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Abstract 

Social media marketing is the use of social media 

platforms and websites to promote a product or service. 

The usage of Social Media is increasing exponentially to 

satisfy the social needs of internet users, at the same time it 

has also increased the opportunities for corporate to 

market their products and services in a personalized way. 

Youngsters are the enthusiastic users of these sites and 

frequently use the services such as messaging, sharing 

photos, posting audios and videos, group discussion, 

blogging and advertisement by E-retailers. Young people 

are now a days progressively able to affect the purchase 

and decision making of others and also able to act 

independently. Youth market is asserted to be shaping 

future marketing trends. This paper attempts to examine the 

attitude of young consumers towards the Social Media 

Marketing. The study is mainly based on primary data 

collected from the youngsters in Cochin City by providing 

questionnaires. The respondents have been selected by 

employing convenient sampling. Simple mathematical tools 

and statistical tools are used for data analysis. This paper 

is also helpful in identifying the parameters on which 

organizations should prefer social media marketing instead 

of traditional marketing.   

Keywords: Social Media, Attitude, Social Networking 

Sites, Youth, Cochin City. 

I. INTRODUCTION 

Social networks have become an increasingly 

important part of the online experience and are used 

daily by millions of people. Perhaps it could be so 

basic definition that social media is people having 

conversations online. However, with the basic 

definition, social media is an umbrella term that 

identifies the different activities that integrate 

technology, social interaction and the construction of 

videos, texts, audios and all types of pictures.The 

social media is a potential tool that can help brands 

reach all new potential, but sometimes they need help 

has to how to use this power correctly. In the social 

network sites, groups of people just as friend are 

gathered and interacted through various micro and 
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macro blogging tools and websites. Social media 

marketing strategies permits interaction, connection, 

conversation, belonging and a sense of community 

among its members. Social media marketing is the 

process of marketing through social media sites like 

Twitter, Facebook, and YouTube. By utilizing the 

social aspect of the web, social media marketing is 

able to connect and interact on a much more 

personalized and dynamic level than through 

traditional marketing.A social media marketing 

strategy can be as simple as having a company blog, a 

Twitter account, or attaching "DiggThis" and "Tweet 

This" tags to the end of articles.It can also be as 

complicated as having a full campaign that 

encompasses blogs, Twitter, social networking and 

viral videos through YouTube.Today’s youth is one 

of the market’s most powerful consumer groups. 

Young people are nowadays progressively able to 

affect the purchase and decision making of others. 

They also able to act independently and they have 

consumption sophistication. The youth market can be 

seen as an indicator of social change in terms of their 

impact on society and surrounding culture. Therefore, 

youth market is asserted to be shaping future 

marketing trends.This paper attempts to examine the 

attitude of young consumers towards the Social 

Media Marketing. 

Objectives of the Study 

The major objectives of the study are: 

1.To examine the awareness about the Social 

Media Marketing among young consumers in Cochin 

City. 

2.To identify the most familiar social media 

among the young consumers. 

3.To analyze the level of influence of Social 

Media Marketing among youngsters. 

4.To find out the attitude of young consumers 

towards Social Media Marketing. 

 

 

 Methodology 

The present study is designed as a descriptive as 

well as analytical study. Both primary and secondary 

data is used for the study.  Primary data is collected 

from 60 young consumers in Cochin City with the 

help of questionnaire. Interviews also arranged with 

the respondents. Secondary data is collected from 

various published sources and through internet. The 

study uses convenience sampling technique for 

selecting the sample size of 60 respondents. 

Appropriate statistical tools are used for analyzing the 

primary data and valid conclusions are drawn. 

Social  Media Marketing 

Social media is a type of online media that 

expedites conversation as opposed to traditional 

media, which delivers content but doesn't allow 

readers/viewers/listeners to participate in the creation 

or development of the content. "Social media 

essentially is a category of online media where people 

are talking, participating, sharing, networking, and 

bookmarking online."There is a wide variety of social 

media, ranging from social sharing sites such as 

YouTube and Flickr through social networks such as 

LinkedIn and Facebook.  

Because of this, social media is of particular 

interest to businesses. Currently, businesses of all 

sizes are embracing social media marketing as a 

promotion, grappling with the question of how to get 

in on what appears to be an especially viral way to 

get their message (and their products) out there. If 

you run a small business, How to Create a Social 

Media Plan explains how you can pick the best kinds 

of social media to promote your business and how to 

design and implement a winning social media 

strategy. 

