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ABSTRACT 

 

 

In the digital age, social media marketing (SMM) has emerged as a powerful tool that enables businesses to engage 

consumers, build brand identity, and drive sales. This study explores the impact of social media marketing on consumer 

engagement and business performance within three key business domains: E-commerce, Fast-Moving Consumer 

Goods (FMCG), and Startups. 

The research aims to evaluate the strategic role of SMM by comparing practices, challenges, and outcomes across 

these sectors. A mixed-methods approach was adopted, including a primary survey of 150 consumers. Secondary data 

was collected from reports, scholarly journals, and case studies. 

Findings reveal that: 

• E-commerce businesses gain the most measurable returns from SMM through performance marketing and 

customer engagement. 

• FMCG companies focus more on brand awareness and reach, yet face challenges with ROI measurement. 

• Startups heavily rely on SMM due to budget constraints and use it to achieve fast brand traction, though with 

varied success rates. 

The study concludes that while all three sectors benefit from SMM, their goals, metrics, and strategies differ 

significantly. Managerial implications suggest the need for customized SMM strategies based on sector-specific 

objectives and target audiences. 

The research contributes to a nuanced understanding of how SMM can be optimized in different business contexts, 

offering insights for marketers, startups, and digital strategy professionals. 

Introduction 

In the 21st century, the proliferation of digital technologies has dramatically altered the global business landscape. One 

of the most transformative developments has been the advent and expansion of social media platforms. What began as 

tools for personal communication and social networking have evolved into powerful business enablers, reshaping how 

companies market products, build relationships with customers, and drive growth. Social Media Marketing (SMM) 

has emerged as a dominant force in contemporary marketing strategies, offering organizations new opportunities to 

connect with audiences in real-time, gather insights, and cultivate brand loyalty. 

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/IJSREM49873                                              |        Page 2 
 

The term “social media marketing” encompasses a wide range of activities, including content creation and distribution, 

community engagement, paid advertising, influencer partnerships, and social listening. Unlike traditional media, social 

media offers two-way communication, where consumers not only receive brand messages but also interact, respond, 

and share their opinions. This interactive nature of social media platforms has significantly impacted the power 

dynamics between businesses and consumers, making authenticity, transparency, and responsiveness critical 

components of marketing success. 

With over 4.9 billion active users worldwide as of 2025, social media platforms like Facebook, Instagram, YouTube, 

LinkedIn, X (formerly Twitter), Pinterest, and TikTok have become integral to the daily lives of consumers. This 

extensive usage presents both an opportunity and a challenge for businesses. On one hand, it allows for hyper-targeted 

marketing and data-driven decision-making; on the other, it demands consistent content innovation, platform-specific 

strategies, and crisis management capabilities in the face of public scrutiny. 

The impact of social media marketing is particularly significant in industries such as e-commerce, where digital 

presence directly correlates with business success. Social platforms serve as virtual storefronts, driving traffic to 

websites, boosting conversion rates, and enabling peer-to-peer sharing of product experiences. Many e-commerce 

brands have harnessed the power of visually appealing content, live streams, and micro-influencers to shorten the 

customer journey from awareness to purchase. 

Similarly, Fast-Moving Consumer Goods (FMCG) brands, which traditionally relied on mass media for reach, now 

utilize social media to foster brand engagement, launch product campaigns, and receive direct feedback. With 

consumers increasingly valuing brand purpose and corporate responsibility, FMCG companies are using platforms like 

Instagram and TikTok not only to showcase products but to tell brand stories that resonate emotionally and ethically 

with their audiences. 

In the context of startups, the role of social media marketing is even more pronounced. Limited financial resources 

often constrain access to traditional advertising channels. Hence, social media becomes a cost-effective tool to create 

brand awareness, generate leads, and build communities. Agile in nature, startups can quickly experiment with content 

formats, adopt viral trends, and engage directly with early customers—practices that are crucial for building initial 

traction and product-market fit. 

Despite its immense potential, social media marketing also presents several challenges. The constantly evolving 

algorithms, content saturation, privacy concerns, and difficulty in measuring long-term impact can undermine the 

effectiveness of even the most well-crafted campaigns. Furthermore, the rise of misinformation, brand impersonation, 

and negative user-generated content necessitate robust monitoring and reputation management strategies. 

Given this context, this thesis endeavors to explore the impact of social media marketing across three critical business 

sectors: e-commerce, FMCG, and startups. It aims to analyze how social media strategies are designed and executed 

within these sectors, the specific objectives they serve, and the measurable outcomes they produce. The study will also 

examine the behavioral shifts in consumers driven by social media interactions and the key success factors that 

distinguish high-performing campaigns. 

The research adopts a multi-method approach, combining qualitative and quantitative methodologies, including 

primary surveys, expert interviews, and case study analysis. This comprehensive approach will help uncover nuanced 

insights into how social media marketing contributes not only to brand metrics but also to customer experience, market 

positioning, and business innovation. 

Ultimately, this thesis seeks to provide a holistic understanding of how social media marketing is shaping the modern 

marketing ecosystem and to offer strategic recommendations for businesses aiming to leverage its full potential in a 

competitive and fast-changing digital environment. 

 

http://www.ijsrem.com/
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Research Problem 

 

Social media marketing has become an indispensable component of modern marketing strategies across industries. 

With the rapid increase in social media usage in India and globally, businesses are investing heavily in platforms like 

Instagram, Facebook, Twitter, LinkedIn, and YouTube to connect with consumers, promote their offerings, and build 

brand loyalty. However, despite its widespread adoption, the actual impact of social media marketing remains a 

complex and often misunderstood area, especially when assessed across different industry sectors. 

Many companies engage in social media campaigns without a clear understanding of how these efforts influence 

business performance or consumer engagement in measurable terms. While metrics such as likes, shares, comments, 

and followers are commonly used to gauge performance, they do not always translate into tangible business outcomes 

such as increased sales, improved customer loyalty, or enhanced brand equity. This gap between engagement metrics 

and business impact raises questions about the real value that social media marketing provides. 

 

There is a lack of comparative studies that evaluate: 

• How different industries define and measure the success of SMM, 

• What engagement strategies are most effective for various business models, 

• How consumer response varies across sectors, 

• What challenges businesses face in converting online engagement into tangible outcomes. 

Furthermore, different sectors use social media with varying expectations and strategies. E-commerce companies 

typically aim for direct conversions and lead generation, often using performance-based advertising and targeted 

promotions. In contrast, FMCG companies focus more on brand awareness and long-term consumer perception, using 

emotional storytelling and mass appeal campaigns. Startups, on the other hand, tend to use social media as their primary 

marketing tool due to limited budgets and the need for rapid brand recognition. They often rely on viral content, 

influencer marketing, and community building to make a mark in competitive markets. 

Because of these varying goals and approaches, the effectiveness of social media marketing cannot be generalized 

across all industries. There is a need to understand how sector-specific characteristics influence the choice of social 

media strategies, the tools used for measuring success, and the outcomes that businesses aim to achieve. Moreover, the 

lack of a unified framework for evaluating social media marketing effectiveness across different industries further 

complicates strategic decision-making for marketing professionals. 

Another layer of complexity lies in consumer behavior. Users interact with brands differently based on the nature of 

the product or service, the platform being used, and the tone and style of the marketing message. For example, a 

consumer may engage actively with a fashion brand on Instagram but show limited interest in a packaged food brand 

on the same platform. Understanding these differences in consumer engagement patterns is crucial for optimizing 

content strategies and improving return on investment. 

Given the evolving nature of digital platforms and the diversity of business models, it is essential to investigate how 

social media marketing affects consumer engagement and business performance in a more structured and comparative 

manner. This research aims to explore these issues by examining the practices, perceptions, and challenges of social 

media marketing in the E-commerce, FMCG, and Startup sectors within the Indian context. It will identify key factors 

contributing to effective social media campaigns and offer recommendations for customizing strategies to better align 

with business goals. 

