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ABSTRACT 

This report delves into the ever- changing world of 

social media marketing in India, highlighting how it is 

becoming a crucial tool for brand communication, 

engaging consumers, and penetrating new markets. 

Social media sites like Facebook, Instagram, Twitter, 

LinkedIn, and YouTube have become vital for 

companies aiming to reach a wide variety of Indian 

consumers due to the meteoric surge in smartphone use 

and internet access in both urban and rural areas. The 

efficacy of visual and interactive information, the 

impact of social media campaigns on consumer 

behaviour, and the function of influencers in 

determining purchase decisions are all topics covered in 

this research. The study finds important trends, 

platform preferences, and consumer sentiments about 

digital ads using a quantitative research approach using 

a structured questionnaire given to social media users in 

India. According to the results, brands that provide 

visually appealing, transparent, and personalised 

content have a lot of followers among Indian 

consumers, especially millennials and Gen Z. In 

addition, the study emphasises the difficulties 

marketers have, including restrictions imposed by 

algorithms, the necessity to tailor messages to certain 

cultures, and the problem of ad fatigue. Businesses that 

want to reach their marketing goals, increase customer 

loyalty, and compete in the digital economy can use the 

study's useful insights to make the most of social 

media. Findings provide actionable advice for 

improving content strategy, platform choice, and user 

interaction approaches for the Indian market. 

 

Keywords: Social Media Marketing, C o n s u m e r B e 

h a v i o r ,  D i g i t a l Advertising, Brand Engagement, 

India, Influencer Marketing, Marketing Strategy. 

INTRODUCTION 

Background of the Study 

In the last 20 years, technology has a d v a n c e d a t 

a d i z z y i n g r a t e , completely altering how 

brands interact with their customers. The proliferation 

of online communication tools, especially social media,  

 

has been a game-changer. After initially being a 

creative way for people to connect with one another, 

social media has now become an integral aspect of 

marketing 

strategies for companies all over the world. Rising 

levels of digital literacy, inexpensive cellphones, 

widespread access to the internet, and reasonable data 

plans have all contributed to India's rapid and far-

reaching digital revolution. Industry estimates put the 

number of internet users in India at 700 million in 2023. 

A sizeable chunk of this population is quite active on 

social media sites like Facebook, Instagram, YouTube, 

Twitter (now X), LinkedIn, Snapchat, and, more lately, 

Indian counterparts like Koo. 

 

The promotion of goods and services through social 

media is known as social media marketing (SMM). The 

process includes making and sharing content, 

interacting with users, advertising, and measuring 

results using metrics like engagement, reach, 

impressions, and conversions. Social media marketing 

(SMM) has grown in importance as an integral 

component o f  i n t e g r a t e d  m a r k e t i n g c o m 

m u n i c a t i o n s f o r I n d i a n organisations. It helps 

them connect with more people, learn more about their 

customers, increase brand loyalty, and gain more 

market intelligence. 

Social media marketing has provided new 

opportunities for customer acquisition and retention 

for businesses of all sizes, from global conglomerates to 

mom-and-pop shops and even neighbourhood 

startups. Modern marketers make use of a wide 

variety of tactics, including viral campaigns, 

partnerships with influential people, user-generated 

content, and interactive storytelling. Social media 

strategy customisation is both necessary and 

challenging in India because to the country's 

diversified population, multilingual society, and 

regional sensitivities. Brands need to be genuine, 

quick to respond, and adaptable in their online 

presence since modern consumers are more educated, 

outspoken, and connected than ever before. 

 

Social media marketing in India is the focus of this 

http://www.ijsrem.com/


      
      International Journal of Scientific Research in Engineering and Management (IJSREM) 

                  Volume: 09 Issue: 06 | June - 2025                             SJIF Rating: 8.586                                     ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM50912                                                |        Page 2 
 

study, which aims to shed light on the present state of 

the industry as well as its prospects, problems, and 

difficulties. Finding out how Indian customers engage 

with companies on social media, how this impacts their 

buying decisions, and how marketers are capitalising on 

this ever-changing area is the main focus. 

Objectives of the Study 

The primary objective of this research is to evaluate the 

effectiveness and influence of social media marketing 

strategies on consumer behavior in India. The study 

also seeks to understand consumer preferences, 

engagement patterns, and perception of brand 

messaging on social platforms. The specific objectives 

of the study are: 

1. To examine the growth and significance 

of social media marketing in the Indian market. 

