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ABSTRACT 

The growing integration of social media into corporate marketing strategies has fundamentally reshaped how 

brands communicate their values and responsibilities to consumers. This research explores the impact of social 

media marketing on consumer behaviour towards socially responsible brands among 100 respondents in 

Coimbatore district, employing convenience sampling. Primary data were gathered through structured 

questionnaires and subjected to statistical techniques including percentage analysis, chi-square tests, and one-

way ANOVA. Results indicate that a majority of respondents are aware of socially responsible brands through 

social media and that CSR-related content positively influences consumer engagement and trust. Demographic 

analyses confirm that gender and age group exert no statistically significant influence on consumer awareness 

and engagement respectively. Educational qualification does not emerge as a statistically significant predictor 

of consumer awareness scores. Enhancing authentic CSR communication, improving social media engagement 

strategies, and fostering transparent brand-consumer dialogue are recommended for strengthening consumer 

loyalty towards socially responsible brands. 

Keywords: Social Media Marketing, Consumer Behaviour, Socially Responsible Brands, Brand Loyalty, CSR, 

Consumer Trust, Social Media Engagement. 

I. INTRODUCTION 

In the contemporary digital landscape, social media has emerged as a transformative force in marketing, 

fundamentally reshaping how brands communicate with consumers and build lasting relationships. The 

proliferation of platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok has created 

unprecedented opportunities for brands to engage with target audiences in real time, fostering meaningful 

connections that extend beyond traditional advertising paradigms. The speed, scale, and interactivity of social 

media have compressed the distance between brands and consumers to an extent unimaginable in previous 

decades, enabling dialogues, communities, and relationships that transcend geography and the transactional 

logic of conventional marketing. 

Simultaneously, there has been a significant shift in consumer consciousness towards corporate social 

responsibility (CSR) and ethical business practices. Modern consumers, particularly millennials and Generation 

Z, are increasingly making purchasing decisions based not only on product quality and price but also on a 

brand’s commitment to social and environmental causes. This phenomenon has given rise to socially 

responsible brands that prioritize sustainability, ethical sourcing, community engagement, and transparent 

business practices. The convergence of the rise of social media marketing and the growing salience of corporate 

social responsibility has created a new and complex landscape for brand management, consumer engagement, 

and the cultivation of long-term loyalty. 

Social media marketing enables two-way communication, allowing brands to listen to customer feedback, 

respond to concerns in real time, and create communities around shared values. For socially responsible 

brands, social media serves as an ideal platform to communicate their mission, showcase their impact, and 

engage with like-minded consumers who prioritize ethical consumption. Consumer loyalty has become 

increasingly challenging to cultivate in the digital age where options are abundant and switching costs are 
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minimal. However, brands that align their social media marketing strategies with authentic social responsibility 

initiatives have discovered a powerful formula for building deep emotional connections with their customers. 

GLOBAL TRENDS IN SOCIAL MEDIA MARKETING 

The global landscape of social media marketing has evolved dramatically over the past decade. Global social 

media advertising spending surpassed $200 billion in 2024, reflecting the platform’s critical role in modern 

marketing strategies. Short-form video content pioneered by platforms such as TikTok and Instagram Reels has 

emerged as the most engaging content format, with brands achieving significantly higher engagement rates 

compared to static images or text posts. Brands across sectors are actively integrating CSR narratives into their 

social media communication to attract and retain values-aligned consumer segments. 

SOCIAL RESPONSIBILITY AND CONSUMER BEHAVIOUR IN INDIA 

India’s extraordinary scale, linguistic and cultural diversity, rapid digital adoption, and distinctive consumer 

values make it a rich and important context for understanding the phenomena reshaping global markets. Indian 

consumers, particularly urban and educated segments, have shown a growing preference for brands that 

demonstrate genuine commitment to social causes, environmental sustainability, and community development. 

