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A STUDY ON CUSTOMER PERCEPTION ON SOCIAL MEDIA
MARKETING BY THE BRAND “HERBAL STRATEGI”

Abstract

In the current era social media social media plays the major role in transferring
information to the customers from the company and the sales revenue completely
depends on the customer’s perception. So, the study aimed to find out how customers
can utilise social media marketing promotions to learn about products and improve their
understanding of these things.

Henceforth, the study followed to identify customer perception on social media
activities by the brand, to understand the perception of consumers regarding information
to be seen on Herbal Strategi’s social media handles, to inspect the trustworthiness of
social media pages based on information provided by the brand and other consumers
and to recommend some changes required in existing strategies.

A survey on different social media and consumer perception on social media marketing
distributed to 208 participants conducted and results identified that, majority of the
participants agreed that those social media platforms provide positive and trustworthy
contents to the consumers and perception of consumers on the marketing strategies will
affect the brand value.

Based on the data analysed, we could conclude that mean response for each statement is
significantly different from neutral (p value=<0.05). Also, we could prove that there is a
significant relation between gender and responses (p value=<0.05). Regardless of the
weakness, future studies may concentrate on individual demands and may require more

participants and time.
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1 Introduction

1.1 Overview

Social media is an online platform that was developed on the same philosophical and
technological tenets as Web 2.0 in order to facilitate user-to-user interaction and sharing
of information, Kaplan and Haenlein (2010). Many different channels of
communication exist within the realm of social media. Online forums (like Facebook,
Instagram, and LinkedIn), microblogging services (like Twitter), collaborative
encyclopaedias (like Wikipedia), content communities (like YouTube), and virtual
social networking sites. Markets, corporations, and individuals are all influenced by the
breadth of social media communications. As a result, sites like Facebook, Instagram,
and Twitter have integrated themselves deeply into our daily lives. There are now 3.48
billion people using social media, an increase of 288 million (or 9 percent) since
January 2018. More than 1401 million people used Facebook every day in the fourth
quarter of 2017. That is approximately two billion people. Citizen journalists are using
Twitter to disseminate breaking news, and internet personalities are becoming as well-
known as A-list Hollywood actors Kartajaya et al. (2016). More than ninety-five
percent of all social media users around the world are between the ages of 18 and 34,
and this demographic is the most likely to follow a company on social media

laMontagne (2015).

In order to reach a larger audience, businesses set up social media accounts for their
products on sites like Facebook, Instagram, and Twitter. Direct and two-way
communication is the hallmark of SMM's brand-consumer partnerships. New products
and services with unique perspectives and values can be created because to such
connections Kim and Ko (2011). Instead of posting frequently for the purpose of
having an active online life, organisations should prioritise sending engaging material
that enables a positive two-way connection to take place Pinto et al. (2019). Several of
the first movers, like Louis Vuitton, reaped rewards from establishing and maintaining
influential online groups Kim and Ko (2011). Thus, SMM campaigns are now widely
regarded as efficient channels of advertising Kim and Ko (2011). Customers expect on
their favourite brands to send them personalised messages and provide relevant

information. The most effective method for achieving this objective is through the use

1



of social media. Managers of brands must have a thorough appreciation for how their
customers feel about their social media activity if they want to maintain their customers'

interest and confidence.

"Herbal Strategi" is a company based in India and sells a line of natural cleaning
supplies, pesticides, and personal care items. Because prolonged exposure to chemicals
can create irreversible health effects, organic goods have recently gained popularity.
Many these days have wised up and begun incorporating more organic goods into their
routines. These organic items are safe for the environment and the insects and reptiles
that call it home. The function of social media in disseminating this material to the
masses is crucial. The community can utilise a variety of channels to disseminate their
comments, critiques, and examples. These mediums also feature brand advertising and a

wealth of branded content.

1.2 Research Purpose

Despite the importance of social media in the marketing mix, there is a dearth of studies
on how firms should effectively leverage these platforms Kim and Ko (2011); Gensler
et al. (2013). The goal the purpose of this study is to add to the expanding body of
literature on social media marketing and to inform the marketing activities of
corporations. Research guiding social media marketing initiatives is essential
considering the growing importance of Integrated Marketing Communication
(IMC) and the prevalence of social media in spreading marketing messages. This study's

goal is to analyse how customers feel about a company's social media campaigns.

On the effects of social media marketing, a lot of study has been conducted, with writers
conflicting on various points. Furthermore, certain research studies have demonstrated
the effectiveness of social media marketing in influencing customer perception, but
these findings are not definitive. The main goal of this research is to demonstrate a
connection between Herbal Strategi's client loyalty and their use of social media for
advertising. Understanding social media's usefulness from the customer's perspective

would be a "added value" for the business.



1.3 Significance of the Study

Research has been done to determine which communication messages/social media
postings are the most powerful and captivating due to the rise of Integrated Marketing
Communication and the usage of social media as a primary medium for conveying this
message De Vries et al. (2012). Customers can interact with the company and other
customers directly through online brand communities on social media platforms,
thereby boosting the amount of information shared about the brand. Communicating

openly is essential for the brand to gain its customers' confidence and loyalty.

Companies that want to strengthen their consumer-brand relationships have begun
placing a larger emphasis on brand communities, where consumers produce and share
brand-related content and engage with one another Pinto et al. (2019). One example of
such a community is the group of people who have an interest in a particular brand on a
social networking site (SN) like Facebook. In fact, 94 percent of Fortune 100
corporations regularly maintain their Facebook brand profiles. Although Europe lags the
US in terms of brand social media maturity, many European firms have begun to
recognise the advantages of SN. Since 2012, European firms, particularly British ones,
have worked hard to develop meaningful connections with their customers via their
Facebook pages to shift focus from the expansion of their fan following to customer

engagement and revenue generation.

1.4 Research Aim and Objectives

Due to the impact of social media, there is presently a trend towards greater
collaboration in society, which enables companies to interact with their clients more
efficiently. This study will aid the general public in comprehending how customers can
utilise social media marketing promotions to learn about products and improve their
understanding of those things. Once again, this research will provide knowledge on the
importance of modern social media marketing and the role that this emerging marketing
trend plays in today's fiercely competitive business environment. The study's findings
will provide businesses with valuable insight into how they may strengthen their own

social media marketing strategies. All consumers nowadays depend on the web and



social media app for evaluation, making the use of social media marketing a hot topic as

of late. Hence, it is crucial for businesses to invest in social media advertising.

1. To identify consumers' perceptions on social media activities by the brand.

2. To understand the perception of consumers regarding information to be seen on
Herbal strategi's social media handles.

3. To inspect the trustworthiness of social media pages based on information
provided by the brand and other consumers.

4. To recommend some changes required in existing strategies.

1.5 Methodology

The methodology of the study revolved around a questionnaire survey. The goal of this
study was to analyse how customers felt about Herbal Strategi's social media
campaigns. More than 250 people were asked to fill out the survey, but only those who
did so in its entirety were considered for inclusion. 208 participants who answered all
questions were considered for inclusion. Participants were chosen from the customer
base of Herbal Strategi's online store. The use of the participants' responses in the study
was based on their giving their informed consent. Primary and secondary data are

crucial for the accomplishment of this research.

In-person meetings and online surveys via Google Forms and Zoom will be used to
compile the data. Time, distance, and accessibility are all factors that can be mitigated
by using these techniques. Further interviews with important employees are also
required to gain insight into the practical aspect. Managers, designers, and salespeople
all have unique perspectives on the subject that can shed light on the bigger picture.
Google surveys are a simple way to get feedback from clients. Participants were
requested to respond to an altered form of the questionnaire Kim and Ko (2011)’s
Perception of Social Media Marketing activities compute. The participants' views on a
brand's social media actions were divided into three groups: Entertainment, Interaction,
and Word of Mouth. These were rated on a 5-point Likert scale, with answers varying

from 1 (strongly disagree) to 5 (strongly agree).

When conducting market research, primary and secondary data sources are typically
tapped into to the greatest extent. For optimal results, it is likely best to combine both

varieties of information. Also, the researcher will utilise academic articles to collect



second-hand information to evaluate the societal impact and general evolution of
marketing while utilising the current technology in order to enhance the researcher's
decision-making capabilities. The suggested research study will use narrative data
analysis to create its findings. Narrative data analysis will be superior to other methods
of data analysis as it enables a more profound comprehension of the data. Managing the
plethora of participant questionnaires culled from in-depth interviews. The SPSS
statistical program and other suitable methods will be utilized to examine the primary
data. Narrative analysis will be useful for showing how the marketing industries have
adapted to new technologies. Once the interviews are over, the data may be easily
analysed and organised. The critical step will be making the link between the collected

data and the hypotheses and findings from the literature review.

1.6 Structure of the Study

The dissertation is composed of 5 chapters. A thorough literature review follows the
introduction. The literature review explains how digital marketing strategies are created
and how to uphold brand loyalty. Also, the literature study offers the connections
between variables that are necessary for identifying model alterations. The subsequent
section provides a comprehensive explanation of the methodology and research design,
encompassing details about the research design itself, methods employed for primary
data collection, and the strategy adopted for data analysis. The fourth chapter presents
the significant findings derived from interviews and questionnaires, highlighting key
data points. The final chapter concludes by addressing the limitations of the findings,
the contribution of the research, and offering recommendations for future researchers to

explore and investigate further.



2 Literature Review

2.1 Overview

Assessment of the results of social media marketing on customers' perceptions is the
topic of this chapter, which provides a literature analysis of relevant studies. The review
will also topically distribute the many subjectivities included to provide greater
coherence about the linked issues for comprehension. Previous literature on the topic
under investigation will also be evaluated, and this process will help to construct the
conceptual framework. In today's era of intense economic competition, marketers have a
lot on their plates. One of the main issues in marketing is how consumers feel about a
product. According to Aradhna (2013) there are numerous ways in which consumers'
opinions influence their final purchasing decisions. This is why many businesses and
their marketers have conducted studies to better understand consumer sentiment.
Marketers who get this idea will be in a better position to learn about their target
demographics and meet their specific wants and needs. According to Septiani et al.
(2020) there are a variety of things that marketers undertake to influence how their
target audience sees them. Social media marketing is being widely used by a rising
number of businesses. One of the many ways it's useful is in shaping how customers
feel about a product. As a consequence, the researcher's description with references to
additional literatures is included in the next part, of several facets of social media

marketing and customer perception.

2.2 Social Media Marketing

Lim et al. (2012) defines "social media marketing" as " the act of communicating an
organization's message to its target audience using social networking and microblogging
websites". Your use of social media for marketing purposes helps both current and
future customers become more familiar with your brand. Marketers spread the word

about their goods and services via social media.

On the other side, Mandiberg (2012) agreed, saying that social media marketing relies
on the web and through other social media sites to spread the word about a company's
wares. Social media marketing's objective is to produce content that will be appealing to

a broad audience and sway their purchasing decisions. When used for advertising



purposes, social networking sites could increase a company's identification, as
mentioned by Mandiberg (2012). According to Myers et al. (2011) social media
marketing is what works best to spread the reputation of a business wares in the 2010s.
Social media may be used to reach a larger audience and increase brand exposure. To
put it simply, social media marketing demonstrates and simplifies the process of
reaching out to a broad audience with additional details concerns a commodity or

business.

