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ABSTRACT     Social media has gained much importance and has become much popularized from the past several 
years. Marketers have adopted this to promote their business products and services. This paper attempts to find the 
effectiveness of Social Media Marketing (SMM) and customer’s satisfaction by using FMCG products. The main objective 
of the paper is to know the effect of SMM on retailers and the impact of SMM on customer satisfaction towards Fast 
Moving Consumer Goods (FMCG). The data of the study was collected through primary source by issuing questionnaire 
within Bangalore. The reliability test of the data was conducted and the Cronbach Alpha test was 0.7 which explains 
that data is reliable. The Shapiro-Wilk Test, p value was more than 0.05 thus proving the data was normal. Correlation 
and One Way-ANOVA test was applied to test the objective of the study with the help of SPSS software. The p value in 
Anova test was 0.038, thus rejecting the null hypothesis. The Post-Hoc test concludes that there was significant 
difference between the FMCG products affecting the customer satisfaction. The study says that Social Media has a 
negative impact on retailers as it has influenced the customers by their creative way of marketing their products by 
using various social media platforms. It was also found that customers are satisfied by the purchase of FMCG products 
through a platform like social media marketing. 
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INTRODUCTION 
Marketing is considered as a scientific and a developed tool which keeps on changing according to the needs 
and preferences that take place in market (Dr. M. Saravanakumar, 2012).This study talks about the 
marketing transformation that has been taking place over more than twenty years which is also a discipline 
of management activity. SMM is one among the trending marketing strategy which enables the users to use 
the Social Media platform to promote their product or service (Efthymios Constantinide, 2014). Social Media 
sites like Facebook, Twitter, and LinkedIn to name a few have become very popular for businesses to 
promote their products and services. Social Media has replaced the lengthy channel of distribution and is a 
connecting tool between the global customers and manufactures. Due to rapid advancements and 
developments in networking, the purchaser associating with each other and with other organisations has 
changed. This change in the way of associating has also impacted the way customers make purchasing 
decisions (Xi Y Leung, 2015). According to Social Media Examiner, aapproximately 96% of the marketers are 
engaged in SMM, but 85% of them areunaware which tools should be implemented. In the current dynamic 
market, it is necessary for each and every business to cope up with the fast-moving technology and to be 
smart enough to market their product or service. Social media’s causes are aided by developing number of 
electronic gadgets in every household (dave, 2016). It becomes very much necessary for the marketing 
organisations to commit to their responsibility of delivering superior quality products and services as they 
know that customers can thoroughly check the company’s quality and price and can also replace their 
products with something better and also reviewthose productsand services as well as can share their own 
experiences to other customers (Efthymios Constantinide, 2014). The purpose of this study is to know how 
Social Media Marketing is impacting the purchase decision of FMCG products and to know the customer 
satisfaction of the same in India. 
 

