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ABSTRACT 

 

The quick development of digital technologies has completely changed how businesses deal with clients and maintain 

long-term partnerships. Because social media platforms facilitate direct communication, participation, and feedback 

between organizations and consumers, they have become indispensable tools for Customer Relationship Management 

(CRM). This study looks at how social media interactions affect Gomti Nagar, Lucknow inhabitants' customer 

relationship management. A descriptive and analytical research design was employed. A structured questionnaire 

disseminated via Google Forms was used to gather primary data from 100 respondents. The data was analyzed using a 

variety of statistical techniques, including graphical interpretation and percentage analysis. 

The results show that brand loyalty, buying decisions, and customer engagement are all greatly impacted by social 

media. Consumers are more satisfied and trusting when they engage with brands on social media. The study highlights 

how crucial social media tactics are to enhancing client interactions and preserving enduring brand loyalty in the 

online marketplace. 

 

Keywords: digital communication, customer engagement, social media marketing, customer relationship 

management, and brand loyalty. 

 

 

INTRODUCTION 

 

The business environment and how companies engage with their clients have been profoundly altered by the 

development of digital communication tools. Social media sites like Facebook, Instagram, Twitter, and WhatsApp 

have become effective tools that let companies interact directly and instantly with their clients. Maintaining client 

databases and handling sales contacts were the primary goals of traditional customer relationship management 

(CRM) systems. However, by facilitating two-way communication between businesses and clients, social media's 

growth has broadened the application of CRM. These days, companies utilize social media platforms for more than 

just product promotion; they also use them to get customer feedback, answer questions, and establish trusting 

relationships. 

Customers are becoming active participants in brand communication rather than only passive users of marketing 

messages thanks to social media. Consumers can now instantaneously share their experiences, thoughts, and reviews, 

impacting other customers' impressions and decisions to buy. For businesses looking to keep a competitive edge, it is 

therefore essential to comprehend how social media interactions affect customer relationship management. The 

purpose of this study is to investigate how social media use affects consumer loyalty, satisfaction, and purchasing 

patterns. 

 

LITERATURE REVIEW 

 

As a tactic for building enduring relationships with clients, customer relationship management has been extensively 

researched. CRM is a company approach that focuses on generating value for consumers through individualized 

communication and relationship building, according to Kotler (2002). The idea of Social CRM, which combines 

social media platforms with conventional CRM systems, was first presented by Greenberg (2010). He claims that 

social media enables businesses to communicate with clients in an open and cooperative setting. 

 

https://ijsrem.com/


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

                       Volume: 10 Issue: 03 | March - 2026                            SJIF Rating: 8.659                                     ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM57489                                          |        Page 2 
 

In order to explain how social media works through components including identification, sharing, conversations, 

connections, reputation, and groups, Kietzmann et al. (2011) presented the Honeycomb Framework. This framework 

demonstrates how social media can be utilized to improve consumer interaction. 

According to Chaffey and Ellis-Chadwick (2019), social media communication must be incorporated into digital 

marketing plans to enhance consumer engagement and brand loyalty. According to their research, businesses who 

engage with their clients on social media have better client connections. There is little empirical study on how social 

media interactions affect customer relationship management among urban consumers, despite the fact that 

numerous studies emphasize the advantages of social media for customer engagement. This study uses survey-based 

analysis to try to close this gap. 

 

RESEARCH METHODOLOGY 

 

Research Design 

 

The study examines how social media affects customer relationship management using a descriptive research design. 

Data Collection 

 

A structured questionnaire disseminated via Google Forms was used to gather primary data. Likert scale statements 

and multiple-choice questions were used in the survey to gauge social media customer engagement, contentment, and 

loyalty. 

Secondary data was gathered from books, journals, research papers, and internet sources pertaining to CRM and social 

media marketing. 

Sample Size and technique 

 

Respondents were chosen by convenience sampling. One hundred respondents from various age groups and 

professional backgrounds from Gomti Nagar, Lucknow, made up the final sample. 

Instruments for Analysis 

 

The following statistical tools were used to examine the gathered data: 

 

1. Analysis of Percentages 

2. Pie charts and bar graphs are examples of graphical representation. 

3. Comparative Evaluation of Responses 

 

These tools made it easier to understand how consumers perceived their interactions with brands on social media. 
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DATA ANALYSIS AND RESULTS 

 

 

The comprehensive demographic and behavioral analysis of the 100 respondents in Gomti Nagar reveals a 

predominantly young, male-tilted, and digitally active sample, with 58% males and 77% of the total population 

falling under the age of 35. This young profile is heavily influenced by the concentration of educational institutions 

and the commercial hub of Vibhuti Khand (22%), resulting in students (38%) and private-sector employees (32%) 

forming the bulk of the occupational data. Social media engagement is intense among this group, with 63% spending 

between 1 to 3 hours daily on various platforms. Instagram leads as the primary tool for brand engagement at 78%, 

closely followed by Facebook (65%) and YouTube (52%), while WhatsApp maintains a strong presence at 45%. 