The Indian social media user base has grown exponentially, with platforms like Instagram, YouTube, and 

LinkedIn being actively used by both brands and consumers to communicate social and environmental 

commitments, making India a compelling context for examining the intersection of social media marketing and 

corporate social responsibility. 

II. LITERATURE REVIEW 

Social media marketing has emerged as one of the most powerful tools for businesses to communicate with 

customers in the digital era. Kaplan and Haenlein (2010) established foundational definitions distinguishing 

social media from other digital tools, demonstrating how user-generated content platforms create unique 

opportunities for brand-consumer interaction. Kim and Ko (2012) demonstrated that social media marketing 

activities significantly enhance customer equity through value equity, relationship equity, and brand equity 

dimensions in the luxury brand context. Bhattacharya and Sen (2004) found that consumers respond more 

favourably to brands with strong CSR programmes, mediated by consumer-company identification, establishing 

a strong empirical basis for the commercial value of CSR communication. Oliver (1999) distinguished between 

attitudinal and behavioural loyalty, arguing that true loyalty requires a deeply held commitment to rebuy or 

repatronize a product consistently, a distinction that remains central to understanding the relationship 

between social media engagement and consumer loyalty. Mangold and Faulds (2009) emphasized that social 

media has become the new hybrid element of the promotion mix, enabling unprecedented dialogue between 

brands and consumers. Sharma and Gupta (2021) found that consistent CSR communication on social media 

significantly improves brand perception and loyalty among Indian youth consumers. Mehta et al. (2020) 

demonstrated that consumer trust in brands that share CSR activities on social media is significantly higher 

than in brands that do not, with trust emerging as the primary mediator between CSR communication and 

brand loyalty. Rao and Patel (2022) established that visual CSR content on Instagram achieves significantly 

higher engagement than text-based posts, underscoring the importance of content format in CSR 

communication strategy. Verma and Singh (2023) confirmed that brands that actively respond to consumer 

comments and queries on social media platforms demonstrate stronger loyalty retention, highlighting the 

critical role of responsive engagement in building long-term consumer relationships. 

III. METHODOLOGY 

NEED FOR THE PRESENT STUDY 

In the contemporary business environment, social media has emerged as a powerful and indispensable 

component of modern marketing strategies. Consumers today are more aware, informed, and socially conscious 

than ever before. They expect brands to demonstrate ethical practices, environmental responsibility, 

transparency, and a genuine commitment to social causes. While the infrastructure of social media marketing 

and the emergence of socially responsible branding have been extensively studied individually, a precise 

empirical understanding of how CSR communication on social media shapes consumer behaviour across 
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demographic groups in the Indian context remains an important gap in the existing literature. This study was 

undertaken to address exactly that need, focusing on consumers as a representative and analytically tractable 

context. 

STATEMENT OF THE PROBLEM 

In the contemporary business environment, brands face the dual challenge of effectively communicating their 

CSR commitments through social media while simultaneously converting consumer awareness into sustained 

loyalty. Consumers who appear in marketing statistics as social media followers of socially responsible brands 

frequently restrict their actual engagement to passive functions such as viewing CSR posts, while remaining 

unable or unwilling to develop deeper brand loyalty. What produces this gap? The answer lies in the 

intersection of several mutually reinforcing factors including the authenticity of CSR communication, the 

frequency and quality of social media engagement, the perceived trustworthiness of the brand, and the 

relevance of CSR activities to consumer values. This study was designed to examine this problem rigorously and 

systematically. 

OBJECTIVES OF THE STUDY 

1. To examine the current social media marketing practices adopted by socially responsible brands and their 

impact on consumer awareness. 

2. To analyse the relationship between social media engagement and consumer loyalty towards socially 

responsible brands. 

3. To assess the influence of perceived authenticity and transparency in social media CSR communication on 

consumer trust and brand loyalty. 

4. To identify the impact of different social media content types on consumer loyalty towards socially 

responsible brands. 

5. To evaluate demographic variations in consumer response to social media marketing by socially responsible 

brands. 