By addressing these gaps, the study seeks to contribute to both academic literature and practical marketing knowledge, 

offering insights that are relevant to practitioners, policymakers, and researchers alike. 

 

http://www.ijsrem.com/
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Objectives of the Study 

 

 

The primary aim of this research is to investigate the role and impact of social media marketing on consumer 

engagement and business performance, with a particular focus on three distinct industry sectors: E-commerce, Fast-

Moving Consumer Goods (FMCG), and Startups. The study seeks to understand how social media marketing strategies 

are designed and executed across these sectors, what outcomes are achieved, and what lessons can be drawn to optimize 

future practices. 

 

 

• To understand the role of social media marketing in enhancing consumer engagement across E-commerce, 

FMCG, and Startup sectors. 

• To evaluate the effectiveness of different social media marketing strategies in achieving key business 

objectives such as sales growth, brand awareness, and customer retention. 

• To compare and contrast the sector-specific challenges and key performance indicators (KPIs) used in 

measuring the success of social media marketing campaigns. 

• To analyze consumer perceptions and behavioral responses to social media marketing efforts in the selected 

sectors. 

• To provide actionable recommendations for businesses to optimize their social media marketing strategies 

based on sector-specific insights. 

• To contribute to academic literature and industry knowledge by offering a comparative framework for 

evaluating social media marketing across diverse business models. 

 

Literature Review 

 

Social media marketing (SMM) refers to the use of social networking platforms to promote products, services, and 

brands through various content formats such as text, images, videos, and interactive tools. Kaplan and Haenlein (2010) 

define social media as a group of Internet-based applications that build on the ideological and technological 

foundations of Web 2.0, and allow the creation and exchange of user-generated content. SMM has become a 

fundamental component of digital marketing strategies due to its scalability, cost-effectiveness, and ability to foster 

real-time interaction with consumers. 

According to Chaffey (2019), businesses use SMM not only for advertising but also for customer relationship 

management, brand building, and driving traffic to websites. The two-way communication aspect of social media 

makes it an ideal platform for engaging with consumers and building brand communities. 

Evolution of SMM Across Industries 

 

Over the past decade, the evolution of social media platforms has redefined how businesses communicate with 

customers. Mangold and Faulds (2009) argue that social media functions as a hybrid element of the promotion mix, 

allowing companies to speak and listen to customers simultaneously. 

In the E-commerce sector, social media has been extensively used for product discovery, online reviews, and 

remarketing strategies. Platforms like Instagram and Facebook have added native shopping features, enabling users to 

make purchases without leaving the app. In the FMCG sector, brands have leveraged social media for brand 

storytelling, cause-based campaigns, and influencer-driven content to build emotional connections. Startups, especially 

D2C brands, use social media as their primary marketing channel due to its relatively low entry barriers and capacity 

for viral outreach. 

http://www.ijsrem.com/
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Consumer engagement is a multi-dimensional construct involving cognitive, emotional, and behavioral elements 

(Brodie et al., 2011). In the context of SMM, it can manifest through likes, comments, shares, reviews, brand mentions, 

and user-generated content. Studies have shown that consumer engagement on social media is positively correlated 

with brand loyalty, purchase intention, and word-of-mouth marketing. 

However, engagement levels vary by industry and type of content. Visual platforms like Instagram tend to generate 

higher engagement for lifestyle and fashion-related brands, while informational platforms like LinkedIn are better 

suited for B2B engagement. This variation suggests that businesses need to align their content strategies with consumer 

expectations and platform dynamics. 

Assessing the ROI of social media marketing remains one of the most debated challenges. Unlike traditional marketing, 

where outcomes can often be directly linked to sales, SMM influences multiple dimensions of business performance, 

including brand equity, customer sentiment, lead generation, and customer service efficiency. 

Clark and Melancon (2013) note that while companies can track metrics such as click-through rates, conversions, and 

customer acquisition cost, these quantitative indicators often overlook long-term brand-building benefits. Businesses 

in the FMCG sector, for instance, struggle to connect social media campaigns with offline sales due to a lack of 

integrated tracking mechanisms. In contrast, E-commerce firms can directly trace social media campaigns to 

transactions, making it easier to justify investment. 

Sector Specific Use of Social Media Marketing 

E-commerce 

Research by Constantinides (2014) shows that social media significantly influences consumer decision-making in the 

E-commerce space. User reviews, influencer endorsements, and social proof have been identified as major factors 

driving conversion. E-commerce firms often use paid advertisements, remarketing strategies, and affiliate marketing 

through influencers to reach targeted segments and reduce acquisition costs. 

FMCG 

Studies like those by Batra and Keller (2016) highlight that FMCG brands benefit more from emotional appeal and 

consistent brand messaging. SMM in FMCG focuses on reach, storytelling, and cultural relevance. Platforms like 

YouTube and Facebook are preferred for long-format storytelling and campaign virality. However, challenges remain 

in tracking actual purchase behavior due to the multi-channel nature of FMCG distribution. 

Startups 

According to a study by Nadarajah and Cham (2018), startups use social media as a cost-effective marketing channel 

for brand discovery and community building. Agile and experimental in nature, startups often prioritize platforms like 

Instagram, Twitter, and LinkedIn to test content formats and market hypotheses. However, limited budgets and lack 

of expertise often hinder the execution of sustained campaigns. 

Influence of Content Type and Platform Choice 

The effectiveness of a social media marketing campaign is significantly influenced by the type of content used. Visual 

content such as images, short videos, and infographics tends to drive higher engagement than plain text. Interactive 

formats such as polls, quizzes, and contests further boost participation and emotional connection. 

Research by De Vries et al. (2012) found that vividness and interactivity are strong predictors of engagement on social 

media. The choice of platform also matters; for example, fashion and beauty brands prefer Instagram due to its image-

driven interface, while technology and consulting firms may prioritize LinkedIn for thought leadership. 

http://www.ijsrem.com/
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Challenges in Measuring SMM Effectiveness 

Despite the availability of various analytics tools, companies face challenges in linking social media performance to 

business outcomes. Some common challenges include: 

• Attribution issues: Difficulty in assigning credit for sales to specific social media campaigns. 

• Short-term vs long-term impact: While campaigns may generate immediate engagement, their long-term effect 

on brand loyalty is harder to measure. 

• Qualitative outcomes: Sentiment, trust, and brand equity are difficult to quantify. 

• Algorithm dependency: Changes in platform algorithms can affect content reach and engagement, reducing the 

predictability of campaign performance. 

These challenges are more pronounced in sectors like FMCG and Startups, where the connection between digital 

content and purchase behavior is less direct. 

Industry Landscape and Market Trends 

he evolution of social media from a networking tool into a powerful business channel has transformed the marketing 

landscape globally and in India. As brands compete for attention in increasingly digital environments, understanding 

the broader industry trends, platform dynamics, and consumer behavior patterns becomes essential. This chapter 

provides a detailed examination of the social media ecosystem, focusing on key developments in India and their 

implications for businesses across three sectors: E-commerce, Fast-Moving Consumer Goods (FMCG), and Startups. 

Growth of Social Media in India 

India has emerged as one of the fastest-growing digital economies, with social media forming a central pillar of digital 

communication and commerce. As of 2024, India had approximately 620 million active social media users, making it 

the second-largest user base in the world. This number is projected to surpass 750 million by 2026 due to increasing 

smartphone penetration, affordable data, and government-led digital initiatives. 

Social media usage is no longer limited to urban youth. Rural and semi-urban populations, driven by vernacular content 

and short-form video platforms, have become significant contributors to user growth. Platforms such as Instagram, 

Facebook, WhatsApp, YouTube, Twitter (now X), and LinkedIn dominate user engagement in India. The rising 

popularity of regional apps and Indian alternatives like ShareChat and Moj also reflect the localization of social media 

consumption. 

The average Indian user now spends over 2.4 hours daily on social media platforms, engaging in content consumption, 

communication, commerce, and entertainment. This extended time span offers brands a unique opportunity to connect 

with their target audiences across the customer journey—from discovery and consideration to conversion and 

advocacy. 