2. To identify the most commonly used 

social media platforms by I n d i a n b u s i n e s s e s a n 

d consumers. 

3. To analyze consumer behavior and 

engagement with brand content on social media. 

4. To assess the impact of social media 

advertising on consumer purchase decisions. 

REVIEW OF LITERATURE 

Introduction 

In countries like India, where the economy is digitising 

at a rapid pace, the rise of social media has changed the 

face of marketing around the world. In recent years, 

social media marketing (SMM) has gone from being a 

nice-to-have promotional tool to an absolute must for 

brands that want to reach out to all kinds of people. The 

idea, development, practises, tools, consumer 

interaction, theoretical models, and difficulties of 

SMM in India are covered extensively in this chapter's 

literature review. This section delves into the ways 

Indian firms utilise social media, the impact on 

consumer behaviour, and the ongoing transformation of 

marketing strategies within the digital ecosystem. It 

draws on insights from books, peer-reviewed journals, 

and market studies to do this. 

 

Understanding the Basics of Social Media Advertising 

 

When businesses promote their brands, engage with 

customers, and conduct market research on social 

media sites 

like Facebook, Instagram, Twitter, LinkedIn, and 

YouTube, they are engaging in social media marketing 

(SMM). According to Dholakia's (2022) thorough 

introduction to digital marketing, consumer-brand 

interaction methods rely on social media because of its 

scalability, interactivity, and immediacy. According to 

Palaniswamy (2021), firms may get instant feedback 

and see how customers are feeling in real time thanks to 

SMM because it allows for two-way contact. Trust and 

loyalty are more easily fostered in this interactive 

setting than in more conventional forms of 

advertising. 

 

Brands may optimise their messaging and monitor 

impact using data-driven marketing strategies, 

according to Sridhar (2021), which mainly relies on 

social media analytics. From a theoretical 

perspective, SMM is an embodiment of the TAM's 

basic concepts since it encourages adoption and 

engagement by giving users platforms that are practical 

and simple to use (Rauniar et al., 2014). Because of 

this, social media is a great place to spread news and 

encourage people to support your brand. 

Social Media's Expansion and Use in India 

 

Rising levels of digital literacy, cheaper data 

plans, and more accessible cellphones have all 

contributed to the meteoric rise of India's social media 

scene in the last decade. Over 600 million people in 

India use social media on a daily basis, with an average 

of about 2.4 hours per person, according to the Global 

Digital Report 2025 by Meltwater & We Are Social 

(Howe, 2025). Thanks to its pervasiveness, marketers 

have a great opportunity to connect with a wide range 

of people, regardless of their language, location, or 

socioeconomic status. 

 

According to Cyfuture's (Bhatia, 2023) research on 

Indian social media trends, localised platforms like 

ShareChat are becoming more important, while 

Instagram and YouTube remain at the top. In Tier 2 and 

Tier 3 cities, where vernacular content and mobile-first 

designs garner substantial interaction, these platforms 

have assumed a crucial role. Gordon (2023) elaborates 

by saying that, between 2024 and 2030, the social 

media management (SMM) industry in India is 

projected to expand at a CAGR of more than 20%, 

highlighting the strategic importance of SMM for 

companies both at home and abroad. 

http://www.ijsrem.com/
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Social Media Marketing Methods and Resources 

 

To improve their social media visibility, modern 

marketers use a wide variety of tools and strategies. 

Storytelling, influencer partnerships, real-time 

engagement, and gamified contests were shown to be 

among the most effective s t rategies  in a 

comprehensive case study of Indian marketing 

campaigns undertaken by Com (2023). According to 

Mahajan and Vij (2022), in order to boost exposure and 

humanise their business image, Indian brands 

frequently utilise video marketing, carousel postings, 

and live sessions. Specifically, influencer 

marketing has grown in importance, with micro-

influencers offering cost-effective, targeted reach and 

increased engagement. 

More intelligent content planning and automation are 

also possible thanks to t e c h n o l o g i c a l d e v e l o p m 

e n t s . Hootsuite, Buffer, and Meta Business Suite are 

some of the technologies that are crucial for content 

scheduling and analytics, according to Beharay and 

Harchekar (2024). In order to improve operational 

efficiency and user experience, artificial intelligence 

(AI) is being used more and more for audience 

segmentation, predictive ad targeting, and automated 

customer engagement. In terms of sustainability and 

consumer engagement through SMM, companies 

that combine innovat ion  skil ls  with d igi tal  

leadership generally do better than their competitors 

(Sallkamp and Schotter, 2019). 

