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Abstract:-This research explores the impact of social media on contemporary marketing 

approaches, focusing on its effect on consumer habits and brand allegiance within the Delhi-

NCR area. The main objective is to investigate the ways in which social media marketing, 

across its diverse platforms, influences consumer interaction and buying choices. A 

methodology grounded in surveys was utilized, gathering information from 175 participants 

through a well-organized questionnaire. This instrument featured items on a 5-point Likert 

scale along with multiple-choice questions aimed at assessing consumer involvement, 

contentment, and allegiance. The study employed various statistical methodologies, including 

descriptive analysis, chi-square tests, ANOVA, correlation assessments, and regression 

analysis, to examine the gathered data. The findings reveal that elevated levels of consumer 

interaction via social media are strongly associated with enhanced brand loyalty and overall 

satisfaction. Moreover, factors related to demographics, including age and level of education, 

were discovered to impact how consumers perceive social media marketing. The results 

indicate that companies ought to improve their engagement tactics, especially by leveraging 

influencers and content created by users, to cultivate stronger relationships with consumers and 

build loyalty. The research culminates by highlighting the increasing significance of social 

media in propelling brand achievement and providing suggestions for marketers to utilize these 

platforms efficiently in their strategies. 
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1. Introduction 

Within today's marketing realm, the influence of social media is irrefutable. As of 2020, there 

are more than 4.7 billion individuals engaging with social media worldwide (Statista, 2020), 

making these platforms essential components of brands' marketing approaches. The landscape 

of social media marketing has progressed past merely serving as a promotional instrument; it 

has metamorphosed into a dynamic arena where brands can participate in immediate dialogues, 

nurture connections, and tailor consumer interactions. In the quest for competitiveness, 

companies are increasingly harnessing the power of social media, not just for promotional 

purposes, but also for innovating products, fostering brand interaction, and cultivating 

customer loyalty, making it a vital strategy. Businesses are progressively turning to social 

media as a channel to grasp their clients' desires and anticipations by analyzing feedback and 

insights gathered from consumer engagements (Chui et al., 2012; Chen & Lin 2019). Within 

this framework, the significance of social media in contemporary marketing approaches, 

especially its impact on brand allegiance and consumer actions, has attracted considerable 

scholarly and practical attention. The impact of social media is clear in its capacity to establish 

immediate, engaging pathways between companies and their audiences. This transformation 

has revolutionized the way individuals interact with brands, evolving from conventional 

advertising methods to more vibrant, interactive dialogues (Barger & Labrecque, 2013). As 

noted by Hollebeek (2011), consumer engagement encompasses the emotional, cognitive, and 

behavioral participation that customers undergo while interacting with a brand. The growing 

embrace of digital platforms has opened up an extraordinary chance for consumers to engage 

with brands in a more intimate manner, allowing them to share insightful feedback, produce 

user-generated content (UGC), and take part in collaborative initiatives such as crowdsourcing 

(Antorini, Muñiz, & Askildsen, 2012; Chen & Lin 2019). Consequently, companies can 

leverage social media not just for advertising their products but also for collecting immediate 

insights to enhance their offerings and modify their marketing approaches (Shareef et al. 2019). 

This study seeks to investigate the impact of social media marketing on consumer behavior, 

specifically emphasizing the aspect of brand loyalty. This study aims to explore the connection 

between social media interaction and the cultivation of brand loyalty within the Delhi-NCR 

area, recognized for its varied and digitally active consumer demographic. In a landscape where 

shoppers are progressively intertwined with digital platforms and brand engagement frequently 

occurs online, grasping the elements that affect brand allegiance through social media is 

essential for companies. This study seeks to address the deficiencies in current scholarly work 
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by exploring the elements that foster consumer allegiance within the realm of social media 

marketing. It specifically delves into the relationship between social media interaction and 

brand contentment, and how this connection subsequently impacts loyalty. 

The influence of social media on cultivating brand loyalty transcends mere marketing 

communications; it encompasses the emotional bonds customers forge with a brand, the 

frequency of their interactions, and their propensity to share personal experiences and advocate 

for the brand among peers (Hollebeek, 2011). By utilizing strategies such as influencer 

marketing, brand advocates, and content created by users, social media offers brands the chance 

to foster a sense of community and forge emotional bonds with their intended audience (Tuten 

& Solomon, 2017). The capacity of social media to facilitate tailored, genuine engagements 

enables brands to cultivate trust and nurture enduring loyalty. Within the framework of the 

Delhi-NCR area, the rising availability of mobile internet connectivity and the extensive 

engagement with social media channels have transformed this locale into a prime environment 

for examining the impact of social media on consumer habits. In the Delhi-NCR region, 

consumers are increasingly engaging with platforms such as Instagram, Facebook, and Twitter 

for discovering products, reading reviews, and connecting with brands. This research will 

explore the impact of social media on their purchasing choices and brand loyalty. Grasping the 

elements that influence brand allegiance via social media is crucial for companies aiming to 

forge enduring connections with their clientele and sustain a competitive advantage (Social 

media marketing trends 2020). 

1.1 “Objectives of the Study 

The primary objective of this study is to examine the influence of social media on consumer 

behavior, particularly in terms of brand loyalty in the Delhi-NCR region. The study will 

achieve the following specific objectives: 

 To explore the relationship between social media engagement and brand satisfaction 

among consumers. 

