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Customers propinquity for the Social Media Marketing ( SMM )

Introduction :

The research in the humanities has begun into the 21st century with various digital resources, and new disciplines outside of academia need change in the field of digital humanities ( DH ) . The Internet and social media have empowered customers with better content, more interactions and more resources.Digital marketing implies trading using digital technologies such as websites , social media, mobile ads and applications, streaming video content, e-mail, blogs, and other digital platforms, which can be accessed anywhere, any time by the customers through computers, smartphones , laptops, Internet ready TVs and other digital appliances. Social networking sites are described as web-based platforms that empower individuals to create a public profile in a bounded environment, share the list of other registered users , review and mark their connections' list . The platforms of social networking emerging as a significant communication medium these days . As a result, many corporate companies assumed that marketing on social network platforms could be achieved because users can share the information about their goods and services with each other [START_REF] Barczyk | Social networking media as a tool for teaching business administration courses[END_REF] . While social-media apps seem to antagonise some, these platforms and their data make them a strong marketing and research instrument . With regard to the business -clients interaction , the ability to enhance consumer correlation is one feature that is common among social networking activities: Evidence indicates that social media can strengthen correspondence besides online security and maintaining privacy among parties [START_REF] Risius | Effectiveness of Corporate Social Media Activities to Increase Relational Outcomes[END_REF][START_REF] Shareef | Social media marketing: Comparative effect of advertisement sources[END_REF] .Even now, on Facebook ,Instagram and hundreds of other social networking sites the traffic is rising constantly. Social networking marketing, or SMM, is a platform to construct and distribute contents on social network in order to accomplish your marketing promotion and branding objectives.Social media marketing involves practises such as posting of images and text notifications, videos and other content, which lead to public interaction and paid advertisements on social media.Social media marketing involves reaching your target customers and clients besides socially interconnecting each other and your brand. It has also been observed that increasing the brand awareness has public impact which has helped the organisation to understand the prospective customers and effectively reach a targeted audience [START_REF] Barefoot | Friends with benefits: A social media-marketing handbook[END_REF] . To address how this study qualifies as a digital humanities research and not humanities or a technical project , we put it simple that social media marketing focussed on sentiment analysis of customers , as well as it involves the interlink digitized text , images and time based media with maps ,timelines , blogs , data and visualisation etc . that are common tools of digital humanities which can be presented in real time applications and are becoming even more critical within the field of Digital Marketing . Digital infrastructure and the community could establish a joint platform for project development and aggregation of materials thereby promoting local , regional and global collaboration which is under the scope of digital humanities .

Research Questions

The current study is based on following research questions : i.

What are you trying to accomplish through marketing on social media?

ii.

Who is the intended consumer for you?

iii.

Where'd the target consumer prefer to hang out and how far the social media is accessible by them ?

iv.

What kind of advertisements regarding social media marketing do you like to broadcast among the consumers ?

v.

When has current social media participation been identified?

vi.

Where the campaigns for social media marketing is going to held to increase exposure and brand awareness?

Problem Statement :

The problem statement has been designed on five Ws ( who , what , when , where and why ) of the problems associated with the social media marketing that the present research seek to address. The research problem is the increased difficulties in marketing new products over social media network.

This research will analyze and understand how market penetration, customer brand recognition and brand credibility have an effect on purchasing and purchasing behavior through social media marketing.Some of the major objectives of this study include : i.

To understand why would consumers prefer social media marketing over traditional marketing .

ii.

Appraise the effect of customer engagement on consumer purchasing behaviour.

iii. Determine and measure the effect of brand credibility on customer purchasing behaviour.

iv.

