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ABSTRACT

oday's dynamie : .
I todayis dynamie and competitive husiness environment, compnnies are continually

N[\('l\“\)! mnovahive \\’"_\’ﬂ ‘U conneat \\l“h COMMIMGTEH "“d ‘"‘h“““:" 'hn“ |N‘Y“I|I ‘NZ'"(V.“".

One such stiatepy that haw padned alpniticant attention i rocial marketing. ‘This study

explores the impacet of rocinl macketing on conswmer buying behavior with a specific

\ . gy N | 2 !

focus on ITC Limited, n diversilied conplomente with Presence in various sectors
%! 9,

weluding FMCOG, apri-business, hospitality, and more,

Social marketing 8 o comprehensive approach that integrates traditional marketing
techmques with social medin and digital platforms (o engage with customers and build
brand loyalty, I'TC Limited has loveraped socinl marketing to creale a strong brand
presence, enhance customer rolationships, and drive sales, Through a comprehensive
review of literature and analysis of I'TC's social markeling initiatives, this study sheds

light on the multifaceted impact of social marketing on consumer behavior,

The findings indicate that I'I'C Limited's strategic use of social marketing has resulted in
several positive outcomes for the company, Social marketing has helped in enhancing
brand visibility and reach by utilizing popular platforms like Facebook, Twitter,
Instagram, and YouTube. The company has successfully engaged with consumers by
sharing informative and entertaining content, running campaigns promoting its products,

and responding (o customor inquiries and feedback in real-time,

Furthermore, I'TC Limited hag offectively leveraged social marketing to build trust and
credibility among consumers, The company's commitment (o sustainability and corporate
social responsibility, which it communicates through social marketing, resonates with
socially conscious consumers, influencing their purchasing decisions. This aligns with the

broader shift in consumer behavior toward ethically responsible consumption.

The study also reveals that socinl marketing has fucilitated personalized interactions and

(milored promotions, ultimatoly increasing consumer cngagement and loyalty. Through

Vi




dativ analyton and consumer ingights derlved from soclal media intergotions, 110 $imited

han been ablo to ofter produet recommendntions and incontives that sligy with individoal

m alorenced,

11C Limbted's ndoption of socinl marketing hns played a pivotal role jy shapiny a«maumer
buying behavior, The company's ability to connect with consumers on a gerymal Jevel,
convey its commitment (o responsible business practices, and offer customized incentives
has not only inerensed anles but also established a long-lasting bond with ity costomer
base. As socinl marketing, continues (o evolve, it remains a vital tool for businesaes live

I'TC Limited o adapt (o changing consumer behaviors and  preferences, enaoring

sustainablo growth and competitiveness in the market,

vil
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CHAPTER —1. INTRODUCTION

1.1 PROFILE ORGAN]SATION/COMPANY

74

ITC Limited

ITC Limited, based in Kolkata, India, stands as a prominent conglomerate with a diversified
footprint across various sectors. Its origins trace back to 1910 when it was established as the
Imperial Tobacco Company of India. Over the years, ITC hés evolved into a formidable
entity in India's corporate arena, driven by its core values of innovation, sustainability, and a
diverse business portfolio with a primary focus on Fast-Moving Consumer Goods (FMCG),

agri-business, and hospitality.

Within the FMCG sector, ITC is renowned for its extensive array of products and brand
offerings. The company's FMCG division encompasses well-recognized brands like
'Aashirvaad' (offering flour and spices), 'Bingo!" (known for snack foods), 'Classmate'
(providing stationery products), 'Fiama' (offering personal care items), 'Sunfeast' (famous for
biscuits), 'Vivel' (specializing in soaps and skincare), and 'Dark Fantasy' (popular for
chocolates). These brands have gained significant traction in the Indian market, owing to

ITC's consistent emphasis on quality and catering to consumer preferences.




—— s

_—-

FMCG, TTC extends ity 3 . . !
Beyond extends its influence into the agri-business scctor. The company's

notable initintive, e-Choupal, empowers farmers through a network of internet kiosks,

cquipping them with real-time agricultural information, knowledge, and services. This

initintive not only uplifts the livelihoods of farmers but also bolsters ITC's reputation as a

socinlly responsible corporate enltity.,

In the realm ol hospitality, I'TC's "T1'C Hotels' brand stands out for its blend of luxury and

sustainability. These  hotels adhere (0 the '‘Responsible  Luxury' concept, seamlessly

integrating environmental stewardship and social responsibility into their opulent offerings.

ITC Hotels are celebrated for their world-class services, fine dining experiences, and

distinetive, cco-friendly architectural designs.

In addition to these core seetors, ITC Limited has a presence in the paperboards and specialty
papers industry, producing a wide range of packaging and graphic boards. Notably, this

business segment is recognized for its strong commitment to sustainable practices and
environmental responsibility.

ITC also extends its influence into lifestyle retailing and education. 'Wills Lifestyle’
represents the company's premium fashion retail brand, offering a diverse range of clothing
and accessories. In the cducation scctor, ITC operates the 'ITC Centre of Excellence' and the

'ITC Sangeet Rescarch Academy,' promoting skill development and preserving India's rich

cultural heritage.