 Social Media Platform Preferences and Their Business Use Cases 

Different platforms serve different marketing objectives and consumer segments. Each platform offers unique content 

formats, advertising tools, and engagement mechanisms, shaping how businesses use them for strategic outreach. 

Instagram has emerged as the go-to platform for visual storytelling, influencer marketing, and direct-to-consumer 

brand engagement. Its features such as Reels, Stories, and Shopping tags make it particularly effective for product 

launches, brand announcements, and interactive content. 

http://www.ijsrem.com/
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Facebook, despite declining popularity among younger demographics, remains highly relevant for community 

building, event marketing, and targeting older audiences. Its robust ad platform and integrated Meta Business Suite 

allow marketers to create customized campaigns across Facebook and Instagram. 

YouTube continues to dominate in long-form video content and education-based marketing. It is widely used in the 

FMCG sector for launching ad films, conducting product tutorials, and executing influencer partnerships. 

WhatsApp has transitioned from a communication app to a commercial channel, with the introduction of WhatsApp 

Business, catalog features, and payment integrations. It is particularly effective for startups and local businesses 

looking to manage orders, answer queries, and provide real-time support. 

Twitter/X is primarily used for real-time communication, public relations, and customer service, particularly in sectors 

like E-commerce where responsiveness is a key differentiator. 

LinkedIn is dominant in the B2B space and is increasingly being used by startups and personal brands to build thought 

leadership, engage professionals, and attract talent. 

 Digital Ad Spend Trends 

The digital advertising landscape in India has seen explosive growth, with social media marketing accounting for a 

major share. According to the 2024 FICCI-EY Media and Entertainment Report, digital advertising spend in India 

crossed INR 40,000 crore, with nearly 30 percent allocated to social media platforms. 

E-commerce companies lead in social media ad spend, driven by performance marketing goals such as customer 

acquisition, retargeting, and conversion optimization. Their spending is data-driven and often focused on lower-funnel 

objectives like “add to cart” and “buy now.” 

FMCG firms allocate a smaller share of their budget to social media compared to traditional media, but this is rapidly 

changing. More FMCG brands are now investing in YouTube ads, Instagram stories, and influencer campaigns to 

improve brand resonance among younger, urban consumers. 

Startups, particularly D2C brands, prioritize social media due to budget constraints and the need for rapid visibility. 

They often adopt a high-frequency, low-budget strategy focused on organic reach, content virality, and micro-

influencer collaborations. 

Despite growing budgets, challenges such as rising cost-per-click (CPC), ad fatigue, and algorithm-driven visibility 

limitations require brands to continuously refine their strategies and explore innovative content formats. 

 Sector-Wise Social Media Adoption and Strategies 

Social media adoption differs significantly across the E-commerce, FMCG, and Startup sectors, not only in terms of 

strategy but also in terms of expectations and performance benchmarks. 

In E-commerce, social media is often used to drive direct action. Brands like Amazon, Flipkart, and Nykaa invest 

heavily in remarketing, flash sale announcements, and influencer promotions. Campaigns are tightly integrated with 

website analytics and purchase funnels, allowing for clear attribution and ROI measurement. 

In the FMCG sector, brands such as Amul, Nestlé, and HUL focus on mass appeal and storytelling. Their campaigns 

highlight values such as tradition, sustainability, and wellness. Emotional resonance, cause-based marketing, and 

seasonal campaigns are common. Unlike E-commerce, FMCG firms rely more on qualitative metrics like brand 

sentiment, reach, and share of voice. 

http://www.ijsrem.com/
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Startups use social media as their primary launchpad. New D2C brands like Mamaearth, boAt, and The Whole Truth 

have scaled by leveraging meme marketing, founder-led storytelling, and direct engagement with their niche audience. 

With limited legacy media access, these companies experiment with relatable content, Instagram-first campaigns, and 

WhatsApp customer engagement. 

Content Format Trends and Consumer Preferences 

Content consumption habits have shifted significantly. Short-form videos have become the dominant format, especially 

after the success of Instagram Reels and YouTube Shorts. Consumers prefer entertaining, bite-sized, and mobile-

optimized content over static or long-form formats. 

Memes, polls, behind-the-scenes content, live Q&A sessions, and user-generated content (UGC) are increasingly 

favored for their authenticity and ability to drive interaction. Consumers are more likely to engage with brands that 

reflect human tone, humor, and cultural awareness. 

Additionally, regional content and vernacular storytelling are becoming powerful tools to connect with India’s diverse 

audience. Brands that localize their campaigns by language, festival relevance, or cultural references often enjoy deeper 

penetration and higher engagement. 

Emergence of Influencer and Creator Ecosystems 

India’s influencer marketing ecosystem has matured, moving from celebrity endorsement to micro and nano-influencer 

collaborations. These creators have high trust and deeper engagement with specific communities. Platforms like 

Instagram, YouTube, and LinkedIn support this ecosystem with creator funds, branded content tools, and performance 

metrics. 

Brands across sectors are increasingly relying on influencers not just for reach but also for credibility and content co-

creation. Influencer selection is now based on alignment with brand values, audience overlap, and engagement rate 

rather than just follower count. 

The influencer economy in India is expected to reach INR 2,800 crore by 2025, driven by brand interest and increasing 

professionalization of content creators. 

Challenges in the Current Landscape 

Despite the rapid adoption of social media marketing, several challenges persist. Rising advertising costs, declining 

organic reach due to algorithmic changes, saturation of content formats, and increasing consumer skepticism toward 

branded messages are significant hurdles. 

Brands also struggle with content fatigue, where users scroll past generic posts without engaging. Moreover, tracking 

ROI remains complex in sectors like FMCG where digital engagement does not always translate into direct sales. 

Another emerging issue is the regulatory uncertainty surrounding influencer marketing disclosures, data privacy, and 

content moderation, which could impact future campaign planning. 

 The Indian social media marketing landscape is characterized by rapid growth, content innovation, and evolving 

consumer behavior. E-commerce, FMCG, and Startup sectors each leverage platforms differently based on their 

business models and customer expectations. To stay competitive, brands must remain agile, culturally aware, and 

analytically driven in their SMM strategies. 

The next chapter will explore the academic foundations for these practices through a review of relevant theoretical 

frameworks. 

http://www.ijsrem.com/
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Theoretical Framework 

A theoretical framework serves as the intellectual backbone of any academic research. It provides the concepts, models, 

and scholarly foundations that help explain the relationships between variables and phenomena observed in the study. 

In the context of this research on the impact of social media marketing (SMM) on consumer engagement and business 

performance, the framework draws from several interdisciplinary theories rooted in marketing, communication, 

psychology, and media studies. 

This chapter outlines and explains the relevance of five key theories: the AIDA model, Engagement Theory, Uses and 

Gratifications Theory, Diffusion of Innovation Theory, and the Social Exchange Theory. These models help in 

understanding how social media content influences user behavior, how consumers engage with brands online, and how 

marketing strategies translate into measurable business outcomes. 

The AIDA Model (Attention, Interest, Desire, Action) 

The AIDA model is one of the oldest and most widely used models in advertising and marketing communication. It 

outlines the four stages a consumer goes through in the process of making a purchasing decision: 

1. Attention – capturing the consumer's awareness 

2. Interest – sparking curiosity or deeper interest in the product or brand 

3. Desire – creating a favorable attitude or emotional connection 

4. Action – converting interest into actual behavior (purchase, inquiry, sharing) 

In the digital age, particularly within social media environments, this model has gained new relevance. For example, 

a reel or influencer post may capture attention, a well-crafted product story may build interest, user-generated 

testimonials may drive desire, and a direct link to purchase (swipe-up, shop now) facilitates action. 

