations. 

Gensler et al. (2013) guaranteed that due to the particular person of the organizations of organizations and purchasers 

made through online entertainment showcasing correspondence, which has prompted both great and pessimistic opinions, 

customers have turned into the makers of brand stories. As indicated by Kumar et al., WOM web-based entertainment 

crusades raise shoppers' mental and conduct responses to organizations fundamentally in the event that the clients who 

share the showcasing content essentially affect their interpersonal organizations. As per Malthouse, online entertainment 

promoting correspondence empowered clients to channel ads and client relationship the board (CRM) messages while 

likewise spreading positive and inspiring brand informing. 

Yaakop et al., (2013) utilized web-based entertainment stages like Facebook, Twitter, LinkedIn, YouTube, WhatsApp, 

Instagram, Tumblr, Pinterest, WeChat, and Google+, youngsters can make their own customized web-based profiles, 

interface and speak with companions, and exchange client created content (UGC) or potentially data from other brand-

related sources. Conventional news sources including radio, TV, papers, and magazines have for some time been utilized 

to spread data about friendly way of behaving and shopper thought designs. Nonetheless, in the twenty-first 100 years, 

web-based entertainment has begun to override conventional media's relentless and huge effect on more youthful buyers. 

To showcase and advance their organizations among youngsters, advertisers are depending increasingly more on friendly 

and versatile ICT stages. In addition, including content that is both forward-thinking and entertaining would urge youthful 

clients to draw in and share the information with their friends. This significant trademark — otherwise called informal, or 

WOM — might be viewed as where virtual entertainment showcasing interchanges are taking. 

https://www.emerald.com/insight/content/doi/10.1108/YC-07-2016-00622/full/html#ref048
https://www.emerald.com/insight/content/doi/10.1108/YC-07-2016-00622/full/html#ref062
https://www.emerald.com/insight/content/doi/10.1108/YC-07-2016-00622/full/html#ref037
https://www.emerald.com/insight/content/doi/10.1108/YC-07-2016-00622/full/html#ref108
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Meyerson, (2010) studied on Social systems administration destinations (SNS) are as yet a generally new innovation for 

marketing correspondence, yet they impact how organizations connect with clients. Most of social media stages consider 

the utilization of internet marketing interchanges, which are basically online promotions. Nonetheless, as recently 

referenced, these stages are not the equivalent as a result of the installed Web 2.0 part that empowers client created content 

because of verbal (WOM) sharing of data. In its most fundamental structure, web-based marketing correspondence is the 

presentation of hyperlinked graphical pictures on a site. All the more as of late, sound, video, and a few other states of the 

art innovations have likewise been utilized. 

 

3. RESEARCH METHODOLOGY 

Research methodologies used in the study of customer perception of social media marketing usually include quantitative 

and qualitative techniques. Here is a quick summary of the typical research techniques applied in this field: 

• Surveys: One popular way to get quantitative information about how consumers feel about social media marketing is 

through surveys. Online or in-person surveys may be performed, and they can ask questions about a variety of subjects, 

including the efficacy of social media marketing, the perceived reliability of marketing messages, and the suitability of 

the content for target audiences. 

• Focus groups: Centre gatherings are a sort of subjective exploration where few consumers are accumulated to discuss 

their perspectives and perspectives with respect to social media marketing. Focus groups can offer insightful information 

about the attitudes, feelings, and driving forces behind consumer behaviour.  

• Online reviews: Online reviews are a great source of qualitative information on how consumers feel about social media 

marketing. Researchers can learn more about consumer preferences and attitudes about social media marketing by 

examining online reviews of goods and services.  

• Content analysis: Content analysis is a qualitative research method wherein similar themes and patterns are found by 

examining the content of advertisements, social media posts, and other marketing materials. Consumer interaction with 

social media marketing and the kinds of marketing messages that appeal to them can both be understood through content 

analysis.  

• Interviews: In-depth information on consumers' perspectives and attitudes regarding social media marketing can be 

obtained through one-on-one interviews, a qualitative research method. Interviews can offer insightful information about 

the unique experiences and viewpoints of customers. 

 

All things considered, researchers may have a thorough grasp of consumers' perceptions of social media marketing and 

offer insightful advice to companies seeking to enhance their social media marketing tactics by combining quantitative 

and qualitative research approaches. 