What truly sets I'TC apart is its unwavering dedication to sustainability and corporate social
responsibility. The 'I'TC Sustainability Report' serves as a testament to the company's
commitment (o environmental and social welfare. ITC follows a 'Triple Bottom Line'
approach, underscoring the significance of not only financial success but also the
environmental and social impact. It strives to create enduring value for its stakeholders while

minimizing its carbon footprint and positively contributing to society.

ITC's devotion to sustainability is [urther evident through its initiatives, such as afforestation

endeavors, large-scale rainwater harvesting projects, and the incorporation of renewable
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energy sourees into its operntions, 1t has enrped recognition ws one of Indin's most

environmentally responsible corporations,

ITC Limited is o conglomerate that has achleved prominence (hrough diversification,
innovation, and a steadfast commitment (o sustalnability and corporate respansibility, With
its substantial presence in FMCG, agei-buginess, and hosplinlity, 1TC continues 1o be a
formidable player in India's corpornte landscape, known not just for its business excellence

but also for its positive impacts on society and the environment,




1.2 OBJECTIVES OF STUDY

1. Identifying the demand for social marketing.
2. Assessing the efficacy of social marketing campaigns.

3. Investigating the various channels employed.




1.3 SCOPE OF STUDY

1 esearch proj 1 eSio ’ . .
This research project is designed to provide an in-depth analysis of the impact of social

marketing on consumer buying behavior, with a specific focus on ITC Limited, a prominent

conglomerate operating in India. The scope of this study is defined by several key
components, which are detailed below:

\'. " reree . . . . . .
Consumer Buying Behavior Analysis: The primary objective of this research is to examine

how social marketing initiatives employed by ITC Limited influence and shape consumer

buying behavior. The study will €ncompass various aspects of consumer decision-making

processes, including the factors that motivate consumers to make purchasing decisions and

how social marketing campaigns may contribute to these decisions.

Effectiveness of Social Marketing Campaigns: The research will assess the effectiveness of
ITC Limited's social marketing campaigns in engaging with consumers and impacting their
buying choices. It will explore the strategies and tactics used in these campaigns and measure

their success in terms of brand visibility, consumer engagement, and conversion rates.

Types of Marketing Vehicles: The study will delve into the diverse types of marketing
vehicles and channels employed by ITC Limited in its social marketing efforts. This includes
an examination of various digital platforms, such as social media, content marketing, and
online advertising, to understand how these channels are leveraged to connect with

consumers effectively.

Impact on Consumer Purchasing Decision: One of the central aspects of this research is to
assess how ITC Limited's social marketing campaigns affect consumers' purchasing
decisions. This includes evaluating the role of information dissemination, promotions, and

engagement through social media in influencing consumer choices.

Consumer Perception and Psychological Impact: The study will explore the psychological
aspects of social marketing and consumer behavior. It aims to understand consumer

Perceptibn of ITC Limited's social marketing efforts and how these campaigns affect the
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mcnml and emotional

aspects of H tes X Al
: p their demsnon-makmg processes. This includes examining
aspects like trust, brand loyalty, ang the influence of co

y rporate social responsibility in
consumer choices.

Qualilf“i"c and Quantitative Research Methods:

The research will employ a mix of
qualitative and quantitative research methods

including surveys. interviews. and data
analysis. This combination of methodologies will provide a comprehensive understanding of
the subject matter and help validate findings.

Time Frame: The scope of the study is delimited to a specific time frame to ensure the
research remains current. Data and information collection will encompass the most recent

social marketing campaigns conducted by ITC Limited up to the present date.

Limitations: It's important to acknowledge the limitations of the study. which may include

the potential bias in consumer responses and the evolving nature of social marketing

strategies. These factors will be considered while interpreting the results.

This research project seeks to explore the multifaceted impact of social marketing on
consumer buying behavior with a specific focus on ITC Limited. By delving into various
aspects, the study aims to provide valuable insights into the dynamic relationship between

social marketing initiatives and consumer purchasing decisions in the context of a diversified
conglomerate like ITC Limited.




{4 METHODOLOGY

Research methodology is the systematic approach employed to address a
rescarch problem. encompassing a scientific and methodical quest for pertinent
information on a specific subject. Research can be described as the art of

conducting scientific investigations.

Data collection is a pivotal component of any project. The designated objectives
are taken into account, and market research is conducted in accordance with the

identified needs.

APPROVED PROCEDURE

Acquainting oneself with the subject matter is the initial step. The preliminary
action was to immerse in the knowledge of social marketing. This served the
dual purpose of gaining an extensive understanding of the offerings from

various companies and facilitating the development of the questionnaire.

DATA GATHERING

* Customer Surveys

Human involvement is crucial as it enables the estimation of people's clear

perceptions about a product. It offers insights into the levels of people's

product-related needs, proving invaluable for understanding consumer

demands.




To comprehend the concept, different Strategies, and campaigns, reference

qaterials such as brochures and websites of various companies were consulted,

qnd @ comprehensive synthesis of al| the information was undertaken

RESEARCH PROJECT

The research design selected followed an exploratory approach. Information

. Reference to Brochures and Websites: \
|
|
|
l
|
1

was collected once from a specific sample of the population. The research was

bifurcated into two stages: ;‘

1. Secondary Research:

Data was sourced from websites and catalogs to gain insights into the diverse

social marketing strategies and campaigns of various companies.