E-commerce brands use the AIDA model extensively in performance marketing campaigns, where each ad creative or 

piece of content is optimized for a specific stage of the consumer journey. Startups also apply the AIDA framework, 

especially when using limited resources to create high-impact, low-funnel marketing strategies. In FMCG, the model 

supports brand awareness campaigns that lead to offline purchases. 

The AIDA framework justifies the focus of this thesis on measurable stages of engagement and conversion, helping to 

evaluate how well SMM campaigns align with each phase of the consumer journey. 

Engagement Theory 

Engagement Theory emphasizes the quality of interaction between the consumer and the content, platform, or brand. 

Unlike traditional marketing models that focus primarily on attention or conversion, this theory considers engagement 

to be a multidimensional construct, involving cognitive, emotional, and behavioral elements. 

Cognitive engagement refers to the mental effort a consumer invests in understanding or interpreting content. 

Emotional engagement deals with how content resonates on a personal level, triggering feelings such as excitement, 

trust, nostalgia, or humor. Behavioral engagement refers to actions taken by the consumer—likes, shares, comments, 

saves, or making a purchase. 

Social media, by nature, enables all three types of engagement. A consumer might watch a reel (cognitive), relate to a 

meme (emotional), and then share it (behavioral). The theory also accounts for passive engagement (lurking, viewing 

without interaction), which is increasingly common in platforms like Instagram and YouTube. 

http://www.ijsrem.com/
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This study uses Engagement Theory to analyze consumer responses to social media marketing across sectors. While 

E-commerce may focus more on behavioral engagement, FMCG brands might prioritize emotional resonance. Startups 

tend to rely on a mix of emotional relatability and behavioral virality. 

Uses and Gratifications Theory 

The Uses and Gratifications Theory (UGT) explores why individuals actively seek out specific media and what they 

expect to gain from their interactions. It posits that audiences are not passive receivers but active participants who use 

media to fulfill personal needs. 

The five major gratifications commonly associated with social media usage include: 

1. Information seeking – accessing news, updates, reviews 

2. Entertainment – watching videos, memes, engaging with humorous content 

3. Social interaction – commenting, sharing, messaging 

4. Personal identity – expressing oneself through likes, follows, and affiliations 

5. Escapism – distraction from routine or stress 

In marketing, this theory helps explain why certain content formats perform better than others. For instance, short-

form video content (Reels, Shorts) satisfies entertainment and escapism. Brand storytelling appeals to identity and 

emotion. UGC, influencer campaigns, and meme marketing tap into social interaction and relatability. 

In this study, UGT supports the hypothesis that different sectors must align their content strategies with the dominant 

consumer motivations for engaging on social platforms. E-commerce users may seek convenience and information, 

FMCG users may seek trust and social values, while startup followers may prioritize authenticity and novelty. 

Diffusion of Innovation Theory 

Proposed by Everett Rogers, the Diffusion of Innovation Theory explains how new ideas, products, or behaviors spread 

through populations over time. It identifies five adopter categories: 

1. Innovators 

2. Early adopters 

3. Early majority 

4. Late majority 

5. Laggards 

This theory is particularly relevant to startups, many of which rely on social media to introduce innovative products to 

niche audiences. By identifying and targeting early adopters (often micro-influencers or loyal community members), 

startups can generate organic momentum. SMM acts as a catalyst that accelerates product visibility and acceptance, 

reducing the time it takes to reach market maturity. 

The theory also helps explain the varied adoption of platform-specific features (e.g., Instagram Reels, WhatsApp 

Catalog, YouTube Shorts) across sectors. E-commerce brands often fall in the early majority, adopting new ad formats 

and analytics tools quickly. FMCG companies tend to be more cautious due to compliance and reputation management. 

Startups, however, thrive in the innovator and early adopter segments due to their flexibility and experimentation 

culture. 

This theory aligns with the thesis’ goal of comparing sectoral behaviors and mapping how social media contributes to 

product awareness, consumer trial, and long-term adoption. 
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Social Exchange Theory 

Social Exchange Theory, rooted in behavioral psychology, suggests that all social interactions are based on a cost-

benefit analysis. People engage in relationships when they perceive the rewards to outweigh the costs. In marketing, 

this translates to consumers engaging with brands when they feel they receive value—be it informational, emotional, 

financial, or social. 

In social media marketing, value can be provided in several ways: 

• Informational: product details, FAQs, tutorials 

• Emotional: brand stories, mission-driven messages 

• Financial: discounts, exclusive offers 

• Social: being part of a community, reposts, recognition 

This theory supports the idea that to build lasting engagement, brands must consistently deliver perceived value to 

their followers. A brand that only posts product promotions may be ignored unless it offers additional emotional or 

social value. 

E-commerce companies can offer transactional value, FMCG brands can provide emotional and social value, while 

startups can offer all three in smaller, more interactive doses. This theory reinforces the importance of value-driven 

content strategies in building loyalty and sustained engagement. 

Integration of Theories with Research Objectives 

Each of the above theories contributes to a deeper understanding of the constructs studied in this research: 

• The AIDA model supports the analysis of content strategy effectiveness across the customer journey. 

• Engagement Theory provides the lens to evaluate how consumers interact with content emotionally and 

behaviorally. 

• Uses and Gratifications Theory helps understand why consumers engage with specific types of branded 

content. 

• Diffusion of Innovation Theory contextualizes the growth strategies of startups using social platforms. 

• Social Exchange Theory justifies the value-based approach to content and its effect on brand-consumer 

relationships. 

Together, these theories provide a strong analytical base for evaluating the role of SMM in enhancing consumer 

engagement and driving sector-specific business outcomes. 

This theoretical framework enables a multidimensional evaluation of social media marketing across different 

industries. By grounding the research in established academic theories, the study ensures that its methodology, analysis, 

and recommendations are conceptually robust and practically applicable. The next chapter will detail the research 

design and methods used to apply these theories in real-world settings. 

Research Methodology 

It details the research approach, data collection techniques, sampling design, tools for data analysis, and justification 

for the chosen methods. The goal is to ensure that the research process is transparent, replicable, and appropriate for 

addressing the objectives of the study. 

Research Approach Given the nature of the study — which aims to explore, compare, and analyze the impact of 

social media marketing across three different sectors — a mixed-methods approach was adopted. This combines both 

quantitative and qualitative research techniques to provide a comprehensive understanding of the research problem. 
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• Quantitative Approach: Used to gather numerical data through structured questionnaires to measure 

consumer engagement, perception, and behavioral response to social media marketing. 

 

• Qualitative Approach: Employed through semi-structured interviews with marketing professionals from E-

commerce, FMCG, and Startup sectors to gain deeper insights into strategies, challenges, and performance evaluation 

techniques. 

Research Design 

The research follows a descriptive and exploratory design: 

• Descriptive research involves gathering quantitative data to describe the current status of a phenomenon. In 

this case, it focuses on describing consumer engagement behavior, frequency of social media usage, types of content 

consumed, and the influence of social media on purchase decisions. 

• Exploratory research is used to gain in-depth insights into relatively less understood areas—here, it focuses 

on understanding how businesses across the three sectors develop and evaluate social media strategies, the challenges 

they encounter, and the innovative methods they apply. This part relies on qualitative data derived from interviews 

with professionals in the field. 

Data Collection Methods 

Primary Data 

• Survey: A structured questionnaire was used to collect data from consumers who interact with brands via 

social media. The survey included both closed-ended and Likert-scale questions to assess levels of awareness, 

engagement, and influence of social media marketing on purchase decisions. 

Secondary Data 

Secondary data was sourced from: 

• Published academic journals 

• Industry reports (e.g., Statista, KPMG, McKinsey) 

• Company social media pages and campaign case studies 

• Government publications on digital growth. 

 

Data Analysis Techniques 

Quantitative Analysis 

• Data was coded and analyzed using Microsoft Excel. 

• Descriptive statistics: Mean, mode, standard deviation 

• Cross-tabulation for comparison between sectors 

• Correlation analysis to determine relationship between engagement and purchase behavior. 