SAMPLING METHOD AND SIZE 

The study collected primary data from 100 respondents who reported current or recent engagement with 

socially responsible brands on social media. This respondent pool formed the exclusive empirical foundation 

for all statistical analyses undertaken in the research, including the computation of frequency distributions and 

percentage representations of demographic characteristics, the calculation of mean scores on Likert-scaled 

attitudinal constructs, chi-square tests assessing the statistical independence of demographic variables and 

study constructs, and one-way ANOVA procedures examining whether mean scores on consumer awareness 

dimensions varied significantly across subgroups defined by educational qualification. 

The study employed convenience sampling to recruit its respondents. This technique belongs to the family of 

non-probability sampling approaches and operates on the principle of selecting participants from among those 

who are immediately accessible to the researcher. The adoption of this method was justified on logistical 

grounds, as constructing a verified and comprehensive list of all eligible social media users engaging with 

socially responsible brands was not feasible within the temporal and resource boundaries of the research. 

PRIMARY DATA 

Firsthand information for this investigation was gathered directly from participants through an independently 

crafted, structured survey instrument. The questionnaire took shape after an extensive engagement with 

existing research publications and informal dialogues with consumers and brand marketing professionals. The 

survey was arranged into three progressive segments measuring consumer awareness and perception of 

socially responsible brands on social media, social media engagement and consumer loyalty, and the role of 

consumer trust in building loyalty towards socially responsible brands respectively, each comprising ten 

attitudinally framed statements on a five-point Likert scale. 
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SECONDARY DATA 

Supplementary evidence underpinning this research was assembled from a deliberately curated selection of 

credible scholarly and organizational literature. Published investigations appearing in reputed research 

journals addressing topics such as social media marketing, corporate social responsibility communication, 

consumer behaviour, and brand loyalty constituted the academic stratum of this review. Authoritative 

reference material was additionally drawn from marketing industry reports and indexed electronic research 

repositories, collectively equipping the study with a conceptual and evidential foundation that accurately 

mirrors prevailing academic thought and contemporary marketing practice within the social media and CSR 

communication domain. 

IV. RESULTS AND DISCUSSION 

The researcher used three important tools to analyse the data after entering, coding and grouping data: 

percentage analysis, chi-square analysis and ANOVA in this research work. 

Table 1.1 Demographic Profile of the Respondents 

SN. AGE GROUP FREQUENCY PERCENTAGE 

1 18 – 25 Years 31 31.0% 

2 26 – 35 Years 32 32.0% 

3 36 – 45 Years 17 17.0% 

4 46 – 55 Years 11 11.0% 

5 Above 55 Years 9 9.0% 

 Total 100 100% 

 GENDER FREQUENCY PERCENTAGE 

1 Male 52 52.0% 

2 Female 48 48.0% 

 Total 100 100% 

 EDUCATIONAL QUALIFICATION FREQUENCY PERCENTAGE 

1 Undergraduate 26 26.0% 

2 Graduate 38 38.0% 

3 Postgraduate 26 26.0% 

4 Professional Course 10 10.0% 

 Total 100 100% 

 OCCUPATION FREQUENCY PERCENTAGE 

1 Employed 53 53.0% 

2 Student 17 17.0% 

3 Self-Employed 10 10.0% 

4 Business 10 10.0% 



                                                                                                                     e-ISSN: 2582-5208 

International   Research  Journal of Modernization in Engineering Technology  and  Science 
( Peer-Reviewed, Open Access, Fully Refereed International Journal ) 

Volume:08/Issue:03/March-2026                        Impact Factor- 8.187                           www.irjmets.com 

www.irjmets.com                              @International Research Journal of Modernization in Engineering, Technology and Science 

 [543] 