2. Primary Research:

The first step in primary research involved crafting a questionnaire, addressing

the following areas:
* Engagement inrural areas.
* Media channels utilized in these campaigns.

* Influence of these campaigns on purchase decisions.

X_;—_\—___’L__/———_—ﬁ
|-
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gignificance of social marketing,

, Jmpact on consumer mindset, ?l

GAMPLING STRATEGY

The study's target population encompassed the general populace aged 21 and

above, with stratified random sampling as the basis for selection.

Dircet engagement with customers was initiated, with requests for questionnaire
completion.

Sample size: 100 individuals (aged 21+)

Sampling method: Random

DATA COLLECTION METHODS
PRIMARY DATA COLLECTION METHOD

Questionnaire

A questionnaire was employed to gather primary data, featuring a blend of

closed and open-ended questions. An effort was made to ensure its simplicity

for customer comprehension. |

9
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S\?(‘OND:\R\' DATA COLY ECTION METHOD

Sccm\d:\l)' data was procured trom the following sources:

. \\'cl\Si‘Cs |
0 PcriodiCﬂlS
« Books

This involved accumulating information about various companies and their

strategies. For the ultimate study, questionnaires based on secondary data were

designed to elicit information in line with the research objectives. A pilot study

was carried out, involving the convenience sampling of 10 individuals from the

target population, to identify the questionnaire's constraints and shortcomings.
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(5 HYPOTHESIS

fiypothesis 1 (1) Social marketing campaigns conducted by ITC Limited have a
significant and positive impact on consumer buying behavior. This hypothesis posits that the
engagement ol consumers through social marketing efforts influences their purchasing

decisions, leading to increased sales and brand loyalty.

Hypothesis 2 (H2): The type of social marketing vehicle used by ITC Limited has a
moderating effect on its impact on consumer buying behavior. This hypothesis suggests that
the choice of social marketing channels, such as social media platforms, content marketing,
or online advertising, may enhance or diminish the influence of these campaigns on

consumer choices. "

Hypothesis 3 (H3): Social marketing campaigns that convey ITC Limited's commitment to
sustainability and corporate social responsibility positively affect consumer buying behavior.
This hypothesis postulates that consumers who perceive a company's ethical practices

through social marketing are more likely to make purchases in alignment with those values.

Hypothesis 4 (H4): Personalized interactions and tailored promotions, facilitated by ITC

Limited's social marketing, positively impact consumer engagement and loyalty. This

hypothesis suggests that customized incentives and recommendations derived from data

analytics influence consumer behavior in favor of the brand.

»: Social marketing campaigns conducted by ITC Limited have a significant psychological

impact on consumer buying behavior. This hypothesis explores how social marketing

influences consumer perception, trust, and brand loyalty, and subsequently shapes their

purchasing decisions.
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Lefebvre, R.C. (2013) - "Social Marketing and Social Change: Strategies and Tools
For Improving Health, Well-Being, and the Environment.” This book provides

insights into various aspects of social marketing, including its impact on consumers.

Peallic, S., & Peattic, S. (2003) - "Ready to F'ly Solo? Reducing Social Marketing's
Dependence on Commercial Marketing Theory." This study explores the unique

features of social marketing and how they influence consumer behavior.

French, J., & Blair-Stevens, C. (2006) - "Social Marketing and Public Health: Theory

and Practice.” This book delves into the applications of social marketing in the field

of public health and its effects on consumer choices.

Andreasen, A. (1995) - "Marketing Social Change: Changing Behavior to Promote
Health, Social Development, and the Environment." This book discusses how social

marketing can be used to change consumer behavior and promote various social

causes.

Hastings, G., Stead, M., & Webb, J. (2000) - "Fear Appeals in Social Marketing:
Strategic and Ethical Reasons for Concern." This study examines the use of fear

appeals in social marketing and their impact on consumer behavior.
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Dependence on Commercial Marketing Theory." This study explores the unique

features of social marketing and how they influence consumer behavior.

French, J., & Blair-Stevens, C. (2006) - "Social Marketing and Public Health: Theory
and Practice." This book delves into the applications of social marketing in the field

of public health and its effects on consumer choices.

Andreasen, A. (1995) - "Marketing Social Change: Changing Behavior to Promote
Health, Social Development, and the Environment." This book discusses how social
marketing can be used to change consumer behavior and promote various social

causes.

Hastings, G., Stead, M., & Webb, J. (2000) - "Fear Appeals in Social Marketing:
Strategic and Ethical Reasons for Concern." This study examines the use of fear

appeals in social marketing and their impact on consumer behavior.

Kumar, V., & Pansari, A. (2016) - “National Culture, Economy, and Customer-
Centric Marketing: A Cross-National Investigation." This study explores how

national culture and economic factors impact consumer buying behavior in the

context of customer-centric marketing.

