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Introduction: - 

Market has changed drastically in the past few 

decades. Marketing which was a buzz word in the 

late 90’s and early 20’s is now supported by a 

prefix Digital. Just one word, but entirely changes 

the field and method of operation, the main idea 

i.e., creating the product according to the needs and 

delivering them to the target consumers remains the 

same. 

No one had ever thought that a medium (Internet) 

which was created for military purpose and for 

establishing a communication among scientists 

would play a major role in business. Today the 

world is almost functioning on the internet. There 

is no surprise to say that most of the business is now 

done online. Even the startups that are coming up, 

try to avoid a brick-and-mortar setup these days. 

Life has become complicated and to bring an ease 

to it, digital medium has made our life go easy,  

from medical to cabs, food to daily essentials 

everything is just one click away.  

The companies understood the importance of 

internet and started moving online, be it any 

in any industry digital presence matters these 

days. It not only gives a legal entity a 

recognition but also add a sense of 

trustworthiness among people. 

Competition has increased, companies are 

not only on physical platforms but also online 

are striving to endeavor. Companies are 

trying to target their potential customers.  

In that case strategy comes into picture. 

Strategies are formulated to keep the business 

in pace and differentiate them from their 

competitors. Different strategies are 

formulated based on different segments that 

caters business. Therefore, how these 

strategies are formulated and put into motion 

in digital space is a bigger thing to ponder. If 
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properly formulated it can lead to capture a 

greater audience leading to revenue 

generation. 

Literature Review: 

 D Chaffey, F Ellis-Chadwick – 2019 in their 

article discussed how digital marketing has 

transformed the businesses and other 

organization and how they communicate with 

their audience. Consumers have access to a 

wider range of products, services and prices 

from different suppliers and a more convenient 

way to select and purchase. Engaging 

consumers of various social media platforms 

(Facebook, Instagram, Quora, LinkedIn) is a 

challenge but companies have taken the 

advantage of the opportunity and engaged with 

the audience. 

 

 PK Kannan – 2017 in their article discussed we 

develop and describe a framework for research 

in digital marketing that highlights the 

touchpoints in the marketing process as well as 

in the marketing strategy process where digital 

technologies are having and will have a 

significant impact. Using the framework, we 

organize the developments and extant research 

around the elements and touchpoints comprising 

the framework and review the research literature 

in the broadly defined digital marketing space. 

We outline the evolving issues in and around the 

touchpoints and associated questions for future 

research. Finally, we integrate these identified 

questions and set a research agenda for future 

research in digital marketing to examine the 

issues from the perspective of the firm. 

 

 RD Todor - Bulletin of the Transilvania 

University of Brasov …, 2016 in his article 

discussed it is a matter of fact that we are in the 

digital era and internet marketing and social 

media have a significant impact on the way 

consumers behave, companies do business, 

and it is a must for companies to adapt to the 

new reality. Due to the fast evolution of the 

technology, the continuous increase in demand 

and supply, the supply chain elongation and 

the big amount of date, the only solution to 

face the major changes is the automation of all 

the processes. But even though the new era of 

communication is here, specialist suggest that 

companies should not ignore traditional 

methods, and to try to blend digital marketing 

with traditional campaigns to achieve their 

goals. 

 

  A Yasmin, S Tasneem, K Fatema - 

International Journal of …, 2015 in their 

article discussed marketers are faced with new 

challenges and opportunities within this digital 

age. Digital marketing is the utilization of 

electronic media by the marketers to promote 
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the products or services into the market. The 

main objective of digital marketing is 

attracting customers and allowing them to 

interact with the brand through digital media. 

This article focuses on the importance of 

digital marketing for both marketers and 

consumers. We examine the effect of digital 

marketing on the firms’ sales. Additionally, the 

differences between traditional marketing and 

digital marketing in this paper are presented. 

This study has described various forms of 

digital marketing, effectiveness of it and the 

impact it has on firm’s sales. The examined 

sample consists of one hundred fifty firms and 

fifty executives which have been randomly 

selected to prove the effectiveness of digital 

marketing. Collected data has been analyzed 

with the help of various statistical tools and 

techniques. 