5 Retired 6 6.0% 

6 Homemaker 4 4.0% 

 Total 100 100% 

 MONTHLY INCOME FREQUENCY PERCENTAGE 

1 Below Rs. 20,000 42 42.0% 

2 Rs. 20,000 – 40,000 18 18.0% 

3 Rs. 40,000 – 60,000 22 22.0% 

4 Above Rs. 60,000 18 18.0% 

 Total 100 100% 

 AREA OF RESIDENCE FREQUENCY PERCENTAGE 

1 Urban 52 52.0% 

2 Semi-Urban 32 32.0% 

3 Rural 16 16.0% 

 Total 100 100% 

Source: Primary data 

From the above table a total of 100 respondents participated in the study. In terms of age, the majority 

belonged to the 26–35 age bracket (32%), followed by the 18–25 group (31%). Males accounted for 52% of 

respondents and females 48%. Regarding educational qualification, 38% were Graduates, 26% each were 

Undergraduates and Postgraduates, and 10% had completed a Professional Course. Employed individuals 

represented the dominant occupational category (53%), while most participants reported monthly earnings 

below Rs. 20,000 (42%), indicating a largely employed, moderately-income respondent base. In terms of area of 

residence, 52% resided in Urban areas, 32% in Semi-Urban areas, and 16% in Rural areas. The demographic 

profile reflects a fairly educated, predominantly employed, urban respondent base with broad representation 

across income levels, lending diversity and credibility to the study findings. 

Table 1.2 Comparison of Gender and Consumer Awareness of Socially Responsible Brands 

GENDER 
STRONGLY 

AGREE 
AGREE NEUTRAL DISAGREE 

STRONGLY 

DISAGREE 
TOTAL 

Male 12 21 14 4 1 52 

Female 11 17 13 6 1 48 

Total 23 38 27 10 2 100 

Degree of Freedom = (r-1) (c-1) = (2-1) (5-1) = 4 

Level of Significance = 5% = 0.05 

x² Calculated Value Degrees of Freedom Table Value (5%) Result 

0.743 4 9.488 H₀ Accepted 

H₀ = There is no significant relationship between Gender and Consumer Awareness of Socially Responsible 

Brands on Social Media. 
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Evaluated against a significance criterion of 5% alongside 4 degrees of freedom, the tabulated critical figure is 

positioned at 9.488. The chi-square statistic yielded through computation from the gathered dataset produced a 

value of 0.743, sitting comfortably beneath the demarcated critical boundary. As the derived statistic nowhere 

approaches the rejection zone, adequate justification for nullifying the stated hypothesis remains absent. The 

hypothesis is accordingly preserved, demonstrating that participant gender carries no statistically detectable 

bearing upon consumer awareness of socially responsible brands on social media. An examination of response 

distributions across both gender classifications revealed no meaningful divergence, substantiating the position 

that gender identity functions as an inconsequential variable in determining consumer awareness of socially 

responsible brands. 

The null hypothesis is therefore accepted. 

Table 1.3 Comparison of Age Group and Social Media Engagement with CSR Brand Posts 

AGE 

GROUP 

STRONGLY 

AGREE 
AGREE NEUTRAL DISAGREE 

STRONGLY 

DISAGREE 
TOTAL 

18 – 25 13 14 2 1 1 31 

26 – 35 7 11 8 4 2 32 

36 – 45 5 6 3 2 1 17 

46 – 55 2 4 3 2 0 11 

Above 55 1 4 3 1 0 9 

Total 28 39 19 10 4 100 

Degree of Freedom = (r-1) (c-1) = (5-1) (5-1) = 16 

Level of Significance = 5% = 0.05 

x² Calculated Value Degrees of Freedom Table Value (5%) Result 

20.668 16 26.296 H₀ Accepted 

H₀ = There is no significant relationship between Age Group and Social Media Engagement with CSR Brand 

Posts. 

Evaluated against a significance criterion of 5% with 16 degrees of freedom, the demarcated critical boundary 

value is established at 26.296. The chi-square statistic computed from the assembled dataset registered a figure 

of 20.668, positioning itself considerably beneath the stipulated threshold and well within the acceptance zone. 