The Most Popular Forms of Social Media 

Facebook - Founded in 2004, Facebook is the 

most well-known form of social media, with over a 

billion active members. It allows users to create a 

profile and share status updates, photos, videos, and 
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exchange messages. Creating a Facebook fan page is 

a popular low-cost way to promote your business and 

keep your customers informed about your products 

and services.   

Twitter - Twitter allows registered users to send 

short messages (called "tweets") to "followers". 

Tweeting has also been referred to as 

"microblogging" since tweets are limited to 140 

characters in length. Over 500 million tweets are sent 

out every day. Businesses use Twitter as a marketing 

vehicle by keeping followers up to date with product 

offerings via regular tweets.  

LinkedIn–It is a social networking service for 

business professionals. Users can create profiles and 

form professional relationships by "connecting" with 

other users. Businesses can use LinkedIn as a low-

cost marketing tool by posting product/service 

announcements or other company news. Employees 

can post their own profiles and link to the business, 

thereby showcasing company talent with prospective 

customers.  

Pinterest - Pinterest can be described as a virtual 

pin board. Users can create and share collections of 

images, text, webpage links, etc. and organize them 

into "boards".  Pinterest content can be shared by 

sending "pins" to other users. Businesses can promote 

their products/services by combining images and text 

in an eye-catching, informative way. Other Pinterest 

users can "repin" your content, increasing your 

exposure and driving traffic to your business website.  

You Tube - Some of the most effective social 

media marketing strategies center on YouTube and 

the viral video. While often more time-consuming 

and expensive, YouTube can easily become the 

centerpiece of a larger social media campaign. 

Because of its social nature, YouTube can be a great 

way to interact with customers and get them involved 

with the marketing as well as the product. An 

excellent example of social media marketing on 

YouTube that was done well was Microsoft's 

response to the "I'm a Mac" commercials. 

The Advantages of Social Media Marketing 

Cost - compared to other forms of marketing 

social media is very inexpensive. It is free to create 

accounts on all of the above platforms and free to 

make postings to followers, who will hopefully share 

the message with other members of the social media 

community and spread the word. There are also 

various paid advertising options to reach larger 

audiences within the social media community. 

Facebook offers comprehensive options for ad 

targeting, for example, such as the ability to target 

members that reside within a specific geographic 

radius. 

Engaging the audience - social networks allow the 

business to engage the target audience and develop 

interactive relationships with customers. 

The Disadvantages of Social Network Marketing 

Time - The main problem with social network 

marketing from a business perspective is that it can 

be incredibly time-consuming. Social media 

marketing campaigns are not one-shot affairs; they 

need to be nurtured over time. While big businesses 

such as Dell, Microsoft and HP have been using this 

type of marketing effectively, they have the kinds of 

marketing budgets that allow them to assign x 

number of staff to conduct and manage social media 

marketing campaigns, resources that a lot of small 

businesses don't have. 

Direct advertising on social media doesn't work - 

Businesses using social networks want to sell their 

products or services of course. But as blatant 

advertising on social media would, in most cases, 

alienate their intended audience or even get them 

kicked out of the particular social community they're 

trying to infiltrate, businesses need to use more subtle 

forms of promotion on social media. To use social 

network marketing effectively, businesses have to be 
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perceived as members of the social media 

community, willing to interact with other members. 

Risks - Given the community nature of social 

media, businesses must be aware of the risks. A 

negative posting by a customer, ex-employee, or 

competitor (whether true or false) can seriously 

damage the reputation of a business. If a hacker 

manages to take control of a social network account 

the results can be catastrophic. Even a harmless 

posting can turn into a public relations disaster.  

Still, social network marketing is a type of marketing 

that many small businesses could benefit from, if 

only to find out more about what their customers are 

thinking - and saying - about their brand and their 

products. 

II. LITERATURE REVIEW 

Ahmed Rageh Ismail (2017) in his study, "The 

influence of perceived social media marketing 

activities on brand loyalty: The mediation effect of 

brand and value consciousness" investigate the 

impact of social media marketing activities on brand 

loyalty, value consciousness and brand 

consciousness.A self-administered questionnaire was 

developed and administered to a convenience sample 

of 346 undergraduate students. The findings of this 

research indicated that social media marketing has a 

significant effect on brand loyalty; brand 

consciousness and value consciousness mediate the 

relationship between social media marketing and 

brand loyalty. 

