Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 4 Issue 2 (2024)

Consumers' Perceptions of Social Media Marketing among Youth; A Sustainable
Marketing Approach

Dr Swapna Datta Khan'
Associate Professor, NSHM Knowledge Campus, Kolkata
captsdk@gmail.com

Dr.P.S.Joan Kingsly?
Assistant Professor, School of Commerce and Management, Presidency University, Rajanukunte, Bangalore,
joan.kingsly@presidencyuniversity.in

Dr. Priyanka Jayaraj®
AssociateProfessor , Department of B.Com IT, Sri Ramakrishna College of Arts and Science, Nava India, Coimbatore
priyankajayaraj@srcas.ac.in

Dr. Mary Suji .G%,
Assistant professor, Government Arts and Science College, Gudalur, sujishinu@gmail.com

Dr.M.Ramapriya®
Assistant professor, Department of Management, Karpagam Academy of Higher Education, Coimbatore.
ramapriyajuly28@gmail.com

S. Benneet®
Ph.D Research Scholar (Full-time), Alagappa Institute of Management, Alagappa University, Karaikudi.
benneets92@gmail.com

Abstract

The study explores the perceptions of social media marketing among youth, focusing on how these perceptions influence
their engagement with brands and purchasing decisions. Key findings reveal that youth generally view social media
marketing positively, appreciating its interactive and personalized nature. However, concerns about privacy and
authenticity persist. The study identifies four primary themes in youth perceptions: engagement, trust, influence, and
skepticism. The research concludes that while social media marketing holds significant potential for influencing youth
consumer behavior, brands must navigate the delicate balance between personalization and privacy to maintain trust and
authenticity. These insights provide valuable implications for marketers aiming to optimize their social media strategies
to better connect with the youth demographic. The findings of the study reveal nuanced insights into student attitudes and
behaviors regarding social media marketing. While students generally exhibit high levels of awareness and engagement
with social media platforms, their responses to marketing messages vary depending on factors such as the perceived
relevance, authenticity, and value of the content
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Introduction

The study is grounded in the recognition of the increasing importance of social media as a marketing tool, particularly
among younger demographics like students. Akehurst et al. seek to understand how students in the UK and the USA
perceive and engage with social media marketing efforts, aiming to provide insights that can inform marketing strategies
targeting this demographic. The authors employ a mixed-methods approach, combining surveys and focus groups to
gather data on student attitudes towards social media marketing. Through surveys distributed among university students
in both countries and follow-up focus group discussions, they collect qualitative and quantitative data to explore various
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aspects of student perceptions, including their awareness of social media marketing, attitudes towards branded content,
and behaviors in response to marketing messages on social media platforms.. Students express a preference for
personalized, interactive, and entertaining content, while expressing skepticism towards overtly promotional or intrusive
marketing tactics. . A wide range of topics related to social media marketing, including platform selection, content
creation, audience engagement, influencer marketing, advertising, analytics, and strategy development. They provide
practical guidance and real-world examples to illustrate key concepts and strategies, making the content accessible and
actionable for marketers at all levels of expertise.

Conceptual framework

Hennig-Thurau, et al. the study presents a conceptual framework that conceptualizes social media interactions as
dynamic and interactive processes resembling the unpredictable trajectory of a pinball. The authors argue that traditional
marketing models often fail to capture the dynamic nature of consumer-brand interactions in the social media landscape,
which is characterized by rapid information dissemination, user-generated content, and viral dynamics. They propose the
"pinball metaphor" as a more apt framework for understanding the complex interactions and value exchanges facilitated
by social media platforms. Drawing parallels between the random trajectories of a pinball bouncing off obstacles and the
unpredictable paths of information and influence in social media. They argue that, like a pinball game, social media
interactions involve multiple players (consumers, brands, influencers) engaging in dynamic, reciprocal exchanges of
content, feedback, and engagement. The study identifies several key implications of the pinball metaphor for marketing
practice. Firstly, it underscores the importance of agility and adaptability in navigating the dynamic social media
landscape. Brands must be prepared to respond quickly to changing trends, conversations, and feedback, adjusting their
strategies in real-time to capitalize on opportunities and mitigate risks. Secondly, the authors emphasize the need for
brands to relinquish control and embrace co-creation and collaboration with consumers. Just as a pinball's trajectory is
shaped by external forces, social media interactions are co-created by consumers and brands, with user-generated content
and conversations playing a central role in shaping brand perceptions and outcomes. Moreover, the study highlights the
role of influencers and advocates as key players in the social media ecosystem. Influencers act as catalysts, amplifying
brand messages and driving engagement among their followers, while brand advocates serve as brand ambassadors,
actively promoting and endorsing brands within their social networks. The conceptual framework offers a novel
perspective on the dynamics of social media marketing, likening it to the unpredictable and dynamic nature of a pinball
game. By conceptualizing social media interactions as dynamic, non-linear processes characterized by co-creation,
collaboration, and emergence, the study provides valuable insights for marketers seeking to navigate and leverage the
complexities of social media in generating value for both consumers and companies.
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Social media marketing on purchase intentions and behavior