Investigate the effects of brand awareness on consumer purchasing behaviour

Conceptualisation + Operationalisation

Social media marketing ( SMM ) constituted of mix marketing strategies that are primarily based on marketing promotion and social media promotion, driven mostly by participants in various interactive platforms and communities.Acknowledging the mechanisms and advantages of social media marketing, several enterprises and multinationals are already running their ads and marketing techniques digitally, several organizations have started to conducting their marketing strategies online on multiple social networking sites such as Facebook, Twitter, Blogging, Google etc. introducing an innovative marketing channel at a whole new paradigm.These types of marketing successfully establish another marketing sphere namely communication and interaction.Never before have advertising been so interactive.Marketers are using these interactive models to encourage their end users and consumers to receive feedback. It helps them to gain the consumers' perspective of the company's products and services.It also assists in knowing and following pricing strategies,analysis of competitors, perception of the market, global and international enterprises and other factors involved in the creation of a business. Buying behaviour can be described as the choice of a customer, including his or her interests, attitude and loyalty to a specific brand/product or service on the market. Studying purchasing behavior enables psychologists, retailers, advertisers and other integrated campaign staff to perceive, evaluate and appreciate how the consumers' imaginations and behaviors work that encourage them to purchase the specific product in the market.Consumer buying behaviour has set an ever-changing pattern in the demand for many goods and services in the market . Studying purchasing behaviour is thus imperative for the marketers to grasp and analyze the dynamics of one's favourite brands on the market.Consumer purchasing behaviour in world differs significantly in regard to various groups, starting from age to social status and also owing to diverse demographics , the perception of marketing among consumers differs remarkably from each other .

The buying behavior of consumers in world therefore varies from one another that needs to be targeted separately. 

. Sample ( + Populations ) :

In the sampling, an element is the object (or person) about which or from which the information is sought. In survey study, the element is typically the respondent . A population is the total of all the elements that share some common set of characteristics. Each marketing research project has a uniquely defined population that is described in terms of its parameters. The objective of most marketing research projects is to obtain information about the characteristics or parameters of a population. Sampling design begins by specifying the target population. The target population is the collection of elements or objects that possess the information the researcher is seeking.The present research involves studies conducted all across the world.The campaigns on social media marketing has been organised among various communities without any topographic restriction all across the globe,the outcomes of various studies have been presented in this research as data sets which have been analysed further. Therefore the samples of this research are essentially comprises of individuals,communities and organisations all across the world on which various studies regarding social media marketing have been conducted .

Data Collection :

When the data are collected to analyse a particular marketing problem, they are categorized as primary data. A researcher should bear in mind that the problem under study might not be unique until initiating primary data collection.Somebody else might have studied the same or related problem in marketing research.A quest for existing data may lead to relevant information.

Secondary data are any data collected for purposes other than the given problem. These data can be found easily and inexpensively in comparison to primary data collection . A brief comparison between primary and secondary data are tabulated below :

Fig.2 : A brief comparison of primary and secondary data

Besides secondary data are also useful in forecasting demand, tracking the economy, designing business intelligence systems, segmenting and targeting, and a myriad of other applications.

In view of these advantages and the use of secondary data, the basic rule employed in this research is as follows: First, analyse the available secondary data.Unless the secondary data sources have been exhausted or marginal returns have been produced this research should only focus on secondary data collection as analysis of secondary data will offer useful information and set the groundwork for more formal research, such as focus groups and surveys.The secondary data can be further classified into two categories internal data ( those are generated within the system where the studies have been conducted ) and external data ( those are conducted outside the system ) .

2.1 Sources of Data collection : Social media can be a source of both internal and external secondary data.Defining the target audience requires transforming the research problem into an accurate estimation of who should and should not be counted in the survey. To begin with , an attempt has been made to analyse the relevant data according to the research questions:

1. What are you trying to accomplish through marketing on social media?

Sol : Some of the goals to be accomplished through marketing on social media are :

i.

Increasing the sales ii.

Enhanching the target population

iii.

Improving the conversion rate iv.

Expanding the organic traffic v.

Reducing the bouncing rate

The major point of digital marketing just like any other marketing is to increase sales by driving more people towards the products and services. Digital marketing , in particular the social media marketing is considered as the one of the cost effective marketing method as it is affordable among more number of individuals with comparatively less cost. In this era of smartphones, personalised gadgets, high speed internet and the present covid-19 situation, social media marketing is acquiring the precedence over other marketing methods.The tracking of conversion rate to social media marketing can be achieved using services like Google analytics [ ⅰ] . These services track the marketing activities more effectively and thus digital marketing has an edge over conventional marketing .