Statement of the Problem 
Fast Moving Consumer Products (FMCG) has gained an increasing attention by the marketers in recent 
years. Marketers are trying their best to market their products innovatively and effectively. Therefore, Social 
Media Marketing has gained momentum. But the customer’s satisfaction towards Social Media Marketing is 
still blurred. Therefore, this study attempts to find out the Customer Satisfaction on FMCG Products which 
are purchased through Social Media Marketing.  
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Review of literature 
Marketing is heart of the business success (dave, 2016).Business succeeds only when there is an effective 
marketing tool for promoting their products and services. There are many plans available where the 
businesses can promote its products and services, like the traditional ways which consists of marketing 
through newspapers, radio, television, flyers and many more. And another effective way of promoting is 
through Social Media where it includes using various Social Media applications and sites such as Facebook, 
LinkedIn, Twitter, YouTube and many more which are becoming popular in recent times. If we observe the 
changing trend in marketing, it is very important to note the role played by Web 2.0 and the Social Media as 
well (Efthymios Constantinide, 2014). “Web 2.0 can be understood as a set of social, economic, and 
technological trend which forms the base for the future users of the Internet, which will act as a more 
developed and a different medium where there will be more participation and freeness among the users 
(O’reilly, 2005).  
SMM is one of the emerging tools for the business organisation to promote their products and services. SMM 
is not a new concept but has been emerged as an effective tool for the business in promoting their products 
or services in 21st century. Every business organisation has to know how this works and has to implement 
this concept in promoting their products and services which helps in increasing the value of the business. It 
is all about understanding how Social Media sites like Facebook, LinkedIn, twitter and various other social 
networking sites  helps the business to increase their profit.(Efthymios Constantinide, 2014)Defines the 
marketing model in future will be entirely based on customers cooperation, their willingness to adopt 
changes and their honesty rather than just controlling customers preference. The Social Media involves 
changes but at the same time gives opportunities for improving marketing strategies which will be in 
cooperated in a new business environment where the main aim is to place the customers on priority list. 
Social Media connects the gap between the customers and the manufactures and helps the customers to 
know more about the various products that are available in the market as most of the youngsters are 
actively involved in various Social networking.  
It was found that SMM is more effective when compared to that of traditional advertising in the recent years. 
As it is collectively different from the traditional way, it involves strategic planning which helps the business 
to build its brand image and loyalty among the customers.When compared to traditional Media Marketing, 
Social Media Marketing has huge impact on buying behaviour of customers and their satisfaction towards 
the products. The youngsters are involved more in Social Media and various other communication platforms 
to help the business and its brand to build brand loyalty among the customers.(Bamini KPD Balakrishnan, 
2014)Author says that SMM is a medium which is considered as an important marketing tool to reach future 
generation consumers. Conceptual model was built by (Hafsa abdul Hafeez, 2017)to know the customers 
buying decision which includes variables such as Social networking site feedback, EWOM (electronic word 
of mouth) communication, Consumer experience, and information search and it was also found that various 
factors of Social networking sites are affecting consumers purchasing decision and the customers have a 
platform to discuss and build a honest relationships.(Usha Ramanathan, 2017)As the customers are the top 
priority, the marketers should be able to deliver the right amount of goods at the right time and at right 
place which helps the retailers to win their hearts and to maintain their loyalty.When the customers are 
highly satisfied with the brand they use, they tend to influence the purchasing decisions of others and they 
recommend the same brand.(Irem Eren, 2012)Author says that thecustomer’s loyalty depends on the brand 
being positively portrayed and by the campaigns they hold and also by the offers as well as how they show 
themselves on other Social Media platforms.(Dr. Rambabu Gopisetti, 2017)Consumers perceived that 
Television, Quality and Brand loyalty are the powerful factors to influence the consumer buying behaviour. 
Television is a powerful tool for spreading the information of brands to the final consumers. 
Social Media acts an important platform for retailers where they get an opportunity to track the customers 
changing tastes and preferences. The retailers also get to correct their failures by obtaining feedback from 
the customers. The quick way of obtaining information has helped many retailers to solve problem and to 
satisfy customers (Brin, 2011). Retailers who are actively involved in Social Media tend to have a 
trustworthy relationship as well as establish effective communication with suppliers as well as customers. 
Hence, the retailer can provide customers with more appropriate and current situation information as when 
theinformation is transmitted from the supplier. With the increased interaction between the consumer and 
the retailers, the higher would be the brand loyalty as well as the retailer, thus leading to higher positive 
results.(Hughes, 2013). 
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Research Gap 
Most of the study is based on Social Media Marketing, but there are very less studies conducted on FMCG 
Products. Many studies are done either on company’s performance or on customer satisfaction but there are 
few studiesfocusing on both retailers and customer satisfaction. This paper is based on both the perspective. 
 

Objectives 
 To know the effect of SMM on retailers. 
 To know the impact of SMM on consumer satisfaction towards FMCG Products. 

 

Hypothesis  
H0: The customers are not satisfied with the FMCG Products using SMM 
H1: The customers are satisfied with the FMCG Products using SMM 
 

Methodology 
This study incorporates a questionnaire which was framed based on the conclusion of the literature review. 
The questionnaire was examined and revised; the data was collected from different demographic factors. 
The questionnaire was distributed in Bangalore India. Since Bangalore is a place where there is high level of 
migrated individuals across India. A simple random sampling was adopted. Sample sizes of 388 respondents 
werecollected.  

A. Data collection 
The Data was collected from 388 respondents. The middle age of the respondents was found out to 
be 26 years with the reach from 10 to 60. Out of 388 respondents 187(48.2%) are female 
respondents and remaining 201(51.8%) were male respondents. 251(64.9%) respondents were 
students studying various courses, 89(23%) were employees, 21(5.4%) were involved in business 
7(1.8%) were homemakers and 19(4.9%) were professionals. 
B. Data analysis 
Data analysis primarily focused on three aspects of FMCG market – 
1) Usageof Social Media and effect on retailers. 
2) Type of products used by customers in FMCG. 
3) Customer satisfaction towards FMCG Products purchased through Social Media Marketing. 

The data collected depictsthat Facebook is the most likely preferred Social Media followed by Instagram and 
YouTube.As Facebook has created unique platform for the business to promote their products and services, 
hence it stands as the most preferred Social Media among the various other Social Medias. 
 

Data Analysis and Interpretation: 
Table 1 
Frequency Table 

Statistics 

 

Do you prefer 
Social Media 
Marketing over 
Retail 
Marketing? 