The study recognizes the increasing significance of social media as a marketing channel and seeks to understand its
effects on consumer behavior and decision-making processes. Kaur and Gupta employ a quantitative research approach,
conducting surveys to collect data on consumer perceptions before and after exposure to social media. Through their
analysis, the authors identify several key findings regarding the impact of social media marketing on consumer
perception. They find that social media marketing initiatives have a significant influence on brand awareness and recall
among consumers. Exposure to brand content on social media platforms increases consumers' familiarity with brands and
products, leading to higher levels of brand recognition and recall. Conversely, negative experiences or interactions on
social media can damage brand reputation and erode consumer trust and loyalty. Social media marketing campaigns that
effectively communicate product benefits, address consumer needs and preferences, and provide incentives or
promotions can stimulate purchase interest and drive conversion among consumers. Social influence and user-generated
content in shaping consumer perception. Positive reviews, recommendations, and endorsements from peers and
influencers on social media platforms carry significant weight and credibility, influencing consumers' perceptions and
purchase decisions.

Social media marketing: An hour a day; an overview

The study identifies social media as a transformative force that blurs the boundaries between traditional promotion tools
and offers new opportunities for engaging with consumers in meaningful ways. By highlighting the influence of social
media initiatives on brand awareness, attitudes, purchase intentions, and social influence dynamics, the study underscores
the importance of leveraging social media as a strategic marketing tool to cultivate positive consumer perceptions and
drive engagement and conversion.. They argue that social media represents a unique hybrid element that combines
aspects of these traditional tools while introducing novel features such as user-generated content, interactivity, and viral
distribution. The key characteristics of social media that differentiate it from traditional promotion channels. Firstly, they
emphasize the participatory nature of social media platforms, where users actively engage in content creation, sharing,
and commentary. Secondly, the authors discuss the interactive and conversational dynamics of social media, which
enable direct and real-time communication between brands and consumers. Social media platforms provide opportunities
for brands to engage in two-way dialogue, address customer inquiries and feedback, and cultivate relationships with their
audience in a more personal and authentic manner.

Consumer perception on Social media marketing

The viral potential of social media, whereby content can spread rapidly and organically across networks, reaching a large
audience with minimal cost and effort. They highlight the importance of creating compelling, shareable content that
resonates with audiences and encourages them to amplify brand messages through likes, shares, and comments. The
study also examines the strategic implications of social media for marketers, emphasizing the need for a holistic and
integrated approach to leveraging social media within the promotion mix. Rather than viewing social media as a
standalone tactic, marketers should integrate it seamlessly with other promotional activities to create synergies and
maximize impact. Information motivations entail consumers' quest for knowledge, advice, and product information from
brands and fellow consumers. Consumers seek out brand-related content on social media platforms to research products,
gather recommendations, and stay informed about the latest trends and developments. Rewards motivations involve
consumers' pursuit of tangible or intangible rewards, incentives, or benefits offered by brands in exchange for their
engagement on social media. This includes discounts, promaotions, contests, loyalty programs, and exclusive access to
content or events. Brand identification motivations reflect consumers' desire to express their affiliation, loyalty, and
attachment to specific brands or brand communities. Consumers engage in brand-related activities on social media to
demonstrate their allegiance, share their brand experiences, and foster a sense of belonging. Altruism motivations center
around consumers' desire to contribute to a greater cause or make a positive impact through their brand-related actions on
social media. This includes supporting charitable initiatives, advocating for social or environmental causes, and spreading
awareness about important issues aligned with brand values. Through their COBRAs framework, By identifying and
categorizing these motivations, marketers can tailor their social media strategies and initiatives to align with consumers'
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underlying needs, preferences, and aspirations, fostering deeper levels of engagement, loyalty, and advocacy among their
target audience.

Understanding Digital Marketing and Digital generation.

The authors begin by contextualizing the rise of digital marketing within the broader context of technological
advancements, changing consumer behaviors, and the proliferation of digital channels and platforms. They provide
practical guidance on developing integrated digital marketing strategies that leverage multiple channels and tactics to
reach and engage target audiences across different touch points in the customer journey. They discuss the role of
customer personas, journey mapping, and data-driven insights in informing targeted and personalized digital marketing
campaigns. The book addresses emerging trends and technologies shaping the future of digital marketing, such as
artificial intelligence, voice search, augmented reality, and immersive experiences. Ryan and Jones provide insights into
how marketers can harness these innovations to create innovative and engaging digital experiences that captivate and
delight audiences. Throughout the book, Ryan and Jones illustrate key concepts and strategies with real-world case
studies, examples, and best practices from leading brands and organizations. These practical insights offer readers
valuable perspectives on how to apply digital marketing principles in diverse industry contexts and overcome common
challenges and obstacles.