 

  KT Smith -Journal of Consumer Marketing, 

2012 in this article discussed the purpose of 

this study is to determine which digital 

marketing strategies are preferred by 

Millennials and are effective in influencing 

their behavior. There is potential growth and 

value in using digital marketing aimed at 

Millennials, but the marketing strategies must 

be perceived positively by this online 

generation. 

 

 

 A Khanna - Global Journal of Enterprise 

Information System, 2012 in his article 

discussed understanding Digital marketing is 

an informative, practical and an easy-to-read 

book that takes you on a journey into the world 

of Digital Advertising. It helps the reader to 

understand how one can harness the 

burgeoning power of digital media to drive 

one’s business to the crest of the digital 

marketing wave and sustain the same. 

 

 Damian Ryan and Calvin Jones Kogan Page, 

2009 in their article discussed we've been 

talking about the digital revolution for more 

than a decade now. So, it's not that exciting 

anymore. What is exciting, as the world 

squares up to the blackest economic abyss in 

living memory, is to postulate what sort of a 

world will emerge on the other side? As well 

as the structural changes needed to our 

financial institutions — the very bedrock (if 

not enablers) of wealth creation and 

employment for all — the very people who 

will be doing business and running businesses 

will be a completely different animal. Their 

motivation, social manners and graces, sources 

of knowledge and their methods of applying 

that knowledge in radically altered competitive 

marketplaces will combine with the rebuilt 

shibboleths of corporate culture to create a 
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vitally different world in which to live and 

work. 

 

Objectives: - 

1. To assess the effects of digital exposure that 

impacts customers. 

2. To evaluate the usage of social media 

advertisements on the consumer. 

 

Methodology: - 

1 set of Questionnaire was prepared which 

was qualitative in nature and some questions 

were descriptive in nature. 

 

Sample size; - 

A total of 67 responses have been collected. 

People from different age groups 

participated. Among that population, people 

belonging in the age of 18-24 were more, 

followed by others.  

Location:- 

The questionnaire was made on google forms 

and was circulated online through various 

SM Platforms. Mostly form was circulated by 

WhatsApp, followed by Instagram and few 

on Facebook.  

 

Tools Used: -  

SPSS and Microsoft Excel 

 

Questionnaire: - 

Gender 

 

Interpretation 

 

A total of 67 responses were collected out of 

which 32 respondents were Male and 35 were 

Female. There was a fair distribution of male 

and female and their usage of social media.  

 

How Old Are You? 

 
 

Interpretation 

Highest response was received from 

respondents from the age group 18-24. It 

shows that highest response that came was 

from young population. They are the ones 

who are using various SM Platforms 

(Facebook, Instagram, Twitter, LinkedIn) 

75%
21%1%3%

Age
18-24

25-34

35-44

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Vali

d 

Male 32 47.8 47.8 47.8 

Femal

e 

35 52.2 52.2 100.0 

Total 67 100.0 100.0  
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daily. Where male and female are evenly 

distributed. So, we’ll give major preference 

to the people belonging to the age group of 

18-24 and second will be people belonging in 

the age group 25-34.  

 

Results and Discussion: 

 

 

Interpretation 

 

Talking about the screen time of our 

respondents, Out of 67 respondents 47.8% 

(32) use Social Media very often, 44.8% (30) 

use Social Media Always,  

6%(4) use it Sometimes, 1 used it very 

rarely.  

Due to various reasons, (Availability of data, 

Covid) the screen time of people has 

increased. They are spending more time 

digitally, trying to find some relevant 

informarion they are searching for or for 

leisure purpose i.e., by going through their 

SM feed.  

 

1. Which SM platform do you use the most? 

 

 

Interpretation 

My main reason to ask this question was to 

find on which social media platform do they 

spend most of their time. Majorly 4 SM 

Platforms where given which are widely used 

by people that is Instagram, Facebook, 

Twitter, LinkedIn.  

Out of 67 respondents, 59 (88%) preferred 

using Instagram, 1 preferred Facebook, 1 

used twitter and 6 used LinkedIn.  

