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EXECUTIVE SUMMARY 

 

 

In today’s digital era, social media marketing has become a crucial tool for enhancing brand awareness, 

customer engagement, and business growth. Platforms such as Instagram and LinkedIn enable organizations 

to connect with their target audience effectively and measure marketing outcomes. This study evaluates the 

effectiveness of social media marketing campaigns for Advaith Hyundai and Credvest, focusing on 

engagement, reach, and conversion rates. A descriptive research design was adopted, and data was collected 

from 100 respondents using questionnaires, along with secondary sources. 

The findings indicate that Instagram is the most preferred platform due to its visually engaging content and 

higher user activity, making it effective for brand awareness and lead generation. In contrast, LinkedIn 

demonstrates higher credibility and professional engagement, making it more effective for building trust and 

influencing final purchase decisions. Video content, especially short-form formats like reels, was found to be 

the most impactful, while informational content and testimonials also play a key role in influencing users. 

The analysis further reveals that Instagram performs strongly in the initial stages of the marketing funnel by 

attracting attention and generating engagement, whereas LinkedIn is more effective in converting leads into 

actual customers. This highlights the complementary role of both platforms in achieving overall marketing 

success. 

In conclusion, the study suggests that businesses should adopt an integrated and platform-specific strategy by 

leveraging Instagram for engagement and LinkedIn for conversions. Focusing on high-quality content, 

customer interaction, and data-driven decision-making can significantly enhance the effectiveness of social 

media marketing campaigns and contribute to long-term business growth. 

CHAPTER 1: INTRODUCTION 

 

1.1 Introduction 

In the contemporary digital landscape, social media marketing has emerged as one of the most powerful and 

cost-effective tools for businesses to engage with customers, enhance brand visibility, and drive revenue 

growth. With billions of active users globally, platforms like Instagram and LinkedIn have transformed the 

way organizations communicate, promote, and position their products and services. 

Unlike traditional marketing channels, social media enables two-way communication, allowing businesses not 

only to broadcast messages but also to interact directly with customers through comments, messages, and 

feedback. This interaction fosters stronger relationships, builds trust, and enhances customer loyalty. 
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Additionally, social media platforms provide advanced targeting options, enabling companies to reach specific 

audiences based on demographics, interests, behavior, and professional background. 

A key advantage of social media marketing is its measurability. Organizations can track and evaluate campaign 

performance using various Key Performance Indicators (KPIs), such as: 

• Engagement Rate: Measures how actively users interact with content through likes, comments, shares, 

and saves. High engagement indicates strong audience interest and content relevance. 

• Reach: Refers to the number of unique users who have seen a particular post or campaign. It helps in 

understanding brand visibility and audience exposure. 

• Conversion Rate: Indicates the percentage of users who take desired actions, such as making a 

purchase, filling out a form, or requesting a service. It directly reflects the effectiveness of marketing efforts 

in driving business outcomes. 

Beyond these, metrics such as click-through rate (CTR), impressions, and cost per acquisition (CPA) also play 

a crucial role in evaluating campaign success. 

This study focuses on analyzing the effectiveness of social media marketing campaigns undertaken by Advaith 

Hyundai and Credvest. While Advaith Hyundai leverages visually appealing content, promotional campaigns, 

and customer testimonials to attract automobile buyers, Credvest utilizes informative content, financial 

insights, and professional engagement strategies to build trust and generate leads. 

By examining engagement, reach, and conversion metrics on Instagram and LinkedIn, this study aims to 

understand how effectively these companies utilize social media platforms to achieve marketing objectives 

such as brand awareness, customer acquisition, and revenue generation. 

 

 

1.2 Industry Profile 

The social media marketing industry has experienced rapid and continuous growth over the past decade, driven 

by increased internet accessibility, widespread smartphone adoption, and the digitalization of businesses across 

sectors. In India, the expansion of affordable data services and the rise of digital platforms have significantly 

accelerated the adoption of social media as a primary marketing channel. 

Social media marketing is now an integral part of the broader digital marketing ecosystem, which includes 

search engine marketing, email marketing, content marketing, and online advertising. Companies across 

various industries, including automotive and financial services, are increasingly investing in social media 

campaigns to remain competitive and relevant in the digital age. 

Platforms like Instagram are widely used for visual and emotional engagement, making them ideal for 

industries such as automobiles, where product aesthetics and lifestyle appeal play a crucial role. On the other 

hand, LinkedIn is a professional networking platform, making it highly effective for B2B marketing, financial 

services promotion, and thought leadership content. 

Key Characteristics of the Industry 

1. Data-Driven Decision-Making Social media marketing relies heavily on analytics tools to track user 

behavior, campaign performance, and return on investment (ROI). Businesses use insights from data to 

optimize campaigns and improve targeting accuracy. 
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2. Use of AI and Automation Advanced technologies such as artificial intelligence and machine learning 

are increasingly used for content recommendations, customer segmentation, chatbots, and predictive analytics. 

3. Shift to Digital-First Strategies Traditional advertising methods such as print and television are 

gradually being supplemented—or even replaced—by digital marketing strategies due to their cost-

effectiveness and measurable outcomes. 

4. Rise of Influencer and Content Marketing Influencer collaborations and high-quality content creation 

have become central to social media strategies. Brands partner with influencers to enhance credibility and 

expand their reach among niche audiences. 

5. Personalization and Customer-Centric Approach Modern marketing focuses on delivering 

personalized content tailored to individual user preferences, improving engagement and conversion rates. 

6. Integration with E-Commerce Social media platforms now offer features such as in-app shopping, lead 

forms, and direct messaging, enabling seamless customer journeys from discovery to purchase. 

 

 

Growth of Social Media Marketing in India 

India represents one of the fastest-growing digital markets globally. The increasing penetration of smartphones, 

the availability of low-cost internet, and growing digital literacy have contributed to the rapid expansion of 

social media usage. As a result: 

• Businesses are allocating larger portions of their marketing budgets to digital channels 

• Startups and SMEs are leveraging social media for cost-effective promotion 

• Consumers are increasingly relying on social media for product research and reviews 

For companies like Advaith Hyundai and Credvest, social media marketing offers a strategic advantage by 

enabling them to: 

• Reach targeted audiences efficiently 

• Build strong brand presence 

• Generate qualified leads 

• Enhance customer engagement and satisfaction 

In conclusion, the social media marketing industry continues to evolve rapidly, presenting both opportunities 

and challenges. Organizations that effectively leverage data, technology, and creative content will be better 

positioned to succeed in this dynamic environment. 

 

 

1.3 Company Profile 

Promoters 

Advaith Hyundai: Advaith Hyundai is promoted by experienced entrepreneurs with deep domain knowledge 

in the automobile dealership industry. The promoters bring strong expertise in sales management, customer 

relationship management, and after-sales service operations. Their strategic focus is on delivering superior 

customer experiences, maintaining transparency in dealings, and building long-term brand loyalty. Over the 
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years, their leadership has helped the organization establish a strong presence in the competitive automobile 

market. 

Credvest: Credvest is founded and managed by financial professionals and investment experts who possess 

extensive knowledge of capital markets, financial planning, and wealth management. The promoters aim to 

simplify complex financial concepts and make investment opportunities accessible to individuals across 

different income groups. Their emphasis is on leveraging digital platforms and data-driven insights to provide 

personalized financial solutions. 