 To analyze the impact of consumer satisfaction on brand loyalty. 

 To assess how social media marketing activities influence the loyalty of consumers. 

 To understand how demographic factors such as age, gender, and education level shape 

the impact of social media engagement on consumer behavior and brand loyalty.” 
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By focusing on these objectives, the research aims to provide businesses with valuable insights 

into the strategies that can be employed to build brand loyalty through social media, focusing 

on the importance of engagement, satisfaction, and emotional connection with consumers. 

1.2 Background and Context 

The importance of social media in contemporary marketing is truly immense. Social media 

channels have transformed the manner in which companies connect with their audience, 

presenting a direct and engaging space where individuals can interact with brands, share their 

opinions, and even impact the evolution of products. This transformation has led to the 

emergence of the idea of customer involvement, which is currently regarded as a fundamental 

element of brand allegiance (Pansari & Kumar, 2017). The capacity of social media to cultivate 

engaging, tailored experiences enhances emotional bonds with consumers, increasing their 

likelihood of brand loyalty and their propensity to advocate for it to others (Hollebeek, 2011). 

Historically, the engagement between customers and brands was mainly focused on 

transactions, confined to buying products and sporadic customer service exchanges. 

Nonetheless, social media has empowered brands to connect with consumers in a more intimate 

manner, fostering a conversation that is continuous and complex. This transformation holds 

significant relevance for enterprises in the contemporary digital landscape, where customer 

anticipations are influenced by the promptness and tailored nature of their engagements with 

brands across social media platforms. With a growing number of consumers relying on social 

media platforms for insights and evaluations of products, the opportunity for brands to 

influence consumer viewpoints and foster loyalty has notably increased. Companies that 

skillfully leverage social media platforms not only boost their presence but also cultivate trust 

and allegiance by interacting with customers in significant manners. For example, platforms 

such as Instagram and Facebook enable brands to craft visually captivating and shareable 

content that connects with their intended audience, fostering engagement and enhancing brand 

recognition. The engagement of influencers and brand supporters has significantly enhanced 

this phenomenon, as individuals tend to place greater trust in endorsements from those they 

admire and follow on social media, in contrast to conventional advertising methods (Tuten & 

Solomon, 2017). Furthermore, the emergence of content created by users has transformed into 

a formidable asset in fostering brand allegiance. Customers are progressively expressing their 

encounters with products and brands through social media platforms. This user-generated 

content not only offers essential insights for companies but also acts as a type of social 

validation that can sway the buying choices of others (Nielsen, 2018; LISUN, 2020). By 
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harnessing user-generated content and engaging with consumer feedback promptly, brands can 

showcase their appreciation for customer perspectives, ultimately enhancing customer loyalty 

(Ziyadin, et al. 2019). 

1.3 Statement of the Problem 

Although the significance of social media in influencing consumer behavior continues to rise, 

there exists a scarcity of studies that concentrate explicitly on the interplay between social 

media interaction, brand contentment, and brand allegiance, especially within the Delhi-NCR 

area. Although previous research has examined these elements separately, there remains a lack 

of insight into how they interrelate and collectively impact consumer loyalty. The objective of 

this study is to explore the existing void by investigating the impact of social media marketing 

on brand satisfaction and the subsequent effects this has on consumer brand loyalty within the 

Delhi-NCR area. Grasping these intricacies is essential for companies aiming to utilize social 

media effectively in order to cultivate more robust and devoted customer communities. 

2. Literature Review 

Customer allegiance has historically been a fundamental element of effective marketing 

approaches, yet in the era of digital innovation, the methods by which this allegiance is 

cultivated and maintained have experienced a notable evolution. Social media has evolved into 

a crucial asset for brands, presenting unparalleled chances to engage with consumers 

instantaneously and foster dynamic relationships. Social media channels offer a readily 

available and economical avenue for businesses to nurture customer connections, enhance 

product visibility, and ultimately build enduring loyalty. The transformation in marketing 

approaches is propelled by the capacity to engage directly with customers, captivating them 

through tailored content and instantaneous interactions, thereby strengthening brand loyalty 

and encouraging repeat patronage. 

 

2.1 The Role of Social Media in Brand Engagement and Loyalty 

Engagement can be dissected into three fundamental elements: emotional, cognitive, and 

behavioural, each playing a distinct role in fostering brand loyalty. Emotional involvement 

frequently fosters more profound connections with consumers, whereas cognitive involvement 

can enhance awareness and understanding of the brand. Additionally, behavioral involvement 



 

© Association of Academic Researchers and Faculties (AARF) 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories. 

 

Page | 22  

usually manifests in actions such as purchases or referrals (Pansari & Kumar, 2017; Ziyadin, et 

al. 2019). Companies that promote and enable significant engagement via tailored interactions 

tend to enjoy increased loyalty from their customers. They point out that these influencers have 

the ability to render brands more approachable and credible, which in turn affects buying 

choices. In a similar vein, content created by users, which entails individuals recounting their 

personal encounters with a product, has demonstrated itself to be a powerful catalyst for 

authenticity. Nielsen (2018) indicates that shoppers tend to place greater trust in and are more 

inclined to buy a product when it receives endorsement from other consumers, as opposed to 

conventional advertising methods. This is because user-generated content enhances 

authenticity and mirrors true consumer feelings. The transition towards endorsements from 

peers and genuine content is essential for cultivating enduring brand loyalty in today's digital 

landscape. 