Most of our respondents fall in the age 

bracket of 18-24, and it shows that they spend 

most of their time on Instagram, because 

there is a shift of young crowd from 

Facebook to Instagram. Instagram has a 

majority of young crowd, who are spending 

their most of their time there.   

If a marketer is planning to do Ads for its 

products, they can go for Instagram as people 

prefer to spend time on Instagram.  

 

2. Where do you get more updates about the 

newly launched product? 

88%

2%1%9%
Instagram

Facebook

Twitter

Linkedin
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Interpretation 

People’s preference for a social media and 

the updates that they receive is slightly 

different.  

78% receive updates about the newly 

launched product on Instagram, 12% get 

updates on Facebook, 6% on twitter, 4% on 

LinkedIn. 

Like it’s earlier mentioned, since the young 

crowd is mostly active on Instagram, they are 

likely to get on Instagram about any new 

product that is going to be launched, or any 

existing product that has come up again after 

certain changes, which was asked by the 

customers.  

There is still 12% crowd who are there on 

Facebook and get updates about the new 

product that is going to be launched.  

So majorly, a company can target audience 

on Instagram and Facebook first, because 

there are more number of young audience 

who are actively using these 2 platforms.  

 

3. How often do you come across ADS on 

Social Media? 

 

Interpretation 

Talking about encountering the Ads on 

Social Media, 52% (35) came across Ads 

Very Frequently, 36% (24) came across Ads 

Frequently, 10% (7) while scrolling on the 

feeds came across Ads Occasionally, rest 2% 

(1) came across Ads very rarely.  

This happens because people are not 

interacting with the Ads, the more they 

interact with the Ads, more Ads are shown in 

the feed.  

4. Do you click on all ADS which comes on 

your screen? 

 

78%

12%
4%6% Instagram

Facebook

Twitter

Linkedin

52%36%

10%2%

Very
Frequently

Frequently

Occasionally

Rarely

3%15%

43%

28%

11%

Interaction with the Ads
To a great extent

Somewhat

Very little

Rarely

Never
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Interpretation 

Very Few People (43%) 29, when they come 

across an Ad on any SM, interact with those 

Ads. 28% (19) rarely interact with Ads, 15% 

(10) sometimes interact with Ads only when 

they find that the Ads are relevant, 11%(7) 

don’t spend much time in knowing about the 

product and do not interact with the Ads, rest 

3% (2) finds the ads popping up interesting 

and interact with the Ads very frequently.    

5. Do you think Content plays a major role 

in social media to gain the attention of the 

Audience? 

 

Interpretation 

Asking our respondents about the content 

that comes up on the screen, does that work 

for them for thinking about making a 

purchase.  

Out of 67 respondents 91% (61) people 

think content plays a crucial role that entices 

them to make a purchase. 3%(2) people 

think content does not drive a person to 

make a purchase, need for a product is 

something which matters for them to make a 

purchase. 6% (4) are confused whether 

content entices them to make a purchase or 

not or they look only for the product that 

they need during that point of time 

 

6. What type of content works for you that 

makes you click on the AD? 

7.  

 

Interpretation 

 

 There are so many things that comes under 

content i.e., Pictures, Videos, Caption. Now for 

every person the value is different that they 

receive from each content and depending upon the 

value they receive they take an action i.e., whether 

they should go for the ads and investigate details 

what type of product an organization has to offer.  

For my respondents picture Ads is something 

which works for them, 45% (30) said that picture 

content with a little bit of information is enough 

for them to go into consideration phase, where 

they will visit the website and maybe later think 

91%

3%6%
Yes

No

Maybe

45%

43%

12%
Picture

Video

Caption
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of taking an Action. 43% (29) thinks that videos 

provide a fair idea about the product/service that 

the company has to offer, and it works for them to 

think and shift to consideration phase. Rest 12% 

(8) think that Caption is also one of the major 

criteria which one should not ignore as it provides 

a detailed information about the product/service 

and according to the content that is provided a 

person decides to shift to consideration phase. 

 

8. In Picture ADS, what makes you click on 

the AD? 

 

 

Interpretation 

Now, in case of picture Ads, there so many 

factors which comes under picture Ads, that 

a person considers taking an action. 