According the following census

[ ⅰ -ⅱ ] .
 Customers of the new generation check their smart devices every 5.6 minutes.

 There are 220 Million users who are accessing digital services through their smartphones.

 In December 2016, the number of internet users in India was at 295.39 million.

 By 2017 the number of internet users in India has reached 437 million.

 The number of internet users by 2021 in India is estimated to reach 601 million.

 The number of users in India is growing at a very fast pace at 38%.  In 2016, 70 percent of Indian internet users were male while 30 percent were female users. This was estimated to change to 60 percent male users and 40 percent female users by 2020. According to a study the most popular social networks worldwide as of July 2020, ranked by number of active users(in millions) These advertisements are customised for every platforms and sites to make them more engaging .

Who

The images and audios for a particular site won't either be compatible with other sites, or deliver the same effect . Hence the customisation of ads are necessary . Every domains in the digital world that attracts the crowds can be turned into a digital marketplace .

According to a study [ ⅶ ] : Several sources suggest that customers worldwide make much of their purchases online from social media networks [START_REF] Jati | International Social Media Marketing : A Global Business Environment Perspective[END_REF] .Several customers, particularly those with increasing earnings , are motivated by the notions of others, most of which are posted on social media.Thus increased awareness is the most widely cited benefit of using social media for marketing purposes among global business professionals.



Methods of data collection :

Considering the scope of qualitative analysis, a range of data collection methods are adaptable for exploratory analyses of business problems in which the case studies are focused on numerous data sources derived from triangulation. This is the benefit of case studies because it allows a combination of various types of data, such as interviews, documentation , records and findings.The benefit of these data soucerces can be maximised under the account of following principles :

i.

Usage of various information sources

ii.

Establishing a case study repository iii.

Preserving a chain of evidence

The purpose of this research proposal , however, is not to elaborate in depth on these principles , but to enhance these multiple forms of data collection:

interviews ,reports ,documents,archives and observation.

Interviews :

The most often used source of evidence for evidence collection and case studies are the interviews that are mostly unstructured, unlike structured surveys where one participant asks questions, and the other provides answers. In common parlance, the word "interview" refers to a one-on-one conversation between an interviewer and an interviewee. These methods are widely accepted for any types of social research such that calculation or measurement techniques should be objective, accurate and reliable as far as possible.

3. Data Analysis : After the researcher has established the research questions , devised an appropriate research design , carried out fieldwork, and derived an appropriate solution ; the researcher can move on to next step that is the interpretation and analysis of the data.

Methodology :

Differences exist between qualitative and quantitative data analysis. In qualitative research using interviews, focus groups, tests, etc. , the interpretation and analysis of data involves recognizing and objectively evaluating common trends within the responses in order to achieve research goals and objectives. On the other hand the data analysis for quantitative research includes critical analysis and assessment of figures and statistics, and seeks to figure the reason behind the appearance of main findings. The present study involves both Quantitative (numerical) and qualitative (descriptive ) forms of data to analyse the trends of social media marketing worldwide and its benefit in human society . Thus it fulfil the objective of using the basic tools of digital humanities in the field of digital marketing and welfare of the human society . 

Data Visualisation :

The regression analysis of the data of social media marketing has been performed with NCSS software on the basis of statistical analysis ; the analysis of Facebook and youtube are depicted below : From these figures ( Fig. 3 and Fig . 4 ) ; it can be concluded that there is a positive correlations between the independent and dependent variables that means the sales and advertisements bear a positive relationship .