13
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Kapferer, J.N. (2008) - "The New Strategic Brand Management: Advanced Insights
and Strategic Thinking." This book discusses the role of branding and brand

management in influencing consumer behavior

smith, A.N., Fischer, E., & Yongjian, C. (2012) - "How docs brand-related user-
generated  content differ across YouTube, Facchook, and Twitter?" This study

investigates the impact of user-generated content on social media platforms on

consumer perceptions and buying behavior.
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gocial marketing is a dynamic ficld (hy harnesses marketing principles to promote social
clfare. 1t focuses on effecting positive el
welld

avioral changes in individuals and society as a

acls is on consumer buying behavior. This theoretical
Jiscussion delves into the core concepts and mech

whole. One of its significant imp

anisms through which social marketing
ghapes consumer choices and purchases,

Comprehending Social Marketing

Social marketing is a discipline that employs marketing techniques to advocate for ideas,

behaviors, or products that benefit society. Unlike commercial marketing, which seeks profit
maximization, social marketing aims to maximize societal welfare. The primary objective is

to influence and inspire behavior change in individuals and communities, ultimately leading
to positive societal outcomes.

Social marketing's fundamental principles include:

Audience-Centered: Social marketing places the audience's needs, desires, and values at the

forefront, aiming to resonate with their interests and motivations.

Behavior Change: The ultimate goal is to encourage behavior change, whether it involves

adopting a healthier lifestyle, quitting smoking, recycling, or supporting a charitable cause.

Research and Segmentation: Social marketers conduct thorough research to segment the

target audience and customize their campaigns accordingly.

Exchange: Social marketing often involves an exchange, where the audience perceives that

the benefits of adopting a new behavior outweigh the costs.
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meinnnl Appeals

fmotions play a significant role in consumer buying bhehavior. Social marketing often
employs emotional appeals to create a conncction with the target audience. Emotional

2 - B <A%E | AN 2 5 : :
campaigns can tap into consumers” empathy, guilt, or altruism, prompting them to make

socially responsible choices.

For instance, 4 heartwarming campaign about supporting underprivileged children might lead

consumers to purchase products associated with the cause or make donations.

Social Marketing and Social Influences

Social marketing is deeply intertwined with the social environment in which consumers make
decisions. Several theoretical frameworks highlight the role of social influences on consumer

buying behavior.
Social Learning and Social Proof

Social learning theory, proposed by Albert Bandura, emphasizes the role of observation and
imitation in learning and behavior. Consumers often observe the behavior of others, seeking

social proof or validation before making choices.

In the context of social marketing, positive role models and testimonials can have a
significant impact on consumer behavior. For example, celebrity endorsements of eco-

friendly products can drive consumer adoption as individuals seek to emulate admired

figures.

Social Networks and Peer Influence

17
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Challenges in lmplewmenting Soeinl Marketing

Ml Ny ¢ AQUAC \ \} I H 4%
While soctal m wketing has the potential to positively influence consumer buying behavior,
ceveral challenges must be addressed to ensure elfective implementation

Resistance to Change

Individuals may resist behavior change, even when presented with compelling social
marketing campaigns. This resistance can be due to habit, peer pressure, or a lack of
motivation. Social marketers must consider these factors and develop strategies to mitigate

resistance.
Sustainability

The long-term impact of social marketing campaigns on consumer buying behavior is a
critical concern. Campaigns may lead to short-term behavior change, but sustaining these
changes over time can be challenging. Social marketers must design strategies that encourage

lasting change.
Ethical Considerations

Ethical issues may arise in social marketing campaigns. Strategies that manipulate emotions
Oruse fear appeals must be employed judiciously to avoid negative consequences. Social
marketers must ensure that their campaigns do not exploit vulnerable populations or promote

harmful behavior.
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M c,‘surcmcnt and Evaluation

Mea & Oh consumer buying behavior can be complex.

ablish c¢le :
: : ar metrics and evaluation methods to assess the
cmctivcncss of their campaigns,

gocial marketing plays a pivotal role in influencing consumer buying behavior by aligning
choices With socially desirable outcomes, Through the strategic use of social norms,
emotional appeals, cognitive dissonance reduction, and information dissemination, social
marketing can encourage individuals to make more socially responsible choices.

Additionally, the impact of social influences, such as social learning, social proof, and peer

influence, cannot be underestimated in the context of consumer behavior.

While social marketing offers immense potential for positive change, it also presents

challenges, such as resistance to change, sustainability of behavior change, ethical concemns,
and the need for robust measurement and evaluation. Nevertheless, when executed

effectively and ethically, social marketing can be a powerful tool for driving consumer
choices that benefit both individuals and society as a whole.




CHAPTER-3 DATA ANALYSIS

|, Are you aware of some Socia] Marketing cam
Q* No

yes [] )

 — PR
e
p—

S e o7 e

Paigns going on at present?

st

Column1i

® Column1

100% 1

2%

0% - ——

YES NO

The graph shows that out of 100 people interviewed, 98 are aware of the social marketing

campaigns on the market, while only 2 out of 100 have never heard of them.