New hybrid element of the promotion

Brands can create engaging and immersive experiences within these platforms, fostering a sense of belonging and
community among their audience and cultivating brand loyalty and advocacy in the process. They argue that the
convergence of social and commercial activities within these platforms creates unique opportunities for businesses to
leverage social influence, user-generated content, and network effects to drive engagement, loyalty, and sales. The study
identifies several key mechanisms through which businesses can derive value from social commerce networks. Firstly,
the authors discuss the role of social influence and peer recommendations in shaping consumer perceptions and purchase
decisions. Social commerce networks facilitate word-of-mouth marketing and viral sharing, allowing brands to amplify
their reach and influence through social endorsements and referrals. Secondly, Stephen and Toubia explore the concept of
social learning within social commerce networks, whereby users leverage the experiences and opinions of their peers to
gather information, evaluate alternatives, and make informed purchase decisions. Social commerce platforms serve as
virtual marketplaces where consumers can access product reviews, ratings, and recommendations from trusted sources,
enhancing their confidence and reducing perceived risks associated with online shopping. Moreover, the study examines
the potential for social commerce networks to foster social interactions and community building among users. The role of
data analytics and personalization in optimizing the effectiveness of social commerce strategies. By leveraging user data
and behavioral insights, businesses can tailor their offerings, content, and marketing messages to the preferences and
needs of individual users, enhancing relevance and driving conversion rates. By leveraging social influence, social
learning, community building, and data-driven personalization, businesses can harness the power of these platforms to
drive engagement, loyalty, and sales in the digital age.

Developments in social media marketing

The authors insisted social media advertising, discussing the various ad formats, targeting options, and measurement
metrics available on popular platforms. They provide practical tips and strategies for optimizing ad campaigns,
maximizing reach, and achieving marketing objectives such as brand awareness, lead generation, and sales conversion. In
addition, Tuten and Solomon explore emerging trends and developments in social media marketing, such as influencer
marketing, live streaming, user-generated content and social commerce. They discuss how these trends are reshaping the
digital marketing landscape and offer insights into how brands can adapt their strategies to capitalize on these
opportunities. By providing insights into key concepts, strategies, and best practices in social media marketing, the book
equips marketers with the knowledge and tools they need to succeed in today's digitally driven marketplace.
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Table 1
Key Influencing Consumers' Perceptions of Social Media Marketing Among Youth
Friedman Test

Dimension Mean | Std. Deviation| Mean Rank

Engagement and Interactivity 2.50 1.115 5.07
Content Quality 2.13 .895 5.32
Interactivity 2.34 1.139 5.74
Trust and Credibility 251 1.494 6.13
Authenticity of Influencers 2.63 1.292 5.28
Intrusiveness 2.30 1.159 4.44
Social influence 2.14 1.295 5.53
Peer Recommendations 2.44 1.266 6.09
Visual Appeal 2.68 1.127 5.72
No. of Respondents 100

Chi-Square 5.121

difference 8

Asymp. Sig. 0.450

The result from the Friedman test shows that the calculated Chi-Square value (5.121) for the degree of freedom 8 is
insignificant. The significance is calculated at 45.0% which is more than 5%.. By highlighting its participatory,
interactive, and viral characteristics, the study underscores the unique opportunities that social media offers for brands to
engage with consumers, build relationships, and drive value. As social media continues to evolve and proliferate, its
importance as a strategic marketing tool is likely to grow, requiring marketers to adapt their approaches and embrace its
potential for innovation and impact. The authors begin by contextualizing the rise of social media as a significant
platform for brand-consumer interactions.

Conclusion

The key implications of their findings for businesses seeking to effectively leverage media as a marketing tool targeting
student audiences. Moreover, the study highlights the significance of cultural and contextual factors in shaping student
attitudes towards social media marketing. The study contributes valuable insights into the complex relationship between
students and social media marketing. By exploring student attitudes, preferences, and behaviors in response to marketing
messages on social media platforms, the study offers practical implications for businesses seeking to effectively engage
with this key demographic through strategic and targeted social media marketing initiatives.. Drawing on existing
literature and empirical research, The COBRAs framework, which categorizes consumer motivations for brand-related
social media use into six distinct categories: Connection, Onstage, Information, Rewards, Brand identification, and
Altruism. These categories encompass a wide range of psychological, social, and utilitarian motivations that drive
consumers to interact with brands on social media platforms. Onstage motivations revolve around consumers' desire for
self-expression and self-presentation on social media platforms. Consumers engage in brand-related activities to
showcase their identities, lifestyles, and preferences, using brands as a means of self-expression and social signaling.
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