The analysis of the term ' Social Media Marketing ' using Google Ngram Viewer that charts the frequency of this term from a large corpus of books that were printed between 1500 and 2019 in Google's text corpora In global context , there are variety of reasons why global business professionals prefer social media marketing ( SMM ) over any other business platforms , some of them are followed:

i. Social media platforms enable to measure return on investment ( ROI ) :

Investment Return (ROI) is the relation between payback and investment that induces surplus and is typically used to evaluate the profitability on the investment. In view of this the managers must always have to consider trade-offs between rival strategic marketing innovatives and therefore their decision making is primarily focused on the maximisation of revenues.ROI thus satisfies the company's expectation for a tangible financial gain from an investment . However, when it comes to social media marketing, a range of new metrics are expected to be taken into account. The social network marketing differs from conventional marketing in a number of ways . Social media / digital marketing, for instance , could allow faster and easier marketing strategies to be created, faster and greater reach across a larger audience and enables easier assessment of the success of a campaign by virtue of analytics.Therefore, a clear emphasis and different approach are needed to be created for a more optimistic brand image and loyalty. Efforts have been made to assess the success of social media platform by using ratings ,shares, tweets, likes , scores, views and shifts in market share.However, several analysts argue that managers should begin by understanding user incentives to use social media and then assess social media investments made by consumers as they engage with marketers' products [7][START_REF] Appel | The future of social media in marketing[END_REF] .Therefore, ROI is not often financially tangible rather it is customers' activities (consumer investment), related to a certain social media platform which can be assessed with sentiment analysis .

ii.

Increase Brand Awareness :Social networking is one of the cheapest digital marketing tools for content syndication and to enhance the exposure of any company .Implementing a social media campaign would dramatically increase your brand visibility, while you reach a widespread audience which has the ability to further strengthen the image of your brand.Indeed, social media has been shown to raise awareness of the brand by boosting engagement.Social commitment involves aspects such as tweets, views, shares and postings.Social networking platforms also enable you to boost recognition of your brand by driving traffic to your website.It is obvious that your company will benefit from a social media platform that will have a larger reach among audiences and ultimately enhancing the popularity of the brand .

iii.

Foster Customer engagement/relationship : Customer engagement is characterised as frequent experiences of appreciation between customer and the company.Customer interaction strengthens a customer's personal relationship with an organisation, product or brand.Customer participation plays an significant role in forecasting company success and growing revenue. There is no denying that organizations ought to ensure better partnerships with their prospective customers. In order to measure participation, it is important to analyse the ratio of preferences (number of likes / number of total followers), responses (number of comments / number of total followers) and reposts (number of reposts / number of total followers).

iv.

Helps to Learn From Competitors : Social media are a good way to keep the rivals on record -whether this applies to their social media strategies, the goods they advertise, the promotions they are carrying out or their degree of engagement with followers.Social networking enables you to track what does and does not succeed with your competition, and allows you to determine what may or may not change your approach towards your business.Finally , the review of the rivals' social media accounts will help you to ensure that your content is exclusive to your company.

v.

Better Satisfaction among Customers : -Social media is an interaction and collaboration medium. It is essential to maintain the voice for your business through these medium to humanize your business.Customers would prefer that they receive a personalised message, rather than an automated response, when they share their comments on your site.To be able to identify any feedback implies that you are aware of the needs of your customers and are committed to fulfil these with best experiences.

Each consumer engagement with your company's social media platforms is a chance to exhibit your empathy for them . If a question or grievance is raised by the user, social media enables you to resolve the issue through interpersonal communication. Any brand that takes time to write personal letters, is regarded as intrinsically favourable ,even though a consumer's complaint is responded. 

Conclusions

Fig . 1 :

 1 Fig .1 : The above figure illustrates the conceptual framework of the research ; customer engagement ,band reputation and customer brand attitudes are considered as independent variables affecting the buying behaviour of the customers which is considered as an dependent variable that helps to determine the success of social media marketing over purchasing behaviour of the consumers .

3 .

 3 Where'd the target consumer prefer to hangout and how far the social media is accessible by them? Sol : The primary domains in the digital world where large crowds visit are the search engines, social media, email sites, blogs and websites. Major search engines are google and Bing. Some of the most used social media are Facebook and Instagram. This varies from country to country from time to time. Email sites like Gmail and Yahoo are currently leading the market. There are plenty of popular blogs and sites that attracts large crowds as well .The digital marketers make use of these platforms depending upon the targeted groups and audiences .