From the above, we can see that we have almost heard about the social marketing campaign

currently underway.
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The graph shows where these people responded that they had seen/heard these campaigns.
45% of the population feel they have seen the campaigns on television, 25% in

newspapers/magazines, 10% in road shows, a further 10% on the internet and the remaining

10% in other sources.
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ou think that Social
3. D0y Marketing CAmpaigns are just tn ereate a Molse And Creat”
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The above graph shows the percentage of respondents who either agree that theswe carmpaiigrs

are just to create noise and excitement in the market to promote their products.
Out of 100, 65% respondents think that, yes these campaigns are to creats noiss ankd r

excitement in the market while 35% think otherwise.




po you think Social Marketing campaigns Trigger a strong PR and Word-0f-

mﬂf" publicity that is able to sustain the brands long enough to induce significant

yes [j : No D

60%

50% |

40%

30%

& Columnl

20%

10%

The above is the graphical representation that these campaigns are strong PR and word of
mouth that brands can sustain long enough to cause significant consumer purchases.

The response was almost the same in both respects. Out of 100, 54% said these campaigns

generate strong PR and word of mouth that can sustain brands long enough to drive

meaningful purchases, while 46% disagree with the facts.
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One of the key questions is what are the reasons why customers see the reason behind their

social marketing campaigns. Again, it's a question where respondents can choose whatever
option they feel might be the reason.

Out of 100 samples, 5 believe the aim is to gain government support, the remaining 10

believe it is to improve the company's reputation, the remaining 15% believe they are

socially responsible and 35% believe it is to increase the brand. awareness and the other 35%
think it is to increase sales.




o Wh it methods have you noticeq that the com

Panies g . = .
cting initiatives? (Please check g that app re using to spread their Social

W Mail l:ly)-
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The above graph is about the various methods that companies are using which our
respondents have noticed.

5% of them feel that companies use direct mailing to spread their social marketing initiatives,
0% feel through tele calling, 35% of them feel through print media,, 55% of them feel
through electronic media and 5% feel through other sources.
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A very simple question, but very relevant for social marketers. To find out if respondents

have diSCPSSCd the campaigns with anyone. This is important because it shows the impact of
campaigns on people.

Out of 100 respondents, about 65% said they had told others, while 33% of respondents said
they had not told anyone.
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Again, one of the questions used to measure consumer impact was how compallinge thes=
campaigns are to consumers.

Here, the response was quite split. 26% found them Very convincing. 34% said thev found &t

somewhat convincing, while 22% were unsure how convincing it was, while 18%s were not 2t
all convinced.
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The above is the graphical representation of the answer to the question whether respondents
would buy the company's products inspired by these campaigns.

There too, the response was divided. While 23% of respondents said they were very likely to
buy the product and 25%, said they might buy it, a majority of consumers Were still unsure

about buying the product from undertaken as a result of these campaigns. 16% of
respondents also indicated that they would not buy the products just because of these

campaigns.
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This question was to ask customers if they

would buy the company’s product if they had to
choose between their company and a com

peting company.
Most of the respondents don't know what they
prefer to buy their company’

would not buy

will do. 25% of respondents said they would
s product over the competing company, while 199

o said they
their company's product based on these campaigns alone.
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Still one of the key questions about the impact of these campaigns on Customers. 30% of

respondents said that these campaigns actually improved the company's image in their eyes;

while 45% said they slightly improved the company's image in their eyes. 13% are unsure

whether there has been a change in the company's image. 10% said it had no impact on the

company's image in their eyes.
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ffectiveness of social marketing campaigns.

This is a general question about the €
were unsure about buying the product from socially

The majority of respondents, 52%,
e companies. 33% said they would prefer to buy products from socially responsible
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| That was the question about the different attributes of these campaigns.
e remaining 394 feel touching, 5% feel believable, 7% feel

! 10% of people feel professional, th
{ o, feel attractive creative, the remaining 15% feel both convincing and

o, feel honest and the other 20% also feel attractive.
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CHAPTER-4

CONCLUSION

..l I} ¢ HuUrve imnact of
The (indings from the survey on the impact of current social marketing campaigns ”
: : ceting campaigns provide
' \ . . :
salnnble insiphts into- the dynamic landscape of consumer pereeptions and behaviors in
oo« H S

esponse 10 (hese initintives, 1Uis evident that there is a high level of awarencss and exposure
a9« S »

(o these camphighs, with nearly all respondents (98%) indicating their awarcness
€ « Iy

Jemonstrating the extensive reach of gocial marketing in engaging a broad audience

Television CMCIEES a5 the primary medium for campaign exposure, suggesting the

importance of visual and audiovisual content in capturing consumer attention, while the

presence of campaigns in newspapers, magazines, the internet, and various other sources

highlights the diversified approach to spreading the message.

The survey also reveals diverse opinions on the primary objectives of social marketing

campaigns. While a significant proportion perceives these campaigns as primarily aimed at
creating market buzz and excitement (65%), a notable percentage (35%) believes in a broader
and more socially responsible purpose behind them. The 'impact of these campaigns on brand
sustainability is also mixed, with 54% believing they generate strong public relations and
word-of-mouth support capable of driving substantial consumer purchases, while 46% hold a

different perspective.