 

 

Vision 

• Advaith Hyundai: To become the most trusted and customer-centric automobile dealership by 

consistently delivering high-quality products and exceptional service experiences. 

• Credvest: To empower individuals and businesses with smart, innovative, and accessible financial 

solutions that promote financial independence and wealth creation. 

Mission 

Both organizations are driven by a common mission to create value for their customers and stakeholders: 

• Deliver high-quality and reliable products/services 

• Continuously enhance customer experience through innovation and technology 

• Build long-term relationships based on trust, transparency, and satisfaction 

• Ensure sustainable growth and operational excellence 

Advaith Hyundai focuses more on customer satisfaction in sales and service, while Credvest emphasizes 

financial literacy and informed investment decisions. 

 

 

Quality Policy 

Both companies are committed to maintaining high standards of quality in their operations: 

• Strong focus on customer satisfaction and feedback mechanisms 

• Continuous improvement in service delivery processes 

• Adoption of industry best practices and regulatory compliance 

• Use of advanced tools and technologies to enhance efficiency and accuracy 

For Advaith Hyundai, quality is reflected in vehicle delivery, servicing standards, and customer support, 

whereas for Credvest, it is evident in accurate financial advice, secure transactions, and reliable digital 

platforms. 
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1.4 Products / Services Profile 

Advaith Hyundai 

Advaith Hyundai offers a comprehensive range of automobile-related products and services: 

• Sale of Vehicles Offers a wide portfolio of Hyundai cars, including hatchbacks, sedans, and SUVs, 

catering to different customer segments and price ranges. 

• After-Sales Services provides maintenance, repairs, spare parts replacement, and periodic servicing to 

ensure vehicle performance and longevity. 

• Vehicle Financing and Insurance Assists customers in availing loans through tie-ups with banks and 

financial institutions, along with insurance services for risk coverage. 

• Customer Support Services include test drives, product demonstrations, and personalized assistance 

to enhance the buying experience. 

 

 

Credvest 

Credvest provides a variety of financial and investment-related services: 

• Investment Advisory Services offers expert guidance on investment options such as mutual funds, 

stocks, and other financial instruments. 

• Portfolio Management helps clients manage and diversify their investment portfolios to maximize 

returns while minimizing risks. 

• Financial Planning Assists individuals in planning their finances, including retirement planning, tax 

planning, and wealth creation strategies. 

• Wealth Management Solutions provides customized solutions based on client goals, risk appetite, and 

financial capacity. 

• Digital Financial Services enables clients to track investments, analyze performance, and make 

informed decisions through online platforms. 

 

 

1.5 Areas of Operation 

Advaith Hyundai 

Advaith Hyundai primarily operates in urban and semi-urban markets, where demand for personal vehicles is 

high. Its operations include: 

• Showrooms located in key commercial areas 

• Service centers catering to local and nearby regions 

• Customer outreach through both offline and online channels 

• Regional marketing campaigns to attract potential buyers 

The company focuses on building strong local relationships and ensuring accessibility of services to customers 

across different locations. 
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Credvest 

Credvest operates on a digital-first model, allowing it to serve clients across India without geographical 

limitations. Its operational scope includes: 

• Online investment platforms accessible nationwide 

• Virtual financial consultations through calls and video meetings 

• Digital marketing campaigns targeting diverse customer segments 

• Remote client onboarding and service delivery 

This approach enables scalability and cost efficiency while reaching a broader audience. 

 

 

1.6 Infrastructure Facilities 

Advaith Hyundai 

Advaith Hyundai has invested significantly in physical infrastructure to enhance customer experience: 

• Modern Showrooms Well-designed showrooms with attractive layouts, digital displays, and 

interactive product demonstrations to create a premium buying experience. 

• Service Centers: Fully equipped workshops with advanced diagnostic tools, skilled technicians, and 

genuine spare parts to ensure high-quality servicing. 

• Customer Relationship Management (CRM) Systems: Efficient CRM systems to track customer 

interactions, manage leads, schedule services, and maintain customer databases. 

• Logistics and Inventory Management: Proper systems for vehicle storage, inventory tracking, and 

timely delivery to customers. 

 

 

Credvest 

Credvest relies on robust digital infrastructure to deliver seamless financial services: 

• Digital Platforms: User-friendly websites and mobile interfaces for investment tracking, portfolio 

analysis, and transaction management. 

• Secure IT Infrastructure: Advanced cybersecurity measures to protect sensitive financial data and 

ensure safe transactions. 

• Data Analytics Tools: Use of analytics software to study customer behavior, predict market trends, 

and provide personalized recommendations. 

• Cloud-Based Systems: Scalable cloud infrastructure for efficient data storage, processing, and remote 

accessibility. 
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1.7 Competitor’s Information 

In today’s highly competitive market environment, both Advaith Hyundai and Credvest operate in industries 

where competition is intense and constantly evolving. Competitor analysis is essential to understand market 

positioning, identify gaps, and develop effective marketing strategies—especially in social media marketing, 

where performance benchmarking plays a crucial role. 

 

 

Advaith Hyundai Competitors 

Advaith Hyundai faces competition from both intra-brand and inter-brand players: 

• Other Hyundai Dealerships Multiple authorized Hyundai dealers operate within the same geographic 

regions, offering similar products and services. Competition among these dealers is based on: 

o Pricing strategies 

o Customer service quality 

o Promotional campaigns 

o After-sales support 

• Dealerships of Competing Automobile Brands Major automobile manufacturers such as Maruti 

Suzuki, Tata Motors, and Kia pose significant competition. These companies: 

o Offer competitive pricing and product innovation 

o Utilize aggressive digital marketing strategies 

o Engage customers through influencer collaborations and online campaigns 

Social media platforms are widely used by these competitors to showcase new launches, customer testimonials, 

festive offers, and promotional campaigns, making it essential for Advaith Hyundai to continuously innovate 

and differentiate its marketing approach. 

 

 

Credvest Competitors 

Credvest operates in the financial services and fintech domain, where competition is driven by technology, 

trust, and user experience. 

• Wealth Management Firms: Traditional financial advisory firms provide services such as portfolio 

management, tax planning, and investment consultation. These firms often rely on: 

o Established client relationships 

o Personalized advisory services 

o Brand credibility 

• Fintech Platforms: Modern digital platforms such as Zerodha, Groww, and Upstox are major 

competitors. These platforms: 

o Offer low-cost or zero-commission trading 
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o Provide user-friendly mobile applications 

o Leverage digital marketing and educational content to attract investors 

These competitors heavily utilize Instagram and LinkedIn for financial education, product promotion, and 

customer engagement, making it crucial for Credvest to create informative, trustworthy, and engaging content 

to stand out. 

 

 

Conclusion on Competition 

Both companies operate in digitally competitive ecosystems, where success is influenced not only by 

product/service quality but also by effective social media presence, content strategy, and customer engagement 

levels. Continuous monitoring of competitor campaigns helps in improving performance and achieving a 

competitive advantage. 

 

 

1.8 SWOT Analysis 

A SWOT analysis helps in understanding the internal strengths and weaknesses, along with external 

opportunities and threats faced by the organization. 

Strengths 

• Strong Brand Association Advaith Hyundai benefits from the global reputation of Hyundai, while 

Credvest builds trust through professional financial expertise. 

• Digital Presence and Customer Engagement. An active presence on platforms like Instagram and 

LinkedIn enables both companies to connect directly with their target audience. 