RESEARCH METHODOLOGY 

 

In order to conduct a study that yields credible, 

replicable, and useful results regarding social media 

marketing in India, the research approach is used. In 

order to address the research questions and achieve the 

study's objectives, it details the method used to gather 

and analyse data. This chapter delves into the research 

methodology, including the research instrument 

structure, sampling method, data collection technique, 

tools for data analysis, and ethical considerations that 

were taken into account. The purpose of this 

quantitative study was to collect hard data on the effects 

of social media marketing on customers' perceptions of 

brands and their propensity to make purchases. 

Research Design 

Wi t h t h e g o a l o f d e s c r i b i n g , explaining, and 

interpreting the present practices, attitudes, and 

behaviours of social media users in India with regard to 

marketing content, this study employs a descriptive 

and cross- sectional research approach. If you want to 

describe present phenomena and collect real 

information without c h a n g i n g t h e e n v i r o n m e n 

t , a descriptive design is the way to go. Discovering 

what kinds of brand communication work best on social 

media, how engaged consumers are, how much faith 

they have in influencer marketing, and so on are the 

main points of interest here. Data were collected at a 

particular point in time due to the study's cross-

sectional design, providing a snapshot of trends and 

behaviours as they exist presently. Since this is not an 

experimental study, we will not be controll ing or 

manipulating any factors; rather, we will be looking 

for patterns of respondents'  actual  behaviour.  This 

l ayout works wonderfu l ly for collecting data on 

the wide range of views and online habits across 

demographics in India, including those pertaining to 

age, profession, and region. 

Sampling Method and Sample Size 

This study used non-probability convenience 

sampling, which entails picking participants at random 

from a pool of people who are both available and 

willing to take part. In social science research, this 

strategy is commonly used when a randomised sample 

is not possible because of time or resource limitations; 

nonetheless, it does not provide the statistical 

genera l i sabi l i ty  of probabi l i ty  sampling. Sixty 

people were chosen for this study because they were 

willing and able to fill out the questionnaire. Indian 

social media users (those 18 and over) from all walks 

of life, including students, professionals, stay-at-home 

moms, and business owners, made up the sample. To 

guarantee a variety of viewpoints, the sample consists 

of male and female volunteers from metropolitan and 

semi-urban locations. Although there isn't a tonne of 

data, the variety of perspectives represented here allows 

us to see trends and patterns that can shed light on the 

social media scene in India. 

 

Techniques for Collecting Data 

 

This study used only a standardised 

http://www.ijsrem.com/
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questionnaire that was made available online through 

Google Forms to gather data. The method's efficacy, 

scalability, and compatibility with reaching 

participants who are already active in online contexts 

led to its selection. Respondents were able to participate 

whenever it was most convenient for them thanks to the 

online distribution. Respondents' use of digital 

platforms is appropriate given the study's emphasis on 

online behaviour. In order to reach a wide audience, 

the survey link was distributed via email, WhatsApp, 

and several social networking sites such as Instagram 

and LinkedIn. The academic goal of the study was 

communicated to participants, and only those who 

willingly gave their agreement were included. To 

guarantee confidentiality, no personally identifiable 

information was gathered. 

DATA ANALYSIS AND INTERPRETATION 

 

 

Table 1: Age Group of Respondents 

 

 Frequency 

25–34 28 

18–24 27 

55+ 2 

35–44 2 

45–54 1 

 

Graph 1: Age Group of Respondents (Pie Chart) 

Interpretation: 

The bulk of responders are young adults (those between 

the ages of 18 and 34), reflecting the most socially 

active generation in terms of their use of digital 

platforms. More specifically, 46.7% are in the 25-34 age 

bracket, with 45% falling into the 18-24 age bracket. 

Social media advertising primarily target people in 

these age groups because they are mostly digital 

natives. Given the under-representation of older age 

groups, it's safe to say that younger demographics—

those more open to digital trends and content-driven 

marketing tactics—consist of the majority of social 

media marketers in India. 

