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Abstract:  In an era dominated by digital interactions, social media marketing has emerged as a pivotal tool 

for brands to connect with consumers. This thesis embarks on a multifaceted exploration of the efficacy and 

nuances of social media marketing campaigns. The primary objective is to scrutinize the intricate relationship 

between the frequency of exposure to these campaigns and consumers' engagement with brand content and 

messaging. Through empirical analysis and theoretical frameworks, the research endeavors to unveil the 

underlying mechanisms driving consumer behavior in the digital sphere. Furthermore, the study delves into 

the realm of product categorization and industry variations, seeking to discern whether the impact of social 

media marketing campaigns exhibits heterogeneity across different sectors. By dissecting the differential 

effects across various product categories or industries, the research aims to provide nuanced insights into the 

dynamic landscape of consumer responses to marketing stimuli. 

Index Terms - Consumer behaviour, social media, marketing campaigns 

 

I. INTRODUCTION 

The pervasive influence of social media in contemporary society has transformed the dynamics of 

communication, interaction, and commerce. As billions of individuals worldwide engage with various social 

platforms daily, businesses have recognized the immense potential of leveraging these channels to connect 

with their target audiences, foster brand loyalty, and drive sales. Consequently, the proliferation of social 

media marketing campaigns has surged, with companies allocating significant resources towards creating 

compelling content, engaging with followers, and amplifying their online presence. 

However, amidst this fervent pursuit of digital engagement, a fundamental challenge persists: measuring the 

effectiveness and impact of social media marketing initiatives. Unlike traditional forms of advertising, where 

metrics such as reach and frequency provide relatively straightforward indicators of success, the multifaceted 

nature of social media poses unique measurement challenges. The dynamic nature of online conversations, 

the diversity of platforms and user behaviors, and the abundance of data present marketers with a complex 

landscape to navigate. 

1.1 Research Objectives 

Objective 1: To investigate the relationship between the frequency of exposure to social media marketing 

campaigns and consumers' engagement with brand content and messaging. 

Objective 2: To investigate whether the impact of social media marketing campaigns on consumer behavior 

varies across different product categories or industries. 
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1.2 Research Methodology 

For this study, a quantitative research strategy is chosen to comprehensively investigate the effectiveness of 

social media marketing campaigns. This approach allows for statistical confirmation of results and a deeper 

understanding of consumer behavior and attitudes towards social media advertising. 

Data Collection Methods 

Quantitative Data Collection: Survey Questionnaire: A structured survey questionnaire was be designed based 

on insights from prior research and qualitative studies. The questionnaire included closed-ended questions to 

measure various factors such as exposure to social media ads, engagement levels, brand awareness, purchase 

intent, and demographic information. 

Sampling: Stratified random sampling technique was be employed to ensure representation from diverse 

demographic groups and geographic regions. Sample size calculation was be based on statistical 

considerations to achieve the desired level of confidence and reduce sampling bias. 

Variables of the Study 

Independent Variables: Exposure to Social Media Marketing Campaigns: Self-reported frequency of exposure 

to social media ads on platforms such as Facebook, Instagram, Twitter, etc. 

Ad Format: Perception of the effectiveness and preference for different ad formats (e.g., images, videos, 

sponsored posts). 

Personalization of Ads: Evaluation of the relevance and targeting of ads based on individual interests and 

demographics. 

Dependent Variables: Brand Awareness: Recognition and recall of brands promoted through social media 

marketing campaigns. 

Engagement with Social Media Ads: Self-reported actions taken in response to seeing social media ads (e.g., 

likes, shares, comments, clicks). 

Purchase Intent: Intention or likelihood of making a purchase as a result of exposure to social media ads. 

 

II. REVIEW OF LITERATURE 

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

media. Business Horizons. Kaplan and Haenlein's seminal work underscores the transformative potential of 

social media, highlighting its role as a catalyst for user collaboration and brand engagement. The authors 

discuss the challenges and opportunities inherent in leveraging social media platforms for marketing 

endeavors, laying the foundation for subsequent research in the field. 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-generated content differ across 

YouTube, Facebook, and Twitter? Journal of Interactive Marketing. 

This study by Smith et al. explores the unique characteristics of brand-related user-generated content across 

different social media platforms. By comparing content dynamics on YouTube, Facebook, and Twitter, the 

authors offer insights into the varying nature of consumer engagement and brand interactions, highlighting 

the need for tailored marketing strategies on each platform. 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-mouth via 

consumer-opinion platforms: What motivates consumers to articulate themselves on the Internet? Journal of 

Interactive Marketing. 

Hennig-Thurau et al.'s research delves into the phenomenon of electronic word-of-mouth (eWOM) and its 

implications for brand advocacy on consumer-opinion platforms. By investigating the motivations driving 

consumers to articulate themselves online, the study sheds light on the factors influencing the dissemination 

of brand-related content in the digital realm. 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). From social to sale: The 

effects of firm-generated content in social media on customer behavior. Journal of Marketing. 