Qualitative Analysis 

• Thematic analysis of interview transcripts 

• Identification of recurring themes such as ROI measurement, content performance, platform preferences, and 

campaign challenges 

• Categorization of strategies by business model (e.g., B2C vs D2C) 
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Data Analysis and Interpretation 

This chapter presents the results and findings from the data collected through surveys and interviews. The analysis has 

been divided into two parts: quantitative data gathered from consumers and qualitative data obtained from marketing 

professionals. The goal is to evaluate the impact of social media marketing on consumer engagement and business 

performance across the three sectors studied — E-commerce, FMCG, and Startups. 

Demographic Profile of Respondents (Quantitative Survey) 

A total of 150 consumer responses were collected. Below is a demographic breakdown: 

• Gender: 

o Male: 52% 

o Female: 48% 

 

 

• Age: 

o 18–25 years: 38% 

o 26–35 years: 44% 

o 36–45 years: 18% 

 

• Occupation: 

o Students: 24% 

o Working Professionals: 60% 

o Entrepreneurs: 12% 

• Others: 4% 

 

Location: 

o Urban: 82% 

o Semi-urban: 14% 

o Rural: 4% 

 

 

• Most-used social media platforms: 

o Instagram: 87% 

o YouTube: 72% 

o Facebook: 59% 

o Twitter/X: 34% 

Social Media Usage Behavior 

Respondents were asked about their interaction with brands on social media: 

• Frequency of brand interaction: 

o Daily: 34% 

o Weekly: 46% 

• Occasionally: 20% 

 

Type of content most engaging: 

o Short videos (Reels/Shorts): 65% 

o Infographics and Memes: 49% 

o Product reviews/unboxing: 44% 
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o Live Q&A sessions: 21% 

o Testimonials/Customer stories: 19% 

 

 

• Top reasons for following brands: 

o Updates about new products: 72% 

o Offers and discounts: 68% 

o Engaging content (memes, stories): 58% 

o Trust in the brand: 42% 

o Customer service/support: 31% 

Impact of Social Media on Consumer Decisions 

Respondents shared their views on how social media influences their purchase behavior: 

• Has social media influenced your purchase decision? 

o Yes: 81% 

o No: 19% 

• Most influential content types: 

o Influencer posts: 58% 

o Sponsored ads: 37% 

o Peer reviews: 55% 

o Brand-owned content: 43% 

• Do you trust a brand more if it’s active on social media? 

o Yes: 76% 

o No: 24% 

• Do you consider social media engagement before making a purchase? 

o Yes: 68% 

o No: 32% 

These figures highlight the growing trust and reliance of consumers on brand activity on social platforms, emphasizing 

the influence of peer reviews and influencer endorsements. 

Sector-Wise Comparative Analysis 

E-Commerce 

• High engagement through influencer collaborations and flash sale announcements. 

• Consumers report using social media as the first source of discovering new products. 

• Brands with better customer support responsiveness on platforms like Instagram and Twitter/X were perceived 

as more reliable. 

FMCG 

• Engagement driven by storytelling, cause-related campaigns, and nostalgic content. 

• Consumers engage more passively (likes, views) rather than comments or shares. 

• Challenges include linking engagement with offline sales performance. 

Startups 

• Heavy reliance on niche marketing, memes, and relatable content to go viral. 

• High trust when founders or employees post behind-the-scenes stories. 

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/IJSREM49873                                              |        Page 15 
 

• Users prefer startup brands that frequently respond to comments and messages. 

Qualitative Insights (Professional Interviews) 

12 in-depth interviews were conducted with marketing professionals. Key themes that emerged: 

• Objectives of SMM: 

o E-commerce: Sales conversions and lead nurturing 

o FMCG: Brand awareness and image building 

o Startups: Brand discovery and market testing 

• Preferred Platforms: 

o Instagram and Facebook: All sectors 

o YouTube: FMCG (for long-form storytelling) 

o LinkedIn: Startups (especially B2B) 

o Twitter/X: E-commerce and Startups for real-time updates 

• Measurement Tools: 

o Google Analytics, Meta Business Suite, HubSpot, and Sprout Social were commonly used. 

o Startups focused more on engagement metrics (likes, comments, DMs) than ROI. 

o FMCG struggled with attribution models linking social media to in-store purchases. 

 

• Challenges: 

o Algorithm changes reducing organic reach 

o High ad cost inflation, especially for startups 

o Difficulty in measuring sentiment and brand recall quantitatively 

The data reveals that while all three sectors benefit from social media marketing, they differ significantly in terms of 

goals, tools, platforms, and consumer responses. E-commerce is highly metrics-driven and focuses on conversion-

based tactics, while FMCG companies concentrate on awareness and emotional branding. Startups use SMM more 

experimentally, leveraging relatability and agility to connect with users. 

Consumers show high receptiveness to SMM across the board but demonstrate varying behaviors based on sector and 

content type. Authenticity, responsiveness, and influencer validation emerge as key factors affecting trust and purchase 

decisions. 

 

Findings and Discussions 

The key findings derived from the data presented in Chapter 5 and interprets them in relation to the research objectives 

and existing literature. It also discusses the implications of these findings for businesses operating in the E-commerce, 

FMCG, and Startup sectors, offering insights into how social media marketing can be strategically tailored to meet 

specific goals. 

 

• E-commerce brands achieve high engagement through flash sales, influencer collaboration. 

 

• FMCG companies focus on creating emotional and socially resonant content, which leads to broader but less 

interactive engagement (e.g., likes and views, rather than comments. 

 

• Startups succeed in fostering intimate and community-like engagement through personal storytelling, meme 

marketing, and founder-led content. 
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• In E-commerce, performance-driven strategies (retargeting, affiliate marketing, influencer campaigns) are most 

effective due to measurable conversions and data-driven targeting. 

 

• In FMCG, long-form storytelling on YouTube and cause-based campaigns have a stronger impact on brand 

image and consumer trust, though direct correlation with sales is weak. 

 

• In Startups, virality and niche community engagement are the key drivers. Interactive content and founder 

visibility drive faster brand recognition but often require rapid experimentation and flexibility. 

 

Sector Specific Challenges 

 

  E-commerce: High dependency on paid ads and declining organic reach due to algorithmic changes. There is 

pressure to maintain low Customer Acquisition Costs (CAC) and high ROAS (Return on Ad Spend). 

  FMCG: Difficulty in measuring ROI from social media as purchases are often made offline. Attribution remains a 

major issue. 

  Startups: Budget limitations and lack of experienced digital talent. Frequent platform updates and ad inflation are 

also significant hurdles. 

 

Survey Findings: 

 

• A majority (81%) of consumers admit that social media has influenced their purchase decisions. 

• Consumers are more likely to trust brands that maintain an active and authentic social media presence. 

• Influencer content, peer reviews, and brand responsiveness are major factors affecting consumer trust and interest. 

• Visual content (videos, reels, stories) garners higher attention and recall. 

• E-commerce brands should double down on performance analytics and invest in remarketing and customer 

support automation. 

• FMCG brands should focus on integrated storytelling and explore advanced sentiment analysis tools to link 

digital campaigns with brand equity. 

• Startups should leverage UGC (User-Generated Content) and micro-influencer marketing while ensuring 

agility in platform and content strategy. 

Limitations of the Study 

While this study provides valuable insights into the role of social media marketing (SMM) across E-commerce, FMCG, 

and Startup sectors, it is important to acknowledge the limitations that may affect the generalizability and scope of the 

findings. No research is entirely free of constraints, and recognizing these helps maintain academic integrity and 

provides a direction for future researchers. 

Methodological Limitations 

Sampling Bias 

The study employed convenience sampling for consumer respondents and purposive sampling for professional 

interviews. This approach, while practical given time and resource constraints, introduces potential sampling bias. The 

majority of respondents were urban, young, tech-savvy social media users, which may not reflect the behavior or 

perceptions of rural or non-digital consumers. 
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Limited Sample Size 

Although the study collected 150 consumer responses and 12 professional interviews, the sample size is relatively 

modest for a national-level study. A larger, more diversified dataset might yield more generalizable and statistically 

robust conclusions. In particular, sectoral representation could be expanded to include mid-tier and regional brands. 