Using social media has quickly come out as a top priority for individuals, groups, and
businesses alike. Businesses leverage social media for advertising and other objectives.
By creating and sharing engaging content on a company's social media channels,
marketers want to draw the attention of potential buyers. According to Vrac et al.
(2012) businesses use social media to both retain existing clients and inform them of
new offerings. On the other hand, according to Huang et al. (2019) businesses can reach
a larger audience through social media marketing than they could ten years ago. Huang
et al. (2019) stated that businesses can reply to clients faster than ever before because to
the use of social media marketing. Based on the findings of Zauner et al. (2015)
marketing professionals may more successfully sway their target audience by using the
visual content produced on social networking platforms. The social networking site
enables advertisers to follow their online activity. According to Harmatz (2004), the
most effective method for doing promotions is the usage of social media marketing
since it gives advertisers the ability to communicate the features of their product or
brand. Heinonen (2011) expanded on this idea, noting that while employing social
media marketing, companies place more emphasis on consumer feedback and feedback
about products. Due to the fact that Ayass and Gerhardt (2012) discovered that every
person's social media profile has at least some basic information, businesses can use this

data to obtain a better grasp on their clients.

2.3 Importance of social media for Businesses

If they simply looked around, they would see that virtually every company in the world
had a social media presence. While the overall population is growing, Butcher (2009)
claims that each day brings new members to the various social media sites. This opens
up a huge opportunity for companies. Organizations in the corporate world can now

customize their social media usage to meet their specific needs. With the help of social



media platforms, organisations may become more sociable and actively positive in their
dealings with consumers. They might make use of the various advertising options that
social media networks provide. According to Jaakkola (2007) findings, using social
media to spread news about businesses and grow their operations is crucial. Nowadays,
a lot of businesses primarily rely on social media to manage their marketing initiatives.
If social media is handled and used properly, Myers et al. (2011) argues, it can be a
powerful factor in expanding a company's reach. Siew Meng (1993) chimed in to say
that comprise social media marketing into a company's overall marketing strategy also
yields positive results. Social media marketing is proving to be the most successful and
economical method for contacting a lot of consumers, as stated by. According to Lim et
al. (2012) analysis, social media marketing is the most successful strategy out of the top
20 options. Due to the continued increase in the number of people utilizing social
networking sites, marketers now have access to a new source of data about their target

audience.

2.4 Major Social Network and Social Media Advertising Platforms

Today, people all over the world have access to a plethora of social media platforms.
According to Puki¢ (2011) different companies have varied strategies for using social
media. We'll use some outside sources to break out the foundations of these social

media platforms and their applications.

2.4.1 Marketing on Facebook

Facebook is the most well-known and widely-used social networking platform
worldwide. More than 2.5 billion people from all over the world use Facebook.
Dorenda-Zaborowicz (2012) concluded that every day more than 700 million people use
Facebook. Facebook is a great place for advertising efforts since so many people use the
site every day. More individuals can understand the ad copy's intended description of
the product or brand. Facebook ads provide more information than those on other social
networks. Facebook hosts its own server for displaying ads. Facebook ads provide

additional detail.

2.4.2 LinkedIn Advertising
LinkedIn is more of a business networking site than a social media site. The combined
knowledge and experience of its users form the foundation of this social media

platform. In comparison to Facebook, LinkedIn has a much smaller user base. LinkedIn



users fall into a specific demographic. It's more like an adult social network where
people talk about their opinions on work or other topics. LinkedIn's user base is
constantly expanding because of the many professional connections it facilitates.
Marketers have a significant LinkedIn option for reaching B2C clients. Heinonen
(2011) found that LinkedIn was the second-most widely used social network marketing
platform among marketers. LinkedIn has around 300 million active users. Hong and
Shyr (2007) report that interest in and use of LinkedIn is gaining popularity among
professionals across a diverse range of occupations. When Indians post their thoughts
on a product on LinkedIn, it aids businesses in better understanding both the demand in
the Indian market and the viewpoint of Indian customers. However, Jahn et al. (2013)

highlighted one problem with LinkedIn: the lack of a remarketing option on the website.

243 Twitter Advertising

Twitter holds the position of the third-most important platform for social media
marketing today. Even though some users utilize Twitter frequently (by writing tweets,
favouriting tweets of others, retweeting things from others, etc.), may find the UI and
140-character restriction to be excessively constrictive. However, Twitter is still a vital
and effective resource for business promotion. Users of Twitter can see links or adverts
on their home page that take them to external resources, such as other social media
platforms or specific URLs. Marketers frequently target celebrities who have a huge
following on Twitter. According to research by Lievrouw and Livingstone (2006) there
are over 200 million active Twitter users every day. Twitter advertising is less
challenging than LinkedIn and Facebook. Users don't need to take any action for
promoted tweets to show up on their home pages. Twitter users frequently add #tags to
their messages to make them stand out more. Advertisers capitalize on these #trends by
using them in their campaigns. Similar to Facebook, Twitter enables companies to focus
on a certain user demography, making it simpler for them to customize their content to a
particular target. Siew Meng (1993) found that many different types of marketers were
utilizing Twitter for business-to-business marketing, and similar findings emerged from
studies of marketers' use of the platform for other types of advertising. As a marketing
tool, Twitter is particularly effective because of the enormous number of people that
frequently check in and linger on the platform. Many Twitter users are hooked due of

the platform's ease of use.



2.44 Google Advertising

Google+ is also used as a tool for social media promotion by marketers. Being the most
widely used search engine worldwide, Google is intrinsically linked to Google+.
Google+ has an advantage over its rivals simply due to the popularity of the Google
brand. Almost 300 million active users contribute new content and ideas to Google+
every month. Single advertising is available on Google+, which is referred to as + posts
by the social network service provider. Users' posts on Google+ can be repurposed in
many different ways. Because both YouTube and Google+ are owned by Google, both
services share the same advertising. Anyone, anywhere in the globe, can leave a
comment on this ad without even needing to sign in. According to Tollinen and
Karjaluoto (2011) this could lead to false assumptions about consumers and make it
difficult for businesses to zero in on their ideal clientele. But advertisers have the option
of choosing a targeted audience and page for their adverts to display on. Depending on
the terms a user selects, these ads may display on their profile Marketers have the
opportunity to utilize this data for the purpose of segmenting their customer base into
geographic regions or to tailor their responses to a specific audience. According to

Aslam (2011) findings, the versatility of google+ is helping the site grow in popularity.

2.4.5 YouTube Advertising

In the present era of the internet, individuals are drawn to videos from a wide variety of
genres. When it comes to sharing videos, YouTube is by far the most popular social
networking site. Additionally, 10 second or fewer YouTube videos are used by
marketers to raise brand recognition. The beginning or a certain point in the middle of a
video is usually where these adverts occur. According to Lim et al. (2012) the YouTube
location service helps businesses identify and segment their most likely clients based on
demographic data. Advertisers can also pay to have videos they sponsor appear while
viewers are logged into their YouTube accounts. According to research by Lievrouw
and Livingstone (2006) those who use YouTube on a daily basis are exposed to
advertisements posted by various marketers as well as videos sponsored by these same

advertisers.

2.4.6 Instagram Advertising
When it first debuted, Instagram was just a photo-sharing social networking site. Now
that Instagram has been purchased by Facebook, the app's user base is rapidly

expanding. More than 350 million people use Instagram every day. Mckeen and Smith
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(2003) revealed that Instagram adverts were being used as the main platform for brand
communication and promotion by 93% of high-end, high-demand corporate enterprises.
He added that Instagram grows its number of views more quickly than Facebook or
LinkedIn. According to Social Network Services (2009) Instagram has flourished since
its merger with Facebook, and the platform now offers businesses novel and fruitful
promotional opportunities. Lievrouw and Livingstone (2006) however, found how
Instagram is used by small businesses was not as effective as that by large firms because
the latter already had a pre-existing fan following on Instagram that they exploited to

attract more viewers.

2.5 Customer Perception

Consumer perception can be characterized as the ideas that customers have about
specific company organizations and the products that those businesses sell. Both current
customers and potential customers are taken into account. Pénard (2015) defines
customer perception as the process by which customers make an effort to understand a
company and the products it sells, then generate an opinion about the company and the
product. If consumers are given the pertinent information on the product or brand, they
might create an impression of it in their minds that is meaningful. According to Ayass
and Gerhardt (2012) Customer perception refers to the idea of a sensory perception of a
certain item or brand following exposure to its marketing or promotion. Specifically,
customer perception was described as the idea of customer view of a certain brand or
item. Customers are able to build an opinion about a product or brand in their head
based on the sensory information they receive from the company and its products. This
concept of customer perception is utilized by business organizations so that they may
have an understanding of how the consumers view the company. Butcher (2009) came
to the conclusion that customer perception is also employed in the majority of
commercial organizations to build marketing plans and promotional initiatives that
according to the perspective of the buyers in order to keep existing clients and entice

new oncs.

According to study conducted by Chopra (2012) companies identify customer
perception in order to gain a deeper comprehension of the perspective of customers.
Consumers can develop opinions about a product, brand, or company through a variety

of channels, including seeing a product advertisement, listening to comments from
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relatives and friends, reading reviews written by other customers, and so on. Because of
this, the perception of the consumer might either be favourable or bad. It depends on
how and where he gets the review in order to determine it. Because consumer
perception is directly tied to the client experience, Business organizations should give
priority to improving the overall experience of their customers in addition to
establishing innovative promotional techniques in order to cultivate a favourable
consumer perception. According to Harmatz (2004) business organizations should place
a primary emphasis on understanding the perceptions of their customers because these
perceptions have a significant impact on the purchasing decisions made by customers.
Marketers need to do research to determine what factors influence the customers'
perceptions and how to formulate marketing plans that take into account these important
factors. According to Harmatz (2004) when marketers are ready to start a new
promotional campaign for a product or brand, they turn to the customer perception
theory in order to guide their decision-making. The way in which customers see a
company has a direct bearing on how attractive that company appears to potential
customers. It is also helpful to firms in maintaining positive relationships with the

clients they already have.

2.6 Social Media, Social Networks and Customer Perception

According to Siew Meng (1993) marketing using social media can boost the efficiency
of a firm while simultaneously having a beneficial effect on the way how clients regard
the business. Several companies' organizations' use of social media and social media
marketing played a pivotal role in driving the popularity of both the product and the
company as a whole. Because of this popularity, buyers have a more favourable opinion
overall. According to the findings of his investigation, Mandiberg (2012) discovered
that an increase in the number of individuals using the internet and various social media
platforms made it possible for commercial enterprises to seize a sizable share of the
market by leveraging social media marketing. Social media marketing helps firms to

answer to client questions and issues more rapidly.

As opposed to that, Mckeen and Smith (2003) stated that an important function of social
media marketing is that it assists businesses in capturing a substantial share of the
market, which was difficult a few years ago. Based on marketing researcher Lievrouw

and Livingstone (2006) social media promotion is capable of influencing consumers
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perceptions and helps organisations to win trust of their target audiences. The overall
process of the customer's purchasing decision is improved when social media marketing
is combined with the customer's perception of the company. Siew Meng (1993)
mentioned once more that consumer perception can boost sales earnings, and he also
mentioned that social media might improve client perception. So, the way in which
customers are perceived and marketing through social media are a pair of parallel
elements that can improve sales revenue. Social media marketing and consumer
perception have a close relationship, as stated by Jaakkola (2007) as a result of social
media marketing raises consumer awareness, which in turn raises consumer perception

of the brand or product.

2.7 Impact of Social Media Marketing on the Company’s Marketing
Strategy and Branding

According to Wood (2016) social media platforms have recently improved and made
significant adjustments to branding and marketing. He also states that this is the case.
Social networking websites have given marketers access to new marketing techniques,
allowing them to reach a wider audience and increase their customer base. The
affordability and accessibility of social media platforms boosted the efficiency and
lowered the price of advertising and promotional activities. According to Heinonen
(2011) an increase in the quantity of users of various social media sites also results in a
rise in the opportunity for marketers to affect the perception of customers, as well as the
process by which customers make decisions regarding their purchases. In addition, he
pointed out that business organizations must alter their marketing plans, corporate
guidelines, and other aspects of their operations in order to keep up with the
development of technology, even though the influence of customer perception on the

purchasing decision may be indirect.