Mayank Yadav and Zillur Rahman (2017), in 

their study “Measuring consumer perception of social 

media marketing activities in e-commerce industry: 

Scale development & validation” develops and 

validates a 15-item, five-dimensional scale for 

measuring perceived SMMA of e-commerce based on 

extant literature on e-commerce and social media 

marketing and five different studies conducted in this 

research. The scale revealed comprehensive 

psychometric characteristics as per the results from 

the diverse reliability and validity checks. It was 

revealed that perceived social media marketing 

activities positively influenced purchase intention and 

brand equity. 

Zulqurnain Ali, Muhammad AqibShabbir, 

MashalRauf and AbidHussain (2016), in their study 

“To Assess the Impact of Social Media Marketing on 

Consumer Perception” assess the impact of social 

media marketing on consumer perception towards 

buying a product or making a decision to buy a 

product. In this study total 152 questionnaires were 

distributed among university students and got back 

response from 145 with 97% of response. The study 

reveals social media marketing has impact on 

consumer perception and the result predicts the 

significant positive relation of social media marketing 

with consumer perception.  

EwelinaLacka and Alain Chong (2016), in their 

study “Usability perspective on social media sites' 

adoption in the B2B context” investigate the usability 

of social media sites when adopted for B2B 

marketing purposes in the one of world's largest 

social media market: China. Specifically, by 

extending the Technology Acceptance Model with 

Nielsen's Model of Attributes of System 

Acceptability, we assess the impact of usefulness, 

usability and utility on the adoption and use of these 

sites by B2B marketing professionals. The empirical 

investigation reveals that marketers' perception of the 

usefulness, usability and utility of social media sites 

drive their adoption and use in the B2B sector. The 

usefulness is subject to the assessment of whether 

social media sites are suitable means through which 

marketing activities can be conducted. The ability to 

use social media sites for B2B marketing purposes, in 

turn, is due to those sites learnability and 

memorability attributes. 

Bruno Godey, AikateriniManthiou, Daniele 

Pederzoli, JoonasRokka, Gaetano Aiello, 

RaffaeleDonvito and Rahul Singh (2016) in their 
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article “Social media marketing efforts of luxury brands: Influence on brand equity and consumer 

behaviour” explores these relationships by analyzing pioneering brands in the luxury sector (Burberry, Dior, 

Gucci, Hermès, and Louis Vuitton). Based on a survey of 845 luxury brand consumers (Chinese, French, Indian, 

and Italian), who follow the five brands studied on social media, the study develops a structural equation model 

that helps to address gaps in prior social media branding literature. Specifically, the study demo.

III. RESULTS AND DISCUSSIONS 

Table 6.1 Demographic profile of respondents 

 Categories No. of Respondents Percentage 

Gender 
Male 26 43 

Female 34 57 

 

Age 

12-18 Years 10 17 

18-24 Years 28 46 

24-30 Years 22 37 

 

Education Level 

Plus Two 20 33 

Graduation 18 30 

Post-graduation 22 37 
Source: Primary Data 

The table reveals that majority of the respondents 

are Female. 46% of the respondents are in the age 

group of 18 to 24 years and majority of the 

respondents are post graduates. 

Awareness Regarding Social Media Websites and 

Marketing 

Table 6.2 Awareness on Social media websites 

and marketing 

Awareness Respondents Percentage 

Yes 60 100 

No 0 0 

Total 60 100 
Source: Primary Data 

All the respondents are aware about the social 

media websites and the marketing. 

Familiarity of Social Media Websites  

Table 6.3 Familiarity of Social media websites 

Awareness Respondents Percentage 

Face book 42 70 

Twitter 4 7 

You Tube 14 23 

Any others 0 0 

Total 60 100 
Source: Primary Data 

It is clear that majority of the respondents are 

more familiar with facebook. 

 

 

 

 

Purpose of using Social Media Websites  

Table 6.4 Purpose of using Social media websites 

Purpose Respondents Percentage 

Education 6 10 

Entertainment 20 33 

Communication 6 10 

Multipurpose 28 47 

Total 60 100 
Source: Primary Data 

Nearly 50% of respondents are using social 

media websites for more than one purpose and 33% 

are using for entertainment. 