2.2 Social Media Marketing and Consumer Behavior 

Utilizing social media marketing proves to be exceptionally powerful in forging emotional 

bonds with consumers, thereby greatly impacting their actions. Barger and Labrecque (2013) 

contend that social media empowers brands to engage with their customers in a more intimate 

and genuine manner, cultivating emotional connections that enhance the chances of repeat 

patronage. This dynamic interaction empowers companies to modify and customize their 

products and services according to the preferences of their audience. The accessibility of 

consumer insights via social media channels has transformed how companies comprehend and 

engage with their target demographics. Social media channels offer marketers essential 

understanding of consumer inclinations, actions, and emerging patterns (Chui et al., 2012). 

These revelations empower brands to craft tailored marketing strategies that connect with 

consumers more profoundly, boosting both engagement and brand loyalty. Through the 

examination of customer responses, preferences, engagements, and various interactions, 

companies can refine their approaches instantaneously, enhancing the efficacy of their 

marketing initiatives and prioritizing the needs of their clientele. Consequently, social media 

marketing impacts not just short-term consumer actions but also plays a significant role in 

fostering enduring brand loyalty. Within the realm of fashion retail, social media has 

demonstrated a notably powerful impact on the buying habits of consumers. It was discovered 

that individuals in the fashion industry are profoundly swayed by social media marketing, as a 

considerable number of participants reported that social media content plays a crucial role in 

influencing their purchasing choices. Social networking sites, especially Instagram and 
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Pinterest, enable users to interact with brands by exploring products, perusing reviews, and 

obtaining suggestions from influencers and fellow consumers. Content created by users, like 

images of products posted by customers, significantly enhances enthusiasm and the likelihood 

of making a purchase. Moreover, the influence of social media evaluations and endorsements 

should not be overlooked, as they play a vital role in molding consumer views regarding 

product excellence and reliability. 

2.3 Social Media Metrics and Analytics 

In order to accurately assess the influence of social media marketing on brand loyalty, 

companies need to depend on strategies that are grounded in data analysis. Social media 

channels offer marketers an abundance of data points that can be scrutinized to assess the 

success of their promotional efforts. Indicators like likes, shares, comments, impressions, and 

click-through rates serve as essential measures of consumer interaction, brand recognition, and 

general interest (Hollebeek & Brodie, 2009; Barger & Labrecque, 2013; Soegoto, & Utomo 

2019). These indicators can assist brands in grasping which content strikes a chord with their 

audience, allowing them to enhance their marketing approaches and boost consumer 

interaction. Enhanced analytical instruments, including sentiment evaluation and trend 

prediction, equip brands with profound understanding of consumer feelings and perspectives. 

Emotional assessment aids businesses in grasping consumer sentiments regarding a brand or 

product through discussions on social media, whereas trend prediction empowers organizations 

to remain at the forefront of evolving consumer tastes. This feature empowers brands to modify 

their approaches instantaneously, guaranteeing that they stay pertinent and attentive to the 

demands of consumers. Through the use of these analytical instruments, brands are able to 

enhance their social media marketing strategies, crafting more focused and impactful 

campaigns that foster loyalty and boost engagement. 

 

 

 

2.4 The Digital Consumer in the Delhi-NCR Region 

The Delhi-NCR area offers a distinctive and vibrant backdrop for examining how social media 

contributes to the development of brand loyalty. Boasting one of the most significant internet 
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penetration rates in India, coupled with a swiftly expanding demographic of tech-savvy 

individuals, Delhi-NCR serves as a prime environment for exploring the impact of social media 

on consumer behaviour. The youthful, city-dwelling demographic in the area is notably 

engaged on social media channels, as numerous consumers leverage these platforms to 

influence their buying choices, connect with brands, and exchange experiences related to 

products. Professionals in the marketing sector within the Delhi-NCR region should harness 

the power of social media to cultivate significant connections with their audience, gain insights 

into consumer preferences, and modify their marketing approaches to align with the fast-

changing digital environment. The varied consumer landscape in the region presents a 

significant chance to investigate how various demographics, such as age, gender, and income 

levels, affect the impact of social media on brand loyalty. Grasping these subtleties will enable 

companies to customize their social media approaches to connect with particular market 

segments, enhancing interaction and cultivating enduring loyalty. 

3. Methodology 

3.1 “Hypotheses 

The study tests the following hypotheses to assess the impact of social media engagement on 

brand satisfaction and loyalty: 

 H1: Social media engagement has a positive impact on brand satisfaction. 

 H2: Brand satisfaction has a positive influence on brand loyalty. 

 H3: Social media engagement has a direct positive impact on brand loyalty. 

 H4: There is a significant difference in consumer satisfaction and loyalty across 

different demographic groups (age, gender, education).” 