Kumar et al.'s research examines the impact of firm-generated content on customer behavior in social media 

environments. Through empirical analysis, the authors demonstrate how content characteristics, such as 

informativeness and entertainment value, influence consumers' purchase intentions and brand perceptions, 

offering valuable insights for marketers seeking to optimize their social media strategies. 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Exploring motivations for 

brand-related social media use. International Journal of Advertising. 

Muntinga et al. introduce the concept of COBRAs (Consumer Online Brand-Related Activities), elucidating 

the motivations driving consumers to engage with brands on social media platforms. By categorizing these 

motivations into functional, experiential, symbolic, and relational dimensions, the study provides a 

comprehensive framework for understanding consumer behavior in the context of brand-related social media 

interactions. 
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2.1 IDENTIFICATION OF RESEARCH GAPS 

While existing literature provides valuable insights into measuring the effectiveness of social media marketing 

campaigns, several notable research gaps persist, warranting further investigation and scholarly inquiry: 

Relationship between Frequency of Exposure and Engagement: 

While existing literature provides insights into the relationship between social media exposure and consumer 

engagement, there is a need for further exploration into specific metrics and mechanisms driving this 

relationship. Research should delve deeper into the moderating factors that influence the strength and direction 

of this relationship across different social media platforms and content types. 

Variation in Impact across Product Categories or Industries: 

Existing studies have examined the impact of social media marketing campaigns on consumer behavior, but 

there is limited research focusing on the differential effects across diverse product categories or industries. 

Investigating how factors such as product type, brand positioning, and target audience demographics interact 

with social media marketing efforts can provide valuable insights for marketers seeking to optimize their 

strategies for specific market segments. 

Consumer Perceptions and Responses to Industry-Specific Campaigns: 

Literature predominantly focuses on general principles and best practices for social media marketing, 

overlooking the nuances of industry-specific campaigns. Research should aim to elucidate how consumers 

perceive and respond to social media marketing efforts within distinct industries, considering factors such as 

industry norms, consumer preferences, and competitive dynamics. 

Integration of Offline and Online Marketing Channels: 

While studies have explored the effectiveness of social media marketing campaigns in isolation, there is a gap 

in understanding how these campaigns integrate with offline marketing channels. Investigating synergies 

between online and offline marketing efforts can provide a more comprehensive understanding of consumer 

behavior and facilitate the development of integrated marketing strategies. 

Long-Term Effects and Sustainability of Engagement: 

Most research focuses on short-term outcomes of social media marketing campaigns, neglecting the long-

term effects and sustainability of consumer engagement. Future studies should adopt longitudinal approaches 

to assess the enduring impact of social media campaigns on brand perception, loyalty, and advocacy over 

time, offering valuable insights for long-term strategic planning. 

 

III. DATA ANALYSIS AND FINDINGS 

3.1 response graphs 

 

Frequency of Social Media Use 

  

 
Fig 3.1 Frequency of use of social media 

Fig 3.1 indicates how frequently respondents use social media platforms. The majority of participants use 

social media multiple times a day, followed by those who use it once a day. A smaller percentage use social 

media several times a week or occasionally, while none reported rarely or never using social media. This 

distribution reveals the high frequency of social media usage among the surveyed individuals, highlighting 

the potential reach of social media marketing campaigns targeting them. 

Number of Social Media Ads Encountered Daily 

  

51%

31.40%

7.80% 9.80% 0.00%

Multiple times a day Once a day Several times a week Occasionally Rarely or never
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Fig 3.2 Number of Social Media Ads Encountered in a day. 

Fig 3.2 indicates A small percentage of respondents (2%) reported encountering no social media ads in a day.  

15.70% approximately 15.70% of participants encountered 1 to 2 social media ads in a day, suggesting a 

moderate level of exposure. The majority of respondents (51%) encountered 3 to 5 social media ads in a day, 

indicating a relatively high frequency of exposure to ads. About 31.40% of participants reported encountering 

6 or more social media ads in a day, reflecting a significant level of exposure to advertising content. 

 

Frequency Of Engagement with Social Media Campaign 

 
Fig 3.3 Frequency of Engagement with Social Media Campaigns 

Fig 3.3 represents a small percentage of respondents (3.90%) reported always engaging with social media 

campaigns, indicating a high level of consistent interaction with marketing content. 7.80% of participants 

indicated that they often engage with social media campaigns, suggesting a frequent but not constant level of 

interaction. A significant portion of respondents (27.50%) reported sometimes engaging with social media 

campaigns, indicating occasional interaction depending on relevance or interest.  58.80% The majority of 

respondents (58.80%) reported rarely engaging with social media campaigns, suggesting infrequent 

interaction or a tendency to ignore marketing content. 