Sectoral Generalization 

The three sectors selected—E-commerce, FMCG, and Startups—are inherently broad categories. Each includes sub-

sectors with distinct characteristics (e.g., food vs. apparel within FMCG or B2B vs. B2C startups). This study does not 

disaggregate at that level, which may overlook nuances in strategy and consumer behavior. 

 

Data Collection Limitations 

Self-Reported Data 

Consumer insights were derived from self-reported data, which is inherently subjective. Respondents may have over- 

or under-estimated their engagement with brands or the influence of social media on their purchasing decisions due to 

social desirability bias or recall errors. 

Virtual Interviews 

All interviews with marketing professionals were conducted virtually. While this was necessary due to logistical 

reasons, in-person interviews may have allowed for more nuanced probing, body language interpretation, and 

spontaneity, potentially enriching the qualitative data. 

Platform Dynamics Excluded 

The study did not account for platform algorithmic factors or real-time data from brand dashboards due to restricted 

access. Metrics like bounce rate, time-on-page, and ad spend efficiency were not directly measured, limiting the scope 

of technical analysis. 

Contextual Limitations 

Temporal Constraints 

Social media trends evolve rapidly. The data collected represents a snapshot in time (Dec 2024 – Mar 2025). Strategies 

or consumer preferences may change with new platform features (e.g., Threads, AI tools), events (e.g., elections, 

economic shifts), or viral trends. Hence, findings may become outdated quickly. 

Geographical Scope 

The research focused mainly on urban Indian consumers, with a significant concentration in Tier-1 and Tier-2 cities. 

The behavior of users in rural areas or smaller towns, who may access social media differently (e.g., through regional 

languages or lower bandwidth), was not explored. 

While the research offers significant insights into how SMM affects consumer engagement and business 

performance, it is essential to view the results within the context of the above limitations. These limitations do not 

undermine the validity of the study but rather highlight the scope for further research with broader, more diverse 
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datasets, experimental methodologies, and sector-specific deep-dives. 

 

The Future of Social Media Marketing 

Social media marketing (SMM) has undergone a dramatic evolution over the past decade, transitioning from a 

supplementary digital tactic to a core pillar of marketing strategy across industries. As platforms mature and audiences 

evolve, brands must continuously adapt their approaches to maintain relevance, authenticity, and effectiveness. The 

future of social media marketing is being shaped by a convergence of forces—technological innovation, consumer 

empowerment, algorithmic complexity, and regulatory scrutiny. This chapter explores these transformative forces and 

offers a future-facing analysis of how businesses, especially in E-commerce, FMCG, and Startups, may need to reshape 

their social media strategies. 

The Rise of Artificial Intelligence in Content Creation and Personalization 

Artificial Intelligence (AI) is expected to redefine content planning, execution, and personalization in social media 

marketing. AI tools can now generate images, captions, hashtags, and even entire video scripts in seconds. Platforms 

such as ChatGPT, Jasper AI, and Midjourney allow marketers to produce high-quality content with minimal resources, 

particularly useful for startups and small brands. 

In addition to content generation, AI plays a growing role in personalization. Platforms like Meta and Google Ads use 

machine learning to optimize ad delivery, targeting users based on behavior, interests, and engagement patterns. AI-

driven chatbots, available on WhatsApp, Instagram, and Facebook Messenger, enhance customer experience by 

providing instant responses and order support. 

Looking ahead, AI will increasingly automate repetitive marketing tasks, such as scheduling posts, replying to FAQs, 

and identifying high-performing content. However, the challenge will be to balance automation with human creativity 

to maintain brand authenticity and emotional resonance. 

The Emergence of Social Commerce and Integrated Shopping Experiences 

The integration of shopping features within social media platforms—often referred to as social commerce—is poised 

to become a dominant force. Consumers no longer need to leave a platform to complete a purchase. Instagram Shops, 

Facebook Marketplace, YouTube product tags, and Pinterest’s shoppable pins represent a shift from discovery to 

conversion within the same user journey. 

This trend is particularly transformative for E-commerce and D2C startups, as it reduces friction in the buyer journey 

and allows brands to directly attribute revenue to content. Social commerce also enables real-time feedback, peer 

validation, and influencer-driven sales, effectively merging entertainment and commerce. 

In India, platforms like WhatsApp Business are increasingly being used for catalog display, order processing, and 

customer engagement, especially among small and regional sellers. Future developments may include integrated 

payment gateways, live video shopping events, and augmented reality product trials within apps. 

The Power of Micro and Nano Influencers 

Influencer marketing is expected to evolve further, with a shift from celebrity endorsements to micro (10K–100K 

followers) and nano influencers (less than 10K). These creators offer niche reach, higher engagement, and perceived 

authenticity. Brands are recognizing that smaller creators often hold more influence within tightly-knit communities 

compared to high-profile celebrities. 
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In the future, influencer collaborations may become longer-term partnerships rather than one-off promotions. Co-

creation of content, brand ambassadorships, and affiliate-based compensation models will gain traction. As influencer 

fatigue sets in among consumers, brands will need to prioritize alignment, transparency, and audience fit over follower 

count. 

Additionally, influencer regulations are expected to tighten, requiring clear disclosures, ethical content creation, and 

platform accountability. India’s Advertising Standards Council has already introduced guidelines for paid partnerships, 

and global precedents are expected to influence future norms. 

The Shift Toward Community-Led Marketing 

Modern consumers no longer just follow brands—they expect to be part of a community. The future of social media 

marketing lies in community-led growth, where users actively shape and amplify the brand narrative. This involves 

creating private groups, closed forums, Discord servers, or Telegram channels where brands and users engage in deeper 

conversations. 

Community-led strategies are already proving successful in the startup ecosystem, where early adopters play a critical 

role in refining products, spreading word-of-mouth, and contributing content. Future campaigns may focus more on 

co-creation and community involvement—user polls, design feedback, fan-made ads, and brand evangelism. 

Building digital communities also allows for better data collection and consumer insights, helping brands refine 

offerings, test new ideas, and create loyal brand advocates. This approach will be particularly relevant for brands with 

limited advertising budgets but strong value-driven narratives. 

The Expansion of AR, VR, and Immersive Brand Experiences 

Augmented Reality (AR) and Virtual Reality (VR) technologies are beginning to influence social media marketing by 

offering immersive and interactive brand experiences. AR filters on Instagram and Snapchat are now common 

promotional tools for product trials, event promotions, and branded games. 

As 5G infrastructure expands, AR-based product demonstrations, try-ons, and interactive packaging are expected to 

become mainstream. For example, a skincare brand may let users test shades via AR before purchasing, or an FMCG 

brand could gamify its packaging through scan-to-play experiences. 

In the long term, brands may explore VR showrooms, product launches in the metaverse, or virtual influencer 

campaigns. These innovations, while currently niche, point to a future where consumers engage with brands in hybrid 

digital-physical environments. 

Greater Integration with Messaging Platforms 

Messaging apps such as WhatsApp, Telegram, and Facebook Messenger are evolving into commerce and customer 

service platforms. With features like chatbots, catalogs, and payment options, businesses can now manage end-to-end 

customer journeys within these apps. 

Future strategies may involve automated reordering, personalized reminders, loyalty program updates, and AI-powered 

recommendations through these messaging platforms. FMCG and E-commerce brands are expected to use these tools 

to build one-on-one relationships with customers, while startups will benefit from cost-effective customer acquisition 

and retention. 

WhatsApp’s increasing integration with Meta’s ad ecosystem will allow brands to run click-to-chat campaigns, initiate 

conversations directly from Facebook and Instagram ads, and track interaction metrics more comprehensively. 
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 Algorithmic Complexity and Declining Organic Reach 

As platforms evolve, organic reach continues to decline due to algorithmic changes. Content now competes not just 

with other brands but with every piece of content a user encounters. This trend will likely intensify, forcing brands to 

adopt smarter strategies to stay visible. 