 

 

 

3.2 Justification of the Study 
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This research is motivated by the growing influence of social media in molding consumer 

habits and brand impressions within today's market landscape. Social media channels have 

transformed the manner in which companies connect with their audience, facilitating 

immediate interactions and creating avenues for brands to cultivate deeper connections with 

their clientele. This research aims to explore the impact of social media on brand loyalty within 

the dynamic and interconnected urban landscape of the Delhi-NCR region. Considering the 

variety present in this area, which includes both city and suburban consumers, the results of 

this study may provide significant understanding for marketers aiming to utilize social media 

in fostering and sustaining brand loyalty. 

3.3 Research Design 

This research employs a quantitative methodology, utilizing a cross-sectional survey technique. 

Information is gathered at a specific moment to evaluate the connection among social media 

interaction, customer contentment, and brand allegiance. The questionnaire comprises a 

combination of Likert-scale enquiries and multiple-choice options aimed at assessing the 

intensity of interaction with brands on social media, degrees of contentment, and general 

allegiance to those brands. The study is characterized as cross-sectional, indicating that it 

gathers information from participants at a single point in time, rather than monitoring variations 

across different periods. 

3.4 Variables of the Study 

The key variables in this study are: 

 Consumer Engagement: The emotional, cognitive, and behavioral investment 

consumers make during their interactions with brands on social media platforms. This 

includes actions such as liking, commenting, sharing, and participating in brand-related 

conversations. 

 Brand Satisfaction: The overall contentment that consumers feel about their 

experiences with a brand, based on their expectations and experiences with the brand's 

products or services. 

 Brand Loyalty: The degree to which consumers demonstrate repeat purchase behavior, 

preference for the brand over competitors, and willingness to recommend the brand to 

others. 
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 Demographic Factors: These include age, gender, and education level, which will be 

analyzed to assess how these factors influence consumer satisfaction and loyalty. 

3.5 Study Area 

The research is carried out in the Delhi-NCR region, a vibrant and swiftly expanding urban 

locale characterized by significant social media usage and digital interaction. This area 

showcases a vibrant consumer demographic, characterized by a blend of metropolitan and 

suburban communities, rendering it a perfect setting for exploring how social media influences 

purchasing habits. The Delhi-NCR region is recognized for its extensive engagement with 

various social media platforms, including Facebook, Instagram, Twitter, and TikTok, by its 

inhabitants. This characteristic renders it an ideal setting to explore the influence of social 

media interaction on brand loyalty. 

3.6 Sample Size 

The intended number of participants for this research is 175 individuals. The size of this sample 

is adequate to yield significant outcomes and facilitate the application of statistical methods for 

hypothesis testing. By concentrating on a sample size of this scale, the research guarantees that 

the findings will possess statistical strength and can be applied to a wider demographic within 

the Delhi-NCR area. The participants were chosen using non-random sampling methods, such 

as convenience sampling, to guarantee that they were well-acquainted with and actively 

involved in social media platforms. 

3.7 Data Collection 

Information was gathered through a meticulously designed questionnaire featuring a 

combination of closed-ended enquiries and items utilizing a Likert scale. The questions 

utilizing the Likert scale were crafted to assess the level of consumer interaction with social 

media content, satisfaction with the brand, and loyalty to the brand, rated from 1 to 5, where 1 

signifies "Strongly Disagree" and 5 indicates "Strongly Agree." Alongside these enquiries, the 

survey featured a variety of multiple-choice questions designed to gather demographic details, 

including age, gender, and educational attainment. The questionnaire was disseminated 

through electronic means (including email and social media) as well as face-to-face interactions 

to guarantee extensive outreach and accessibility for participants. 

3.8 “Data Analysis Tools 
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The data collected from the survey will be analyzed using various statistical tools: 

 Descriptive Analysis: This will be used to summarize and describe the key 

characteristics of the sample, including demographic information and the levels of 

consumer engagement, satisfaction, and loyalty. 

 Chi-Square Test: This will be used to determine if there is a significant association 

between categorical variables, such as gender and brand loyalty, or education level and 

satisfaction. 

 ANOVA (Analysis of Variance): This will assess whether there are significant 

differences in consumer satisfaction and loyalty across different demographic groups 

(e.g., age, gender, and education level). 

 Correlation Analysis: This will explore the strength and direction of the relationships 

between social media engagement, brand satisfaction, and brand loyalty. 

 Regression Analysis: This will be used to assess the impact of consumer engagement 

and satisfaction on brand loyalty, controlling for other demographic variables. 

3.9 Limitations of the Study 

While this study provides valuable insights into the role of social media in building brand 

loyalty, it is not without limitations: 

1. The study uses non-random sampling techniques, which may introduce bias into the 

sample and limit the generalizability of the findings. 

2. The cross-sectional design limits the ability to draw causal inferences about the 

relationships between social media engagement, satisfaction, and loyalty. Longitudinal 

studies would provide more robust data regarding changes over time. 

3. Since the data is self-reported by respondents, it may be subject to biases such as social 

desirability or recall bias. 

4. The study is focused on the Delhi-NCR region, so the findings may not be applicable 

to other geographic areas with different consumer behaviors or cultural contexts. 
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Despite these limitations, the study provides valuable insights into how social media 

engagement influences brand satisfaction and loyalty, particularly within the context of the 

Delhi-NCR region.” 