2. 2 . 2

 22 Documents , reports and archieves : Secondary data and archives are a very rich source of data that are seldomly exploited in other analysis methods. These kinds of data include newspapers , articles and memos . Archive reports are also a valuable source of information, and examples include the outcome of customers' survey , databases of customers' accounts , online messages or events and charts. The documents and archives used in this research proposal were statistics and reports of customers collected from online .

3. 2

 2 Methods of data analysis : The data has been analyzed using regression model with the help of NCSS software which has a full array of powerful software tools for regression analysis. The MLR (Multi linear regression) model has been employed as the study focuses on three independent variables that are customer engagement,band reputation and customer brand attitudes while the buying behaviour of the customers is considered as an single dependent variable that helps to determine the success of social media marketing over purchasing behaviour of the consumers . Besides we have employed Google Ngram which is an online search engine that charts the frequencies of any set of search strings using a yearly count of n-grams found in sources printed between 1500 and 2019 in Google's text corpora. TwXplorer that helps one understand what people are talking about some topic on Twitter and Voyant Tools which is an open-source, web-based application for performing text analysis. It supports scholarly reading and interpretation of texts or corpus, particularly by scholars in the digital humanities, but also by students and the general public.

Fig. 3 :Fig . 4 :

 34 Fig.3 : The regression analysis of Facebook

Fig . 5 :

 5 Fig .5 : Google Ngram analysis of the term ' Social Media Marketing ' .

Fig . 6 :

 6 Fig .6 : The analysis of the term ' Social Media Marketing ' using Twxplorer .

Fig . 7 : 4 .

 74 Fig .7 : An analysis of collected data using Voyant Tools

:

  The influence of social media has gained greater significance with the emerging communication technologies. The social media platforms are important to describe what we think, how we perceive things around us and to speak about the different issues in our society . Social media has greatly influenced various facets of society, such as cultural , spiritual, social , economic , political and religious issues and has impacted the way people think , feel, and respond to specific issues. Social networking in a way spreads awareness and had provided the medium for advertisers to sell their products online. This research analyses and acknowledges the influence of Social Media and its role in marketing by comprehensive analysis of existing research.The benefits of social media marketing in global context are discussed in the current study as well.

's the intended consumer for you? Sol :

  Target group changes from people to people. It depends upon the types of services or products the business is offering. While targeting, factors like race, ethnicity, gender, age, education, profession, income, marital status, hobbies buying behaviour and habits, values, access to technology etc. are to be considered. This would help the effective execution of the marketing problem. Technology is not only a young person's game. According to recent statistics [ ⅳ ] , people in the 55+ age group worldwide are flocking towards Facebook. Besides that, among four in ten seniors now own smartphones.  85% of the people in the 55+ age group have a cell phone; 46% have a smartphone  67% of the people in the 55+ age group have internet at home (84% of those age between 65-69, number reduces for older seniors beyond age 69 )  62% of the people in the 55+ age group use Facebook and 20% use LinkedIn  Very few (less than 10%) of the people in the 55+ age group use other popular social networks (Instagram, Twitter, SnapChat etc . ) Around 54 percent of the Indian internet base users was between 20 and 39 years old in early 2019. People over the age of 40 formed the lowest share, while youngsters in the age group of 12 to 15 years made up a good 14 percent share of the total internet user base. India had over 560 million internet users that year, ranking second in the world in terms of the number of people with internet access.

Some of the studies

[ⅲ] 

suggest that : 

What kind of advertisements regarding social media marketing do you like to broadcast among the consumers? Sol

  

	11. 5.	QZone amazon.com	[ⅴ ]	517 492,468,801
	S. No. 12. 6.	Social media platform Snapchat yelp.com	Number of active users in millions 433 189,284,057
	1 . 13. 7.	Facebook Reddit reddit.com		2,701 430 184,283,420
	2. 8.	YouTube imdb.com		2,000 168,686,113
	3. 9.	WhatsApp fandom.com		2,000 168,358,254
	4. 10.	Facebook Messenger pinterest.com	1,300 160,008,934
	-Most visited websites by search traffic(US,2020) [ ⅵ ]
	5. Site/monthly traffic Weixin / WeChat		1,206
	4.			
	6. S. No.	Instagram Website		1,158 Monthly Traffic
	7. 1 .	TikTok youtube.com		689 1,625,928,544
	8. 2.	QQ en.wikipedia.org		648 1,032,257,682
	9. 3.	Douyin twitter.com		600 535,672,329
	10. 4.	Sina Weibo facebook.com		523 512,517,207

: The major types of advertisements in digital marketing are image, gifs, video and audio.

