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Abstract— The study concludes with a discussion of the 

lessons learned from the research: networking and creating 

relationships with other businesses, increases brand 

exposure; focusing more on relationships than sales, 

increases sales; interesting content promotes interaction; and 

one main barrier to entry is a learning curve. He brave new 

world of social media has captured the attention of scholars 

and book writers around the world, which has led to the 

publication of a number of works about Twitter, Facebook 

YouTube and the like. Most of these books are practical and 

industry-based in nature and do not consider in-depth the 

social media impact in audiences and communication 

strategies. Nevertheless, the vitality of the editorial market 

underlines the research relevance than social media and social 

networks are acquiring. 
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I. INTRODUCTION 

Social media plays a vital role in marketing and creating 

relationships with customers. With limited barrier to entry, 

small businesses are beginning to use social media as a means 

of marketing. Unfortunately, many small businesses struggle 

to use social media and have no strategy going into it. As a 

result, without a basic understanding of the advantages of 

social media and how to use it to engage customers, countless 

opportunities are missed. The research aims to acquire an 

initial understanding of how a small business recognized for 

using social media to grow the business, uses social media to 

engage customers. This is especially true for companies 

striving to gain a competitive advantage. 

A. Virtual Brand Community 

This means that an individual’s cultural or ethnic background 

will influence how they will interpret social media and its 

content. “Social networking has allowed the evolution of new 

culture where it is no longer shaped by just individual values 

and ideologies, but also by new rituals and communication 

tools in the social space of Web 2.0” (Pookulangara and 

Koesler 2011, 352). 

This means that an individual’s cultural or ethnic 

background will influence how they will interpret social 

media and its content. “Social networking has allowed the 

evolution of new culture where it is no longer shaped by just 

individual values and ideologies, but also by new rituals and 

communication tools in the social space of Web 2.0” 

(Pookulangara and Koesler 2011, 352). Retailers need to be 

conscious of the importance of culture when utilizing social 

media, since social networks are a merging of different 

cultures and the creation of new online cultures 

(Pookulangara and Koesler 2011). In addition, cultural 

backgrounds and traditions may factor into the formulation of 

a consumer’s opinion and attitude towards a brand or product. 

II. OBJECTIVE OF THE STUDY 

The prime research objective of this project is to identify the 

strategies that aid an SME’s use of social media to interact 

with consumers. The project deals with two specific topics 

that are rarely discussed together: SME’s marketing strategy 

and social media. The majority of academic literature 

discussing social media strategy in organizations only 

researches strategy in large organizations. 

The limitations exiting system: 

 Because a variety of companies exist, it was unfeasible 

for the scope of this research to cover every industry. 

 The limitations of the collected data make it difficult to 

make generalizations across industries, companies, and 

locations. 

 The research lacks a comparison between the practices 

of a company recognized for using social media 

marketing successfully and a company using it less 

successfully. 

So the purpose of this research is 

 To identify the strategies that aid small-to medium 

enterprises’ (SME) use of social media to engage 

consumers. 

 SME sector is important within most economies, it is 

important to understand how small businesses are taking 

advantage of marketing techniques and social media best 

practices 

 To promote business to consumer relationships. 

 To engage and interact with consumers to create lasting 

relationships. 

 To engage customers and build long term relationships, 

which helps the business grow. 

III. RESEARCH METHODOLOGY 

The research design indicates the type of research 

methodology under taken to collect the information for the 

study. The researcher used both descriptive and analytical 

type of research design for his research study. The main 

objective of using descriptive research is to describe the state 

of affairs as it exists at present. It mainly involves surveys and 

fact finding enquiries of different kinds. The researcher used 

descriptive research to discover the characteristics of 

customers. Descriptive research also includes demography 

characteristic of consumer who use the product. The 

researcher also used analytical research design to analyze the 

existing facts from the data collected from the customer. 

A. Area of the study 

The area of the study is confined to employees of public 

places. 

B. Research instrument 

The Structured questionnaire is used as the research 

instrument for the study. 
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C. Questionnaire Design 

The questionnaire framed for the research study is a 

structured questionnaire in which all the questions are 

predetermined before conducting the survey. The flowing 

quaternary is used for study. 