The survey underscores the importance of multi-channel promotion methods, with electronic
media, especially television and radio, being the most recognized. It is clear that these
campaigns gencratc discussions and influence public discourse, as the majority of
respondents reported discussing them with others (65%). However, their influence on future
purchase decisions appears complex, as a significant number of respondents remained
uncertain o Jess inclined to make future purchases solely based on the campaigns. The data
highl'lghts the mulli-facclcd nature of social marketing's impact on consumer behavior,
cmphasizif‘g the need for a puanced and strategic approach in planning and executing these

i ong 10 maximize their influence clfectively.
campaigh




s, FINDINGS/RESULTS OF THE STUDY

The findi

ngs from the surve :
y on the impact of current social marketing campaigns on
ample of 100 respondents reveal several important insights g a

wareness and E : ;
o A Exposure to Campaigns: Almost the entire sample population (98%)

ic aware of ongoi i . .
1S ngoing social marketing campaigns, indicating that these campaigns

have a widespread re 0
p ach. Only 2% of respondents reported no awareness, underlining

the pervasive nature of such initiatives.

o Media Channels for Exposure: Television emerges as the primary medium for

campaign exposure, with 45% of respondents recalling seeing these campaigns on
TV. Newspapers and magazines follow at 25%, and the internet accounts for 10%.
Other sources also contributed 10% to campaign Visibility, demonstrating the

diversified approach taken by marketers.

o Perception of Campaign Objectives: A significant portion of respondents (65%)
believe that social marketing campaigns are primarily intended to create noise and
excitement in the market, presumably to promote products. In contrast, 35% hold that

their purpose extends beyond this, reflecting diverse opinions on the campaign's

underlying objectives.

o Impact on Brand Sustainability: The data indicates a balanced view regarding the

sustainability of brands through social marketing campaigns. About 54% of

respondents believe that these campaigns generate Strong public relations and word-

of-mouth support which can endure and drive substantial consumer purchases. In
?

contrast, 46% do not share this beliel.

o Promotion Methods: Electronic media (TV and radio) is the most noted method for

spreading social marketing initiatives, with 55% of respondents recognizing it. Print
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media (newspapers/magazines) is observed b
S o .

35%. Direct mail i
* Sl . welecalline. 2
other methods have less visibility, collectivelv = BN ng. and
e - or 0 o

ampaign Objectives: . ;
Campaig jectives: The primary objectives R s ceas
p -t 'ﬂd% B or ¢

arketing campai st

% : paigns are raising brand awareness (35%5) and increasing sales (35%)

. = -~ g NS (o299
e remainin % 1is divi 5

Th g 30% is divided between promoting social responsibility (13%3) and

hancin 4 i 4
en g the company’s reputation (10%). Only 3% believe these campaigns aim 10
gain government support. =

Discussion s . o o
and Influence: A substantal majority (65%) of respondents hav

>
-

discussed these campaigns with others. underscoring their potential o generate

conversations and influence public discourse.”

o Attention and Convincing Power: Around 33% of respondents st=red that the
campaigns caught their attention very well. while 26% found them very convincing
Nevertheless, a significant number (18%) reported that the campaigns did not cepame

their attention at all, and 22% were unsure of their convincing power.

o Future Purchase Intent: Respondents were divided on fumre purchase inmnt
influenced by these campaigns. While 239 were "very likely™ to consider buying
products, another 25% were msomewhat likely.” However. 2 majoriny remainad

uncertain or less inclined to make future purchases basad solely en the campaigns.

o Influence on Purchase Decisions: Respondents were Jargely unsure about how much
the campaigns would influence them in choosing a product when facad with
competing options. Only 25% expressed a preference for the company’s product

while 19% stated that the campaigns would not influence their choice.

o Improvement in Company Image: The campaigns have lad W 2 moderate
improvement in the image of the companies, with 3% of respondents repordng 23

somewhat improved view. An additional 30% expressed a significant improvemsnt




% remained :
However, 13% unsure, and 10% saw no change in their perception of the
companies.

fmpact on Buying from Socially Responsible Companies: A notable proportion (33%)
of respondents was influenced by these campaigns to buy from socially responsible
companies. However, the majority (52%) remained unsure about the impact of social
marketing campaigns on their purchase decisions. Fifteen percent felt that a

company's social responsibility does not necessarily influence their purchases.

Attributes of Campaigns: Respondents described these campaigns using various
positive attributes. The most frequently chosen descriptions were "attractive" and

"creative" (20% each), followed by "convincing" (15%), "honest" (20%), and
"professional" (10%).
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appestions (o aethor Ntwdy)

Phe stndy oxminiige hows soctul waketig

Intluencen consumer buylng behavior has
(iated e dyamde wnd overchanglig told,

: Fo oxpand our comprehension and nddress
e lntrleacten ot this lnteroetion, there are wovernl ny

cnen for potentinl future research,
P sty condueting long=torm studlen could be

Insteamental in monltoring shins in consumer
‘ \ 0w ! \ 0
hohawvlor over an oxtonded perlod, This approneh cun provide deeper insights into the

anduring lpaet o soetal marketing eampalizng and how they evolve over time.