Algorithms will increasingly favor high-retention content, user interaction, shares, and saves over mere impressions. 

Brands will need to understand platform-specific ranking factors and create content that encourages action—such as 

bookmarking, commenting, or watching till the end. 

Real-time trend participation, timely posting, and content relevance will remain essential. Moreover, brands may need 

to reallocate budgets toward boosting high-performing content and maintaining always-on campaigns to sustain 

visibility. 

Data Privacy, Ethics, and Regulation 

The future of social media marketing will be shaped not just by technology, but also by public and legal scrutiny. Data 

privacy concerns, misinformation, platform addiction, and content manipulation have triggered regulatory responses 

across the globe. 

India’s Data Protection Bill, combined with global precedents like the European Union’s GDPR and the US’s FTC 

guidelines, may impose stricter regulations on how brands collect, store, and use consumer data. 

Brands will need to: 

• Ensure transparent consent mechanisms 

• Limit data collection to relevant fields 

• Clearly disclose sponsored content and influencer partnerships 

• Avoid manipulative or misleading content 

Ethical marketing will become a differentiator, with consumers increasingly favoring brands that are seen as 

transparent, responsible, and respectful of user rights. 

Platform Fragmentation and Niche Audiences 

The dominance of a few major platforms is slowly giving way to fragmentation. While Facebook and Instagram remain 

essential, users are exploring alternatives like Discord, Reddit, Telegram, and newer platforms such as Threads and 

BeReal. This fragmentation will require brands to segment audiences more carefully and adopt platform-native 

strategies. 

Content that works on Instagram may not perform on Reddit, and LinkedIn posts require a different tone than those on 

X or Threads. Brands that can tailor their content and messaging across platforms will be more successful in reaching 

diverse audience segments. 

This also encourages brands to adopt a "portfolio approach" to platform strategy, balancing efforts between mass 

platforms and niche communities for maximum reach and depth. 

The future of social media marketing will be marked by increased personalization, technological sophistication, 

regulatory responsibility, and consumer empowerment. While platforms, tools, and trends may change, the central 

principle remains the same—understanding the consumer and delivering value through meaningful, engaging content. 
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Brands that can stay agile, ethically grounded, and culturally relevant will thrive in this next wave of social media 

evolution. As businesses adapt to this future, their strategies must move beyond vanity metrics and embrace deeper 

relationships, creative experimentation, and responsible innovation. 

The next chapter presents the final conclusions of this study, along with recommendations and strategic takeaways for 

E-commerce, FMCG, and Startup marketers. 

Conclusion 

 

The findings of this study confirm that social media marketing (SMM) plays a critical role in shaping consumer 

engagement and influencing business performance across E-commerce, FMCG, and Startup sectors. However, the 

nature, application, and impact of SMM are highly contextual and industry-specific. 

1. Consumer engagement is a key benefit of SMM, but it varies by sector: 

o In E-commerce, it is more transactional and performance-driven. 

o In FMCG, it serves brand-building and awareness. 

o In Startups, it fosters relatability and organic growth. 

2. Platform preference and content strategy are dictated by the sector’s core marketing objectives: 

o E-commerce thrives on real-time offers, influencer collaborations, and personalized ads. 

o FMCG brands rely on storytelling, emotional resonance, and long-form content. 

o Startups benefit from agility, humor, and behind-the-scenes narratives. 

3. Consumer trust in brands is significantly influenced by social media presence. Responsiveness, authenticity, 

and content relevance are key factors shaping purchase intent and brand loyalty. 

4. Despite widespread use, measuring the ROI of social media remains a major challenge, especially in sectors 

like FMCG where online activities may not result in immediate or trackable sales. 

5. The study affirms the need for sector-specific strategies. A unified approach to SMM across industries is not 

only ineffective but may lead to wasted resources and missed opportunities. 

Social Media is a Core Marketing Function, Not a Support Activity 

One of the most significant takeaways from this study is that SMM is no longer a peripheral promotional tactic. It has 

become a central pillar of brand strategy, directly influencing how consumers discover, evaluate, and engage with 

products and services. In sectors like E-commerce and Startups, it is often the first and only point of interaction between 

the brand and the consumer. Even in traditional industries like FMCG, social media now plays a critical role in shaping 

public perception, especially among urban and youth demographics. 

 The Nature of Consumer Engagement is Sector-Dependent 

While consumer engagement is a common goal across all three sectors, its form and function vary widely: 

• E-commerce consumers engage with the expectation of immediate value—discounts, fast responses, or 

product discovery. 

• FMCG consumers engage at an emotional or cultural level, where loyalty is influenced by storytelling, values, 

and long-term brand presence. 

• Startup audiences, often niche and digital-native, expect personalization, humor, and authentic human 

connection. 

This reinforces the conclusion that engagement cannot be measured with generic metrics alone. Brands must 

understand what engagement means within their strategic framework and develop sector-specific KPIs. 
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Content is King, but Context is Queen 

The study highlights that visual content formats (videos, reels, stories) outperform text-based content in terms of 

engagement across all sectors. However, context—such as timing, platform choice, tone, and cultural alignment—

significantly impacts performance. 

For example: 

• The same promotional video may perform differently on Instagram (visual-first) versus LinkedIn (professional 

context). 

• A cause-driven FMCG campaign may resonate in urban areas but fail to connect in semi-urban settings if not 

localized. 

Thus, content strategy must be both audience-aware and platform-sensitive to generate maximum ROI. 

The ROI of SMM is Measurable in Some Sectors, Abstract in Others 

In E-commerce, the ROI of social media is often quantifiable, thanks to tools that track click-throughs, conversions, 

and revenue attribution. In FMCG, however, the outcomes are often qualitative, such as brand recall, emotional 

affinity, or customer sentiment. Startups sit somewhere in between, often using SMM as a launchpad but lacking 

sophisticated tools for performance measurement. 

This sectoral variation suggests that different businesses need different definitions of "success" in social media 

marketing. A startup’s success metric might be 10,000 impressions in a week, whereas a national FMCG brand may 

look for improved sentiment trends over a quarter. 

Authenticity, Relatability, and Responsiveness Drive Trust 

The research underscores that consumers today value authenticity more than polish. Posts that reflect real stories, 

respond to queries, and involve user-generated content build more trust than perfectly curated ad creatives. Influencers, 

micro-creators, and employee-generated content contribute significantly to humanizing the brand, especially for 

startups. 

In all three sectors, the brands that "speak with" consumers rather than "speak to" them build stronger relationships—

a shift from monologue to dialogue that has become the hallmark of successful SMM. 

Recommendations 

 

E-commerce brands are in a high-competition, performance-driven environment where social media serves as both a 

discovery and conversion tool. To maximize the impact of SMM: 

1. Leverage Retargeting and Pixel-Based Campaigns 

o Use Facebook Pixel, Google Ads tags, and Instagram retargeting to recapture users who visited 

product pages but did not convert. 

o Create dynamic ads based on past user behavior to personalize recommendations. 

2. Invest in Performance Analytics Tools 

o Implement tools like Google Analytics 4, Meta Ads Manager, and Hotjar to measure ROAS, CAC, 

conversion funnels, and drop-off points. 

o Use A/B testing to refine creatives and copy. 

3. Focus on Funnel-Based Content Strategy 

o Awareness stage: Use reels, product teasers, and influencer shoutouts. 
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o Consideration stage: Use comparison videos, carousel ads, testimonials. 

o Conversion stage: Deploy time-bound offers, flash sale announcements, cart reminders. 

4. Offer Integrated Support through Social Media 

o Integrate WhatsApp for Business, Instagram DM automation, or chatbot support to handle queries and 

complaints in real-time. 

5. Humanize Product Communication 

o Incorporate user-generated content (UGC) such as customer photos, product reviews, and unboxing 

videos to build trust and reduce skepticism. 