The scales used to evaluate questions are: 

Dichotomous scale (Yes or No) 

Likert 5 point scale (Highly satisfied, satisfied, Neither 

Satisfied nor dissatisfied, Dissatisfied, Highly dissatisfied) 

Category scale (Multiple items) 

Ranking type (R1, R2, R3…) 

The questionnaire for the research was framed in a 

clear manner such that it enables the respondents to 

understand and answer the question easily. The Questionnaire 

was designed in such a way that the questions are short and 

simple and is arranged in a logical manner. 

D. Pilot Study 

It is appropriate to conduct pilot survey to check the 

reliability of the questionnaire. So pilot study was conducted 

on 5 respondents which is a 10% of the sample. 

E. Sampling design 

A Sample design is a definite plan for obtaining a sample 

from a given population. It is the procedure used by the 

researcher in selecting items for the sample. 

F. Sample size 

Sample size=50 samples, variance and confidence methods 

are used for determining sample size. 

G. Primary data 

Primary data is the new or fresh data collected from the 

respondents through structured scheduled questionnaire. 

H. Secondary data 

The secondary data are collected through the structured 

questionnaire, literature review and also from the past records 

maintained by the company 

IV. ANALYSIS OF THE DATA 

The collected data is tabulated and diagrammatically 

presented in order to facilitate analysis and interpretation. 

Statistical tools like percentages. Diagrammatic 

representation includes simple bar diagram and pie diagram. 

Correlation is also applied to test the assumption of the study. 

A. Type of sampling 

The sampling type is non – probability which involves 

deliberating selection of particular units constituting a 

sample, which represents the universe. 

B. Stratified sampling 

stratum means a layer population from which samples are to 

be selected may contain a number of layers from each layer a 

few samples are selected that is why this method is called 

stratified sampling. 

C. Statistical methods used 

 Percentage analysis 

 Bars & charts 

 column diagrams 

1) Percentage analysis 

Percentage refers to a special kind of ratio. Percentages are 

used in making comparison between two or more series of 

data. Percentage is used to describe relative terms the 

distribution of two or more series of data. 

No. of Respondents 

Percentage of respondents=_____X100/ Total Respondents 

V. RESULT AND DISCUSSION  

A. Age Wise Classification 

S. 

No 
Particulars 

No. Of 

respondents 

% of 

respondents 

1. under 20 17 15 

2. 20-29 23 21 

3. 30-39 35 32 

4. 40-49 10 9 

5 above 50 25 23 

 TOTAL 110 100 

Table 1: Age wise classification 

B. Inference 

From the above table it is observed that, 50% of respondents 

are between  under 30 years, 30% of respondents are 30-40 

years, 16% respondents are between 40-50  and 4% of 

respondents are 50 years and above. 

C. Age Wise Classification 

 
Fig. 1: Age wise classification 

D. Gender Wise Classification 

The following table shows the gender wise classification 

 

S. 

No 
Particulars 

No. of 

respondents 

% of 

respondents 

1. Male 70 64 

2. Female 40 36 

 TOTAL 110 100 

Table 2: Gender wise classification 

E. Inference 

From the above table it is observed that the highest 64% are 

male and 36% of the respondents are female. 

The following figure is the diagramming 

reorientation of the above table. 

F. Gender Wise Classification 

 
Fig. 2: Gender wise classification 
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VI. CONCLUSION 

This project combines a set of ideas about how a customer 

satisfaction approach might be developed in the public and 

nonprofit sector and in vulnerable neighbourhood. It builds 

on a full body of research within the business sector and on 

strategies implemented by award-winning customer service 

companies. However, applying these ideas and strategies in 

the challenging terrain of the public sector and tough 

neighbourhood requires both deeper thinking and on-the-

ground action. It requires a need to delve more deeply into the 

challenges, nuances, and techniques of customer service 

principles and strategies in the context of vulnerable 

neighbourhood and the public sector. And it must go beyond 

the conceptual by taking action to explore and test the 

approach. This customer satisfaction project envisions the 

eventual development of an initiative or a number of pilots 

that are co-designed with an identified local consumer group, 

public agencies, and neighbourhood residents.  
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