Analyzing the efteets of soelal macketing campudpgnyg neross different cultures and regions is
another promdsing divection, This cross-cultueal analysts can revenl the varintions in how
these  campadpns mpaet consumers, offering valunble Insights  for global  marketing
strtoploy,

With the ndvent ol emerging technologies sueh as nugmented reality (AR), virtual reality
(VR), and anetitiolal intelligence (AD, it is erueinl to explore how these innovations are
haenessed e soctnl marketing and their influence on consumer behavior. Additionally,
delving tto the psyehological and emational aspeets of socinl marketing campaigns can help
uy understand the underlying mechanisms and emotional responses that drive consumer
cholees,

Focusing on the impaet ol soctal marketing within specific industries, such as healtheare,
envitonmental  conservation, ot social justice, can provide industry-specitic insights.
Ditferont sectors may tequire tallored approaches to maximize the etfectiveness of social
mavketing.

W the age of dighal wmarketing and soetal media, it's essential to investigate how online and

ollline social marketing campatgns differ in their influence on consumer

>
S

Bihienl considerations i social marketing campaigns are off paramount importance, and

vesearel i thix area can shed lipht on the ethical implications ot campaigns and their ettects
on consuer rust and perception,




“'»Cll'"c'“i"p’ consumers based on various factors and studying how different segments
;'C”"""(‘ (0 social marketing campaigns can aid in crafting targeted and personalized
slrnlcnics.

ApplyIng neuroscience and neuromarketing techniques to understand the neural responses of
consumets (0 social marketing campaigns can unveil subconscious reactions.

|ivn|ualing the combined cffects of multi-channel campaigns on consumer behavior is 2
promising arca for investigation,

he field of social marketing and its influence on consumer buying behavior presents
qumerous opportunities for further study. This research can deepen our understanding and

contribute to the development of more effective and ethical social marketing strategies,

e positive socictal change while achieving business objectives.




/—__\—_

scope for Further Study:

The scope for further study in the realm of the impact of social marketing on consumer
buying behavior is both extensive and brimming with potential. Numerous key areas offer
exciting avenues for research. First and foremost, the influence of various social media
platforms on consumer choices remains a dynamic field. Research into how different social
media platforms, including Facebook, Instagram, Twitter, and emerging platforms, affect

consumer decisions is of paramount relevance in today's digital age.

In addition, the burgeoning realm of influencer marketing is ripe for exploration. Delving
into how influencers impact consumer buying behavior, the authenticity of influencer
endorsements, and their role in different industries is essential. User-generated content,
encompassing customer reviews, ratings, and testimonials, has a profound impact on
consumer decisions. Investigating how user-generated content influences purchasing choices

and how companies can effectively integrate it into their marketing strategies presents a

promising area for study.

Given the multi-channel landscape in which consumers engage with brands, it is imperative
to comprehend how cross-channel marketing influences consumer behavior. This involves
understanding the strategies for seamless consumer experiences and their impact on buying
decisions. As data collection and personalization become central to marketing, the ethical
dimensions of consumer data usage require attention. Research in this domain can explore

consumer perceptions of data privacy and how ethical data practices influence their buying
behavior.

Drawing from principles in behavioral economics and psychology to understand consumer
decision-making offers valuable insights. Investigating the effectiveness of nudging
techniques, such as defaults, scarcity, and social proof, in social marketing campaigns is an
exciting avenue. The influence of corporate social responsibility (CSR) initiatives on
consumer behavior is another emerging area of interest, delving into how a company's social

and environmental responsibility efforts affect consumer perceptions and purchasin
g
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A KEYWORDS & THEIR MEANING

v Social Marketing: - s
& The application of marketing principles and techni
chniques to

promote social causes or i
auses or ideas, oflen associated with nonprofit or public sector

inttiatives.

v Consumer Buyi
uyi e
ying Behavior: The process and factors that influence consumers'

decisions to i
purchase products or services, encompassing psychological, social,
cultural, and economic aspects.

9 : i
Campaign Effectiveness: The measurement of how well a marketing campaign
achieves its objectives, which may include raising awareness, driving sales, or

changing consumer behavior.

v Influence: The ability of social marketing campaigns to affect or alter consumer

attitudes, beliefs, and actions in a desired manner.

v Behavioral Change: The intended outcome of social marketing campaigns, where

consumers modify their actions or behaviors in response to campaign messages or

incentives.

v, Awareness: The extent tO which consumers are cognizant of a social marketing

campaign, its objectives, and the issues it addresses.

7 Psychological Factors: Thc.individual and collective mental elements that influence

consume such as motivation, perception, attitude, and memory.

r buying behavior,

/MF
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raditions that can shape consumer preferences and choices

Digital Marke p . eeie
g Marketing: The uwe of digital channels and technologies, including wcial

media, email, inc isi i i
, email, and online advertising, to deliver marketing messages and influence
consumer behavior.,

Ethical Marketing: The practice of promoting products or services in an ethical and
socially responsible manner, often associated with social marketing campaigns with 2

focus on cthics and social responsibility.

Consumer Trust: The confidence and reliance that consumers have in a brand,
organization, or product, which can be influenced by the ethical and trustworthy

nature of marketing campaigns.