4. Results and Analysis 

4.1 “Demographic Profile of Respondents 

Table 1 illustrates the demographic features of the participants, offering a detailed analysis 

categorised by gender, age range, and educational attainment. 

Table 1 Demographic Profile of Respondents  

 

 

 

 

 

 

 

 

 

Demographic Factor Frequency Percentage 

Gender   

Male 101 57.7% 

Female 74 42.3% 

Age Group   

18-25 years 65 37.1% 

26-35 years 58 33.1% 

36-45 years 28 16.0% 

46-55 years 14 8.0% 

56+ years 10 5.7% 

Education Level   

High School 33 18.9% 

Undergraduate 96 54.9% 

Graduate 38 21.7% 

Postgraduate 8 4.6%” 
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Source: - Primary Data Collected by Researcher 

 

 

 

 

 

Figure 1: - Demographic Distribution of Target Respondent 

 

Source: -Data Collection by Researcher 

The demographic characteristics of the 175 participants offer significant understanding of the 

sample's makeup, showcasing a digitally engaged and comparatively youthful consumer group. 

The sample comprised predominantly male participants, accounting for 57.7%, whereas female 

respondents made up 42.3%, resulting in a fairly equitable gender representation for 

examination. The most substantial demographic group, accounting for 37.1%, resides in the 

18–25 age bracket, with a near second place held by individuals aged 26–35 at 33.1%. This 

indicates that a noteworthy segment of the sample consists of millennials and Gen Z consumers, 



 

© Association of Academic Researchers and Faculties (AARF) 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories. 

 

Page | 30  

who are recognized for their robust engagement on social media platforms and their 

considerable impact on the evolution of digital marketing trends. Furthermore, individuals 

within the 36–45 age bracket constituted 16%, while the older demographics (46–55 and 56+) 

together represented 13.7%, underscoring a modest but significant presence of middle-aged 

participants. In terms of academic qualifications, more than half of the participants (54.9%) 

had attained their undergraduate degrees, whereas 21.7% possessed graduate qualifications, 

18.9% had completed their high school education, and a minor percentage (4.6%) had engaged 

in postgraduate studies. The information reveals that a significant portion of the participants 

possesses a strong educational background, reinforcing the study’s emphasis on individuals 

who are proficient in digital literacy and actively engage as consumers and contributors within 

social media environments. This demographic presents an optimal focus for investigations into 

the impact of social media and the dynamics of brand loyalty. 

4.2 Descriptive Analysis 

Table 2: “Analysis of Social Media Engagement 

Statement Strongly 

Disagree 

(1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

Agree (5) 

Total 

Responses” 

I interact with 

brand posts 

regularly (likes, 

comments, 

shares). 

8 (4.6%) 13 

(7.4%) 

41 

(23.4%) 

77 

(44%) 

36 

(20.6%) 

175 

I follow brands 

specifically for 

product updates. 

6 (3.4%) 11 

(6.3%) 

43 

(24.6%) 

81 

(46.3%) 

34 

(19.4%) 

175 

I feel 

emotionally 

connected to 

some brands 

through their 

social media. 

7 (4%) 10 

(5.7%) 

44 

(25.1%) 

83 

(47.4%) 

31 

(17.7%) 

175 
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I participate in 

brand-related 

social media 

contests/surveys. 

12 (6.9%) 15 

(8.6%) 

46 

(26.3%) 

69 

(39.4%) 

33 

(18.9%) 

175 

Source: - Primary Data Collected by Researcher 

Figure 1: - Demographic Distribution of Target Respondents 

 

Source: -Data Collection by Researcher 

The preceding examination centered on social media interaction, offering an extensive 

overview of the ways in which individuals in the Delhi-NCR area engage with brands in the 

digital realm. A significant portion of those surveyed (44%) expressed that they frequently 

engage with brand content, such as liking, sharing, or commenting. Furthermore, an additional 

20.6% strongly concurred, suggesting that over 64% of the participants are actively involved 

with brand communications. In contrast, a mere 4.6% expressed strong disagreement, while 

7.4% indicated disagreement, underscoring that a small fraction of the audience chooses not to 

engage with brand posts at all. The engagement in this matter is further highlighted by the 

reactions to the subsequent assertion: Nearly 46.3% expressed agreement, while 19.4% 

strongly concurred that they actively follow brands to stay informed about product updates. 

This indicates that over 65% of individuals depend on social media platforms for brand-related 
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information, thereby diminishing their reliance on conventional advertising methods. The 

emotional bond, an essential measure of engagement, showcased significant reactions — 

47.4% expressed agreement and 17.7% indicated strong agreement regarding their emotional 

ties to brands via social media. This is crucial, as these emotional connections frequently serve 

as precursors to loyal behaviors. Engagement in social media initiatives associated with the 

brand, including competitions and polls, garnered somewhat more neutral feedback (26.3%). 

Nevertheless, a notable 39.4% expressed agreement, while 18.9% strongly concurred, 

indicating a commendable degree of user-driven interaction that signifies not only interest but 

also active participation.  

Table 3: “Analysis of Brand Satisfaction 

Statement Strongly 

Disagree (1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

Agree (5) 

Total 

Responses” 

The brands I 

follow on social 

media meet my 

expectations. 