• Diverse Service Offerings A wide range of products and services helps in catering to different 

customer segments and increasing market reach. 

• Data-Driven Marketing Ability to track user behavior and campaign performance enhances decision-

making and marketing effectiveness. 

 

 

Weaknesses 

• Dependence on Platform Algorithms Changes in social media algorithms can significantly impact 

content visibility and engagement. 

• Limited Control Over Organic Reach. Increasing reliance on paid promotions reduces the 

effectiveness of organic marketing efforts. 

• High Competition in Digital Space The presence of numerous competitors makes it difficult to 

capture and retain audience attention. 

• Content Saturation Overexposure to similar content can reduce user interest and engagement levels. 
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Opportunities 

• Expansion Through Targeted Campaigns. Advanced targeting tools allow businesses to reach 

specific customer segments more effectively. 

• Influencer Marketing Collaborations with influencers can increase brand credibility and expand 

audience reach. 

• Data-Driven Personalization Personalized content improves customer experience and increases 

conversion rates. 

• Emerging Digital Trends: Adoption of new features such as reels, live sessions, and interactive 

content can boost engagement. 

• Integration with E-Commerce and Lead Generation Tools. Social media platforms now provide 

direct pathways for purchases and inquiries. 

 

 

Threats 

• Changing Consumer Behavior Rapid shifts in user preferences and trends require constant 

adaptation. 

• Increasing Advertising Costs Rising competition leads to higher costs for paid promotions and 

advertisements. 

• Intense Market Competition: Both traditional and digital players are continuously improving their 

strategies. 

• Data Privacy Regulations: Stricter data protection laws may limit targeted advertising capabilities. 

• Negative Public Feedback: Poor reviews or negative comments on social media can impact brand 

image. 

 

 

1.9 Future Growth and Prospects 

The future of social media marketing for both Advaith Hyundai and Credvest is highly promising, driven by 

technological advancements and evolving consumer behavior. 

Key Growth Drivers 

• Increased Digital Adoption. More consumers are spending time online, making social media a 

primary channel for communication and marketing. 

• Advancements in AI and Automation Artificial intelligence enables predictive analytics, chatbots, 

automated responses, and personalized recommendations. 

• Growth of Video Content Short-form video content, such as reels and shorts, has become a dominant 

format for user engagement and brand storytelling. 

• Enhanced Targeting Capabilities Platforms provide sophisticated tools to target audiences based on 

behavior, interests, and demographics. 
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Future Prospects for Advaith Hyundai 

• Use Instagram to showcase vehicle features, customer testimonials, and promotional campaigns 

• Drive showroom visits and test drive bookings through targeted ads 

• Leverage location-based marketing to attract nearby customers 

• Utilize video content to enhance product visualization and customer engagement 

 

 

Future Prospects for Credvest 

• Use LinkedIn to build professional credibility and thought leadership 

• Educate investors through informative posts, webinars, and financial insights 

• Generate high-quality leads through targeted campaigns 

• Build long-term trust through consistent and transparent communication 

 

 

CHAPTER 2: 

CONCEPTUAL BACKGROUND AND LITERATURE REVIEW 

 

 

2.1 Theoretical Background of the Study 

The conceptual foundation of social media marketing is deeply rooted in established marketing and 

communication theories. These theories help explain how consumers interact with digital content, how they 

process marketing messages, and how such interactions ultimately influence their purchase decisions. In the 

context of this study on Advaith Hyundai and Credvest, these theories provide a structured framework to 

evaluate the effectiveness of campaigns in terms of engagement, reach, and conversion. 

 

 

2.1.1 AIDA Model (Attention–Interest–Desire–Action) 

The AIDA model is one of the oldest and most widely used frameworks in marketing, explaining the 

psychological journey of a consumer from initial awareness to final purchase decision. In the context of social 

media marketing, the model is highly relevant as digital platforms are designed to guide users through these 

stages seamlessly. 

• Attention: 

The first stage involves capturing the audience’s attention through visually appealing content. On platforms 

like Instagram, attention is generated through attractive images, short videos (reels), carousels, and paid 

advertisements. For automobile brands like Advaith Hyundai, showcasing new car models, festive offers, and 

customer delivery moments effectively captures attention. 

• Interest: 

Once attention is gained, the next step is to maintain interest by providing meaningful and engaging content. 

This includes detailed product videos, service explanations, customer testimonials, and informative posts. For 

Credvest, financial education content such as investment tips and market insights helps sustain user interest. 
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• Desire: 

In this stage, consumers develop a preference for the brand. Desire is built through trust-building elements 

such as influencer marketing, reviews, ratings, success stories, and brand storytelling. Emotional appeal plays 

a key role, especially in high-involvement purchases like cars and financial investments. 

• Action: 

The final stage is when the consumer takes a desired action, such as booking a test drive, submitting an inquiry, 

visiting a showroom, or signing up for a financial service. On digital platforms, this is often tracked through 

click-through rates, lead forms, and conversions. 

Thus, the AIDA model helps in understanding how social media campaigns guide potential customers from 

awareness to conversion, making it highly applicable for evaluating marketing effectiveness. 

 

 

2.1.2 Theory of Social Media Engagement 

Social media engagement theory focuses on the interaction between users and digital content. Engagement is 

not limited to passive viewing but includes active participation with brand content. 

Key engagement indicators include: 

• Likes 

• Comments 

• Shares 

• Saves 

• Click-through actions 

Engagement is considered a multidimensional concept, involving: 

• Behavioral engagement: Actions such as clicking, sharing, or purchasing 

• Emotional engagement: Feelings such as trust, excitement, or interest 

• Cognitive engagement: Thoughtful consideration of content and brand messaging 

Higher engagement levels generally indicate stronger audience connection and an increased likelihood of 

conversion. Research suggests that users who frequently engage with brand content are more likely to develop 

brand loyalty and purchase intention. 

For companies like Advaith Hyundai and Credvest, engagement serves as a direct indicator of how well their 

social media content resonates with target audiences. 

 

 

2.1.3 Uses and Gratification Theory (UGT) 

The Uses and Gratification Theory explains why individuals actively use social media platforms and what 

motivates their engagement with content. Unlike traditional media, where audiences are passive, social media 

users actively select content that satisfies their needs. 

Key motivations include: 

• Information Seeking: Users look for knowledge, updates, and insights 
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• Entertainment: Users consume engaging, entertaining, and visually appealing content 

• Social Interaction: Users engage through comments, shares, and discussions 

• Personal Identity Formation: Users express opinions and build identity through online engagement 

Different platforms serve different user needs: 

• Instagram is primarily used for entertainment, lifestyle content, and visual storytelling 

• LinkedIn is used for professional networking, career development, and industry knowledge sharing 

In the context of this study, UGT helps explain why users engage differently with Advaith Hyundai’s 

promotional content compared to Credvest’s informational and financial content. 

 

 

2.1.4 Customer Decision-Making Theory 

Customer Decision-Making Theory describes the stages a consumer goes through before making a purchase. 

Social media plays a significant role in influencing each of these stages by providing information, 

recommendations, and persuasive content. 

Stages of the Decision-Making Process: 

1. Problem Recognition The consumer identifies a need or problem (e.g., need for a car or investment 

planning). 

2. Information Search Consumers use social media platforms to explore options, compare brands, and 

read reviews. 