The nature of the investigation is analytical. The city of Coimbatore is the study's geographic focus. Both primary and 

secondary data were employed in the investigation. 62 respondents provided the primary data, which was gathered using 

the structural questionnaire method. Purposive sampling was used because the overall population number was unknown. 

Primary data was gathered from social media marketers, and questionnaires were picked up in public areas. The necessary 

secondary data was gathered from a variety of sources, including websites, journals, publications, and reports. 

 

Table 1: Distribution of Users Across Social Media Marketing Platforms 

Social Media Marketing Platforms Users Percentage 

Content Marketing 35% 

Troll Marketing 26% 

Online word 19% 

Social bullying 14% 

 

 
Figure 1: Distribution of Users Across Social Media Marketing Platforms 
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https://www.emerald.com/insight/content/doi/10.1108/YC-07-2016-00622/full/html#ref075
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4. DATA ANALYSIS AND INTREPRETATION 

Those who agreed to participate were directly given questionnaires by a surveyor. Seventy surveys in all were acquired. 

Sixty-two survey questions remained after the useless ones were removed for data processing. 50% of respondents were 

men, 34% were between the ages of 25 and 30, and 37% held a diploma. The majority of respondents (31%) were in the 

professional sector, and 56% made between Rs. 20,000 and Rs. $50,000 annually. The majority of responders (62%) do 

not currently has a spouse. 

 

Table 2: Demographic Profile 
Category Sub-Category’s Frequency Percentage 

Gender Male 30 50 

Female 30 50 

Total 60 100 

Age Less than 15 5 9 

15 – 20 Years 10 16 

20 – 25 Years 25 41 

25 – 30 Years 20 34 

Total 60 100 

Education Level 

 

 

Less than High School 7 11 

High School 4 8 

Diploma 22 37 

Bachelor degree 11 18 

Master’s Degree 8 13 

Doctorate 8 13 

Total 60 100 

Occupation Self- employed 7 13 

Agriculturist 16 26 

Govt. Employees 7 11 

Professional 18 31 

Business 4 6 

Private Sector 8 31 

Total 60 100 

Income Rs. 10000-20000 8 13 

Rs.20000-50000 34 56 

Rs.50000- 1Lakh 10 18 

Rs. 1 Lakh – 3Lakh 8 13 

Total 60 100 

Marital Status Single 38 62 

Married 22 38 

Total 60 100 

 

 
Figure 1: Demographic Profile 
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Table 2 recommends that there are age contrasts among responders and that social media marketing is an element. Since 

the importance an incentive for each component is under 0.05, the invalid speculation is accordingly dismissed. 

 

Table 2: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

14549.70 16 855.85 27.41 .000 

Within group 1373.98 44 31.23   

Total 15923.65 60    

Troll 

Marketing 

Between 

group 

13732.45 16 807.97 47.28 .000 

Within group 751.99 44 17.090   

Total 14487.430 60    

Online word 

 

 

Between 

group 

12257.40 16 721.22 26.75 .000 

Within group 1186.150 44 26.960   

Total 13443.550 60    

Social 

bullying 

Between 

group 

10845.70 16 637.980 3.685 .000 

Within group 7612.03 44 173.01   

Total 18457.740 60    

 

Table 3 indicates that there is a difference between the respondents' gender and social media marketing. Since with or 

without of the variables — from social tormenting — have importance esteems under 0.05, the invalid speculation is 

hence dismissed. 

 

Table 3: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

13274.50 18 737.46 11.98 .000 

 Within group 2649.16 42 61.607   

 Total 15923.66 60    

Troll 

Marketing 

Between 

group 

13781.76 18 765.66 46.66 .000 

 Within group 705 44 17.090   

 Total 14487.430 60    

Online word 

mouth 

Between 

group 

12237.15 18 679.83 24.22 .000 

 

 

Within group 1206.41 42 28.055   

 Total 13443.55 60    

Social 

bullying 

Between 

group 

7177.25 18 398.74 1.53 .131 

 Within group 11280.48 42 262.34   

 Total 18457.73 60    

 

There is an obvious contrast between the respondents' occupations and social media marketing based on table 4. Since 

each component's importance esteem is under 0.05, the invalid speculation is accordingly dismissed. 