 

Frequency of Interaction with Social Media Campaigns 

  

 

 

 

 

 

 

 

 

 

 

 

Fig 3.4 Frequency of Interaction with Social Media Ads 

Fig 3.4 indicates a small percentage of respondents (2%) reported being very likely to interact with social 

media content, indicating a high propensity for engagement such as liking, sharing, or commenting.  9.80% 

of participants indicated that they are likely to interact with social media content, suggesting a moderate 

inclination towards engagement. A significant portion of respondents (37.30%) reported feeling neutral about 

interacting with social media content, indicating a lack of strong inclination either towards or against 

engagement. The majority of respondents (51%) indicated that they are unlikely to interact with social media 

content, suggesting a low propensity for engagement. 

 

 

2%

15.70%

51%

31.40%

None 1 to 2 3 to 5 6 or more

3.90% 7.80%
27.50%

58.80%

2%

Always Often Sometimes Rarely Never

2% 9.80%

37.30%

51%

0

Very likely Likely Neutral Unlikely Very unlikely

http://www.ijcrt.org/


www.ijcrt.org                                                             © 2024 IJCRT | Volume 12, Issue 4 April 2024 | ISSN: 2320-2882 

IJCRT2404963 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org i396 
 

Social Media Campaigns as per Industry 

  

 
Fig 3.5 Advertisements on Social Media across industries 

Fig 3.5 indicates a significant percentage of respondents (39.20%) reported encountering social media ads 

primarily related to fashion. This indicates that fashion-related advertisements are prevalent and likely appeal 

to a sizable portion of the surveyed individuals, reflecting the influence of social media in the fashion industry. 

Similar percentage of participants (39.20%) indicated that social media ads primarily revolve around 

technology products or services. This suggests that technology-related advertisements are also widespread on 

social media platforms, reflecting the ubiquity of technology in modern society and the interest of users in 

tech-related content. A smaller percentage of respondents (9.80%) reported encountering social media ads 

related to food and beverage products. While less common compared to fashion and technology ads, this 

category still represents a notable presence in social media advertising, catering to individuals interested in 

culinary experiences and dining options. 

11.80% of participants indicated that social media ads primarily focus on healthcare products or services. This 

category addresses health-related needs and interests of users, such as fitness, wellness, and medical 

treatments, reflecting the growing importance of health and wellness in society. 

 

Influential Industries on Social Media.  

 
Fig 3.6 Influential Industries on Social Media 

Fig 3.6 indicates a significant percentage of respondents (43.10%) indicated that they do not mind being 

influenced by social media campaigns related to the fashion industry. This suggests that fashion-related 

content on social media has a relatively high acceptance among users, with many open to being influenced by 

fashion brands and trends showcased in advertisements. 29.40% of participants expressed willingness to be 

influenced by social media campaigns related to the technology industry. This indicates that technology-

related content on social media also holds sway over a considerable portion of users, reflecting their interest 

in staying informed about the latest technological innovations and products. A smaller percentage of 

respondents (7.80%) stated that they do not mind being influenced by social media campaigns related to the 

food and beverage industry. While this category garnered a lower percentage compared to fashion and 

technology, it still indicates a level of openness to being influenced by food and beverage brands, particularly 

for individuals interested in culinary experiences and dining options. 19.60% of participants expressed 

willingness to be influenced by social media campaigns related to the healthcare industry. This suggests that 

healthcare-related content on social media also holds some influence over users, reflecting their interest in 

health and wellness products, services, and information. 
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Reasons for Decreased Social Media Ad Engagement 

 
Fig: 3.7 Reasons for Decreased Engagement with Social Media Ads 

Fig 3.7 indicates reasons for Decreased Engagement with Social Media Ads.  

Low-quality content: 30.00% of respondents identified low-quality content as a reason for decreased 

engagement with social media ads. This suggests that users may be less likely to engage with ads that feature 

unappealing visuals or poorly crafted messaging. 

Lack of relevance: 42.20% of respondents indicated that a lack of relevance was a significant factor in 

decreased engagement. This implies that ads that are not tailored to users' interests or needs may fail to capture 

their attention or generate engagement. 

Trust issues: 5.20% of respondents mentioned trust issues as a reason for decreased engagement. This suggests 

that concerns about privacy or the credibility of advertisers may impact users' willingness to engage with ads. 

Banner blindness: 2.00% of respondents cited banner blindness as a factor. This refers to the tendency of users 

to ignore or overlook ads, particularly if they are placed in areas where users expect them or if they have 

become accustomed to ignoring them. 

Oversaturation: 20.60% of respondents identified oversaturation as a reason for decreased engagement. This 

indicates that users may be less likely to engage with ads if they feel overwhelmed by the number of ads they 

encounter on social media platforms. 