3. Evaluation of Alternatives Users compare different brands, such as Hyundai vs. Tata or Credvest vs. 

Zerodh, based on features, pricing, and credibility. 

4. Purchase Decision The final decision is influenced by trust-building content, promotions, and peer 

recommendations seen on social media. 

5. Post-Purchase Behavior Customers share feedback, reviews, and experiences on social platforms, 

which further influences future buyers. 

Social media significantly impacts each stage by providing real-time information, advertisements, user-

generated content, and interactive communication. This makes it a powerful tool for influencing consumer 

behavior and improving conversion rates. 

2.2 Literature Review (Elaborated with Author & Year) 

A detailed review of previous academic studies and research articles highlights the importance of social media 

marketing in improving engagement, reach, and conversion rates. These studies provide strong theoretical and 

empirical support for understanding how platforms like Instagram and LinkedIn influence consumer behavior 

and marketing performance. 
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Literature 1 (Kaplan & Haenlein, 2010) 

Kaplan and Haenlein (2010) stated that social media marketing enhances customer engagement through 

interactive and user-generated content. Their study emphasized that two-way communication strengthens 

brand relationships and increases customer loyalty. 

 

 

Literature 2 (Tuten & Solomon, 2017) 

Tuten and Solomon (2017) highlighted that engagement on platforms such as Instagram and LinkedIn is 

measured through likes, comments, shares, and other interactions, which reflect the intensity of user 

involvement with brand content. 

 

 

Literature 3 (Mangold & Faulds, 2009) 

Mangold and Faulds (2009) found that social media plays a significant role in influencing consumer purchase 

decisions by increasing brand exposure and facilitating digital word-of-mouth communication. 

 

 

Literature 4 (Li & Bernoff, 2011) 

Li and Bernoff (2011) observed that different social media platforms generate varying engagement levels, with 

LinkedIn being more effective for professional and B2B engagement compared to Instagram. 

 

 

Literature 5 (Brodie et al., 2013) 

Brodie et al. (2013) defined customer engagement as a multidimensional concept involving behavioral, 

emotional, and cognitive dimensions that contribute to stronger brand relationships. 

 

 

Literature 6 (De Vries et al., 2012) 

De Vries et al. (2012) identified likes, comments, and shares as primary indicators of social media engagement 

and emphasized their importance in measuring campaign success. 

 

 

Literature 7 (Kim & Ko, 2012) 

Kim and Ko (2012) found that social media marketing activities significantly improve brand awareness and 

strengthen customer relationships through continuous interaction and engagement. 

 

 

Literature 8 (Cvijikj & Michahelles, 2013) 

Cvijikj and Michahelles (2013) concluded that Instagram is particularly effective for visual marketing, 

especially in industries such as automobiles, where aesthetics strongly influence buying decisions. 
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Literature 9 (Kietzmann et al., 2011) 

Kietzmann et al. (2011) stated that LinkedIn is highly effective for professional networking and financial 

service marketing due to its credibility and business-oriented user base. 

 

 

Literature 10 (Stephen & Galak, 2012) 

Stephen and Galak (2012) observed that engagement rates vary across platforms due to differences in user 

intent, content format, and communication style. 

 

 

Literature 11 (Ashley & Tuten, 2015) 

Ashley and Tuten (2015) found that social media campaigns are effective in building customer trust and brand 

loyalty when content is consistent, creative, and interactive. 

 

 

Literature 12 (Lou & Yuan, 2019) 

Lou and Yuan (2019) demonstrated that influencer marketing significantly increases engagement and 

conversion rates by leveraging credibility and audience trust. 

 

 

Literature 13 (Hollebeek et al., 2014) 

Hollebeek et al. (2014) emphasized that content quality and relevance play a major role in determining 

engagement levels and customer response in social media marketing. 

 

 

Literature 14 (Auxier & Anderson, 2021) 

Auxier and Anderson (2021) reported that short-form video content, such as Instagram Reels and YouTube 

Shorts, generates higher reach and engagement compared to static content formats. 

 

 

Literature 15 (Chaffey, 2019) 

Chaffey (2019) highlighted that data analytics is essential in optimizing social media campaigns and improving 

conversion rates through performance tracking and optimization. 

 

 

Literature 16 (Gillespie, 2014) 

Gillespie (2014) explained that social media platforms use algorithmic systems that influence content visibility, 

organic reach, and audience targeting. 
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Literature 17 (Banyte & Dovaliene, 2014) 

Banyte and Dovaliene (2014) found that customer engagement is closely linked to brand loyalty and long-term 

customer retention in digital marketing environments. 

 

 

Literature 18 (Hanna, Rohm & Crittenden, 2011) 

Hanna et al. (2011) emphasized that combining paid and organic marketing strategies leads to better reach, 

engagement, and conversion outcomes. 

 

 

Literature 19 (Trainor et al., 2014) 

Trainor et al. (2014) stated that real-time customer feedback on social media helps organizations improve 

services and refine marketing strategies effectively. 

 

 

Literature 20 (Stelzner, 2020) 

Stelzner (2020) found that integrated digital marketing strategies combining Instagram and LinkedIn 

significantly improve overall campaign effectiveness and return on investment (ROI). 

 

 

2.3 Research Gap 

Despite the growing body of literature on social media marketing, there remain several important gaps that 

limit a complete understanding of how platforms like Instagram and LinkedIn contribute to measurable 

business outcomes such as engagement, reach, and conversion rates. These gaps are particularly evident when 

examining sector-specific applications in automobile dealerships and financial services. 

1. Limited Comparative Studies between Instagram and LinkedIn Performance 

Most existing studies treat social media platforms in isolation rather than comparing their effectiveness across 

different business contexts. There is a lack of detailed comparative analysis between Instagram and LinkedIn 

in terms of performance metrics such as engagement rate, reach, and conversion effectiveness. 

This gap is particularly significant for businesses like Advaith Hyundai and Credvest, where Instagram is 

primarily used for visual branding and LinkedIn for professional and lead-generation activities. A comparative 

study is necessary to understand which platform delivers better ROI for specific objectives. 

 

 

2. Lack of Focused Research on Conversion Rate Effectiveness in Dealership-Based Marketing 

While many studies focus on engagement and brand awareness, relatively few examine conversion rate 

effectiveness, especially in automobile dealership marketing. Conversion in this context includes actions such 

as: 

• Booking a test drive 

• Visiting a showroom 

• Submitting inquiries 
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• Completing a purchase 

There is limited research on how social media campaigns translate digital engagement into actual offline sales, 

particularly in dealership-based business models like Advaith Hyundai. 

 

 

3. Insufficient Studies on Financial Service Marketing Using Engagement Metrics 

In the financial services sector, platforms like Credvest face unique challenges related to trust, credibility, and 

regulatory constraints. However, there is a lack of focused academic research analyzing how engagement 

metrics (likes, shares, comments, click-throughs) directly impact: 

• Lead generation 

• Investment inquiries 

• Client acquisition 

This creates a gap in understanding how social media marketing contributes to financial decision-making 

behavior. 

 

 

4. Overemphasis on Engagement with Limited End-to-End Conversion Analysis 

Most existing literature emphasizes engagement metrics such as likes, shares, and comments, but fails to 

analyze the complete marketing funnel: 

Engagement → Interest → Lead Generation → Conversion → Sales 

This gap is critical because high engagement does not always translate into actual business outcomes. There is 

limited research connecting digital engagement with final purchase behavior, especially in real-world 

commercial settings. 