Frequency of using Social Media Websites  

Table 6.5 Frequency of using Social media websites 

Frequency Respondents Percentage 

Once in a day 38 63 

4 to 5 times in 
a week 

12 20 

Once in a week 10 17 

Never 0 0 

Total 60 100 
Source: Primary Data 

From the table, it reveals that majority of 

respondents use social media websites daily. 

Influence of Social Media Marketing 

Table 6.6Influence of Social media marketing on 

customers 

Influence  Level Respondents Percentage 

Highly influenced 4 7 

Moderately  influenced 44 73 

Never influenced 12 20 

Total 60 100 
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This table shows that 73% of respondents are 

moderately influenced by social media marketing, 7% 

are highly influenced and 20% are not at all 

influenced. 

Purchase as a Result of Social Media 

Marketing 

Table 6.7Purchase as a result of social media 

marketing 

Purchase Respondents Percentage 

Yes 36 60 

No 24 40 

Total 60 100 
Source: Primary Data 

This analysis reveals that 60% of the respondents 

make purchase by the influence of social media 

marketing and 40% of are not yet purchased. 

Level of Satisfaction with the Purchase  

Table 6.7.1Level of satisfaction with the Purchase 

Satisfaction 

Level 

Respondents Percentage 

Highly 

satisfied 

8 22 

Satisfied 24 67 

Dissatisfied 4 11 

Total 36 100 
Source: Primary Data 

It reveals that 67% of the respondents are 

satisfied and 11% are not satisfied with the purchase. 

Necessity of Social Media Marketing for Business 

Concern 

Table 6.8 Necessity of Social media marketing for 

business 

Necessary Respondents Percentage 

Yes 54 90 

No 0 0 

No Idea 6 10 

Total 60 100 
Source: Primary Data 

It is clear that majority of respondents are of 

opinion that social media marketing is necessary for 

business firms. 

IV. FINDINGS AND CONCLUSION 

Findings 

The demographic profile of the respondents 

reveals that 57% of respondents are female. 

Majority of respondents are post graduates and 

belong to the age category of 18 to 24. All the 

respondents are aware about the social media 

websites and the marketing. Majority of the 

respondents are more familiar with facebook. 

Nearly 50% of respondents are using social media 

websites for more than one purpose and 33% are 

using for entertainment. Majority of respondents 

use social media websites daily.73% of respondents 

are moderately influenced by social media 

marketing, 7% are highly influenced and 20% are 

not at all influenced. 60% of the respondents make 

purchase by the influence of social media 

marketing and 40% of are not yet purchased. 67% 

of the respondents are satisfied and 11% are not 

satisfied with the purchase. Majority of respondents 

are of opinion that social media marketing is 

necessary for business firms. 

Investors can invest in corporate bonds, 

debentures, bank deposits, post office schemes etc. 

But nowadays investors opt for portfolio managers 

to invest money on their behalf. These portfolio 

managers are experts in stock market operations 

and invest the money in such a way that the 

investors would get minimum assured returns. 

Today many institutions are busy in providing 

wealth administration services to the investors. But 

these services are very costly. Investors’ opinion 

and perception has been studied relating to various 

issues like type of mutual fund scheme, main 

objective behind investing in mutual fund scheme, 

level of satisfaction, role of financial advisors and 

brokers, investors’ opinion relating to factors that 

attract them to invest in mutual funds, sources of 

information, deficiencies in the services provided 

by the mutual fund managers, challenges before the 

Indian mutual fund industry etc. This study is very 

important in order to judge the investors’ behavior 

in a market like India, where the competition 

increases day by day due to the entry of large 
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number of players with different financial strengths 

and strategies. The present investigation outlined 

that mostly the investors have positive approach 

towards investing in mutual funds. In order to 

maintain their confidence in mutual funds they 

should be provided with timely information 

relating to different trends in the mutual fund 

industry. New and more innovative schemes should 

be launched from time to time so that investor’s 

confidence should be maintained. All this will lead 

to the overall growth and development of the 

mutual fund industry. 

Conclusion 

This paper attempts to examine the attitude of 

young consumers towards the Social Media 

Marketing in Cochin City. The study reveals that the 

young consumers in Cochin City have positive 

attitude towards Social Media Marketing adopted by 

companies. The young consumers are aware about the 

social media websites and the marketing tools. From 

a wide variety of social media, Face book is the most 

familiar social media among youth.  The young 

consumers are moderately influenced by social media 

marketing and sixty percentage of consumers makes 

purchase by the influence of social media marketing. 
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