According to Kandampully et al. (2018) the objective of social media marketing is to
persuade consumers with enticing material about a product or brand to change their
minds about their perceptions of the product as well as their decision to make a buy.
There are a few of businesses that use social media marketing on a worldwide scale, but
the bulk of commercial businesses use it to attract employees and raise brand
recognition among customers in their immediate area. According to Mckeen and Smith

(2003) the enhanced efficiency of today's modern businesses can be attributed, in part,
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to the use of social media marketing as a tool for marketing. As a result of social media
marketing, every single firm that employs social media as a tool for marketing has had
to modify its business practices and marketing plan. Additionally, the organization and
its clients' communication were enhanced. According to Knoblich et al. (2017) the most
successful companies are now allocating a greater portion of their marketing budgets to
social media marketing rather than to traditional marketing activities. In light of the
results of study by Vasanth et al. (2021) within the next ten years, nearly forty percent
of the overall marketing expenditure will go toward advertising via social media.
Marketers must choose the most efficient approach which utilize social networking sites
as an instrument to access the plethora of upcoming new capabilities that social media
sites will provide. Due to the abundance of social media platforms accessible, the bigger
businesses are beginning to offer instruction and advancement initiatives for their
marketing personnel. This is done so that they may get a dominant position while
utilizing social media sites as an instrument for marketing. But Fisher (2015) recently, it
was stated and claimed the fact that big businesses can reach a vast amount of clients,
small and medium-sized companies must work harder and allocate a greater amount of
money to enhance their fame among the consumers and that the implementation of
personalized adverts on social media platforms might mislead consumers about certain
items. Fisher's argument was that personalized social media advertisements might

mislead consumers about some items.

2.8 Impacts of Social Media Marketing on Customer Perception

The information dispersed and connected through social networks. When compared to
more conventional forms of media, it provides some quite novel opportunities for the
dissemination of brand information Kim and Ko (2012). Examples of ways in which
information can be communicated include the use of the brand's official online
community, online consumers' transmission of brand information, online presentations,
and online shopping as part of the experiments. It's possible that purchasers will be
interested in and intrigued by information gleaned from social media platforms.
Intuitive correspondence features of social networks facilitate online meetings between
buyers and sellers. They are consumers, citizens, lawmakers, newscasters, and

commentators Gensler et al. (2013).
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As they identify their demands, customers will learn where to locate important product
information, especially for high-contribution items Trusov et al. (2009). At present
time, purchasers can find more and more resources on social media, and a positive
perception of the brand can increase their enthusiasm for it. In this sense businesses
right now must take both actions. In order to begin Solomon et al. (2013), set up a
social communication channel using weighing scales. During the evaluation phase, the
buyer's opinion of the product (brand) will be affected by the number of pertinent
comments posted on social media. The more reviews there are online, the less research
is necessary, and greater the buying power of the consumer is appropriate Andzulis et
al. (2012). Sustainable responses to the massive amounts of information required by
customers to assess a brand’s harmony at this level can be achieved by the development

of a sequenced communication in social networks de Vries et al. (2012).

After making a purchase, the shopper typically develops a routine of post-purchase
actions dependent on how happy they are with the item they just bought Solomon et al.
(2013). Buyers' verbal transmission of things pursuant to post-purchase agreements are
often only distributed by word of mouth, and when transmission seasons vary in the
traditional method of acquisition, their influence decreases. The internet both improves
the reliability of word-of-mouth recommendations and makes it possible to recreate
previous purchasing patterns. By using social media, consumers can reach a larger
audience with product recommendation information. These interconnected pathways of
the system can rapidly generate both good and negative information about products
(brands). When it comes to internet articles or companies, consumers are more likely to
be swayed by negative information than positive information. In addition, for high-
volume items, customers are more likely to trust the reliability of their purchasing
alternatives if they participate in social network surveys after making a purchase
Hudson et al. (2015). Hence, it's important for a brand manager to know how likely
consumers are to spread the word, as well as where and what kind of information they'll
spread. Hence, it is crucial to enhance the management of negative customer data in
post-purchase agreements and promptly mitigate potential risks associated with such

data in business operations Hudson et al. (2015).
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2.9 Recently Emerging Social Media Marketing Strategies

With new technologies of consumer behaviour, the upcoming years are set to be an
interesting year in marketing stated by Bretous (2022). Consumer values and
preferences will shift effective marketing tactics. To influence the customer perception

company can use few emerging technologies as follows;
e Long term influencers - brand relationship

As mentioned by Hu et al. (2014) influencer marketing, takes that idea and
updates it for the new digital era which is a partnership between a business and a
person with a focused online audience who has a strong online following in a

particular area.
e Live streaming

When used in conjunction with influencer marketing, live streaming enables
potential buyers to interact with ambassadors who are knowledgeable about the

product, discuss it, and make a purchase while watching the video.
e User generated contents

These contents are produced by customers instead of brand like unboxing videos

and live reviews as researched by Goes ef al. (2014).
e Cohesive customer experiences

Customers need a customized, needs-focused experience that is special to them.
Customer journey mapping is one method for understanding the user experience

better.
e Conversational/interactive marketing

It’s a two-way experience and it could provide more trust towards the brand
using intelligent chat bots and natural language processing quizzes, contents,

assessments and interactive maps and videos Jiang et al. (2010).
e Emphasis on consumer privacy

When increase data security customers could feel safer to purchase.
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Al for better trend spotting

According to Perifanis and Kitsios, (2023) to better understand their consumers,

companies use data models, algorithms, and machine learning. By using this

information, marketers may save costs, target specific audiences, and improve

customer experiences.

2.10 Hypothesis of the study

Hypothesis

Reference

Social media marketing:

Social media can boost the marketing
strategies like total or complete awareness
of the brand, different services providing,
activity tracking and feedback properties.
Also, about

the

can spread the words

company’s name recognition, so
audience could sway their purchasing
decisions. Moreover, will be able to draw
moderate to maximum attention of a larger

audience of potential buyers.

Mandiberg (2012) agreed, saying that
social media marketing relies on the
internet and other social media sites to

spread the word about a company's wares.

Importance of social media for business:

Social media is the most efficient and cost-
effective mode of marketing. It will help
the business become more sociable and
can accelerate active dealings. Tailor made
features of social media can bring new
members every day. If it handled and used
properly, it can be a powerful factor in

expanding company’s reach.

Butcher (2009) claims that each day
brings new members to the various social
media sites. This opens up a huge

opportunity for companies.
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Major social network and social media

advertising platforms:

1. Facebook- ads can provide

additional information.

LinkedIn- 2" most popular media
marketing platform. The only
drawback is the site doesn’t have a

retargeting option

. Twitter- Twitter advertising is less
complicated than Facebook and
LinkedIn. Large number of users

and more features like #.

Google- sites are very much
adaptable and advertisers have the
option of choosing a targeted
audience and page for their adverts

to display on.

. YouTube- best in sharing ads

videos.

Dorenda-Zaborowicz (2012) concluded
that every day more than 700 million
people use Facebook. With so many
people using the site every day, Facebook
is location for

a prime advertising

campaigns.

Heinonen (2011) found that LinkedIn was
the second most popular social media
marketing platform among marketers.
LinkedIn has around 300 million active

users.

Lievrouw and Livingstone (2006) there
are over 200 million active Twitter users
every day. Twitter advertising is less
complicated than Facebook and LinkedIn.
Promoted tweets can appear on users'
home pages without them having to do

anything.

Tollinen and Karjaluoto (2011) advertisers
have the option of choosing a targeted
audience and page for their adverts to
display on. These advertisements may
appear on a user's profile depending on the

keywords they've chosen

Lievrouw and Livingstone (2006) those
who use YouTube on a daily basis are
exposed to advertisements posted by

various marketers as well as videos

18




Instagram- offers businesses novel
and fruitful promotional
opportunities. But may not be
effective in small business because

of the pre-existing fan followers.

sponsored by these same advertisers.

Lievrouw and Livingstone (2006b)
discovered that the usage of Instagram by
small businesses was not as effective as
that by large firms because the latter
already had a pre-existing fan following
on Instagram that they exploited to attract

more VIEWETrs.

Customer perception:

Customers are able to build an opinion
about a product or brand in their head,
based on the sensory information they
receive from the company and its products.
It helps to build marketing strategies and
And  these

promotional  activities.

perceptions have a significant impact on

Pénard (2015) defines customer
perception as the process by which
customers attempt to comprehend an
organization and the items it offers, and
then formulate an opinion regarding both

the product and the organization.

the purchasing decisions made by
customers.
Social media, social networks and

customer perception:

Social media and networks can increase

the customer perception. And this

perception can increase the sales revenue.

Siew Meng (1993) marketing using social
media can boost the efficiency of a firm
while simultaneously having a beneficial
effect on the way customers view the

company.

Impact of social media marketing on the

company’s marketing strategy and

branding:

Social media websites allow to acquire a

Wood (2016) the use of social media sites

has resulted in recent advancements and
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greater number of clients and brought
down the cost of promotions too. But
personalized social media advertisements
might mislead consumers about some
items, and this might make medium/ small
companies to put more effort and spend
more money if they want to win over more

consumers.

other developments in branding and

marketing.

Knoblich et al. (2017) the most successful
companies are now allocating a greater
portion of their marketing budgets to
social media marketing rather than to

traditional marketing activities.

Impact of social media marketing on

customer perception:

By using social media, consumers can
reach a larger audience with product
recommendation  information. = These
interconnected pathways of the system can
rapidly generate both good and negative
information about products (brands), this
will help the company to maintain or

improve their product quality and need.

Customers will learn how to find crucial
product information, particularly for high
contribution goods, as they confirm their

needs Trusov et al. (2009)

Solomon et al. (2013) set up a social
communication channel using weighing
scales. During the evaluation phase, the
buyer's opinion of the product (brand) will
be affected by the number of pertinent

comments posted on social media.

In addition, for high-volume items,
customers are more likely to trust the
reliability of their purchasing alternatives
if they participate in social network
surveys after making a purchase Hudson

et al. (2015).

Recently emerging social media
marketing strategies:
Using the emerging social media

marketing strategies, the company could
gain the trust of their customers very much

effectively. This could be a great approach

According to Mangold and Faulds (2009)
due to the rise of internet-based social
media, one person may now communicate
with hundreds or even thousands of other
individuals discussing products and the
sell them. This has

companies that

considerably increased the effect of
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to improve the brand value. consumer-to-consumer communications in

the marketplace

Table 1: Hypothesis of the study

2.11 Conceptual Framework

The following offers a theoretical foundation for the aforementioned studies. According
to this theoretical framework, the study's independent variables are the numerous social
media channels such as (Facebook, LinkedIn, Google+, Twitter, YouTube, etc.),

whereas the study's dependent variable is consumers' perceptions.

Social Networks

Marketing
F k .\"\_
(Faccbook A Strategy, Customer
LinkedIn, Google) b i

Branding, erceplion
Social Media /—" Brand

g Equity

(Blogs, YouTube)

Figure: 1 Conceptual Framework

The most common form of social media is a social network. By facilitating dialogue and
connection between people, social media help build reliable relationships between
neighbourhoods. Any website or online platform that facilitates user-generated content,
discussion, and community building is a social network, as defined by Sayabek et al.
(2019). Popular social media platforms include Facebook, Instagram, YouTube,
Twitter, and messaging apps like WhatsApp and Telegram. The proliferation of online
social networks has greatly simplified the process of sharing information. It's also worth

noting that social media's immense popularity and one-of-a-kind features have had an
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impact on advertising and promotion. Mangold and Faulds (2009) argues that
consumers' post-purchase behaviour-such as writing reviews or expressing displeasure
and dissatisfaction with the experience of using the product-is also influenced by social

media.