 

 

5. Lack of Real-Time Data-Based Evaluation in Regional Indian Companies 

A significant portion of existing research is based on global or large multinational datasets. There is limited 

empirical research focusing on regional Indian companies operating in specific markets. 

Companies like Advaith Hyundai and Credvest require localized insights because customer behavior in Indian 

markets is influenced by: 

• Price sensitivity 

• Regional preferences 

• Trust-based decision-making 

• Digital literacy levels 

This gap highlights the need for real-time, region-specific analysis of social media campaign performance. 
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6. Limited Integration of Engagement, Reach, and Conversion Metrics 

Most studies analyze engagement, reach, and conversion separately rather than integrating them into a single 

analytical framework. This creates a fragmented understanding of campaign performance. 

There is a need for a holistic evaluation model that simultaneously assesses: 

• Engagement efficiency (user interaction quality) 

• Reach effectiveness (audience exposure) 

• Conversion performance (business outcomes) 

Such integration is essential for accurately measuring the effectiveness of social media marketing campaigns. 

CHAPTER 3: 

RESEARCH DESIGN 

 

3.1 Statement of the Problem 

In the present highly digitalized business environment, social media marketing has become an essential 

strategic tool for organizations to promote their products, build brand awareness, and influence customer 

purchase decisions. Businesses are increasingly relying on platforms such as Instagram and LinkedIn to reach 

targeted audiences cost-effectively and interactively. 

Despite the widespread adoption of these platforms, many organizations still face a major challenge: measuring 

the actual effectiveness of their social media marketing campaigns. While digital platforms provide a large 

amount of data in the form of likes, shares, comments, impressions, and clicks, converting this data into 

meaningful business insights remains complex. 

Companies such as Advaith Hyundai and Credvest actively invest in social media campaigns to promote their 

services, attract potential customers, and strengthen their digital presence. However, there is still uncertainty 

regarding how effectively these campaigns translate into tangible business outcomes, such as: 

• Increased engagement with target audiences 

• Wider reach across potential customer segments 

• Higher conversion rates, including inquiries, leads, showroom visits, and service sign-ups 

Additionally, businesses often struggle to understand whether their marketing efforts on Instagram and 

LinkedIn are truly contributing to revenue generation or merely generating visibility without meaningful 

customer action. 

Therefore, the core problem addressed in this study is: 

To evaluate the effectiveness of social media marketing campaigns in terms of engagement, reach, and 

conversion rates on Instagram and LinkedIn for Advaith Hyundai and Credvest. 

This study aims to bridge the gap between digital activity metrics and actual business performance by 

providing a structured analysis of campaign effectiveness. 
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3.2 Need for the Study 

The need for this study arises from the increasing importance of digital transformation and social media-driven 

marketing strategies in modern business environments. Organizations are now shifting from traditional 

marketing methods to data-driven digital approaches, making it essential to evaluate their effectiveness 

systematically. 

Key Reasons for Conducting the Study 

• Growing Use of Social Media for Business Promotion. Social media platforms have become primary 

channels for marketing communication. Businesses depend heavily on them to promote products, engage 

customers, and build brand identity. 

• Lack of Clear Measurement of Campaign Effectiveness Although platforms provide analytics data, 

many organizations struggle to interpret whether high engagement truly leads to business outcomes like sales 

or lead generation. 

• Understanding Customer Behavior in Digital Environments. Customers interact differently on various 

platforms. Understanding how users behave on Instagram versus LinkedIn helps businesses tailor their 

marketing strategies effectively. 

• Importance of Platform Comparison (Instagram vs LinkedIn) Different platforms serve different 

purposes—Instagram is more visual and consumer-focused, while LinkedIn is professional and B2B-oriented. 

A comparative analysis helps identify which platform performs better for specific objectives. 

• Requirement for Data-Driven Marketing Decisions Modern marketing requires organizations to rely 

on analytics rather than assumptions. This study supports decision-making by evaluating measurable 

performance indicators such as engagement, reach, and conversion. 

• Increasing Competition in the Automobile and Financial Service Industries. Both industries are highly 

competitive, with multiple brands competing for customer attention. Effective social media strategies are 

essential for maintaining a competitive advantage. 

Significance of the Study 

This study is important because it helps organizations like Advaith Hyundai and Credvest understand: 

• Which platform generates better customer response 

• How social media engagement influences business outcomes 

• How to improve digital marketing strategies for higher efficiency and ROI 

Ultimately, the study provides insights that can help businesses optimize their marketing efforts and improve 

overall performance in the digital marketplace. 

 

 

3.3 Objectives of the Study 

The objectives of this study are framed to systematically evaluate the effectiveness of social media marketing 

campaigns, particularly focusing on how digital interactions translate into measurable business outcomes for 

organizations such as Advaith Hyundai and Credvest. 
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Main Objectives 

• To analyze the effectiveness of social media marketing campaigns. This objective focuses on 

understanding how well marketing campaigns perform in achieving their intended goals, such as brand 

awareness, customer engagement, and lead generation. 

• To measure engagement levels on Instagram and LinkedIn. This involves evaluating user interactions 

such as likes, comments, shares, saves, and clicks to determine how actively audiences engage with content 

on Instagram and LinkedIn. 

• To evaluate the reach achieved through social media campaigns. This objective assesses the number 

of unique users exposed to marketing content, helping to understand the visibility and awareness generated by 

campaigns. 

• To assess conversion rates from social media interactions. This focuses on identifying how many users 

take meaningful actions such as inquiries, bookings, registrations, or purchases after engaging with social 

media content. 

• To compare the performance of the Instagram and LinkedIn platforms. This objective helps identify 

which platform delivers better results in terms of engagement, reach, and conversion for different types of 

marketing content. 

• To study customer response towards digital marketing strategies. This involves analyzing how 

customers react to online campaigns, including feedback, sentiment, and behavioral responses. 

• To provide suggestions for improving social media marketing effectiveness. Based on findings, the 

study aims to recommend strategies to improve content quality, targeting, engagement, and conversion 

performance. 

 

 

3.4 Scope of the Study 

The scope of this study defines the boundaries within which the research is conducted, focusing on specific 

platforms, industries, and performance indicators. 

Inclusions 

• The study focuses on social media marketing campaigns of Advaith Hyundai and Credvest. 

• It specifically analyzes two major platforms: Instagram and LinkedIn. 

• The evaluation is based on key performance indicators such as: 

o Engagement rate 

o Reach 

o Conversion rate 

• The study is limited to online marketing activities and digital customer interactions. 

• It covers two major sectors: 

o Automobile dealership industry 

o Financial services industry 
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Exclusions 

• The study does not include other digital marketing channels such as: 

o Search Engine Optimization (SEO) 

o Email marketing 

o WhatsApp marketing 

• Offline marketing activities such as print media, television advertisements, and outdoor campaigns are 

not considered in detail. 

• The study does not cover deep financial auditing or operational performance of the companies. 

 

 

3.5 Research Methodology 

The research methodology explains the systematic approach used to conduct the study and analyze data. 

Research Design 

This study adopts a descriptive research design, which is used to describe and analyze existing phenomena 

without manipulating variables. It focuses on evaluating social media marketing performance based on 

available data and observations. 