How satisfied are 
you with the 
purchase of 
FMCG Products 
using Social 
Media 
Marketing? 

Which of the 
following FMCG 
products are 
bought 
frequently by 
you using social 
media 
marketing? 

N Valid 388 388 388 

Missing 0 0 0 
Mean 1.299 3.572 2.539 
Median 1.000 4.000 2.000 
Mode 1.0 4.0 1.0 
Std. Deviation .4584 .8906 1.5219 
Sum 504.0 1386.0 985.0 

 

The above table shows the total respondents is 388 and the mean is differing in all three cases 
i.e.1.299, 3.572 and 2.539 but it can be noted that mean is highest in the 2nd case which shows that people 
are more satisfied with the purchase of FMCG products using social media. It can also be seen that the data is 
rightly skewed. 
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Standard deviation is nothing but deviation from mean or how the group differs from mean value. As we can 
notice here, the Standard deviation is increasing which means that the preferences of customers lie apart. 
Table 1.1 

Do you prefer Social Media Marketing over Retail Marketing? 

 F Percentage 
Valid 1.0 272 70.1 

2.0 116 29.9 
Total 388 100.0 

 

The above table indicates whether respondents prefer Social Media Marketing over retail 
marketing, Out of 388 respondents, 272 respondents (70.1%) prefer social media marketing over retailers 
and the rest 116 which comes up to 29.9% respondents do not prefer Social Media Marketing over retailers, 
which shows that majority of the population accept Social Media as the best platform for marketing FMCG 
products. 
Table 1.2 

Which of the following FMCG products are bought frequently by you using social  
media marketing? 

 F percentage 
Valid 1.0 140 36.1 

2.0 72 18.6 
3.0 49 12.6 
4.0 109 28.1 
5.0 3 .8 
6.0 2 .5 
7.0 13 3.4 
Total 388 100.0 

 

The above table shows the most preferred FMCG products consumed by the respondents. Various 
FMCG products were named as 1=Household Products, 2=Personal care, 3=Cosmetics, 4=Food and 
Beverage, 5=Pet Care, 6=Baby care, 7=Natural products. From the above table it indicates that Households 
products were more frequently used by the respondents followed by Food and Beverages and later by 
Personal care and it goes on. Hence, it is proved that respondents are more likely to purchase Household 
products. 
Table 1.3 

How satisfied are you with the purchase of FMCG Products using  
Social Media Marketing? 

 F percentage 
Valid 1.0 12 3.1 

2.0 23 5.9 
3.0 131 33.8 
4.0 175 45.1 
5.0 47 12.1 
Total 388 100.0 

 

The above table indicates the satisfaction level of the respondents towards the purchase of various 
FMCG products. It was scaled as 1=Strongly Dissatisfied, 2=Dissatisfied, 3=Neutral, 4=Satisfied, 5=Strongly 
Satisfied.  It was found that the maximum respondents are satisfied with the purchase of various FMCG 
products by the influence of social media marketing. It shows that respondents prefer online shopping as it 
provides better quality services over the retail shopping.  
Table 2 

Correlations 

 Preference of SMM over  
Retail Marketing. 

SMM as an effective tool for  
advertisement. 
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Preference of SMM over Retail Marketing. 
Correlation 
Sig. 

 
 
1 

 
 
 
.025 

SMM as an effective tool for advertisement. 
Correlation 
 Sig. 

 
 
 
0.25 

 
 
1 

 
From the above table, correlation value is 1, which shows there is a perfect positive correlation. The 
significant level is less than 0.05, the values are significant. The coefficient of correlation measures the 
strength of the relationship which is 0.03 (round off) which concludes that there is significant relationship 
between the advertisements on social media and the preference of customer purchase shifts from retailers 
to the social media purchase. (There is significant relationship between the advertisements on social media 
when compared to that of retail marketing as people prefer social media marketing more than the retail 
marketing). 
Table 3 

Reliability Statistics 

Cronbach's 
alpha 

Number of 
Items 

.682 10 

 

The above test was conducted to know how reliable the data is. Since the Cronbach’s alpha value is 
more that 0.7(rounded off) the data is set to be reliable and therefore Anova Test can be used. 
Table 4 

Tests of Normality 

 Do you recommend others 
to purchase products 
through Social Media 
Marketing? 

Kolmogorov- 
Smirnova 

Shapiro- 
Wilk 

 
Statistic Df Sig. Statistic df Sig. 

How satisfied are you 
with the purchase of 
FMCG Products using 
Social 
Media Marketing? 