 

3.2 Correlation Hypothesis Test 

 

Column1  Number of Social media ads 

encountered in a day 

Frequency of Engagement 

with campaigns 

Number of Social media ads 

encountered in a day 

1 -0.872 

Frequency of Engagement 

with campaigns 

-0.872 1 

 

Interpretation  

• The correlation table shows a correlation coefficient of -0.872 between frequency and engagement to 

social media ads. This value indicates a strong negative correlation between these two variables. 

• A negative correlation coefficient (-0.872) suggests that there is a tendency for respondents’ not 

engaging with social media and the high frequency of social media ads.  

The strength of this relationship is relatively strong. 

• To test the hypotheses, compare the calculated correlation coefficient (-0.872) with a critical value at 

a chosen significance level (e.g., 0.05). If the absolute value of the correlation coefficient is greater than the 

critical value, then we reject the null hypothesis in Favor of the alternative hypothesis. 

• Based on the correlation coefficient of -0.872 and the tested hypotheses, it would be interpreted that 

there is a statistically significant and strong negative association between the number of social media ads 

encountered in a day and the frequency of engagement. 

• Therefore, Null Hypothesis (H0) is rejected and Alternative Hypothesis (H1) is accepted that is 

frequency of social Media Ads and their engagement is interdependent and the relation is strong. (-0.872 < 

0.05) 

 

 

 

 

30.00%
42.20%

5.20% 2% 20.60%

LOW-QUALITY 
CONTENT

LACK OF 
RELEVANCE

TRUST ISSUES BANNER 
BLINDNESS

OVERSATURATION

Reasons for decreased engagement with social media ads

http://www.ijcrt.org/


www.ijcrt.org                                                             © 2024 IJCRT | Volume 12, Issue 4 April 2024 | ISSN: 2320-2882 

IJCRT2404963 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org i398 
 

IV.  RECOMMENDATIONS  

Audience Segmentation and Targeting 

Utilize demographic and behavioral segmentation to tailor social media campaigns according to audience 

characteristics such as age, education level, and frequency of social media usage. By targeting specific 

segments with personalized content and messaging, marketers can improve engagement and campaign 

performance. 

Industry-Specific Strategy Development 

Develop industry-specific social media marketing strategies that align with the unique preferences and 

interests of target audiences. Allocate resources and creative efforts based on the dominant platforms and 

content formats within each industry to maximize reach and resonance among consumers. 

Engagement Optimization Tactics 

Implement engagement optimization tactics to increase interaction and participation levels with brand content. 

Encourage active engagement through interactive features, contests, and user-generated content campaigns to 

foster deeper connections and brand advocacy among consumers. 

Emotional Branding and Storytelling 

Harness the power of emotional branding and storytelling to evoke positive emotions and forge emotional 

connections with consumers. Develop narrative-driven content that taps into universal human emotions, 

leveraging storytelling techniques to create compelling brand narratives that resonate with audience emotions 

and experiences.  

 

V. CONCLUSIONS 

In conclusion, the research journey embarked upon to measure the effectiveness of social media marketing 

campaigns across various industries has yielded insightful findings and implications for marketers and 

academics alike. 

The analysis for first objective revealed a significant negative correlation between the frequency of exposure 

to social media ads and consumers' engagement with brand content and messaging. This suggests that as the 

frequency of exposure increases, consumer engagement tends to decrease. Further exploration uncovered 

nuanced patterns across different industries, with certain sectors exhibiting higher levels of engagement 

despite increased ad exposure. For instance, the fashion industry showed relatively higher engagement levels 

compared to technology or healthcare. These findings underscore the importance of strategic ad placement 

and content relevance in driving meaningful engagement on social media platforms. 

The research for second objective unveiled notable variations in the effectiveness of social media marketing 

campaigns across different industries. Fashion and technology emerged as the most responsive sectors, with 

consumers demonstrating higher levels of brand awareness and purchase intent in response to social media 

ads in these industries. Conversely, healthcare and food and beverage industries exhibited lower levels of 

consumer engagement, highlighting the need for tailored marketing strategies to resonate with diverse 

audience segments. 

Overall, the study underscores the intricate interplay between industry-specific characteristics, consumer 

behavior, and social media advertising effectiveness. The findings offer valuable insights for marketers 

seeking to optimize their digital strategies and allocate resources effectively across various product categories. 

By understanding the nuanced preferences and behaviors of their target audience, marketers can craft more 

compelling content, enhance brand engagement, and drive tangible business outcomes in an increasingly 

competitive digital landscape. 

Additionally, the research highlights the importance of ethical considerations in social media marketing, 

particularly concerning data privacy, transparency, and consumer trust. As digital platforms continue to 

evolve and regulatory frameworks evolve, marketers must prioritize ethical practices to maintain consumer 

trust and uphold brand integrity. 
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