Recommendations for FMCG Brands 

FMCG brands operate in a mass-market space where branding, recall, and emotional connection are key. Their social 

media strategies must aim to enhance brand affinity and consumer trust, even in the absence of direct online 

transactions. 

1. Adopt 360-Degree Storytelling Campaigns 

o Align SMM with TV, radio, and print campaigns to build omnichannel consistency. 

o Use YouTube for brand films and Facebook/Instagram for short, snackable stories. 

2. Leverage Cultural and Regional Relevance 

o Create content in regional languages and tie campaigns to local festivals, events, and values. 

o Use vernacular influencers and micro-celebrities for hyperlocal reach. 

3. Enhance Brand Credibility with Purpose-Driven Content 

o Promote CSR initiatives, sustainability practices, and ethical sourcing to create an emotional 

connection. 

o Highlight employee stories and community outreach activities. 

4. Invest in Sentiment and Social Listening Tools 

o Use tools like Talkwalker, Brandwatch, and Sprout Social to monitor public sentiment, track keyword 

associations, and respond to emerging crises. 

5. Bridge Offline and Online Engagement 

o Use QR codes, packaging-based CTAs (e.g., “Follow us on Instagram for behind-the-scenes”), and 

digital sampling to connect the offline customer with online engagement. 

 

 Recommendations for Startups 

Startups are often resource-constrained but digitally agile. Their growth on social media depends on how creatively 

and consistently they can establish a distinct voice, engage niche communities, and drive organic traction. 

1. Create a Distinct Brand Voice and Visual Identity 

o Use a consistent tone (funny, witty, bold, minimal) and design language across platforms. 

o Consider building a character/mascot (like Zomato or Durex) to anchor brand communication. 

2. Use Content as a Market Feedback Tool 

o Post MVPs (Minimum Viable Products), feature updates, or design prototypes to gauge user sentiment 

before large-scale rollouts. 

3. Deploy Founder-Led Storytelling and Transparency 

o Founders should appear in stories, explain decisions, and directly interact with followers—building 

trust and relatability. 

4. Build Micro-Communities and Leverage Relatability 

o Focus on creating closed groups (e.g., Telegram, Discord, private Facebook groups) for core 

customers. 

o Use memes and viral formats to enter ongoing cultural conversations. 
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5. Outsource Strategically, Not Randomly 

o If working with agencies, ensure alignment with the brand’s personality. 

o When bootstrapped, prioritize high-performing formats (Instagram Reels, LinkedIn posts, UGC) over 

paid campaigns. 

Cross-Sector Recommendations 

Across all sectors, certain strategic actions are universally relevant: 

1. Align KPIs with the Consumer Journey 

o Avoid vanity metrics (likes, impressions) as primary indicators. 

o Define KPIs for each campaign based on intent—e.g., awareness (reach), engagement (CTR), or action 

(conversions). 

2. Balance Organic and Paid Efforts 

o Use paid media to amplify successful organic content, not as a substitute for creativity. 

o Track spend vs. impact and reallocate budget dynamically based on campaign performance. 

3. Use Influencer Collaborations Wisely 

o Ensure influencers resonate with your audience and values. 

o Encourage storytelling over product plugs and avoid overly scripted content. 

4. Optimize for Mobile and Multi-Format Consumption 

o Design all assets for vertical mobile viewing. 

o Repurpose one core content idea across multiple formats (e.g., a brand film into reels, memes, quotes, 

blogs). 

5. Build Long-Term Engagement, Not Just Campaigns 

o Treat followers as a community, not an audience. 

o Host regular AMAs, launch loyalty programs through social, and reward brand advocates. 

 

Operational Recommendations for Teams 

• Upskill In-House Teams: Train staff in real-time content creation, trend analysis, and social analytics. 

• Invest in Analytics & Listening Tools: These are no longer optional but foundational for any brand using 

SMM. 

• Create a Social Media Playbook: Develop brand-specific content guidelines, tone of voice, crisis response 

protocol, and content calendar templates. 

References 

Batra, R., & Keller, K. L. (2016). Integrating marketing communications: New findings, new lessons, and new ideas. 

Journal of Marketing, 80(6), 122–145. https://doi.org/10.1509/jm.15.0419 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: Conceptual domain, fundamental 

propositions, and implications for research. Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

Chaffey, D. (2019). Digital Marketing: Strategy, Implementation, and Practice (7th ed.). Pearson Education. 

Clark, M., & Melancon, J. (2013). The influence of social media investment on relational outcomes: A relationship 

marketing perspective. International Journal of Marketing Studies, 5(4), 132–140. 

https://doi.org/10.5539/ijms.v5n4p132 

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/IJSREM49873                                              |        Page 25 
 

Constantinides, E. (2014). Foundations of social media marketing. Procedia - Social and Behavioral Sciences, 148, 

40–57. https://doi.org/10.1016/j.sbspro.2014.07.016 

De Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of brand posts on brand fan pages: An investigation 

of the effects of social media marketing. Journal of Interactive Marketing, 26(2), 83–91. 

https://doi.org/10.1016/j.intmar.2012.01.003 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 

Conceptualization, scale development and validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social media. 

Business Horizons, 53(1), 59–68. https://doi.org/10.1016/j.bushor.2009.09.003 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business 

Horizons, 52(4), 357–365. https://doi.org/10.1016/j.bushor.2009.03.002 

Appendix 

Appendix A: Survey Questionnaire (Consumer Respondents) 

Title: Social Media Marketing Impact Survey 

Purpose: To collect data on consumer behavior, perceptions, and engagement with brands on social media 

platforms. 

Sections: 

1. Demographic Information 

o Age 

o Gender 

o Occupation 

o City/Town 

2. Social Media Usage 

o Most-used platforms 

o Frequency of usage 

o Types of content engaged with 

3. Engagement with Brands 

o Frequency of interaction (likes/comments/shares) 

o Reason for following brands (offers, updates, trust, etc.) 

4. Purchase Behavior 

o Influence of SMM on buying decisions 

o Role of influencer marketing 

o Perception of brand credibility on social media 

5. Suggestions or Preferences 

o What kind of brand content they enjoy most 

o Expectations from brand presence on social platforms 

 

 

 

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/IJSREM49873                                              |        Page 26 
 

Appendix B: Interview Guide for Marketing Professionals 

Title: Semi-Structured Interview for Industry Experts 

Participants: 12 professionals (4 from each sector: E-commerce, FMCG, Startups) 

Key Themes: 

1. Objectives of social media strategy 

2. Preferred platforms and rationale 

3. Budget allocation and ROI expectations 

4. KPI tracking and measurement tools 

5. Key challenges and limitations 

6. Trends they are adopting or observing 

7. Future plans for social media strategy 

8. Sector-specific insights on consumer engagement 

Appendix C: Sample Social Media Campaign Screenshots 

Purpose: Visual examples of real-world brand campaigns used during the study. 

Inclusions: 

• A Nykaa influencer campaign post (E-commerce) 

• A Nestlé YouTube brand film (FMCG) 

• An Instagram meme by a D2C Startup (e.g., The Whole Truth or boAt) 

• Screenshots annotated with campaign goals and engagement metrics (where available) 

Note: Ensure you cite or attribute publicly available content properly and avoid violating copyrights. 

 

Appendix D: Comparative Tables 

Purpose: To present side-by-side analysis supporting Chapters 5 & 6. 

• Consumer engagement metrics by sector 

• Preferred content types by sector 

• KPI focus across E-commerce, FMCG, and Startups 

• Summary of platform usage and content formats 

 

Appendix E: Consent Forms and Ethical Disclosure 

Consumer Survey Consent Text: 

“This survey is part of an academic research project on social media marketing. Your responses are anonymous and 

will be used solely for educational purposes.” 

Interviewee Consent Declaration: 

“I consent to participate in this interview. I understand that my responses will be anonymized in the final report.” 
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