Collectively, these findings suggest that social media CRM strategies in this region should prioritize visually-driven, 

mobile-first content targeted toward a young, professional, and student-heavy demographic that is geographically 

concentrated in expanding urban sectors. The analysis of respondent motivations and perceptions indicates a highly 

engaged consumer base that views social media as a functional tool for commerce and brand connection. A substantial 

82% of respondents interact with brands at least weekly, primarily driven by the need for product information and 

updates (34%) and discounts (28%). This functional interest is reflected in their engagement preferences, where 

product photos/videos (32%) and promotional offers (28%) receive the most attention. The commercial impact of this 

engagement is profound, as 73% of participants report that social media influences their purchase decisions and a 

matching 73% state that positive engagement increases their brand loyalty. However, while engagement levels are 

high, brands face a performance gap in responsiveness; only 47% of respondents are satisfied with brand response 

times, while a notable 25% express dissatisfaction. Collectively, these findings suggest that while social media is a 

powerful driver of intent and loyalty in Gomti Nagar, businesses must transition from purely promotional content to 

more responsive, real-time customer service to fully capitalize on this digital influence. 
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The analysis of respondent motivations and perceptions indicates a highly engaged consumer base that views social 

media as a functional tool for commerce and brand connection. A substantial 82% of respondents interact with brands 

at least weekly, primarily driven by the need for product information and updates (34%) and discounts (28%). This 

functional interest is reflected in their engagement preferences, where product photos/videos (32%) and promotional 

offers (28%) receive the most attention. The commercial impact of this engagement is profound, as 73% of 

participants report that social media influences their purchase decisions and a matching 73% state that positive 

engagement increases their brand loyalty. However, while engagement levels are high, brands face a performance gap 

in responsiveness; only 47% of respondents are satisfied with brand response times, while a notable 25% express 

dissatisfaction. Collectively, these findings suggest that while social media is a powerful driver of intent and loyalty in 

Gomti Nagar, businesses must transition from purely promotional content to more responsive, real-time customer 

service to fully capitalize on this digital influence. 
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The collective data analysis of respondent motivations and CRM perceptions underscores a highly interactive 

consumer landscape where social media serves as a pivotal bridge for brand engagement and commerce. A substantial 

82% of respondents interact with brands at least weekly, primarily motivated by the acquisition of product 

information (34%) and discounts (28%), with product photos and videos (32%) emerging as the most engaging 

content type. This engagement has a profound commercial impact, as 73% of participants report that social media 

influences their purchase decisions and 80% state that user- generated content specifically drives their buying 

behavior. While 78% express overall satisfaction with social media CRM and 60% rate brand communication 

quality as good or excellent, a critical demand for higher quality interaction exists, evidenced by 80% of 

respondents preferring personalized brand responses over generic ones. Platform-wise, WhatsApp (75%) and 

Instagram (65%) lead in satisfaction levels, yet a significant 25% dissatisfaction rate regarding brand response 

times highlights a major performance gap. Ultimately, while social media successfully fosters brand loyalty for 73% 

of users, the data suggests that brands must transition from broad broadcasting to high-speed, personalized, and 

visually-rich engagement strategies to fully capitalize on this digitally active market. 

 

DISCUSSION 

 

The study's conclusions provide credence to the notion that social media is now a crucial part of customer relationship 

management. Businesses can engage with clients in real time using social media platforms, which offers chances to 

address issues, get input, and forge closer bonds. 

Social media interaction by customers has a big impact on their shopping decisions. Customers are more likely to trust 
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companies that stay in constant contact and respond to their questions promptly. 

The findings also show that consumers can openly discuss their experiences on social media, which may affect how 

other customers view them. Therefore, in order to preserve favorable brand perceptions, businesses need to carefully 

manage their social media presence. 

Overall, the study demonstrates that, in the digital age, social media is essential for enhancing brand loyalty and 

consumer interactions. 

 

CONCLUSION 

 

According to the study's findings, social media platforms have drastically changed how businesses handle their client 

connections. Companies may boost customer happiness, brand reputation, and customer loyalty by actively interacting 

with customers on social media. 

The study's conclusions demonstrate how social media interaction affects consumers' decisions to buy and builds 

enduring connections with brands. Consumers favor companies who use social media channels to share useful 

information, interact openly, and react promptly to criticism. 

 

In order to sustain ongoing client engagement, businesses need create social media tactics that work. Businesses can 

better understand client demands and provide better services by combining social media with CRM systems. 

Larger sample numbers, various geographic areas, and sophisticated statistical tools may be used in future studies to 

further understand the connection between social media and CRM. 
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