 6% (4) think that the colour used in the 

content drives their decision to look more 

into it.  

16% (11) think that graphics (Typography, 

Graphs, Diagrams, Symbols) plays a major 

role for considering a Picture Ads. 

78% (52) think that for them a combination 

on both (Colours, Graphics) works for them 

to consider the Ads and further taking an 

action.  

 

8. In Video ADS, what makes you click on the 

AD? 

 

 

Interpretation 

Now, in case of Video Ads, there so many 

factors which comes under Video Ads 

(Fictional Ads, Testimonials, Social 

Message), that a person considers taking an 

action. 

For 45% (30) respondents, Video Ads that 

carry a social message connects easily with 

audience and that drives them to take an 

action.  

31% (21) respondents, Fictional video Ads 

works for them to consider the Ads and take 

an action.  

Rest 24% (16) respondents, think that videos 

Ads that carry Testimonials are more genuine 

and can be trusted to take further action 

towards the Ads.  

 

6%
16%

78%

Colors used

Graphics

Both

31%

24%

45%
Fictional Ads

Testimonals

Social Message
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9. If you find any relevant content, do you 

interact with that post? 

 

 

 

Interpretation 

Talking about interacting with the relevant 

content, 54% (36) interact with the Ads 

(Consider)  

37% (25) Sometimes interact with different 

type of Ads and the rest 9% (6) do not find it 

interesting and scroll their feed and do not 

interact with the Ad 

10. How do you interact with that post? 

 

 

 

 

Interpretation 

Interacting with the posts is one of the 

reasons why a person receives similar kind of 

Ads on their different SM Feed.  

49% (33) use the like feature to interact with 

the Ads.  

28% (19) share the post with their friends and 

family and this makes the algorithm work, 

and people find that shared post very 

frequently on their feed. 

11% (7) comment on the post, or sometimes 

ask more about the product/service which is 

being offered.  

9% (6) they just go through the Ads, maybe 

visit the website, but they do not interact with 

the post. 

3% (2) usually instead of sending the post 

directly to their friends or relatives, they 

mention them in the comments. 

11. If you find the page interesting, do you follow 

the page for further updates? 

 

Interpretation 

54%

9%

37%
Yes

No

Sometimes

49%

11%

28%

3%9%
Like

Comment

Share

Tagging Friends

Do not Interact
51%

2%

46%

1% Yes

No

Sometimes

Never
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Once a person goes through the Ads, he may find it 

interesting, and it would have created an image in 

the mind of customers. Now to further get updates 

from that that page do they take any action on that 

page or not? 

51% (34) interact with the page and follow the page 

for more updates.  

46% (31) sometimes follow the page to get more 

updates for the upcoming products/ Servies. 

2% (1) do not take any action on that page as they 

are not interested in receiving any updates from 

them.  

Conclusion 

1. To assess the effects of digital exposure that 

impacts customers 

People have become surrounded by electronic 

media and after pandemic when major things have 

gone online. This major shift in digital space has 

increased the screen time of people. With the 

increase in screen time, they are exposed to a lot 

of content in virtual space. These contents are 

made by marketers with the intent to lure the 

customers to make an online transaction or at least 

make an action on the content. 

Now for every person different type of content 

works for them i.e., Picture, Video, Caption, but 

the interesting fact is that its working for most of 

the people and people are taking an action on the 

content. So YES, because of constant exposure to 

Electronic Media people are exposed to a lot of 

content, and content (Photos, Videos, Captions) is 

driving the market and making to the customers 

to make an action.   

 

2. To evaluate the usage of social media 

advertisements on the consumer 

Marketers should do in-depth research for their 

existing and potential customers to find out what 

type of content they come across and what works 

for them. By knowing this they can work on their 

piece of content and try to target the audience by 

using different SM platforms (Instagram, 

Facebook, LinkedIn, Twitter). By doing this, they 

can get the attention of customers.  

 

Limitations: 

 This study is limited to consumers of India 

only. 

 The study is limited to sample size of 67 

only.   

 The study focuses only what entices 

customer to make a purchase online by using 

social media platforms. Therefore, it is only 

limited to only social media.  

 

 