Multi-Channel Marketing: The usc¢ of multiple marketing channels, both online and

offline, to engage consumers and influence their buying behavior.

Cause-ﬂcla(cd Marketing: A marketing strategy that links a brand or product with a

social or environmental cause 10 drive consumer engagement and purchases while

supporling a charitable or social initiative.




v Consner Sepmentation: e practic

o) ‘
N

aphics, psyehographics i
! ‘ » PRYchographics, and behaviors
to tatlor marketing e oy, ‘ s

v

Neuromavketing: v G ;
g The application of neuroscience Siinciales: t: sy seosinet

MRPONREN avior 3 3 ’
responses and behavior in relation to marketing stimuli, such as advertisements and
produet displays,

/ Y "N . > e . .
v Nudging Techniques: Behavioral seience-based methods used in marketing to subtly

encourage desired consumer behaviors without coercion, often associated with
choices architecture,

v Sustainability Marketing: The promotion of products and practices that prioritize
sustainability, environmental responsibility, and social impact, often aligned with the

principles of social marketing.

v CSR (Corporate Social Responsibility): A company's commitment to behaving
othically and countributing to social and environmental betterment. which can be a

focus of social marketing campaigns.

v Cross-Cultural Marketing: Marketing strategies that adapt to and consider cultural

difterences, values, and preferences when targeting consumers from diverse cultural *‘

backgrounds.




CHAPTER-5: RECOMMENDATIONS
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ANNEXURE
QUESTIONNAIRE
A *
- Departiment:
- Email 1d:
T
Work Experience:

A) 0-2years B)2-4 years C)4-6 years D) More than 6 years

Understanding Expectations:

1. Do you have a clear understanding of your role and responsibilities at work?

A) Completely B) Partially C) Not at all

Opportunities for Excellence:

!

2. Do you feel that you consistently get the opportunities to perform at your best?

A) Always B) Mostly C) Sometimes D) Rarely E) Not at all

Infrastructure Satisfaction:

3. Are you satisfied with the workplace infrastructure provided to carry out your tasks?

4“
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AY LY Sattafed 1) Sattnfled

) Medther Sntlafled e Dissatistied 1)) 1issatisfied
1O by Dt isfed

Rewards and Recopnltlon:

1 How do you vate the compiny'n rowids i recopnition palicy?

A Ughty Sadafled 1Y Satlafied

C) Nolther Satistied nor Dissatisfied 1)
) Highly DlnsatisNed

[issatisfied

Support rom Superlors:

3. Do you recolve the necessary support und guldane

¢ from your Head of Department (1HO1))
or suporlors?

A) Strougly Agres  13) Apree

C) Nolther Agres nor Disagree
Strongly Disaproee

D) Disagree 1)

Valuo ol Suggestions:

6. How oflen do you belleve your suggestlons nre tnken Into secount by the manugement?

A) Always  13) Moutly C) Somotlmon D) Ruroly 19) Not wt all

Misston nnd Purpotio:

7. Doy the organlzation's nilarlon and purpose muke you foel the nlgnlficunce of your role?

A) Always 1) Montly - C) Somotimens 1) Ruoly 1) Not ut all

Al




Phovetopient Hatbdinetion:

nAre v content withe you professtonnd development within the warkplnee?

A LU Narbdted 10 Satied ) BMeliher Satlsted nor Dissatisfied 1) Dissatisficd
P LRI Dbt led

Peadndng and SKHT Tmprovement:

0, Do you recelve reputae (ralnlng sosstons or workshops (o enbance your skills and job

knowledpe?

A) Always ) Moatly ) Sometimes D) Rarely [4) Not at all

One=on=0One Meetlnp:

10, How often do you hive one-on-one meetings with your manager to discuss your progress

and areas for mprovement?

A) Always  13) Mostly — €) Sometimes D) Rarely [2) Not at all

Fairness of Job Promotions:
11, Are job promotions within the organization considered fuir in your opinion?

A) Nighly Apree — 13) Apreo C) Nelther Agree nor Disagroe D) Disagree E)
[ighly Disaprec

Py and Benelits Sutlsfuetion:

19
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12, Are you content wAth yaur compensation s oty “rnplerptent bepefits

Ay Wighty Satisficd 1) Satisfied ) Heither Satisfied nor issatisfied 13)  1ivsntisfiedd
o) Hhghly Dissatisfied

Stress Relief Programes:
13, How do you feel about the stress relief programes conducted vithin the arypnirationt’!

A) Highly Satisfied 13) Satisficd  C) Meither Satisfied nor §)issatisfied 1))  Diswtistiess
) Highly Dissatisficd

Self-Utilization:

14. Do you belicve that you arc fully utilizing your abilities and potential within the

organization?

A) Highly Agree 1) Agree C) Neither Aygree nor Disayres D) Disayrer 1)
Highly Disagree

Overall Job Satisfaction:
15. What is your overall satisfaction level vith your current job?

p) Highly Satisficd 13) Satisfied  C) Neither Satisfied nor Dissatisfied 1) Dissatisfied
§2) Highly Dissatisfied

Thank you for your valuable input!