 

 

Data Collection Methods 

Primary Data 

Primary data is collected directly from respondents and users through: 

• Structured questionnaires 

• Online surveys 

• Feedback from social media users (where applicable) 

This helps in understanding customer perception, engagement behavior, and response to campaigns. 

Secondary Data 

Secondary data is collected from: 

• Official company websites of Advaith Hyundai and Credvest 

• Social media analytics (Instagram and LinkedIn insights) 

• Research journals and academic papers 

• Industry reports and articles on digital marketing 

Tools and Techniques Used 

The following tools are used for analysis: 

• Percentage analysis for data interpretation 
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• Comparative analysis between Instagram and LinkedIn 

• KPI-based evaluation (Engagement, Reach, Conversion) 

• Graphical representation 

Sampling Method 

The study uses: 

• Convenience sampling or simple random sampling, depending on data availability 

This ensures ease of data collection and practical feasibility. 

 

 

Sample Size 

The sample size is generally: 

• 100 respondents 

 

 

3.6 Hypotheses of the Study 

Hypotheses are formulated to test the relationship between social media marketing performance and platform 

effectiveness. 

Main Hypothesis 

• H0 (Null Hypothesis): There is no significant difference in the effectiveness of social media marketing 

campaigns between Instagram and LinkedIn for Advaith Hyundai and Credvest. 

• H1 (Alternative Hypothesis): There is a significant difference in the effectiveness of social media 

marketing campaigns between Instagram and LinkedIn for Advaith Hyundai and Credvest. 

 

 

3.7 Limitations of the Study 

Every research study has certain limitations that affect the scope and interpretation of results. 

• The study is limited to selected platforms such as Instagram and LinkedIn only. 

• Accuracy of findings depends on the availability and reliability of secondary data sources. 

• The sample size is relatively limited, which may affect the generalization of results. 

• Time constraints restrict the ability to conduct long-term or longitudinal analysis of campaigns. 

• Social media algorithms frequently change, which may impact engagement, reach, and conversion 

patterns. 

• The study focuses only on two companies—Advaith Hyundai and Credvest—and therefore, results 

may not be universally applicable to all industries or organizations. 
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CHAPTER 4: 

ANALYSIS AND INTERPRETATION 

 

 

Percentage analysis for data interpretation: 

1. Demographic Profile 

This section defines who your respondents are. Understanding the background of the users helps interpret why 

certain platforms or content types are preferred. 
 

Category Segment Percentage (%) 

Gender Female 52% 

 Male 48% 

Age Group Below 20 18% 

 21–30 25% 

 31–40 22% 

 41–50 15% 

 Above 50 20% 

Education Postgraduate 34% 

 Undergraduate 31% 

 Diploma/Others 35% 

 

Interpretation: Your audience is relatively balanced in gender, with a strong tilt toward highly educated 

individuals (65% have a degree or higher). 

2. Platform Usage & Purpose 

This analysis reveals which platforms dominate and why users are logging on. 

Primary Platform Preference 

• Instagram: 38% 

• LinkedIn: 32% 

• Facebook: 20% 

• Others: 10% 

Purpose of Use 

• Entertainment: 35% 

• Information/News: 28% 
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• Shopping/Product Research: 22% 

• Business/Networking: 15% 

Interpretation: Instagram is the leading platform, likely driven by the 35% of users seeking entertainment. 

However, the high usage of LinkedIn (32%) aligns with the "Information" and "Networking" needs of the 

professional demographic identified in the education section. 

 

 

3. Engagement & Content Effectiveness 

This section measures how users interact with brands and what content triggers action. 

Content Type Preference 

• Videos/Reels: 42% 

• Informational posts: 25% 

• Images: 18% 

• Testimonials/Reviews: 15% 

Action Taken After Seeing a Brand Post 

• Like/Comment: 40% 

• Visit Website: 25% 

• Enquire: 20% 

• No Action: 15% 

Interpretation: Videos/Reels are the clear winner for engagement (42%). While "Like/Comment" is the most 

common reaction, a significant 45% of users are taking high-intent actions (visiting websites or enquiring), 

showing that social media is a strong conversion tool for this group. 

 

 

4. Platform Comparison & Trust 

How do users perceive the effectiveness of specific platforms? 

Platform Perceived as Most Effective 

• Instagram: 45% 

• LinkedIn: 35% 

• Both equally: 20% 

Trust Levels 

• Very Trustworthy / Trustworthy: 55% 

• Neutral: 30% 

• Not Trustworthy: 15% 
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Interpretation: While Instagram is seen as more "effective" for general content, the trust rating is moderately 

high at 55%. The 15% "Not Trustworthy" segment suggests a need for brands to focus on authenticity to win 

over skeptical users. 

 

 

Comparative analysis between Instagram and LinkedIn: 

1. User Intent and Purpose 

While Instagram is traditionally seen as an entertainment hub, this specific respondent group uses it heavily 

for information and networking. LinkedIn, conversely, shows a surprising trend towards product research. 
 

Feature Instagram Primary Users LinkedIn Primary Users 

Top Purpose Information/News (35.3%) Shopping/Product Research (36.4%) 

 

Secondary Purpose 

 

Networking & Shopping (29.4% each) 

 

Entertainment & Networking (22.7% each) 

 

• Insight: Instagram users in this sample are more "utilitarian" (seeking news and networking) than the 

general market trend, whereas LinkedIn users are actively using the platform to research products. 

 

 

2. Content Preferences 

The types of content that resonate most differ significantly between the two platforms. 

• Instagram: Users are most influenced by Testimonials and Reviews (41.2%) and Informational posts 

(35.3%). They value social proof and educational content over pure visuals. 

• LinkedIn: Despite being a text-heavy platform, these users prefer Images (40.9%) and Videos/Reels 

(27.3%), suggesting that visual storytelling is a powerful way to stand out in a professional feed. 

 

 

3. Trust and Satisfaction 

There is a clear gap in how users perceive the credibility and value of these platforms. 
 

Metric Instagram LinkedIn 

High Trust (Trustworthy + Very Trustworthy) 29.4% 54.5% 

High Satisfaction (Satisfied + Very Satisfied) 41.2% 45.5% 
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Very Satisfied (Individual Rating) 5.9% 31.8% 

 

• Insight: LinkedIn enjoys a significantly higher level of trust and deep satisfaction (31.8% "Very 

Satisfied"). Instagram faces a "trust deficit" in this group, with 23.5% labeling it as "Not Trustworthy." 

 

 

4. Behavioral Actions 

What do users do after seeing a brand post? 

• Instagram Engagement: Leads to high-intent "soft" conversions. 29.4% will Enquire about a product, 

and 23.5% will Like/Comment. 

• LinkedIn Engagement: Leads to "social amplification." The most common actions are Like/Comment 

(22.7%) and Share (22.7%). Website visits (18.2%) are also higher than on Instagram. 

 

 

5. Demographic Skew 

• LinkedIn: Has a much more mature audience profile in this survey, with over 63% of users falling into 

the 31–40 or above 50 age categories. 

• Instagram: Shows a more balanced distribution across all age groups, with roughly 17%–23% 

representation in every bracket from "Below 20" to "Above 50." 