Where the campaigns for social media marketing is going to held to increase exposure and brand awareness?

  Email marketing is also very effective because users are tied to their emails for both professional and personal uses.Content marketing is referred to the delivering of relevant and consistent content to attract and retain a defined audience among potential consumers.Search engine optimization dictates the search engine results which does great favor for marketing.Pay per click ads are literally the digital version of the billboards, that companies pay the owners of the websites to put up their advertisements on websites. Affiliate marketing is a type of referral to products or services in return for commissions.The following report indicates the social media users worldwide based on a study performed on October 2018 and the reports are compiled from Statista [ Xi -Xiii ; 5 ] :

	 91% of all social media users access social channels via mobile devices. Likewise, almost iii. Email marketing 69.7
	iv.	80% of total time spent on social media sites occurs on mobile platforms (Lyfemarketing, Content marketing
	v.	2018). SEO			
	vi.	Pay per click			
	 Only 15% of people watch Facebook videos with the sound on. Thus while creating a vii. Affiliate marketing
		video on Facebook, it is emphasized to use the subtitles or make the video more
	comprehensive in the absence of audio . Otherwise, the majority of the views could be Statistics indicate that average users have about eight social media accounts and spend an
	wasted! If you scroll through your newsfeed, you'll likely notice that most viral videos average of 2 hours and 22 minutes per day on them. Brands partnering with influencers in the
	are capable of getting the targeted views without sound. (Lyfemarketing, 2019) digital spaces are common. Celebrities endorsing a product or service would build trust among Social Media Platforms No. of users (in millions )
	5. When has current social media participation been identified? Facebook YouTube WhatsApp Facebook Messenger WeChat Instagram Tencent QQ QZone Douyin / TikTok SinaWeibo Twitter Reddit the customers. • Google ad revenue [ⅹ] LinkedIn	2.2 1.9 1.5 1.3 1.0 1.0 0.803 0.548 0.500 0.431 0.335 0.330 0.303	
	BaiduTieba		0.300	
	Skype			0.300	
	S.No. Snapchat	Year	USD ( in billions ) 0.291
	Viber			0.260	
	Pinterest		0.250	
	LINE	1.	2015	0.203	67.39
	Telegram		0.200	
	 worldwide revenue of digital market 2. 2019		134.82
	 2019-335.5 billion USD			
	• 2024 -estimating 460.65 billion USD • Facebook ad revenue [ⅹ]		
	S.No. 6. Sol : Major platforms in digital marketing are: Year 1. 2015	USD ( in billions ) 17.93
	i.	Social media			
	ii.	Influencer marketing			

video ads are shared 1200% more than texts and links combined  The following social media statistic shows us the number of daily active Instagram users, which has increased from 150 million in January 2017 to 500 million in January 2019 (Statista, 2019 ).

Sol : Digital marketing started during the 1990s. The advent of companies like Yahoo and google after the internet boom, paved way for this. During this period, the general public were consumers of the internet. After the advent of social media like Facebook, the common people also started actively participating in contributing contents over internet which made internet more popular and engaging among the crowds. Cookies were introduced that would track the browsing habits of users that has helped the digital marketers to a great extent.According to a study

[ ⅷ -ⅸ ] 

 The digital advertising industry across India had a market size of around 160 billion Indian rupees in the financial year 2019, up from just 47 billion Indian rupees in financial year 2015. This was projected to go up to around 539 billion rupees by financial year 2024, indicating a big growth in the industry segment.
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