 

 

Table 2: Gender of Respondents 

 

 Frequency 

Male 30 

Female 27 

Other 2 

Prefer not to say 1 

 

Graph 2: Gender of Respondents (Pie Chart) 

Interpretation: 

Half of the responders are men and half are women, 

therefore the gender ratio is about right. Three and a 

half percent of respondents do not identify with the 

binary gender system, while one respondent chose not 

to provide their gender at all. By maintaining a neutral 

sex distribution, we can be sure that our study will 

collect data from people of all gender identities in India 

and give a more accurate picture of how these groups 

engage with social media marketing. 

http://www.ijsrem.com/
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Table 3: Occupation of Respondents 

 

 Frequency 

Employed 22 

Student 21 

Other 6 

Homemaker 4 

Self-employed 4 

Retired 3 

 

Graph 3: Occupation of Respondents (Pie Chart) 

Interpretation: 

Consistent with the previous discovery that the majority 

of users fall within the age bracket of 18–34, the 

occupational profile reveals that students make up 35% 

of the user base and that employed individuals account 

for 36.7%. In addition to interacting with one another, 

members of these groups use social media for 

professional and personal growth, lifestyle promotion, 

and new product research. Aside from young people 

and people from working-class origins, other 

responders include people who are self-employed, 

pensioners, and stay-at-home moms. This shows a 

modest but considerable distribution across 

occupational backgrounds, which could mean that 

social media marketing is relevant to more than just 

those groups. 

DISCUSSION 

 

The existing status of social media marketing in India 

and its impact on customer behaviour may be clearly 

seen in the analysis of data obtained from 60 

respondents. According to the results, social media sites 

are more than just places to pass the time; they've 

transformed into interactive m a r k e t i n g e c o s y s t e 

m s w h e r e consumers engage with brands, build 

opinions, and even make purchases. The majority of 

respondents were between the ages of 18 and 34, 

showing that people in this age bracket are the most 

active users of social media. The most popular 

platforms, such as Instagram and YouTube, show that 

people are increasingly interested in visual and 

interactive content. Surprisingly, a large percentage of 

respondents (over 80%) acknowledged that they have 

been affected by social media adverts when 

making a purchase. Video, reels, stories, and 

influencer-led campaigns all had strong engagement 

rates, suggesting that short ,  visually appeal ing,  

and emotionally engaging content does better than 

more conventional types of advertising. Another 

indicator of consumers' increasing reliance on 

community and social proof rather than corporate 

messaging is the preference for user-generated 

content, peer e v a l u a t i o n s ,  a n d  i n f l u e n c e r 

endorsements when making purchase decisions. 

Importantly, even though a lot of people interact with 

companies often, there are still obstacles to sustained 

engagement, such as worries about privacy, ad fatigue, 

and content repetition. The study concludes that social 

media marketing is highly convincing, but that it 

requires careful strategic consideration of user 

expectations and online behaviour. 

 

5.2 Comparison with Previous Studies 

Previous research in the field of digital marketing has 

shown results that are in line with those of this study. 

For example, the current study's findings are in line 

with those of the Ipsos (2024) survey, which also found 

that more and more Indian customers are using social 

media to learn about products and engage with brands. 

This study lends credence to the Meltwater Blog's 

(2025) assertion that YouTube and Instagram play a 

vital role in the digital consumer journey of Indian 

youth, particularly millennials and Gen 

Z. Consistent with the tastes shown by the current 

statistics, Moedeen et al. ( 2023 ) stressed the 

http://www.ijsrem.com/
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agency of consumers in the digital era, arguing that 

people look for brands that listen to them, interact with 

them, and collaborate on content creation. This study 

agrees with Shetty (2024) that influencer marketing is 

very effective 

at influencing customers' confidence in brands and their 

propensity to buy. In addition, the present study found 

that emotional narrative, interaction, and authenticity 

were the most important factors in determining 

engagement (e.g., Doshi et al., 2023) in the literature. 

Nevertheless, there are significant differences; for 

example, this survey did not include enough people 

from rural areas, which is an issue that other, more 

comprehensive studies have dealt with by drawing 

attention to the uneven but increasing rate of digital 

adoption in Tier 3 and rural India. 