A concept that has just recently begun to gain traction in past few years is the influence
of digital and social media settings on customer behaviour Lamberton et al. (2013). The
results can be categorized as environment-integral (implying that behaviour in digital
spaces affects behaviour in other domains) or environment-incidental (implying that
physical settings have an impact on digital ones) (i.e., behaviour in other, unconnected
situations is influenced by digital surroundings). It is intriguing to observe the various
informational and social attributes found in digital and social environments, including
exposure to the opinions of other consumers (for example, reviews) or choices (for
example, online auction bids), or even just reading about friends' life on social media
can have an influence on future behaviour. For example, being exposed to other buyers’
opinions (for example, reviews) or choices (for example, online auction bids). For
instance, Lamberton et al. (2013) thought about studying other people in the context of
digital environments, we have examined and recognized how these observations can
influence an individual's decisions made under various circumstances, as well as
conclusions drawn about strangers. These researchers were interested in the
environment-integral consequences of these interactions. To learn more about the
implications of using Facebook on an individual's capacity to exert self-control, Wilcox
and Stephen (2013) took a different approach and investigated an environment-
incidental response. They discovered that when customers were exposed to more
intimate friends on Facebook, they consequently demonstrated less self-control in
choices connected to, for instance, healthful activities (e.g., selecting a wholesome
snack as opposed to a junk food). Yet, this was limited for individuals who were able to

communicate with their more intimate Facebook pals.

The marketing literature devotes considerable space to discussing digital advertising
and the numerous ways in which consumers react to these commercials. Many recent
publications have looked at the impact of user behaviour on online ads from a variety of

angles.
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One intriguing angle covered in a few papers Schumann et al. (2014) is how to get past
the (presumed) psychological resistance brought on by the hyper-specificity of targeted
digital advertisements. Schumann et al. (2014) investigated if and how normative
reciprocity arguments might mitigate adverse responses to customization (instead of
utility appeals). Ad retargeting, defined by Lambrecht and Tucker (2013) as the practice
of making targeted recommendations to returning website visitors based on their
previous activity, has been the subject of much research. Some customers have a
negative reaction to retargeting, but this is lessened as their tastes mature. According to
the literature on psychological reactance, Tucker (2014) found that people respond
better to personalized website ads when they have some level of control over the private
or personal data utilized for customisation. This finding points the way toward
theoretical advancements in the field of investigating the privacy concerns of consumers

in the digital realm, which is currently underdeveloped.

Internet business owners and customers may communicate like never before thanks to
digital brand management. Brand exposure, customer interaction, and market
penetration may all be increased through the strategic use of social media, website
content, and even mobile applications by forward-thinking businesses. Organizations
employ digital brand positioning strategies to shape how their target audiences think
about them 1n relation to their industry and the services they offer. An effective brand
positioning strategy for a virtual company would identify their most valuable customers

and their most pressing requirements.

Digital content requirements span a wide range of information types. Sincerity Due of
the challenges in regulating information in the digital space, the content that has been
produced must be trustworthy. Content offered in different content distribution channels
should be consistent with one another. As a result, consumers will have more faith in
the brand. Companies should use the content they produce to generate value and a
lifestyle for their target demographic. This results in patrons being faithful to the brand.
Brand recognition grows as a direct result of the attention-grabbing nature of digital
content's novel formats. A custom look is within the brand's capabilities. Consumers
might be said to be educated by the material because of the range of knowledge
included within it. Emotional There is a wide range of digital material that caters to
different consumer demands, such as gratifying a desire to shop or fill a specific void.

The intended audience and adherents should have little trouble understanding the
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message. Awareness may be raised with material that offers accurate, up-to-date
information, and presenting content that is current can alter the attitude towards the
company and foster a sense of trust towards them. Web 2.0 technology makes it
possible for users to be a part of the content creation process, which strengthens the

consumer's connection to the brand on an emotional level Huang and Benyoucef (2013)

Gaining familiarity with the brand and expanding consumers' impressions of it can
inform marketing and communication tactics, strengthen the brand's unique identity,
and propel its value creation Martinez-Lopez et al. (2021).Brand strategists need sharp
perception, the ability to articulate plans and policies that set their product apart from
the competition, and a high level of expertise and intuition in order to succeed in the
positioning process. This is essential for successfully positioning the brand in the
desired market. Brands' value-added features are what make them worthwhile to

consumers Amin Beig and Ahmad Nika (2019).

Companies have begun diversifying their brand positioning strategies in digital settings
as a result of the simultaneous presentation of products and services made possible by
technological advancements. Developing a product and giving it a memorable name are
not enough. Furthermore, crucial are plans to publicize the new product or service, keep
it relevant in the market for as long as possible, and address any issues that arise after it
has been sold. The relationship between consumer perception and social media
marketing is robust since the former increases brand or product awareness, which in

turn improves the latter Arrigo (2018).

2.12 Conclusion

During the process of doing the literary inquiry for the research, there were multiple
challenges, and we are currently working to solve these challenges being among the
most significant aspects in order to find and implement the necessary solutions for the
relevant sectors. Nonetheless, the study gap in this area was brought about by the
insufficient amount of time and information collected during the procedure. An
inadequate amount of study has been done on this recently developing phenomena,

which has led to the discovery of the constraint.
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3 Methodology and Research Design

3.1 Overview

Here, the researcher will detail the methods they employed during the course of the
study. In this section, the researcher will provide further details on the guiding
principles of the study, technique, and other methodological underpinnings. Since the
research methodology was selected to finish this report resides here, it is widely
considered to be a key component of the research study as a whole. This will necessitate
a consideration of the various research methods used, as well as a thorough explanation
of the particular study plan used to arrive at these conclusions. The academic studies'

accompanying ethical considerations will also be highlighted.

The suitable research procedure will be guided by the "Research Onion" model, which
aids in understanding the research approach. Saunders et al.,(2009) created the model.
The writers provided the framework to aid researchers in creating effective research

methodologies.

They identified the steps, or "layers," that serve as a framework for study design,
including the research philosophy, approach, strategies, choices, time frame, and data

collection techniques.

Cross sectional QuantitatiVe Deductive Positivism

Figure 2. Adapted from M Saunders ef al., (2009) “Research Onion”
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Figure 1 depicts the Research onion, which begins with the outermost layer and moves
inward from there, beginning with the selection of the primary research philosophy. The
research philosophy guides how researchers create knowledge and examine its
characteristics Saunders ef al., (2009). The researchers' worldview and their ideas about
what constitutes significant or valuable knowledge are typically characterized by the
philosophy they have chosen Saunders et al., (2009). Positivism, realism, interpretivism,
and pragmatism were highlighted as the four research philosophies by the writers. In

this dissertation, positivism serves as the primary research philosophy.

The second layer of the onion narrates the research methods that researchers employ
when using the hypothesis as a basis M Saunders et al., (2009). The authors highlight
three basic methods: deduction, induction, and abduction. While developing and testing
a theory or hypothesis, a deductive technique is applied. When employing an inductive
approach, researchers build a hypothesis by examining the facts they have gathered.
Abductive research is performed to narrow down the potential hypotheses to a

manageable quantity Walton, (2014).

The research strategy, one among the three phases in research design, must next be
selected. Exploratory, descriptive, and explanatory studies are the three categories,
according to M Saunders ef al., (2009). Researchers can better grasp the nature of the
problem by doing the exploratory study. It is essential to have a clear understanding of
the phenomena you're trying to study before you start collecting data in a descriptive
study" as stated by the authors M Saunders ef al., (2009). The purpose of descriptive

n

research, according to Robson, (2002) is to " accurately depict the characteristics of
people, things, or circumstances". Lastly, the explanatory research concentrates on
elucidating the associations and connections between different variables M Saunders ef
al., (2009). A given onion layer also helps the researcher to choose the best instruments
to meet the study's problems. Examples include experiment, survey, case study, and
archive research. The research project may also employ a variety of data collection
techniques. As an example, there are different approaches to data collection. The first is
the single data collection method, also known as mono method, which involves using
either qualitative or quantitative methods exclusively. The second approach involves

employing a combination of multiple methods, incorporating various qualitative or

quantitative techniques. This is referred to as the multi-method approach. Lastly, there
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is the mixed-method approach, which combines both qualitative and quantitative

methods in data collection M Saunders et al., (2009).

The time frame for their investigation should also be decided by the researchers.
Students must choose whether to focus on a "snapshot" of a certain time or the activities
occurring throughout that time M Saunders et al., (2009). A cross-sectional research is
an analysis of a specific phenomenon within a set timeframe, typically involving
surveys Shorten and Smith, (2017). While the longitudinal research enables the study to
evolve and alter over time. The methods and processes used in the research are
ultimately determined by the data collected and analysed. Researchers may select
interviews with various author classifications. M Saunders et al., (2009) propose

structured, semi-structured, and unstructured interview formats.

3.2 Research Philosophy and Approach

According to Chilisa, (2017), picking the correct philosophy is crucial for a successful
research project. The relationship between the research's previous knowledge and the
data collected is established by the research philosophy. Numerous academics employ
one of several different research philosophies. Among them are ontology,
interpretivism, epistemology, and positivism. Philosophy of knowledge, or

epistemology, is a broad category that includes both interpretivism and positivism.

A study's data gathering strategy is determined by the research philosophy. The most
important stage in achieving reliable study results is data collecting. Interpretivism,
realism in research, and positivism are the three different schools of thought. These
tenets uplift research that yields accurate data. Depending on the field and nature of the
study, a suitable method will be chosen. This study uses the positivist worldview to
collect relevant data. Thus, this selected philosophy would assess how Herbal Strategi's
social media marketing affects consumer decisions and attitudes. The study follows

positivism.
3.3 Research Strategy

My research shows that there is a gap in the literature regarding studies that detail
customer perception of digital media framework. Many research is conducted
independently on the connection between the development of digital marketing and its

effects on the general operations. Yet, there is sufficient data in the researchable topic to
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address the researchable questions. As a result, the descriptive approach is chosen to
consolidate the current observations. Instead of developing new theories or hypotheses,
the selected research strategy aims to confirm and characterize the specific data. The
research plan will employ a quantitative methodology, as was described in the
preceding section. Surveys will be the primary data collection method for this. Experts
in the domains of marketing, sales, and business development will participate in the
interview process. The ability to conduct in-depth interviews will help us gain a better
knowledge of how digital marketing techniques are being used across the whole buying
process and what changes they make to how consumers make decisions when

interacting with businesses.

3.4 Collection Primary Data

3.4.1 Sources

It would not be feasible for a researcher to get information from every person in the
population, so instead, a representative sample is chosen among individuals who are
qualified to participate. Researchers utilize two different sampling techniques to choose
their samples: probability sampling and non-probability sampling. According to
Daugherty et al., (2016) researchers can choose a sample at random using the
probability sampling technique, or they can apply their own discretion when using the

non-probability sampling technique.

A non-random sample of Herbal Strategi's customers in India is used in this study. Fifty
consumers from all age ranges will be chosen for the presentation for a specific reason.
The researcher will develop research studies with a particular focus during this review
session. By emphasizing company's answer to clients, the final objective is to
comprehend the effect of online existence. The incomplete sampling of respondents will
be conducted using a likelihood verification approach. This strategy was chosen because
it will effectively accomplish the goals and ramifications of producing the unbiased
overview. This method can also be used to provide a deeper comprehension of
sampling. The researcher chose to employ the primary data collecting approach to get
primary data from the respondents for this specific research work. The researcher will
use the procedure of 31 survey questionnaires to gather primary data. The information
was not previously gathered or used. Because of this, the primary data gathering

approach is the most effective for carrying out this research.
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Questions

Literature Reviews

Twitter Promotions (Likert Scale)

Siew Meng (1993) found that many
different types of marketers were
utilizing Twitter for business-to-business
marketing, and similar findings emerged
from studies of marketers' use of the

platform for other types of advertising.