 

Table 4: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

15551.91 18 863.98 99.92 .000 

 Within group 371.77 42 8.647   

 Total 15923.66 60    

Troll 

Marketing 

Between 

group 

14026.51 18 779.252 72.70 .000 

 Within group 460.922 42 10.718   
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 Total 14487.42 60    

Online word 

mouth 

Between 

group 

9868.36 18 548.23 6.60 .000 

 

 

Within group 3575.16 42 83.143   

 Total 13443.55 60    

Social 

bullying 

Between 

group 

11405.16 18 633.62 3.862 .000 

 Within group 7052.69 42 164.015   

 Total 18457.73 60    

 

Table 5 suggests that there are variations in the respondents' marital status and social media marketing. Except for social 

harassing and online informal, each of the two parts have importance esteems under 0.05, so the invalid speculation is 

dismissed. 

 

Table 5: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

8164.8 12 680.33 4.295 .000 

 Within group 7759.59 48 158.34   

 Total 15923.6 60    

Troll 

Marketing 

Between 

group 

6653.81 12 554.49 3.469 .001 

 Within group 7833.61 48 159.86   

 Total 14487.42 60    

Online word 

mouth 

Between 

group 

1669.60 12 139.14 .578 .847 

 

 

Within group 11773.96 48 240.29   

 Total 13443.53 60    

Social 

bullying 

Between 

group 

10845.70 16 637.980 3.685 .000 

 Within group 7612.03 44 173.01   

 Total 18457.740 60    

 

Table 6 suggests that there is a discrepancy between respondents' income and social media marketing. Since everything 

except content advertising had importance esteems under 0.05, the invalid speculation is in this way dismissed. 

 

Table 6: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

2374.65 8 262.86 1.012 .440 

 Within group 13549.014 52 260.54   

 Total 15923.65 60    

Troll 

Marketing 

Between 

group 

5499.23 8 611.03 3.534 .002 

 Within group 8988.18 52 172.86   

 Total 14487.42 60    

Online word 

mouth 

Between 

group 

4585.20 8 509.45 2.990 .005 

 

 

Within group 8858.32 52 170.36   

 Total 13443.53 60    

Social 

bullying 

Between 

group 

9239.62 8 1026.61 5.790 .000 

 Within group 9218.10 52 177.26   

 Total 18457.73 60    
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Table 7 suggests that there are discrepancies in the respondents' qualifications and social media marketing. Since the 

critical incentive for with or without the variables — from social harassing — is under 0.05, the invalid speculation is in 

this way dismissed. 

 

Table 7: ANOVA Test table 

  Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Content 

Marketing 

Between 

group 

6430.134 10 643.02 3.453 .002 

 Within group 9493.53 50 186.147   

 Total 15923.66 60    

Troll 

Marketing 

Between 

group 

5583.90 10 558.39 3.199 .003 

 Within group 8903.53 50 174.56   

 Total 14487.44 60    

Online word 

mouth 

Between 

group 

5545.76 10 554.56 3.580 .001 

 

 

Within group 7897.78 50 154.86   

 Total 13443.53 60    

Social 

bullying 

Between 

group 

4501.16 10 450.10 1.644 .120 

 Within group  13956.56 50 273.64   

 Total  18457.73 60    

 

5. CONCLUSION  

The way that youngsters view web-based entertainment showcasing is a muddled peculiarity that relies upon various 

factors, for example, the kind of happy, how certifiable and dependable the promoting messages are seen to be, and the 

way in which important and significant the substance is to the interests and inclinations of the crowd. Businesses must 

gain a thorough grasp of customer behaviour and attitudes towards social media marketing in order to successfully interact 

with customers on these platforms. Then, they must adjust their marketing strategies accordingly. Companies should 

concentrate on creating visually appealing, dynamic, engaging, and valuable content that is also relevant to their target 

audience. Authenticity and transparency are important elements that impact how consumers view social media marketing. 

Companies should endeavour to establish credibility and trust with their target market by being truthful and open in their 

marketing endeavours. Influencer marketing on social media can also be a useful strategy for companies trying to interact 

with customers on these networks. To preserve credibility and authenticity, it's crucial to choose influencers wisely—

those with a real fan base whose thoughts are unaffected by financial gain. In general, companies may create marketing 

strategies that connect with their target market, enhance the reputation of their brand, and assess the success of their 

campaigns by knowing how consumers view social media marketing.  
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