5 (2.9%) 9 (5.1%) 38 

(21.7%) 

91 

(52%) 

32 (18.3%) 175 

I am satisfied with 

the brand 

communication on 

social platforms. 

4 (2.3%) 8 (4.6%) 40 

(22.9%) 

88 

(50.3%) 

35 (20%) 175 

Social media 

updates help me 

understand the 

brand better. 

6 (3.4%) 12 (6.9%) 41 

(23.4%) 

82 

(46.9%) 

34 (19.4%) 175 

I find the content 

posted by brands 

useful and 

relevant. 

7 (4%) 10 (5.7%) 37 

(21.1%) 

84 

(48%) 

37 (21.1%) 175 

Source: - Primary Data Collected by Researcher 

Figure 2: - Responses of Brand Satisfaction 
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Source: -Data Collection by Researcher 

The table presented above encapsulates the core of brand satisfaction, revealing that the 

feedback reflects a predominantly positive view of brands within social media environments. 

More than half of those surveyed (52%) expressed their agreement that the brands they engage 

with fulfil their expectations, and an extra 18.3% indicated strong agreement. This indicates 

that approximately 70% of participants experience a favourable level of satisfaction with the 

brands they come across online. A mere fraction of respondents indicated discontent, with 2.9% 

strongly opposing and 5.1% simply disagreeing. This implies that the brand's messaging and 

content strategy are largely resonating with consumer expectations. Contentment with brand 

messaging across social media channels such as Instagram, Facebook, and Twitter was 

remarkably elevated — 50.3% expressed agreement and 20% indicated strong agreement, 

affirming that brands are upholding a communication approach that effectively connects with 

their intended audience. The effectiveness of social media updates in improving brand 

comprehension received positive feedback, with 46.9% in agreement and 19.4% expressing 

strong agreement. The findings underscore that brands are not merely conveying information 

to their audiences but are also fostering an environment where consumers feel both enlightened 

and integrated into the brand story. Additionally, the significance and practicality of the 

material disseminated by brands received high ratings — 48% expressed agreement and 21.1% 

strongly concurred, suggesting that social media content is viewed as more than merely 

promotional, but rather as something that enhances value.  
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Table 4: “Analysis of Brand Loyalty 

Statement Strongly 

Disagree (1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

Agree (5) 

Total 

Responses” 

I prefer to 

stick to 

brands I 

follow on 

social media. 

6 (3.4%) 10 (5.7%) 42 

(24%) 

87 

(49.7%) 

30 (17.1%) 175 

I would 

recommend 

these brands 

to others. 

3 (1.7%) 9 (5.1%) 34 

(19.4%) 

88 

(50.3%) 

41 (23.4%) 175 

I repurchase 

from brands I 

follow due to 

social media 

experience. 

7 (4%) 13 (7.4%) 39 

(22.3%) 

82 

(46.9%) 

34 (19.4%) 175 

I trust the 

brands I 

follow on 

social media 

more than 

others. 

5 (2.9%) 11 (6.3%) 40 

(22.9%) 

85 

(48.6%) 

34 (19.4%) 175 

Source: -Primary Data Collected by Researcher 

Figure 3: - Responses of Brand Loyalty 
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Source: -Data Collection by Researcher 

The data presented highlights the profound influence of social media interaction on brand 

loyalty behaviors. Almost half of those surveyed indicated a preference for remaining loyal to 

brands they engage with on social media, while an additional 17.1% expressed strong 

agreement. This suggests that the trust and familiarity cultivated through online platforms are 

effectively converting into consistent consumer loyalty. Notably, a significant 24% maintained 

a neutral stance, which may indicate a segment that is still navigating or contemplating their 

path towards loyalty. The inclination to recommend was notably pronounced — 50.3% 

expressed agreement and 23.4% indicated strong agreement regarding their willingness to 

endorse the brands they follow. This reflects a significant degree of trust and advocacy, which 

is crucial for brands aiming for organic expansion. Regarding the genuine behavior of 

repurchasing influenced by experiences on social media, 46.9% expressed agreement, while 

19.4% strongly concurred that their choices to repurchase a brand were shaped by their online 

interactions. This serves as a compelling sign that social media content transcends mere image 

enhancement — it actively fosters genuine conversion and customer retention. The fourth 

statement once more reinforced trust, revealing that 48.6% of respondents expressed 

agreement, while 19.4% indicated strong agreement regarding their greater trust in the brands 

they engage with on social media compared to others. This indicates that a steady and 

captivating online presence not only fosters recognition but also cultivates trustworthiness. 

This information collectively establishes a distinct connection between online interaction and 



 

© Association of Academic Researchers and Faculties (AARF) 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories. 

 

Page | 36  

customer loyalty, indicating that consumer trust, recurring transactions, and brand advocacy all 

arise from the effectiveness with which a brand oversees its social media interactions. 

Table 5: Analysis of UGC & Influencer Marketing 

Statement Strongly 

Disagree 

(1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

Agree (5) 

Total 

Responses 

I trust influencer 

recommendations 

more than 

traditional ads. 

9 (5.1%) 15 (8.6%) 38 

(21.7%) 

77 

(44%) 

36 (20.6%) 175 

I have purchased 

a product based 

on a social media 

influencer's 

review. 