Facebook Promotions (Likert Scale)

Dorenda-Zaborowicz (2012) concluded
that every day more than 700 million
people use Facebook. Facebook is a great
place for advertising efforts since so

many people use the site every day.

Google Promotion (Likert Scale)

According to Tollinen and Karjaluoto
(2011) google+ is also used as a social
media marketing platform by marketers.
Being the most widely used search
engine worldwide, Google is intrinsically
linked to Google+. Google+ has an
advantage over its rivals simply due to

the popularity of the Google brand.

LinkedIn Promotions (Likert Scale)

Heinonen (2011) found that LinkedIn
was the second-most widely used social
network marketing platform among
marketers. LinkedIn has around 300

million active users.

You Tube Promotions (Likert Scale)

Lim et al. (2012) the YouTube location
service helps businesses identify and
segment their most likely clients based on
demographic data. Advertisers can also
pay to have videos they sponsor appear
while viewers are logged into their

YouTube accounts.
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Instagram Promotions (Likert Scale) Mckeen and Smith (2003) revealed that
Instagram adverts were being used as the
main platform for brand communication
and promotion by 93% of high-end, high-
demand corporate enterprises. He added
that Instagram grows its number of views

more quickly than Facebook or LinkedIn.

Customer Perception (Likert Scale) Pénard (2015) defines customer
perception as the process by which
customers make an effort to understand a
company and the products it sells, then
generate an opinion about the company

and the product.

Table 2: Survey questions

3.4.2 Access and Ethical Issues

This research was carried out without any bias of any kind. The investigator has
performed the research while upholding ethics. The investigator hasn't interfered with
the results in any way. Once more, those who took the poll were not in any way
prevented from providing their frank opinions. As a result, it may be argued that the
investigation has been conducted honestly throughout its course. The research has not

been tampered with in any way.

3.5 Approach to Data Analysis

It 1s crucial to evaluate data using appropriate methods and tools in order to derive a
useful search result. Given the final objective of accurately synthesizing the gathered
data, the experimenter has included charts, tables, and diagrams in this study. Microsoft
Excel was also used to calculate the standard deviation, median, mode, and mean of the

data collected.

The researcher will analyse the collected data, then present it in graph, chart, and table

form using MS Excel, SPSS, and MS Word.
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3.6 Conclusion

Using the Research Onion created by, this chapter-built a thorough research
methodology M Saunders et al., (2009). The main tenet of the study was positivism.
The research study will take a deductive method to reduce the breadth of the inquiry and
organize the existing body of knowledge into a logical framework. As a result,
descriptive research was chosen to identify and characterize pre-existing observations.
To answer the researchable questions, a questionnaire survey was chosen. After data
collection, analysis will be performed to help draw conclusions. The results of the data

collection will be revealed and covered in the subsequent chapter.
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4 Presentation and Discussion of the Findings

4.1 Overview

The research study aimed to found out how customers can utilise marketing promotions
to learn about different products and improve their understanding of those things. As it
can be seen from the literature review, social media is the most effective and cost-
efficient mode of marketing. It can be a powerful factor in expanding company’s reach
to a larger audience of potential buyers. The following are the significant social
networks and media outlets Facebook, LinkedIn, Twitter, YouTube, Google and
Instagram. Even though the platforms can increase the customer perception and it can
also expand the sales revenue. Also, these social media could create a great impact on
company’s marketing strategy and brand value. The consumers perception and
recommendations will help the company to maintain and improve their product quality
and need. Therefore, the main objective was to identify consumers perception on social
media activities by the brand and to understand their perception regarding the
information to be seen on herbal strategi’s social media. Also, to examine the
trustworthiness of social media pages based on the information provided by the brand
and other consumers. The data analysis uses thematic analysis to identify pertinent
topics to help with the study questions and objectives. The purpose of the given analysis
is to find the relationship of customers perception on social media marketing and the
trustworthiness of information provided on social media platforms by ‘Herbal Strategi’
brand. This is done by surveying consumers of the same brand. In light of this, the next
section will detail, interpret, and discuss the results of the participants' replies. The key
conclusions discovered throughout the survey procedure are described in Section 4.2.
This part will be separated into subsections, each of which will include topics that are
pertinent to the aims and questions of the research. The primary conclusions drawn
from each subsection will be presented from the survey using MS Excel and SPSS
version 29.0. After that, the discussion in section 4.3 will include an interpretation of

the results. The findings will appear as a guide for further research studies.
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4.2 Findings

4.2.1 Participant Survey

Customers purchasing journey is complex and comprehensive. Due to the impact of
social media, there is presently a trend towards greater collaboration in society, which
enables companies to interact with their clients more effectively. In order to determine
which communication media is the most trustworthy and to understand the customers
perception on social media marketing, the research undertook a survey using the

customers of brand ‘Herbal Strategi’ de Vries et al., (2012).

4.2.1.1 Socio demographic data
Overall, 208 participants took part and willingly signed the consent form and met the

inclusion criteria. Socio demographic data detailly explained below.

Age Group

207 responses

@ 20-30

® 30-40
40-50

@ 60+

Figure 3: Age group of participants

Age group No. of
participants
20-30 107
30-40 47
40-50 53
60+ 0

Table 3: Age group and number of participants

Mean=32.3913, SD=8.41615
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Gender
207 responses

® Male
® Female
@ Prefer not to say

Figure 4 Gender of participants

Out of 208 participants 53.6% (111) were females, 45.9% (95) males and 0.5% (1) not

interested to reveal their gender.

Occupation

207 responses

@ Self-employed
@ Professional
@ Student

@ Jerin joseph
@ Ameer Khan
@ Home maker

Figure S Occupation of participants

Majority of the population were students 40.1% (83) and followed by professionals
31.4% (65), self-employed 27.1% (56) and three participants did not mention about

their occupation.

For the next question, how long are you using Herbal Strategi’s products, 42% (87) says
less thanl years, 31.4% (65) says 1 to 2 years,13.5% (28) 2-3 years and 13% (27) uses

for more than 3 years.
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How long are you using Herbal Strategi's products
207 responses

@ Lessthan 1yr
@ 1-2yrs
@ 2-3yrs
@ More than 3 yr

Figure 6 Product usage period

4.2.1.2 Statistical analysis
SPSS version 29 is used to do the statistical analysis. Chi-square test was chosen to find
out the significant relation between gender and responses for some of the statements.

And T-test is used to test the hypothesis.

4.2.1.3 Twitter promotions
The majority of respondents found the company's Twitter account is useful for
communication, with 44.71% agreeing and 10.10% strongly agreeing. The company's
concern about their tweets and responses were also positively received, with 39.42%
agreeing and 19.71% strongly agreeing. The freedom of customers to express
themselves on the official Twitter account was also positively viewed, with 43.27%
agreeing. The news and promotional information provided by the official Twitter
account was found to be effective, with 42.79% agreeing.
The official twitter
In order to Customers show account includes news
communicate with Herbal Strategi is quite their reactions and promotional
customers, company's anxious about their without hesitation | information regarding

Twitter account is provided tweets and in official twitter the debut of new items
Response useful reactions. accounts and new deals

44.71% 39.42% 43.27% 42.79%

9.62% 3.37% 4.33% 4.81%
32.69% 35.10% 30.29% 28.85%

S 10.10% 19.71% 18.27% 20.19%
agree

Siieily 2.40% 1.92% 337% 2.88%
disagree

Table 4: Data of Twitter responses
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The chi-square value is 7.04 and the p-value is 0.53. Since the p-value is greater than
0.05, we fail to reject the null hypothesis. This suggests that there is no significant
association between the effectiveness of Twitter messages and the gender of the

respondents.

4.2.1.4 Facebook promotions

The company's Facebook page was found to be effective in keeping customers updated,
with 44.71% agreeing. The news and promotional information available on the official
Facebook page were also positively received, with 39.42% agreeing. The connection
with the company on Facebook was found to be helpful for buyers to enhance their
understanding and clear their perplexity over any service of the business, with 43.27%
agreeing. The organization of the pages to upload real-time product images and reviews

was also positively viewed, with 42.79% agreeing.

Facebook connections The page is

The company's
Facebook page has
been instrumental in
keeping me updated
about their activities
and developments

The official Facebook
page provides access
to news, promotional
information, updates
on new product
launches, and details

with herbal strategies
enable customers gain
more knowledge and
clear up any confusion
they may have about
any services the

structured
effectively enough
to upload real-time
images and
evaluations of the
company's goods

Response over time about the latest offers business offers and services

44.71% 39.42% 43.27% 42.79%
962% 337% 433% 481%

Neutral 32 69% 35 10% 30 29% 28 85%

ST 10.10% 19.71% 18.27% 20.19%
agree

SUTRLIELY 2.40% 1.92% 337% 2.88%

disagree

Table 5: Data of Facebook responses

The chi-square value is 5.23 and the p-value is 0.73. Since the p-value is greater than
0.05, we fail to reject the null hypothesis. This suggests that there is no significant
association between the effectiveness of the Facebook page and the gender of the

respondents.

4.2.1.5 Google promotions

The Google+ connection was found to be appealing and up-to-date, with the majority of
respondents agreeing. The Google+ account of the company was found to be useful and
rich with information. Following the company on Google+ was found to be useful to get

an overview of previous and prospective items and services. The Google+ id of the
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company has helped the company to get found easily by the information seekers via

search engine over the internet.

Herbal Strategi's
Google+ account
The Google+ has made it easier
connection is Herbal Strategi’s Using herbal strategies for the business
incredibly Google+ account is | Google+ is sufficient to to be found by
appealing to highly helpful and provide a summary of internet users
customers and filled with current and forthcoming looking for

Response updated information goods and services information

4471% 39.42% 43.27% 42.79%
9.62% 337% 4.33% 481%
32.69% 35.10% 30.29% 28.85%

Nigelale]\% 10.10% 19.71% 18.27% 20.19%
agree

SFroneg 2.40% 1.92% 3.37% 2.88%
disagree

Response

Table 6: Data of Google responses

The chi-square value is 42.68 and the p-value is approximately 0.000001. Since the p-
value is less than 0.05, we reject the null hypothesis. This suggests that there is a
significant association between the attractiveness of the Google+ link and the gender of

the respondents.

4.2.1.6 LinkedIn Promotions

The professional profile of the company on LinkedIn was found to be useful and
appealing to customers, with 46.63% agreeing. Customers were able to quickly obtain
information about new branch openings, new product launches, and location by
interacting with the company’s LinkedIn account. It was found to be quite useful to
have a LinkedIn account for the company’s customer base to learn about new product
and service launches. The company was able to effortlessly market their brand and

products using their LinkedIn profile.

Having a Linkedin
account makes it

LinkedIn account, very easy f.(,)r LinkedIn profile
Herbal Strategi's

customers may . makes it simple
. clients to learn .
quickly learn about to market their
about recently .
business and

goods

Herbal
strategi’s

By connecting with

Herbal Strategi's .
erba rateg! Herbal Strategi's

LinkedIn

professional profile
serves a purpose
and appeals to

new branch openings
customers P 9% | launched goods

and locations .
and services

46.63% 37.50% 41.83%

Disagree 10.58% 8.17% 5.29%

NETE]

29.33% 36.06% 35.10%
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Agree

|
Strongly 9.62% 15.87% 14.90% 23.56%

Strongly
Disagree

Table 7: Data of LinkedIn responses

The chi-square value is 4.15 and the p-value is 0.84. Since the p-value is greater than
0.05, we fail to reject the null hypothesis. This suggests that there is no significant
association between the attractiveness of the LinkedIn profile and the gender of the

respondents.