Since the derived test statistic fails to penetrate the rejection boundary, no statistically credible grounds exist to 

overturn the framed hypothesis. The hypothesis is consequently preserved, affirming that the age classification 

of respondents exercises no statistically detectable influence over their social media engagement with CSR 

brand posts. A comparative examination of response distributions across all age categories revealed negligible 

divergence, substantiating the conclusion that age grouping operates as an inconsequential variable in 

determining social media engagement levels among the surveyed population. 

The null hypothesis is therefore accepted. 

Table 1.4 Educational Qualification vs. Consumer Awareness Score 

EDUCATIONAL 

QUALIFICATION 
N MEAN STD. DEVIATION 

Undergraduate 26 3.554 0.485 

Graduate 38 3.329 0.673 



                                                                                                                     e-ISSN: 2582-5208 

International   Research  Journal of Modernization in Engineering Technology  and  Science 
( Peer-Reviewed, Open Access, Fully Refereed International Journal ) 

Volume:08/Issue:03/March-2026                        Impact Factor- 8.187                           www.irjmets.com 

www.irjmets.com                              @International Research Journal of Modernization in Engineering, Technology and Science 

 [545] 

Postgraduate 26 3.323 0.731 

Professional Course 10 3.260 0.717 

Source: Primary Data 

Table 1.5 ANOVA For Awareness Score 

SOURCE OF 

VARIATION 

SUM OF 

SQUARES 
df MEAN SQUARE F SIG. 

Between Groups 1.113 3 0.371 0.877 0.456 

Within Groups 40.593 96 0.423   

Total 41.706 99    

H₀: There is no significant association between Educational Qualification and Consumer Awareness Score. 

The ANOVA output brings to light a probability value of 0.456, a figure that exceeds the 0.05 significance 

boundary prescribed for evaluating hypotheses within this research. The pronounced gap between the 

obtained probability and the critical threshold confirms that there is no statistical justification to conclude that 

consumer awareness scores do not remain uniform across respondents belonging to differing educational 

categories. The variation detected among qualification groups is not systematic in nature but rather a product 

of incidental sampling variation. These statistical grounds render rejection of the null hypothesis untenable. 

The evidence gathered through this analysis firmly establishes that the educational qualification attained by 

respondents does not bear a statistically consequential association with the magnitude of their consumer 

awareness scores regarding socially responsible brands on social media. 

The null hypothesis is therefore accepted. 

V. CONCLUSION 

This research, centred on assessing the impact of social media marketing on consumer behaviour towards 

socially responsible brands, underscores a fundamental truth in contemporary marketing: while access to 

social media platforms and CSR communication has expanded considerably, the capacity of brands to convert 

awareness into deep, sustained loyalty depends critically on the authenticity, consistency, and transparency of 

their social media engagement strategies. 

Evidence gathered from 100 respondents indicates that most consumers possess a working familiarity with 

socially responsible brands through social media, with 61% agreeing they are aware of such brands via social 

media platforms. Consumer engagement and trust were also found to be positively influenced by CSR-related 

content, with the statement “Does engagement keep you interested in the brand?” recording the highest mean 

score of 3.57 in the engagement dimension, while “Do you trust brands that share CSR activities?” scored 3.59 

in the trust dimension. 

Chi-Square analysis revealed that gender and age group carry no statistically significant bearing on consumer 

awareness and engagement respectively, confirming that CSR-oriented social media marketing has a 

universally broad appeal across demographic segments. ANOVA results further confirmed that educational 

qualification does not significantly differentiate consumer awareness scores, suggesting that the positive 

impact of social media CSR communication transcends educational boundaries. 

In summation, bridging the gap between nominal social media presence and genuine consumer loyalty 

necessitates a convergence of efforts from brand marketing teams. Brands should invest in authentic and 

visually compelling CSR content, actively engage with consumers through timely responses and community 

building, leverage influencer partnerships strategically, and maintain regular CSR posting schedules. Achieving 

this vision is both feasible and imperative for realizing the full transformative potential of socially responsible 

branding in India’s rapidly evolving digital economy. 
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