8 (4.6%) 12 (6.9%) 41 

(23.4%) 

78 

(44.6%) 

36 (20.6%) 175 

User reviews 

influence my 

buying decisions 

significantly. 

5 (2.9%) 9 (5.1%) 39 

(22.3%) 

85 

(48.6%) 

37 (21.1%) 175 

I find user-

generated content 

(UGC) more 

trustworthy than 

brand ads. 

6 (3.4%) 10 (5.7%) 40 

(22.9%) 

88 

(50.3%) 

31 (17.7%) 175 

Source: -Primary Data Collected by Researcher 

Figure 2: - Responses of UGC and Inflencer Marketing 
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Source: -Data Collection by Researcher 

The table presented explores the rising dynamics of user-generated content (UGC) and 

influencer marketing, both of which have become pivotal elements in contemporary digital 

branding strategies. A significant 44% of participants expressed agreement, while 20.6% 

strongly concurred that they place greater trust in influencer endorsements compared to 

conventional advertisements. This indicates that recommendations from peers, particularly 

those viewed as experts or relatable content creators, carry more influence than corporate 

communications. In a similar vein, the observed buying patterns revealed a parallel inclination: 

44.6% expressed agreement, while 20.6% strongly concurred that their decision to buy a 

product was influenced by a review from an influencer. This signifies an increasing confidence 

in the perspectives of influencers, as well as a notable ability to drive conversions, particularly 

among consumers who are adept at navigating social platforms. Consumer feedback played a 

pivotal role as well: 48.6% concurred and 21.1% strongly concurred that these peer insights 

greatly impact their purchasing choices. The genuine nature of user feedback undoubtedly 

strikes a deeper chord compared to mere branded communication on its own. Ultimately, when 

enquired about the comparison between user-generated content and brand promotions, 50.3% 

expressed agreement and 17.7% strongly concurred that UGC holds greater credibility, 

highlighting a transition in consumer confidence from brand-centric narratives to peer-driven 

storytelling. The results highlight that shoppers are increasingly influenced by authentic and 

relatable material shared by influencers or other consumers. This trust is directly impacting 
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their buying decisions and fostering loyalty, thereby positioning user-generated content and 

influencer partnerships as essential elements of contemporary digital marketing approaches. 

4.3 “Hypothesis Testing 

H1: Social Media Engagement and Brand Satisfaction 

Null Hypothesis (H₀): Social media engagement does not have a significant impact on brand 

satisfaction. 

Pearson’s Correlation Analysis was used to test the relationship between social media 

engagement and brand satisfaction. 

Table 6: Social Media Engagement and Brand Satisfaction 

Variable Correlation Coefficient (r) p-value 

Social Media Engagement Brand Satisfaction 0.68 

Source: -Primary Data Collected by Researcher 

The results show a significant positive correlation (r = 0.68, p < 0.01), suggesting that higher 

levels of social media engagement lead to increased brand satisfaction. Therefore, the null 

hypothesis is rejected, and the alternative hypothesis is accepted. 

H2: Brand Satisfaction and Brand Loyalty 

Null Hypothesis (H₀): Brand satisfaction does not significantly influence brand loyalty. 

Regression Analysis was used to test the impact of brand satisfaction on brand loyalty. 

Table 7: Brand Satisfaction and Brand Loyalty 

Independent Variable Dependent Variable Regression Coefficient (β) p-value 

Brand Satisfaction Brand Loyalty 0.82 0.00001 

Source: -Primary Data Collected by Researcher 
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The results show a strong positive impact of brand satisfaction on brand loyalty (β = 0.82, p < 

0.01), indicating that higher satisfaction significantly influences loyalty. Thus, the null 

hypothesis is rejected, and the alternative hypothesis is accepted. 

H3: Social Media Engagement and Brand Loyalty 

Null Hypothesis (H₀): Social media engagement does not have a direct impact on brand 

loyalty. 

Regression Analysis was used to test the relationship between social media engagement and 

brand loyalty. 

Table 8: Social Media Engagement and Brand Loyalty 

Independent Variable Dependent Variable Regression Coefficient (β) p-value 

Social Media Engagement Brand Loyalty 0.72 0.00002 

Source: -Primary Data Collected by Researcher 

The results show a significant positive relationship between social media engagement and 

brand loyalty (β = 0.72, p < 0.01). Therefore, the null hypothesis is rejected, and the alternative 

hypothesis is accepted. 

H4: Differences in Satisfaction and Loyalty Across Demographic Groups 

Null Hypothesis (H₀): There is no significant difference in consumer satisfaction and loyalty 

across different demographic groups. 

ANOVA was used to test for significant differences in satisfaction and loyalty across 

demographic groups (age, gender, education). 

Table 9: Differences in Satisfaction and Loyalty Across Demographic Groups 

Demographic Group F-value p-value 

Age Group 3.25 0.035 
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Gender 1.58 0.211 

Education Level 2.19 0.091 

Source: -Primary Data Collected by Researcher 

The ANOVA results show a significant difference in satisfaction and loyalty across age groups 

(F = 3.25, p < 0.05). Younger consumers (18-25 years) tend to exhibit higher levels of 

satisfaction and loyalty compared to older age groups. However, no significant differences 

were found based on gender or education level. Thus, the null hypothesis is rejected for age 

groups, but not for gender or education.” 