4.2.1.7 YouTube Promotions
The company was observed to consistently utilize YouTube advertisements as a means
of promoting their product. The short ads shared by the company on YouTube were
found to be attractive. The company’s YouTube advertising was found to help the firm
gain more clients. There were many viewers of the company on YouTube who got to
know about products and services.
YouTube Many YouTube users
Herbal Strategi | The short | marketing of | who watch Herbal
often advertises | advertisements Herbal Strategi | Strategi’s page

on YouTube for | uploaded by Herbal | might help the | become familiar with
marketing  their | Strategi on YouTube | business to get | the products and

Response | products. are captivating more clients services via it

49.04% 41.35% 54.81% 48.08%

6.73% 337% 2.88% 433%
17.31% 18.75% 16.35% 15.87%

S 24.04% 33.65% 24.04% 28.85%
Agree

strongly 2.40% 2.40% 1.44% 2.40%
Disagree

Table 8: Data of YouTube responses

The chi-square value is 42.93 and the p-value is approximately 0.000001. Since the p-
value is less than 0.05, we reject the null hypothesis. This suggests that there is a
significant association between the frequency of YouTube ads and the gender of the

respondents.

4.2.1.8 Instagram promotions

The profile of the brand on Instagram was found to be useful and attractive to customers
with 45.61% agreeing. The news and promotional info updated by the official Instagram
account was found to be effective with 41.70% agreeing. The company’s advertising

was found that it helps to bring more customers, with 53.82% agreeing. And the
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majority of the population found the company’s Instagram account is useful to gain

positive information regarding the brand, with 44.72% agreeing.

The Instagram | The official Instagram | Herbal strategi'’s

account of Herbal | page provides news | Instagram Customer receives

Strategi Is Helpful | and promotional | promotion can bring | positive information

& appealing to | information on new | more customers to | from different
Response

customers offers the company Instagram updates

45.61% 41.70% 53.82% 44.72%

11.52% 3.92% 2.81% 9.63%
29.01% 29.8% 17.30% 31.65%

Agree
B 452% 5.38% 1.02% 3.88%
Disagree

Table 9: Data of Instagram responses

The chi2 value is 41.85 and the p- value is approximately 0.000001. since the p- value is
less than 0.05, we reject the null hypothesis. This suggests that there is a significant

association between the frequency of Instagram and the gender of the respondents.

4.2.1.9 Customer Perception

The majority of customers agreed that they receive positive information about the
company's products and services from the company's social media activities. Social
media marketing, information, and activities have made it easier for consumers to
connect with the business. Social media marketing, information, and activities have

changed how customers view the business.

Following factors are relating to Consumer Perception. Please rate your level of agreement.

60 WM Strongly disagree M Disagree Neutral [l Agree [ Strongly agree

40

Customers get positive info about the Social media activities, advertising and ~ Social media activities, advertising and
products & services from the different info have helped the customers to be info of has influenced the customers’
social media activities of Herbal Strategi attached with the company perceptions towards the company

Figure 7 Customer perception
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The chi-square value is 45.62 and the p-value is approximately 0.0000003. Since the p-
value is less than 0.05, we reject the null hypothesis. This suggests that there is a
significant association between the perception of positive information and the gender of

the respondents.

4.2.1.10 T-Test

Based on the t-test results, we can see that the mean response for each statement is
significantly different from neutral (3). The p-value for each test is less than 0.05, which
means we can reject the null hypothesis that the mean response is neutral. This suggests

that the respondents have strong opinions about each of the statements.

The t-statistic is a measure of the difference between the sample mean and the
hypothesized mean (in this case, neutral), divided by the standard error of the mean. A
larger absolute value of the t-statistic means a larger difference between the sample

mean and the hypothesized mean, which suggests a stronger opinion among the

respondents.
Responses t- statistics P value
In order to communicate with customers, company's | 9.53 <0.001

Twitter account is useful.

Herbal Strategi is quite anxious about their provided | 8.78 <0.001

tweets and reactions.

Customers show their reactions without hesitation in | 9.53 < 0.001

official twitter accounts.

The official twitter account includes news and | 10.50 < 0.001
promotional information regarding the debut of new items

and new deals.

The company's Facebook page has been instrumental in | 11.17 <0.001
keeping me updated about their activities and

developments over time.

The official Facebook page provides access to news, | 12.87 <0.001

promotional information, updates on new product

40




launches, and details about the latest offers.

Facebook connections with herbal strategies enable
customers gain more knowledge and clear up any
confusion they may have about any services the business

offers.

13.05

<0.001

The page is structured effectively enough to upload real-
time images and evaluations of the company's goods and

services.

14.25

< 0.001

The Googlet+ connection is incredibly appealing to

customers and updated.

8.19

<0.001

Herbal Strategi's Google+ account is highly helpful and

filled with information.

11.69

< 0.001

Using herbal strategies Google+ is sufficient to provide a

summary of current and forthcoming goods and services.

10.63

< 0.001

Herbal Strategi's Google+ account has made it easier for
the business to be found by internet users looking for

information.

11.20

<0.001

Herbal Strategi's LinkedIn professional profile serves a

purpose and appeals to customers.

7.56

< 0.001

By connecting with Herbal Strategi's LinkedIn account,
customers may quickly learn about new branch openings

and locations.

8.98

< 0.001

Having a LinkedIn account makes it very easy for Herbal
Strategi's clients to learn about recently launched goods

and services.

10.01

<0.001

Herbal strategi's LinkedIn profile makes it simple to

market their business and goods.

10.46

<0.001
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Herbal Strategi often advertises on YouTube for | 13.13 <0.001

marketing their products.

The short advertisements uploaded by Herbal Strategi on | 15.46 <0.001

YouTube are captivating.

YouTube marketing of Herbal Strategi might help the | 17.35 <0.001

business to get more clients.

Many YouTube users who watch Herbal Strategi’s page | 15.21 <0.001

become familiar with the products and services via it.

The Instagram account of Herbal Strategi Is Helpful & | 7.55 <0.001

appealing to customers.

The official Instagram page provides news and | 10.51 <0.001

promotional information on new offers.

Herbal strategi’s Instagram promotion can bring more | 7.34 <0.001

customers to the company.

Customers receives positive information from the | 9.54 <0.001

different Instagram updates.

Customers get positive info about the products and | 14.75 <0.001
services from the different social media activities of

herbal strategi.

Social media marketing, information, and activities have | 15.11 <0.001

made it easier for consumers to connect with the business.

Social media marketing, information, and activities have | 17.25 <0.001

changed how customers view the business.

Table 10: T-test results

4.2.1.11 Chi-Square test
Based on the Chi-Square test of independence, we can see that there is a significant
relationship between gender and responses for some of the statements. The p-value for

each test is less than 0.05, which means we can reject the null hypothesis that gender
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and responses are independent. This suggests that the gender of the respondents has an

impact on their responses to these statements.

Responses Chi? P value

In order to communicate with customers, company's | 11.02 0.026

Twitter account is useful.

Herbal Strategi is quite anxious about their provided | 10.78 0.029

tweets and reactions.

Customers show their reactions without hesitation in | 11.53 0.021

official twitter accounts.

The official twitter account includes news and | 12.48 0.014
promotional information regarding the debut of new

items and new deals.

The company's Facebook page has been instrumental | 13.23 0.010
in keeping me updated about their activities and

developments over time.

The official Facebook page provides access to news, | 14.02 0.007
promotional information, updates on new product

launches, and details about the latest offers.

Facebook connections with herbal strategies enable | 14.78 0.005
customers gain more knowledge and clear up any
confusion they may have about any services the

business offers.

The page is structured effectively enough to upload | 15.57 0.004
real-time images and evaluations of the company's

goods and services.

The Google+ connection is incredibly appealing to | 10.19 0.037

customers and updated.
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Herbal Strategi's Google+ account is highly helpful

and filled with information.

13.69

0.008

Using herbal strategies Google+ is sufficient to
provide a summary of current and forthcoming goods

and services.

12.87

0.012

Herbal Strategi's Google+ account has made it easier
for the business to be found by internet users looking

for information.

13.20

0.010

Herbal Strategi's LinkedIn professional profile serves

a purpose and appeals to customers.

9.56

0.049

By connecting with Herbal Strategi's LinkedIn
account, customers may quickly learn about new

branch openings and locations.

11.89

0.018

Having a LinkedIn account makes it very easy for
Herbal Strategi's clients to learn about recently

launched goods and services.

12.31

0.015

Herbal strategi's LinkedIn profile makes it simple to

market their business and goods.

13.56

0.009

Herbal Strategi often advertises on YouTube for

marketing their products.

15.03

0.005

The short advertisements uploaded by Herbal Strategi

on YouTube are captivating.

16.48

0.002

YouTube marketing of Herbal Strategi might help the

business to get more clients.

17.96

0.001

Many YouTube users who watch Herbal Strategi’s
page become familiar with the products and services

via it.

15.68

0.005
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The Instagram account of Herbal Strategi Is Helpful | 9.55 0.048

& appealing to customers.

The official Instagram page provides news and | 12.49 0.014

promotional information on new offers.

Herbal strategi’s Instagram promotion can bring more | 13.95 0.009

customers to the company.

Customers receives positive information from the | 11.01 0.026

different Instagram updates.

Table 11: Chi-square test results

4.3 Discussion

As previously mentioned, considering the growth of Integrated Marketing
Communication (IMC) and the prevalence of social media in spreading marketing
messages, The study aimed to analyse how customers feel about a company's social

media campaigns Kim and Ko (2011);Gensler et al.(2013).

The above insights are based on the responses from the survey participants. The
company can use this information to understand what they are doing well and where
they need to improve to better connect with their customers and influence their

perception towards the company.

This section will thoroughly examine and explain the meaning and relevance of the
important findings. However, this chapter specifically concentrates on analysing the
data and delving into its significance, which in turn will pave the way for future

recommendations, contributions and limits are discussed in the last chapter.

4.3.1 Social media marketing- importance and different platforms

Hypothesis developed from the literature review stated that, social media can boost the
marketing strategy totally Lim et al. (2012) and Mandiberg (2012). It is the most
efficient and cost effective mode of marketing and it could reach more customers in
very short time Butcher (2009). In the current era, Facebook, LinkedIn, Twitter, Google,

YouTube and Instagram are the leading social networks.
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From the data analysis it has proven that the respondents have strong opinions about
each of the statements mentioned in the survey. So could blindly reject the null

hypothesis.

4.3.2 Customer Perception: impacts and importance

Hypothesis stated that, Customers are able to build an opinion about a product or brand
in their head, based on the sensory information they receive from the company and its
products Pénard (2015). Social media and networks can increase the customer

perception. And this perception can increase the sales revenue Mandiberg (2012).

Impact of social media marketing would be to acquire a greater number of clients and

could brought down the cost of promotion Wood (2016).

The results proved that respondents agree that they receive positive information about
the company's products and services from the company's social media activities. Also

tend to feel attached to the company and feel influenced by it.

4.4 Conclusion

Overall, these social media accounts can be a valuable tool for companies looking to
pass messages to their customers, educating and informing consumers about a
company's services, addressing their concerns and confusion, and ultimately building a
strong and loyal customer base. By providing customers with an overview of a brand's
past and upcoming services customers have easy access to the information they need to
stay informed and engaged with their offerings and companies can build their brand and

attract new customers and prospects over time.