Practical Implications for Marketers 

For digital marketers and brand strategists working in 

the Indian context, this study has many practical 

implications. First, marketers should allocate their 

advertising spending more wisely in light of the evident 

p r efe rence  for p l a t forms  l i ke Instagram, 

YouTube, and Facebook. Short films, reels, memes, and 

material driven by influencers are far more engaging 

than posts with a lot of text or static images. In order to 

attract the attention-deficient digital customers, 

marketers need to put money into creative teams who 

can make visually appealing content with a mobile first 

focus. Second, brands must prioritise trust and 

transparency due to the impact of user-generated 

content and community input. Collaboration with 

related micro-influencers, reacting to customer 

comments, and encouraging product reviews are all 

ways to cultivate authenticity. Third, there is no silver 

bullet when it comes to demographics; the numbers 

don't lie. They need to make material that is specific to 

various demographics, part icular ly when i t comes 

to languages and regions. Lastly, companies 

should be wary about advertising too much. To prevent 

customer disengagement, sophisticated f r e q u e n c y c 

o n t r o l , t a r g e t e d personal i sa t ion ,  and 

engaging storytelling are essential. Respondents 

ranked repetition and irrelevant commercials as top 

annoyances. For social media marketing in India to be 

successful, a combination of artistic expression, 

cultural awareness, audience segmentation, and 

data- driven personalisation is required. 

Limitations of the Study 

The study has a number of limitations, even if it takes a 

comprehensive approach. To start, while the 60 

participants were a diverse group in terms of age and 

profession, they might not be a perfect reflection of 

India as a whole, particularly when it comes to issues of 

internet accessibility and regional diversity. The results 

cannot be applied to the entire population because 

the sampling procedure was convenience-based. 

Secondly, there is a lack of rural or non-metro 

respondents, which makes t h e s t u d y m o s t l y f o c 

u s e d o n metropolitan areas. With the fast expansion 

of India's digital landscape into rural areas, this 

restriction could lead to the missed opportunity to 

observe developing trends and behavioural 

patterns in untapped markets. Lastly, the research just 

takes a snapshot in time, which means it is cross-

sectional. The results may soon be out of date due to the 

dynamic nature of social media algorithms, user tastes, 

and platform regulations. Fourth, recollection bias 

and social desirability bias are potential issues with the 

study's reliance on self- reported data. Finally, the study 

does a good job of capturing user interaction patterns, 

but it doesn't look at how brands monitor campaign 

performance using ROI measuring tools or back-end 

data analytics. To gain a more complete picture of 

the efficacy of social media marketing in India, future 

studies could use cross-platform comparisons, 

longitudinal data, and the incorporat ion of 

business- s ide dimensions. 

CONCLUSIONS 

 

The primary motivation for doing this study was a 

desire to learn more about the function and effect of 

social media marketing on Indian consumers, 

specifically how different channels, kinds of content, 

and interaction tactics affect user actions and choices to 

buy. Marketers must understand how customers 

engage with brand messages in this ever-changing 

digital landscape if social media is to maintain its 

position as an integral part of digital 

communication. Researchers used a descriptive 

research strategy and a structured questionnaire to 

collect data from 60 people with a wide range of ages, 

professions, and levels of education. Discovering 

which social media sites were most popular, how users 

interacted with the content, which characteristics 

contributed to trust, and how consumers felt about 

advertisements and influencers were the main goals of 

the study. 

 

Instagram and YouTube, with their eye-catching 

http://www.ijsrem.com/
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content and user-friendly interfaces, are clearly the 

social media marketing leaders in India, according to 

the findings. People on these platforms were quite 

interactive with companies, particularly those in the 18–

34 age bracket, who liked, shared, and commented on 

posts often. Advertisements, endorsements, and user-

generated content on social media did impact the 

purchasing decisions of many respondents. Video 

material, reels, stories, and interactive postings like 

contests and giveaways were also highly preferred, 

according to the report. Overexposure and poor 

targeting could impede engagement, as consumers 

voiced reservations about the intrusiveness, lack of 

relevance, a n d r e p e t i t i v e n a t u r e o f t h e a d v 

e r t i s e m e n t s , d e s p i t e t h e i r appreciation for 

innovative and real messaging. 

 

Research confirmed important  marketing  

theories,  including  the Technology Acceptance 

Model, the Uses and Gratification Theory, and 

Electronic  Word- of- Mouth,  by s h o w i n g h o 

w c o n s u m e r s a r e influenced by their peers, the 

perceived usefulness of the material, and their level of 

content pleasure while making trusting and interactive 

decisions. Although the study provided valuable 

insights, it was also transparent about its limitations, 

such as a small sample size, an over- 

concentrat ion of metropolitan areas, and the use of 

self- reported data. But by shedding light on complex 

customer behaviour inside India's social media 

ecosystem, the study makes important contributions to 

both theoretical literature and practical marketing 

strategies. 
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