5. Discussion 

This research unequivocally illustrates the crucial influence that social media interaction exerts 

on contemporary marketing approaches and the dynamics of consumer behavior. Consistent 

with the findings of Hollebeek (2011), Pansari & Kumar (2017) and Ziyadin, et al. 2019, it has 

been demonstrated that social media plays a crucial role in amplifying emotional and 

behavioural engagement with brands, which are essential components for fostering satisfaction 

and cultivating enduring loyalty. Companies that regularly engage with their customers via 

likes, shares, stories, or polls can not only establish strong brand recognition (Barger & 

Labrecque, 2013) but also strengthen emotional connections with their audiences (Vivek et al., 

2012). The results bolster previous studies conducted by many researchers, emphasizing the 

significant role of content-focused platforms in shaping enduring brand loyalty via steady, 

value-oriented interactions (Hollebeek & Brodie, 2009 and Zuhdi et al. 2019). 

The effect of influencer marketing alongside user-generated content (UGC) proved to be 

significantly impactful within the surveyed group. In alignment with the assertions made by 

Tuten & Solomon 2017; Ziyadin, et al. 2019 and Zuhdi et al. 2019, it was observed that 

consumers demonstrated a greater level of trust in reviews generated by peers and 

recommendations from influencers compared to conventional advertising methods. This 

validates Nielsen’s (2018) claim that genuine endorsements wield greater influence over 

purchasing choices, likewise other examines the contagious quality of social diffusion, 

proposing that brand communications propagate more swiftly and compellingly via organic 

avenues compared to promotions initiated by the brand itself. The findings align with the 

perspectives of authors’ who contend that tailored social media approaches foster increased 
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impulse purchases and enhanced brand loyalty. Upon examining the demographic results, it 

became evident that younger consumers, particularly those within the age range of 18 to 35, 

exhibited a notably higher level of engagement, emotional responsiveness, and brand loyalty. 

Preferences that vary by age emphasize the necessity for marketing strategies to be customized 

according to the expectations and behaviors of different generations. In the Delhi-NCR region, 

consumers exhibit a notable preference for engaging and visually appealing formats, including 

reels and influencer-driven content. Moreover, the growing complexity of analytical 

instruments like sentiment evaluation and customer relationship management integration (Chui 

et al., 2012) empowers marketers to address changing demands instantaneously, thereby 

improving significance and a personalized approach. 

The aspect of trust surfaced as a crucial component of customer allegiance to a brand. 

Reflecting on the perspectives shared by Keller (2013) and Antorini et al. (2012), it is evident 

that brands fostering collaboration, openness, and attentive engagement are positioned to 

achieve sustained loyalty over time. Engaging in social listening and monitoring reviews, as 

highlighted by Pfeffer et al. 2014 and Soegoto, & Utomo 2019, enables brands to not only steer 

clear of potential online crises but also to secure a competitive edge by tailoring their content 

to address genuine consumer issues. Concerns regarding privacy, as highlighted by Isaak & 

Hanna (2018), need to be recognized, particularly as companies face ethical dilemmas in the 

realm of data gathering. At the same time, as highlighted by Barger and Labrecque (2013), 

employing analytics tailored to specific platforms guarantees enhanced targeting and 

optimization of return on investment (LISUN, 2020). Within this environment, social media 

has evolved beyond a mere marketing instrument; it now serves as a platform for managing 

relationships that influences brand identity and informs future strategies (Soegoto, & Utomo 

2019; Zuhdi et al. 2019). 

6. Conclusion 

This research has underscored the pivotal influence that social media exerts on molding 

consumer habits, enhancing brand contentment, and nurturing enduring loyalty in the age of 

digital connectivity. An examination of feedback from the Delhi-NCR area revealed that social 

media transcends its role as a mere communication channel; it serves as a vital strategic 

instrument for fostering genuine connections between brands and their audiences. Modern 

consumers anticipate that brands will not merely exist on social media platforms but will also 

interact in a dynamic and significant manner. Factors like influencer marketing, content created 
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by users, and tailored communication were discovered to have a substantial impact on 

purchasing choices and loyalty after the purchase. Research indicated that individuals who 

interact more regularly with brand material—via likes, comments, shares, and active 

involvement—often express greater satisfaction and are more inclined to make repeat 

purchases and endorse those brands to others. The emotional and behavioral dimensions of 

engagement, when skillfully nurtured via social media channels, foster a feeling of trust and 

connection with the brand. Trends in demographics have shown that younger, well-educated 

consumers exhibit a heightened responsiveness to marketing initiatives propelled by social 

media, underscoring the necessity for strategies rooted in segmentation. In summary, the 

findings confirm that for companies to stay competitive, they need to dedicate resources to 

thoughtfully designed social media initiatives that extend beyond mere advertising. 

Establishing loyalty demands genuine engagement, immediate communication, and a keen 

awareness of shifting consumer anticipations. With the ongoing evolution of social media, it is 

imperative for brands to adjust fluidly, welcoming new ideas while ensuring a steady voice and 

message that connects with their audience. By taking these actions, they not only set themselves 

up for expansion but also for enduring significance. 
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