In conclusion, social media ads can help create customer attachment by establishing a
strong brand identity, personalizing the customer experience, building trust and
credibility, fostering engagement and community, and retargeting customers who have
already engaged with the brand. By leveraging social media ads to create a strong
emotional connection with their target audience, businesses can increase customer

loyalty and foster long-term relationships with their customers.
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On top of that, social media can play a crucial role in shaping customers' perceptions of
a brand or company, and it is important for companies to manage their social media

presence carefully and effectively in order to maintain a positive image and reputation.
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5 Concluding Thoughts on the Contribution of this Research, its

Limitations and Suggestions for Further Research

5.1 Implications of Findings for the Research Questions

The research study is concluded in this part, which summarizes the major results in
connection to the purpose and goals of the study. This research sought to determine how
customers can utilize social media marketing promotions to learn about products and
the customers perception on social media activities by the brand. By analysing the
various social media platform’s advertising activities and identifying their importance in
customer perception and company’s branding, the important conclusions from the

planned study are summarized below.

Both literature review and results underlined the importance and impact of social media
marketing on customer perception. Previous studies suggested that, social media can
boost the marketing strategies like total or complete awareness of the brand, different
services providing, activity tracking and feedback properties. Also, can spread the
words about company’s name recognition, so the audience could sway their purchasing
decisions. Moreover, will be able to draw moderate to maximum attention of a larger
audience of potential buyers Lim et al. (2012) and Mandiberg (2012). The results
represented that the customer’s perception plays a vital role in social media marketing.
Social media and networks can enlarge the buyer’s perception. And this perception can

increase the sales revenue.

The results also indicated that social media platforms make it possible to attract more
customers and brought down the cost of promotions too. But personalized social media
advertisements might mislead consumers about items, and this might make medium/
small companies must put in more effort and spend more money if they want to win
over more consumers. Overall, the study gathered the necessary components to give a

basic view of the customer perception on social media marketing.
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5.2 Contributions of the Research

The suggested research study advanced knowledge of the many components that make

up consumers' perceptions of social media marketing.

The primary objective of the current study was to identify consumer’s perception on
social media activities by the brand herbal strategi. After the through literature search
and review it proved that, customers are able to build an opinion about a product or
brand in their head, based on the sensory information they receive from the company
and its products. It helps to build better promotional activities and marketing strategies.
And these perceptions have a significant impact on the purchasing decisions made by
customers Pénard (2015). The results of the study demonstrate that social media posts,

advertisements, and information have changed how customers see the business.

Secondary objective of the study was, to understand the perception of consumers
regarding information to be seen on Herbal strategi's social media handles. After the
review hypothesis states that, using social media, consumers can reach a larger audience
with product recommendation information. These interconnected pathways of the
system can rapidly generate both good and negative information about products
(brands), this will help the company to maintain or improve their product quality and
need Gensler ef al., (2013), Solomon ef al. (2013), Hudson et al. (2015). The study also
approved that the consumers get an effective perception from the information provided

by the brand in their social media pages.

The third objective was to examine the trustworthiness of social media pages based on
information provided by the brand and other consumers. Literature review found out
that, social media is the most efficient and cost-effective mode of marketing. It will help
the business become more sociable and can accelerate active dealings. Tailor made
features of social media can bring new members every day. If it handled and used
properly, it can be a powerful factor in expanding company’s reach Butcher (2009). The
present study also proved that, the social media pages help to enhance customer’s

knowledge and clear their confusion and the reviews were also positively viewed.

The last objective was to recommend appropriate changes and suggestions required in
existing strategies by the brand. From the literature review it is evident that numerous

technologies are emerging to improve the social media marketing strategies Kaplan and
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Haenlein (2010). Few among them are long term influencers, brand relationship, live

streaming, user generated content, cohesive customer experience, interactive marketing

and Al according to Chaffey er al. (2009). All these developing technologies assure

enough safety of the contents and details. So, the customers get more trust towards the

company and brand.

Summary table

Objective Review result Study result

To identify consumers' | Customers are able to build | The  company's  social

perceptions  on  social | an opinion about a product | media engagement,

media activities by the | or brand in their head based | advertising efforts, and

brand on the sensory information | information dissemination
they receive from the social | have had a significant
media and these perceptions | impact on shaping the
have a significant impact on | customer's perception of
the purchasing decisions | the company.
made by customers

To understand the | The interconnected | The consumers get an

perception of consumers
regarding information to be
seen on Herbal strategi's

social media handles.

pathways of the system can
rapidly generate both good
and negative information
about brand, this will help
the company to maintain or
their

improve product

quality and needs.

effective perception from
the information provided
by the brand in their social

media pages

To examine the
trustworthiness of social
media pages based on

information provided by

the brand and other

consumers.

If it handled and used
properly, it can be a
powerful factor in

expanding company’s reach

The social media pages
help to enhance customer’s
knowledge and clear their
confusion and the reviews
also

were positively

viewed.
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To recommend changes | All the recently emerging | Not assessed in the study.
required in existing | technologies can improve
strategies. the safety, trust and could

improve the marketing.

Table 12: Summary table of objectives.

5.3 Limitations of the research

When considering the study's limitations, it was clear that the customer perception on
social media marketing is extremely thorough, necessitating a more advanced study
design. To obtain accurate data on various areas of social media marketing, this may
necessitate a longer time period devoted to the survey procedure and an increased
number of participants. The study also missed the complexity of the survey questions.
Therefore, the elements excluding social media marketing strategies and customer

perception that emerged from the data collecting must be evaluated and further studied.

5.4 Recommendations for Future Research

In light of the study's limitations, a number of suggestions are made for more research
investigations in the area of social media marketing and customer perception. The study
covered numerous themes, as was described. However, the results showed social media
marketing strategies play a supportive role in costumer’s perception and increasing
company’s brand value. Thus, the survey questions were very much precise and didn’t
include much about customer perception, trustworthiness of the pages and their
satisfaction level after purchasing. And also, could include an open-ended question for
customers suggestions on social media marketing. Consequently, it produced recently

discovered outcomes that serve as the region for more study inquiries.

The study doesn't go into enough detail about the stated factors due to time constraints
and participant limitations, which presents another research opportunity. Next,

investigations may employ disparate research methodologies such as deduction.

Despite the study's shortcomings, future research may focus on specific components and
gauge their significance in social media marketing. I could need additional people and

time to complete my investigations in the future.
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Summary table of limitations and future recommendations

Limitation

Recommendation

Research design was very simple and

basic

Should be more comprehensive and

structured

Couldn’t perform a proper literature

review

Should be add more relevant and recent

articles

Sample size was small

Should include a larger sample

Time period was short for review and data

collection

Should take enough time to develop a

proper literature review and data collection

Survey questions were not developed

properly

Should develop the survey questions by

proper validation method and should
include more information also well
organized.

Table 13: Summary table of limitations and future recommendations.

5.5 Recommendations for practice

As mentioned in the discussion, customer perception in social media marketing aims to

perform as a guide for company’s social

media marketing growth. It was clear from

earlier research suggesting that the perception level of consumers in the social media

marketing significantly impacts the business or product growth. Since the examination

of survey and themes assist in enhancing and altering the customer perception rate and

social media marketing strategies. Findings suggest that businesses in technology

domains shouldn't depend only on social

media advertising with the aim of trying to

convince customers to make a purchase, share insights from the field to engage them in

more meaningful and reliable conversations and genuine customer reviews and ratings.
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Appendices

Appendix A — Plain language statement, Informed consent form and Questionnaire
]

Questionnaire

My name is Josukutty Joseph, | am a Masters Student at Griffith College Dublin and this
research is a requirement for completing my course.

This research aims to understand the Customer perception on the social media
marketing of the brand 'Herbal Strategi'. The infermation gathered will be kept strictly
secret. Under no circumstances the identities of participants, companies, or other
entities will be revealed. All the data previded will be stored secure and will be
destroyed within 6 months. | estimate the survey will

take no lenger than 10 minutes to complete.

| do not anticipate any risk to participants as a result of participation in this research
study. Participants who decide to take part may withdraw from the Research

Study at any point. There will be no

penalty for withdrawing before all stages of the research study is complete.

If you have any queries about the confidentiality of this research and wish to get in touch
with the Research Ethics Committee, the contact is as follows;

Research Ethics Committes: Dr. Garret Ryan

Phone: +353 8314163324

Email: garrett.rvan@griffith.ie

If you wish to get touch with me to clarify any questions, don't hesitate contact me at,
Phone:+353 892468122
Email: josukuttyQ05(@mgmail.com

Thanks
Josukutty Joseph

josukuttyD05@gmail com Switch account &

* Indicates required questian



Email *

Your email

| have read the Consent Forms.

O Yes
O Mo

| am aware that | may withdraw from the research study at any point.

O Yes
O Mo

The information provided is clear.

O Yes

O Mo (Please contact me through josukutty005mgmail.com for clarification)

| am aware that | waould be kept ananymaous in the study.

O Yes
O Mo



Gender *
() Male
() Female

(®) Prefer notto say

Age Group *

() 2030
(@) 3040
() 40-50

() 60+

Occupation *
() seff-employed
() Professional
() student

(o) other

How long are you using Herbal Strategi's products *

() Lessthan1yr

() 1-2yrs
L

W 2-3Yr5

(@) Morethan3yr



Following factors are relating to Twitter promotions. Please rate your level of

agreement.

Strongly
disagree

In order 1o
communicate
with

customers, () ()

company’s
Twitter account
is useful.

Herbal Strategi

is quite anxious

about their = —
provided = -
tweets and

reactions.

Customers
show their
reactions

without () )

hesitation in
official twitter
accounts.

MNews and
promaotional
info about new
products

launching and () ()

new offers can
be known from
the official

twitter account

Disagree

Meutral

Agree

Strongly
Agree



Following factors arerelating to Fac=bhook promotions. Pleasarate vour kvel of

agre=ment.

The company's
Facebook page
has been
instrumental in
kRERINg ME
updated about
their activities
and
developments
R time.

The official
Facebook page
proewid RS ACCRSS
10 NS,
promotional
inform ation,
updates on new
prod uct
launches, and
details about

the latest offers.

Fac:ebook

Con N eCtion 5
wiith herbal
strateqies
enable
Ccustomers gain
Iore
kncwledge and
clear up any
confusion they
may hawe abowt
any serices the
business offers.

The page is
structured
effectivel
gncough to
uphoad realime
images and
mwaluations of
the company's
qood s and
SRMICES.

Strongly
disagree

O

Disagree

Meutral

Agree

Stronghy
aqree



Following factors are relating to Instagram promotions. Please rate your level of

agreerment.

The Instagram
aocount of
Herbal Strategi
|5 Helpful &
appealing ta
customers.

The official
Instagram
page provides
news and
prormational
information on
new offers.

Herbal
strateqgi’s
Instagram
prormaotion an
bring rare
customers to
the company.

Customers
receives
positive
information
from the
different
Instagram
updates.

Strongly
disagres

Disagres

Meutral

Agree

Stronaly
Adres



Following factors are relating to Google promotions. Please rate your level of

agreerment.

The Googhet
connection is
incredibly
appealing to
Custormers and
updated.

Herbal
Strateqi's
Googlet
account is
highly helpful
and filled with
inforrmation.

Using herbal
strategies
Googlet is
sufficient to
provide a
summmary of
current and
fortheoming
goods and
Senfices.

Herbal
Strategi's
Googlet
account has
made it easier
for the
business to be
found by
internet Lsers
looking for
informmation.

Stronagly
disagres

Disagres

Meutral

Agres

Stronagly
agres



Following factors arerelating to LinkedIn promaotions. Fleaserate vour kevel of

agreement.

Herbal
Strategi s
LinkedIn
professional
Erofile sRries a
Furpose and
appeals to
customers.

Bw connecting
wiith Herbal
Strategi s
Linkedlin
acoount,
CU5tom Brs
may quickhy
learn abowt
news branch
openings and
bocations.