 

 

Final Comparison Summary 
 

Comparison Point Instagram LinkedIn 

Best For Direct Enquiries & Reviews Brand Awareness & Trust 

Content Key Social Proof (Testimonials) Visuals in a Professional Context 

User Sentiment Mixed/Neutral Trust High Trust & Satisfaction 

Target Audience All age groups (Universal) Professionals & Mature Users (30+) 

 

KPI-based evaluation (Engagement, Reach, Conversion): 
 

 

KPI Metric Instagram LinkedIn Leading Platform 

Reach Index (Active Usage) 76.47% 50.00% Instagram 
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Engagement Score (1-5) 2.94 2.82 Instagram 

Social Interaction Rate 41.18% 45.45% LinkedIn 

Conversion Action Rate 41.18% 36.36% Instagram 

Direct Action Success 29.41% 59.09% LinkedIn 

 

 

 

 

1. Reach & Frequency (Visibility) 

• Instagram (76.47%): This platform has the highest "Active Reach." Over three-quarters of its users 

visit daily or weekly, meaning brands have a much higher chance of their content being seen frequently. 

• LinkedIn (50.00%): Half of the users are "occasional" visitors. While reach is lower, it is more targeted 

toward professional hours. 

2. Engagement (Interaction Quality) 

• Social Interaction: LinkedIn leads here (45.45%). Users on LinkedIn are more likely to perform "high-

value" engagement like Sharing or Commenting, which helps in organic distribution. 

• Overall Engagement: Instagram has a slightly higher engagement score (2.94 vs 2.82), suggesting that 

while LinkedIn users share more, Instagram users interact more consistently across a wider range of posts. 

 

 

3. Conversion (Lead Generation & Sales) 

• Conversion Actions: Instagram leads in specific high-intent actions like "Enquiring" or "Visiting 

Website" (41.18%). This suggests Instagram is highly effective for the "Discovery-to-Interest" phase. 
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• Action Success: Interestingly, LinkedIn users reported a much higher rate of actually "Taking Action" 

(59.09%) after seeing a post. 

• Interpretation: Instagram is better at generating volume (enquiries), but LinkedIn leads in finality 

(users who say they actually completed a transaction or decision). 

Summary Evaluation 

• For Brand Awareness (Reach): Choose Instagram. Its high frequency of use ensures consistent brand 

touchpoints. 

• For Authority & Advocacy (Engagement): Choose LinkedIn. The higher sharing rate (22.7% vs 

Instagram's 17.6%) means your audience acts as your promoters. 

• For Sales/Leads (Conversion): Use Instagram for the initial enquiry/traffic, but leverage LinkedIn for 

high-trust conversions where the user is more likely to follow through. 

Graphical Representation: 
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The graphical analysis of your survey data provides a visual breakdown of user preferences and a side-by-side 

performance comparison between Instagram and LinkedIn. 

1. Platform & Usage Trends 

• Platform Preference: While the survey shows a diverse range of platforms, Instagram and LinkedIn 

emerge as core favorites among users identifying a primary platform. 

• Purpose of Use: Most users interact with social media for Information/News and Shopping/Product 

Research, rather than purely for entertainment. This signals a highly intentional user base. 

• Trust Levels: Approximately 55% of respondents fall into the "Trustworthy" or "Very Trustworthy" 

categories, though a significant 30% remains neutral, highlighting the importance of brand transparency. 

2. KPI Evaluation (Instagram vs. LinkedIn) 

The KPI comparison chart highlights the strengths of each platform across the marketing funnel: 

• Instagram excels in the Reach Index (76.5%), making it the superior platform for top-of-funnel 

visibility and brand awareness. 

• LinkedIn outperforms in Direct Action Success (59.1%), suggesting that while fewer users might 

interact with a post, those who do are far more likely to complete a conversion (like a purchase or sign-up). 

• Social Interaction is remarkably competitive on both, with LinkedIn slightly ahead, proving it is no 

longer just a "passive" professional network. 
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3. Content Strategy 

The Content Type Preference chart shows that Testimonials/Reviews and Informational Posts are the most 

valued by users. For brands, this means moving beyond aesthetic photos and focusing on social proof and 

educational value to drive engagement. 

CHAPTER 5: 

FINDINGS, CONCLUSION AND SUGGESTIONS 

 

 

5.1 SUMMARY OF FINDINGS 

Based on the detailed analysis and interpretation of data collected from 100 respondents, this study provides 

valuable insights into the effectiveness of social media marketing campaigns on Instagram and LinkedIn for 

Advaith Hyundai and Credvest. The findings highlight user behavior, platform performance, content 

effectiveness, and conversion patterns. 

 

 

1. Platform Preference 

The study reveals that Instagram is the most preferred social media platform among respondents. This 

preference is primarily due to its visually rich interface, ease of use, and engaging content formats such as 

reels, stories, and interactive posts. Users are naturally attracted to visually appealing content, which makes 

Instagram highly effective for capturing attention and increasing engagement. 

At the same time, LinkedIn also shows significant usage, particularly among working professionals and 

individuals interested in business-related content. It serves as a platform for networking, knowledge sharing, 

and professional development. This indicates that while Instagram dominates in terms of popularity and 

engagement, LinkedIn holds a strong position in delivering value-driven and professional content. 

 

 

2. User Demographics 

The demographic profile of respondents indicates that the majority are well-educated, with a large proportion 

holding undergraduate and postgraduate qualifications. This suggests that the sample consists of informed and 

digitally literate individuals who are capable of critically evaluating marketing content. 

Additionally, the gender distribution is relatively balanced, which ensures that the findings are not biased 

toward a particular group. The presence of respondents across different age groups further strengthens the 

reliability of the study, as it captures diverse perspectives and usage patterns across generations. 

 

 

3. Purpose of Social Media Usage 

The study shows that users engage with social media for multiple purposes, with entertainment and information 

being the primary drivers. A significant percentage of respondents use platforms to stay updated with news, 

trends, and industry-related information. 

Moreover, a notable portion of users utilize social media for product research and business networking. This 

indicates a shift from passive consumption to active usage, where users rely on social media platforms to make 
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informed decisions. For companies like Advaith Hyundai and Credvest, this highlights the importance of 

providing informative and value-driven content. 

 

 

4. Content Effectiveness 

Content plays a crucial role in determining the success of social media campaigns. The findings clearly indicate 

that video content, especially short-form videos such as reels, is the most effective format in terms of 

engagement. 

Videos are more dynamic, visually appealing, and easier to consume, making them highly effective in capturing 

user attention. In addition, informational posts and customer testimonials also contribute significantly to 

influencing user decisions. Testimonials build trust through social proof, while informational content educates 

users and helps them make better decisions. 

This suggests that a balanced content strategy combining entertainment, information, and credibility is 

essential for effective marketing. 

 

 

5. Engagement Behavior 

The analysis shows that most users engage with social media content through basic interactions such as likes 

and comments. These actions indicate initial interest and engagement with the content. 

However, a significant number of users go beyond basic engagement and take meaningful actions such as 

visiting websites, exploring products, and making enquiries. This demonstrates that social media is not just a 

platform for interaction but also a powerful tool for driving customer actions and generating leads. 

The presence of such high-intent engagement highlights the potential of social media marketing in influencing 

customer behavior. 

 

 

6. Conversion Insights 

One of the key findings of the study is the difference in conversion patterns between Instagram and LinkedIn. 

Instagram is highly effective in generating engagement and attracting potential customers at the initial stage. 

It helps in creating awareness and generating interest among users. 