Yes .193 293 .200 .920 293 .428 

No 

.162 94 .200 .883 94 .240 

 

The above table explains the Normality Test for the data collected. The Shapiro-Wilk Test shows 
that the p value at 95% significance value is more than 0.05. Also, Kolmogorov-Smirnov test also shows that 
the p value is more than 0.05. Therefore, the data is said to be normal. 
Table 5 

ANOVA 
How satisfied are you with the purchase of FMCG Products using Social Media Marketing? 

 Sum of Squares df Mean Square f Significant 

Between Groups 3.651 6 .608 .763 .038 
Within Groups 303.000 380 .797   
Total 306.651 386    

 

H0: The customers are not satisfied with the FMCG Products using SMM 
H1: The customers are satisfied with the FMCG Products using SMM 
 
The above table helps to explain whether the customers are satisfied with the FMCG Products purchased 
using Social Media Marketing. The p value from the above table is 0.038 which is less than 0.05, at 9 5% 
significance value. Thus, there is substantial proof to reject the null hypothesis, this means that the FMCG 
products and customer satisfaction is attributed by specific cause and the alternative hypothesis is accepted. 
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Table 6 
Multiple Comparisons 

Dependent Variable: How satisfied are you with the purchase of FMCG products using Social Media 
Marketing? 
Tukey HSD 

(I) Which of the following 
FMCG products are bought 

frequently by you using 
social media marketing? 

(J) Which of the following FMCG 
products are bought frequently 

by you using social media 
marketing? 

Mean 
Difference  

(I-J) 

Standard 
Error 

Significant 

Household products 

Personal Care -.029 .130 .025 
Cosmetic -.017 .148 .041 

Food And Beverages -.070 .114 .023 
Pet care -.446 .521 .979 

Baby Care 1.054 .636 .645 
Natural Products .169 .259 .995 

Personal Care 

Household products .029 .130 .025 
Cosmetic .012 .165 1.000 

Food And Beverages -.041 .136 1.000 

Pet care -.417 .526 .986 
Baby Care 1.083 .640 .622 

Natural Products .199 .269 .990 

Cosmetic 

Household products .017 .148 .041 

Personal Care -.012 .165 1.000 
Food And Beverages -.052 .154 1.000 

Pet care -.429 .531 .984 
Baby Care 1.071 .644 .641 

Natural Products .187 .279 .994 

Food And Beverages 

Household products .070 .114 .023 

Personal Care .041 .136 1.000 
Cosmetic .052 .154 1.000 

Pet care -.376 .523 .991 

Baby Care 1.124 .637 .573 
Natural Products .239 .262 .970 

Pet care 

Household products .446 .521 .979 
Personal Care .417 .526 .986 

Cosmetic .429 .531 .984 
Food And Beverages .376 .523 .991 

Baby Care 1.500 .815 .522 
Natural Products .615 .572 .935 

Baby Care 

Household products -1.054 .636 .645 
Personal Care -1.083 .640 .622 

Cosmetic -1.071 .644 .641 

Food And Beverages -1.124 .637 .573 
Pet care -1.500 .815 .522 

Natural Products -.885 .678 .850 

Natural Products 

Household products -.169 .259 .995 

Personal Care -.199 .269 .990 
Cosmetic -.187 .279 .994 

Food And Beverages -.239 .262 .970 
Pet care -.615 .572 .935 

Baby Care .885 .678 .850 

 

The one-way anova explained that the customers are satisfied with the FMCG products using Social Media 
Marketing, but there arises a question on which FMCG product satisfies the customer to the large extent. 
Henceforth, the hypotheses for the test are 
H0: There is no mean difference among the FMCG Products 
HA: There is mean difference between the FMCG Products. 
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The above table is the result of the Post-Hoc Test. The above table explains that Personal Care, Cosmetics 
and Food and Beverages, p value is less than 0.05 at 95% significance level; thereforethere is statistical 
significant difference of customer satisfaction among the FMCG Products, thereby rejecting the null 
hypothesis and accepting the alternative hypothesis.  
 

Conclusion 
In this competitive business world customer’s feedback, reviews and their satisfaction has a high effect on 
the business. The study concluded that SMM is an effective and emerging tool in marketing of products and 
services. The retailers are severely hit by the increase in online marketers. This study has also added that 
SMM has a negative impact on the retailers, thus forcing them to be innovative in marketing their products 
and services.  
This research helped the marketers to be innovative and concluded that SMM plays a vital role in marketing 
of goods and services. The FMCG products are the most preferred and dynamic in nature, therefore 
marketers have to be innovative in marketing them, thereby increasing their customer base. The study 
therefore concludes that the customers are satisfied with the purchase of FMCG products brought through 
SMM.   
 

Future Scope: 
This study has concentrated only on the FMCG Products in the market, specifically taking only seven 
products. The study can also be applied to other plethora products and other sectors using SMM, thereby 
benefitting the marketers. 
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