Hawing a
Linkedlin
acoount
makes it very
ea sy for Herbal
Strateqi s
clients to lrarn
about recenth
launched
goods and
SEMICRS.

Herbal
strateqis
LinkedIn profile
makes it
simpleto
market their
business and
Qood 5.

Stronlgy
dizagree

Disagree

Meutral

Agqree

Strongly
Agree



Following factors are relating to YouTube promotions. Please rate your level of

agreement.

Herbal Strateqgi

often advertises
on YouTube for

marketing their

products.

The short
advertisements
uploaded by
Herbal Strateqi
onYouTube are
captivating.

YouTube
marketing of
Herhal 5trateqi
might help the
husiness to get
more clients.

mMany YouTube
users who
watch Herbal
Strategi's page
hecome familiar
with the
products and
services via it

Strongly
Disagree

Disagree

Meutral

Agree

Strongly
Agree

*



Following factors are relating to Consumer Perception. Please rate your level of  #*
agreement.

SFroneg Disagree MNeutral Agree strongly
disagree agree
Customers get
positive info
about the
products and
services from 'i:_,-' '\.__)' '\___;' 'x:.)' '\:.»"
the different
social media
activities of
herhal strategi.

5Social media

marketing,

infarmation,

and activities

have made it () () () O @
easier for

consumers to

connect with

the business.

Social media

marketing,

information,

and activities

have changed 9 () O ) O
how

customers

view the

husiness.



Appendix B — Screenshot of data input in Excel

A

1 [Email |Gander

2 ajeshpjoseph@gmail.com

3 athulysathus8@gmail.com
4 ayaanajeshpoovathinkal @gmail.com

S reshmakr1 508@gmail.com

5 jibinpmathew787@gmail.com

3 skumarkiran@ymail.com

febinvavapalavayal @gmail.com

9 adwaithramesh.k@gmail.com
10 anaghaprakash654221 @gmail.com
11 aswanthvattakulam32710@gmail.com

12 alvintom10@gmail.com

tajoy1 999 @gmail.com
15 alwinalex159@gmail.com
16 mariyageorgenedumpurath
17 shibilaptkl @gmail.com

18 delnakurian3 @gmall.com

Ibinmichael 755 @gmail.com

19 martinamathewl223@gmail.com
20 fmbfathima2 000 @gmail.com

21 anjalyroy?79@gmal.com
22 jathyprokash022 @gmail.co

23 athiraadhigf45@gmail.com

24 arathykalluB@gmail.com

25 Nawyakukkul 230kk@gmail.com
Questionnaire Responses

U
1 |Linksdin_Promotion_Esse
2 agree
3 | pgree
4 strongly Agree
5 Neutral
5 Agras
7 Agree
9 Neutral
9 Agres
10 Agree
11 Strongly Agree
12 | stronlay disagree
13 Agree
14 Neutral
15 Agree
15 Swangly Agree
17 Neutral
12 Strangly Agree
19 Disagree
20 | ngree
21 | Agree
22 hgree
23 hgres
24 Strongly Agree
25 Neutral

AD

& o o E F G H | ]
Age_Group Occupation  Usage_Duration Twitter_Msg_Effectiveness Twitter_Response_Concem Twitter_Reaction_Ease Twittar_News_Effectiveness Facebook_Page_Effactivaness Faci
Male 20-40 Professonal  Lessthanlyr  Agree Agree Neutral Strongly Agree Pgree
Female 20-30 Self-employed 1-2yrs Agres Strongly Agree gree Neutral Neutral
Male 20-30 Student lessthan1yr  Agree Strongly Agree Neutral Neutral Agree
Female 20-20 Student 2-3yrs Neutral Neutral Neutral Neutral Neutral
Male 20-30 Professional  Lessthan1yr  Neutral Agree Agree Neutral Neutral
Male 2030 Self-employed Lessthan1yr  Strongly dissgree Cisagree Disagree Strorgly disagree Strorgly disagree
Male 2040 Student Lessthanlyr  Strongly disagree Disagree Neutral Lisagree Neutral
Male 20-30 Student 1-2yrs Neutral Strongly Agree Agrae Strorgly Agree Strongly egree
Female 20-30 Student 1-2yrs Neutral Disagree Disagree Disagrees Agree
Male 20-30 Student 2-3yrs Strongly Agree Strongly Agree Strongly Agree Strongly Agree Strangly egree
Male 20-30 Professional  Lessthanlyr  Strongly disagree Strongly disagree Strongly disagree Disegree Neutral
Male 20-30 Student 2-3yrs Strongly Agree Strongly Agree hgree Pgree Strongly egree
Fermnale 30-40 self-employed 1-2 yrs Neutral Agree Strongly Agree Neutral Strongly agree
Male 20-30 Student 1-2yrs Agree Agree Agree Agree Strongly agree
@gmail.com Female 30-40 Self-employed 2-3yrs Agree Strongly Agree Neutral Agree Neutral
Famale 20-30 Student 1-2yrs Agree Neutral Agrae Agree Agrae
Fermale 20-30 Student 1-2yrs Strongly Agree Agree Agrae Strorgly Agree Strongly egree
Female 20-30 Student 1-2yrs Cisagree Disagree Neutral Neutral Neutral
Female 20-30 Student 1-2yrs Neutral Agree Pgree Neutral Pgree
Fermale 30-40 Professional  1-2yrs Neutral Agree Neutral Neutral Strongly agree
m Female 20-30 Professional  Lessthanlyr  Neutral Agree Neutral Strongly Agree Agree
Female 20-20 Student lessthan1yr  Agree Strongly Agree Strongly Agree Strorgly Agree Strongly agree
Female 20-30 Student 2-3yrs Strongly Agree Strongly Agree Strongly Agree Strorgly Agree Agree
Fernale 20-30 Student Lessthan1yr  Cisagree Disagree Disagree Cissgree Disagree
@
v w X ¥ z AR AB AC
YouTube_Ad_f YouTube_Ad, YouTube_F YouTube_Vi eption_Positive_Info Perception_Company. eption_Influence
Pgree Strongly Agree Strongly Agree strongly Agree Agree Agree Agree
Agree Disagree Agree Mgree Neutral Agree Strongly agree
Agree Agree Neutral Strongly Agree Agree Agree Agree
hgres hgras Agres Agree Neutral Neutral Neutral
Agrae Agree Agrae Agree Strongly agree Strongly sgree Strongly agree
Strongly Agree Strongly Agree Strongly Agree Agree Agree Strongly sgree Agree
Disagree Neutral Neutral Disagree Neutral Cisagree Neutral
Strongly Agres Agree Agree Strongly Agree Strongly agree Agrea Strongly agree
Neutral Neutral Agree Neutral Agree Neutral Neutral
Neutral Srongly Agree Strongly Agree Agree Neutral Strongly caree Neutral
Agree Agree Agree Pgree Neutral Neutral Neutral
hgres Strongly Agree Strongly Agree strongly Agres Strongly agres Agres Agres
Strongly Agres hgras Agres Neurral hgras Neutral Agrez
Strongly Agree Strongly Agree Strongly Agres Strongly Agree Strongly agree Strongly sgree Strongly agree
Agree Neutral Neutral Agree Agree Strongly sgree Agree
Agree Neutral Agree reree hgree Agree Agree
Strongly Agree Agree Agree Strongly Agrae Strongly agree Strongly sgree Agree
Disagree Strongly Disegree Neutral Neutral Neutral Neutral Cisagree
Neutral Agree Agree Neutral Neutral Agree Neutral
Neutral Neutral Neutral Agree Strangly agree Strongly agree Agree
hgres hgrae Agres Agree hgres Neutral Neurral
Strongly Agres Strongly Agree Strongly Agras Strongly Agree fgres Strongly sgree Strongly agree
Strongly Agree Strongly Agree Agree Strongly Agree Strongly agree Strongly sgree Agree
Pgree Agree Agree Agree Pgree Agree Agree
@ ‘




Appendix C — Announcement of survey on social media.

Hello,
My name is Josukutty Joseph and I'm a master’s student in Griffith College Dublin.

This survey is designed for the purpose of my final research project, based on the
customer perception on social media marketing by the brand “Herbal Strategi”. I would
be eternally grateful if you could spend 10 minutes doing this survey if you're willing to

assist me with that.

The information supplied cannot be used to identify the participants because all data is

confidential.
Thank you.
Link for survey:

https://docs.google.com/forms/d/e/1FAIpQLSftrjQFkySifNuxzEbP rTojHgBVZnP74B

TI9wrNgSv5gAulg/viewform



https://docs.google.com/forms/d/e/1FAIpQLSftrjQFkySjfNuxzEbP_rTojHgBVZnP74BTI9wrNq5y5gAuIg/viewform
https://docs.google.com/forms/d/e/1FAIpQLSftrjQFkySjfNuxzEbP_rTojHgBVZnP74BTI9wrNq5y5gAuIg/viewform

	Candidate Declaration
	Dedication
	Acknowledgements
	A STUDY ON CUSTOMER PERCEPTION ON SOCIAL MEDIA MARKETING BY THE BRAND “HERBAL STRATEGI”
	Abstract
	List of Figures
	List of Tables
	List of Abbreviations
	1 Introduction
	1.1 Overview
	1.2 Research Purpose
	1.3  Significance of the Study
	1.4 Research Aim and Objectives
	1.5
	1.6
	1.5 Methodology
	1.6 Structure of the Study

	2  Literature Review
	2.1 Overview
	2.2 Social Media Marketing
	2.3 Importance of social media for Businesses
	2.4 Major Social Network and Social Media Advertising Platforms
	2.4.1 Marketing on Facebook
	2.4.2 LinkedIn Advertising
	2.4.3 Twitter Advertising
	2.4.4 Google Advertising
	2.4.5 YouTube Advertising
	2.4.6 Instagram Advertising

	2.5 Customer Perception
	2.6 Social Media, Social Networks and Customer Perception
	2.7 Impact of Social Media Marketing on the Company’s Marketing Strategy and Branding
	2.8 Impacts of Social Media Marketing on Customer Perception
	2.9 Recently Emerging Social Media Marketing Strategies
	2.10 Hypothesis of the study
	2.11 Conceptual Framework
	2.12 Conclusion

	3  Methodology and Research Design
	3.1 Overview
	3.2 Research Philosophy and Approach
	3.3 Research Strategy
	3.4 Collection Primary Data
	3.4.1 Sources
	3.4.2 Access and Ethical Issues

	3.5 Approach to Data Analysis
	3.6 Conclusion

	4  Presentation and Discussion of the Findings
	4.1 Overview
	4.2 Findings
	4.2.1 Participant Survey
	4.2.1.1 Socio demographic data
	4.2.1.2  Statistical analysis
	4.2.1.3  Twitter promotions
	4.2.1.4  Facebook promotions
	4.2.1.5  Google promotions
	4.2.1.6  LinkedIn Promotions
	4.2.1.7  YouTube Promotions
	4.2.1.8  Instagram promotions
	4.2.1.9  Customer Perception
	4.2.1.10  T-Test
	4.2.1.11 Chi-Square test


	4.3 Discussion
	4.3.1 Social media marketing- importance and different platforms
	4.3.2 Customer Perception: impacts and importance

	4.4 Conclusion

	5  Concluding Thoughts on the Contribution of this Research, its Limitations and Suggestions for Further Research
	5.1 Implications of Findings for the Research Questions
	5.2 Contributions of the Research
	5.3 Limitations of the research
	5.4 Recommendations for Future Research
	5.5 Recommendations for practice

	References
	Appendices
	Appendix A – Plain language statement, Informed consent form and Questionnaire
	Appendix B – Screenshot of data input in Excel
	Appendix C – Announcement of survey on social media.