On the other hand, LinkedIn plays a more significant role in the final stages of the conversion process. Due to 

its professional nature and higher trust levels, users are more likely to take serious actions such as inquiries, 

sign-ups, or purchases after interacting with LinkedIn content. 

This indicates that Instagram is more effective in lead generation, while LinkedIn is more effective in lead 

conversion. 

 

 

7. Trust and Credibility 

Trust is a critical factor in determining the effectiveness of social media marketing. The study reveals that users 

perceive LinkedIn as more trustworthy compared to Instagram. This is mainly because LinkedIn is associated 

with professional content, verified profiles, and credible information. 
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In contrast, Instagram, while highly engaging, faces challenges related to authenticity and reliability of content. 

A considerable portion of users remains neutral, indicating that brands need to focus more on building trust 

and credibility through transparent and authentic communication. 

For financial services like Credvest, trust becomes even more important, as customers are highly cautious 

when making financial decisions. 

 

 

8. Comparative Performance 

The comparative analysis highlights that both platforms have their own strengths and play different roles in 

the marketing funnel. 

• Instagram performs better in terms of reach and visibility, making it ideal for brand awareness and 

attracting a large audience. 

• LinkedIn performs better in professional engagement, trust building, and decision-making, making it 

suitable for high-value conversions. 

This clearly indicates that neither platform alone is sufficient for achieving complete marketing effectiveness. 

Instead, a combined strategy leveraging the strengths of both platforms can deliver better results. 

 

 

5.2 CONCLUSION 

The present study clearly establishes that social media marketing has become a powerful and indispensable 

tool in influencing customer behavior, particularly in terms of engagement, reach, and conversion outcomes. 

Platforms such as Instagram and LinkedIn play a crucial role in shaping how businesses communicate with 

their target audience and achieve marketing objectives. 

The findings indicate that Instagram is highly effective in the initial stages of the marketing funnel, where the 

primary goal is to create awareness and capture user attention. Its visually appealing features, including reels, 

stories, and interactive posts, make it an ideal platform for engaging a wide audience. Instagram helps 

businesses generate interest, increase brand visibility, and attract potential customers through creative and 

engaging content strategies. 

In contrast, LinkedIn proves to be more effective in the later stages of the customer decision-making process. 

It serves as a platform for building trust, credibility, and professional relationships. Users on LinkedIn are more 

inclined toward meaningful interactions and informed decision-making, which results in higher-quality leads 

and better conversion outcomes. This makes LinkedIn particularly valuable for industries that rely on trust and 

information, such as financial services. 

For organizations like Advaith Hyundai and Credvest, the study highlights the importance of adopting a dual-

platform strategy. Instagram can be effectively utilized to generate traffic, increase engagement, and create 

brand awareness, while LinkedIn can be leveraged to nurture leads, build credibility, and convert prospects 

into customers. 

Furthermore, the study emphasizes that the overall effectiveness of social media marketing is not determined 

by platform usage alone, but by several critical factors, including: 

• The quality and relevance of content shared with the audience 

• The ability to engage users consistently 
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• The use of data-driven strategies to monitor and optimize performance 

• Alignment of marketing efforts with customer needs and expectations 

In conclusion, businesses that strategically integrate Instagram and LinkedIn into their marketing efforts, while 

focusing on content quality, customer engagement, and trust-building, are more likely to achieve sustainable 

growth and competitive advantage in the digital marketplace. 

 

 

5.3 SUGGESTIONS / RECOMMENDATIONS 

Based on the findings of the study, several strategic recommendations are proposed to enhance the 

effectiveness of social media marketing campaigns on Instagram and LinkedIn for organizations such as 

Advaith Hyundai and Credvest. 

1. Focus on Video Content 

Video content has emerged as the most engaging and impactful format in social media marketing. Businesses 

should prioritize short-form videos such as reels, product demos, behind-the-scenes clips, and customer 

experience videos. 

These formats are highly effective in capturing attention quickly and increasing user retention. Creative 

storytelling, high-quality visuals, and emotionally appealing content can significantly improve engagement 

rates and brand recall. 

 

 

2. Platform-Specific Strategy 

A tailored approach should be adopted for each platform based on its strengths and user behavior. 

• Instagram should be used for brand awareness, promotional campaigns, product showcases, and lead 

generation through visually engaging content. 

• LinkedIn should be utilized for professional communication, knowledge sharing, thought leadership, 

and building trust with potential customers. 

By aligning content strategy with platform characteristics, businesses can maximize effectiveness and return 

on investment. 

 

 

3. Improve Content Quality 

Content quality plays a crucial role in influencing customer perception and engagement. Organizations should 

focus on creating content that is: 

• Informative and educational 

• Relevant to customer needs 

• Visually appealing and easy to understand 

Incorporating testimonials, customer reviews, success stories, and case studies helps build credibility and trust, 

especially for high-involvement products and services. 
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4. Enhance Customer Engagement 

Active interaction with customers is essential for building strong relationships and improving brand loyalty. 

Businesses should: 

• Respond promptly to comments, messages, and enquiries 

• Encourage participation through interactive features such as polls, quizzes, live sessions, and Q&A 

• Create community-driven content to increase user involvement 

Higher engagement not only improves visibility but also strengthens the emotional connection between the 

brand and its audience. 

 

 

5. Strengthen Trust and Transparency 

Trust is a critical factor, particularly for financial services like Credvest. Companies should focus on: 

• Sharing accurate, authentic, and transparent information 

• Avoiding exaggerated or misleading advertisements 

• Clearly communicating product features, pricing, and benefits 

Providing educational content and addressing customer concerns openly can significantly enhance credibility 

and long-term customer relationships. 

 

 

6. Utilize Data Analytics 

Data-driven decision-making is essential for optimizing social media performance. Organizations should: 

• Regularly track key performance indicators such as engagement rate, reach, click-through rate, and 

conversion rate 

• Analyze user behavior and content performance 

• Use insights to refine targeting, content strategy, and campaign timing 

Advanced analytics tools can help identify trends, measure ROI, and improve overall marketing efficiency. 

 

 

7. Integrate Marketing Strategies 

An integrated marketing approach combining Instagram and LinkedIn campaigns can yield better results. 

Businesses should ensure: 

• Consistent branding, messaging, and tone across platforms 

• Cross-promotion of content to maximize reach 

• Alignment of campaigns with overall marketing objectives 

Integration helps create a seamless customer journey from awareness to conversion. 
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8. Leverage Influencer Marketing 

Collaborating with influencers can significantly enhance reach, credibility, and engagement. Companies 

should: 

• Partner with influencers who align with their brand values and target audience 

• Use micro-influencers for niche targeting and higher engagement 

• Focus on authentic collaborations rather than purely promotional content 

Influencer marketing helps build trust through social proof and peer recommendations. 

 

9. Optimize Lead Conversion 

Generating leads is only the first step; converting them into customers is equally important. Businesses should: 

• Simplify enquiry forms and contact processes 

• Provide clear call-to-action (CTA) in posts and advertisements 

• Ensure quick and effective follow-up on leads 

Efficient lead management systems can improve conversion rates and customer satisfaction. 

 

 

10. Continuous Improvement 

The social media landscape is dynamic and constantly evolving. Organizations must: 

• Stay updated with the latest trends, features, and algorithm changes 

• Experiment with new content formats such as live videos, stories, and interactive posts 

• Continuously evaluate and improve marketing strategies 

A flexible and adaptive approach ensures long-term success in digital marketing. 
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