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Abstract

This study examines the role of social media platforms in enhancing the visibility, engagement, and
growth of local businesses in India. A quantitative survey was conducted among more than 100 social
media users from Pune, Mumbai, and Nagpur to understand consumer perceptions and usage patterns
related to platforms such as Instagram, WhatsApp, Facebook, and YouTube. The findings indicate
that 64.7% of respondents frequently notice local businesses promoting their products or services on
social media, while 81.2% prefer Instagram and WhatsApp due to their visual appeal and ease of
communication. Product images, promotional offers, and paid advertisements were found to
significantly influence consumer attention and business discovery. Although social media is viewed
as a cost-effective alternative to traditional advertising, challenges such as irregular posting, changing
algorithms, and content creation constraints persist. The study also highlights the growing importance
of influencer marketing and user-generated content in building trust and customer loyalty. Overall,
the research emphasizes the potential of social media as a strategic tool for local business
development and underscores the need for region-specific and platform-oriented marketing strategies.

Keywords: Social Media, Local Businesses, Consumer Engagement, Digital Marketing, Brand
Visibility

Chapter 1: Introduction

Social media has emerged as a powerful digital platform that enables individuals and organizations to
create, share, and distribute content to a global audience. Over the past decade, it has transformed the
way businesses communicate, promote, and interact with consumers. For local businesses in
particular, social media has become an essential tool for marketing, brand building, and customer
engagement. Local businesses include small-scale enterprises such as retail stores, cafés, restaurants,
fashion boutiques, gift shops, photography studios, and service providers that primarily cater to a
specific community or geographical area.

The concept of being “vocal” on social media refers to the active and confident presentation of a
business’s identity, products, and values in the digital space. Maintaining a visible and consistent
online presence allows local businesses to communicate their offerings openly, reach a wider
audience, and establish meaningful connections with potential customers. Unlike traditional
advertising methods, social media provides opportunities for two-way interaction, enabling
consumers to respond, share feedback, and engage directly with businesses.

This research focuses on multiple social media platforms, including Instagram, WhatsApp, Facebook,
and YouTube, rather than limiting the analysis to a single platform. Each of these platforms serves a
distinct purpose in digital marketing. Instagram and Facebook offer visual storytelling through posts,
reels, and advertisements; WhatsApp enables direct and personalized communication; and YouTube
supports long-form video content and brand storytelling. WhatsApp, in particular, has gained
significance as a business communication tool, allowing enterprises to share updates through status
features, groups, and business profiles while maintaining direct contact with customers.

Social media has also evolved into an alternative form of advertising and a digital catalogue for
businesses. It allows enterprises to display products, share promotional offers, highlight customer
testimonials, and provide essential information such as location, contact details, and operating hours.
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These features enhance brand visibility, build consumer trust, and facilitate informed decision-
making. Moreover, social media enables local businesses to compete with larger brands by offering
affordable marketing options and targeted reach.

Historically, social media platforms emerged in the early 2000s with networks such as Six Degrees,
Friendster, LinkedIn, MySpace, and Facebook. Initially, these platforms were designed for personal
communication and networking rather than commercial use. Social media gained prominence in India
around 2004-2005, with widespread adoption occurring after 2010 as platforms like Facebook,
Twitter, Instagram, and WhatsApp became increasingly popular. Over time, businesses recognized
the marketing potential of these platforms, leading to a gradual shift from traditional advertising
methods to digital marketing strategies.

The introduction of features such as location tagging, direct messaging, reviews, analytics (insights),
and paid advertising has further strengthened the role of social media in business promotion. Insights
tools allow businesses to analyze reach, engagement, and audience demographics, helping them
understand consumer behavior and refine their marketing strategies. Paid advertisements enable
businesses to target specific audiences based on age, location, and interests, making digital marketing
both flexible and cost-effective.

In addition, influencer marketing and user-generated content have emerged as influential strategies in
social media marketing. Influencers, with their established follower base, help businesses gain
credibility and visibility through collaborative promotions. User-generated content, such as customer
reviews, tagged posts, and shared experiences, enhances authenticity and trust, as consumers tend to
rely more on peer recommendations than brand-created advertisements.

Overall, social media has become a vital component of local business marketing by facilitating
communication, increasing visibility, and fostering customer relationships. This study seeks to
explore how effectively social media platforms support local businesses in achieving these objectives
and how consumers perceive and engage with such digital marketing efforts.

Chapter 2: Literature Review

The growing adoption of social media has significantly transformed marketing practices across
industries, particularly after the COVID-19 pandemic. Several studies highlight a noticeable shift
from traditional marketing methods to digital and social media marketing, especially among small
and local businesses. Social media platforms have become essential tools for enhancing brand
visibility, improving customer engagement, and establishing long-term relationships with consumers.
Existing research emphasizes that social media marketing enables businesses to showcase their
products and services more effectively while maintaining direct communication with customers.
Platforms such as Facebook, Instagram, and WhatsApp are frequently identified as the most preferred
channels for local business promotion due to their wide user base and interactive features. These
platforms provide businesses with the ability to share visual content, promote offers, respond to
queries in real time, and receive customer feedback, thereby strengthening consumer trust and
satisfaction.

Several authors discuss the role of social media in improving product and service visibility. By
allowing businesses to post images, videos, customer testimonials, and promotional content, social
media enhances consumer awareness and recall. Additionally, interactive features such as comments,
likes, shares, and direct messages contribute to relationship building between businesses and
customers. Studies also indicate that consumers increasingly rely on online reviews and peer
recommendations available on social media when making purchasing decisions.

Despite its advantages, the literature also highlights challenges associated with social media
marketing. Time management, content consistency, and adapting to frequently changing platform
algorithms are commonly reported difficulties for local businesses. Negative feedback and online
criticism present further challenges, requiring businesses to adopt professional and responsive
communication strategies. Poor reach caused by algorithm changes and lack of strategic planning
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often limits the effectiveness of social media campaigns, particularly for businesses with limited
resources.

Research further suggests that social media provides access to a global audience while remaining
highly effective for targeting local markets. The ability to customize content based on location,
demographics, and consumer preferences allows businesses to build a strong local identity. However,
scholars argue that businesses must stay updated with current trends and platform features to maintain
relevance and engagement.

The literature also explores the transition from traditional marketing approaches to digital marketing
strategies. Traditional advertising methods such as newspapers, radio, and billboards involve high
costs and limited audience interaction. In contrast, social media marketing is cost-effective,
interactive, and measurable. Metrics such as likes, shares, comments, reach, and impressions serve as
key performance indicators (KPIs) that help businesses evaluate the effectiveness of their marketing
efforts. Tools such as analytics and insights assist in understanding consumer behavior and
optimizing content strategies.

Another significant theme in the literature is customer engagement. Studies emphasize that
meaningful engagement through interactive content, timely responses, and personalized
communication strengthens brand loyalty. Social media enables businesses to convert audience
attention into leads by maintaining consistent posting schedules, using visually appealing content, and
encouraging audience participation. However, some studies note that while brand awareness through
social media is well documented, more research is needed on converting engagement into sustained
sales and long-term customer relationships.

The role of influencer marketing and user-generated content has also been acknowledged in recent
studies. Influencers contribute to brand credibility by promoting products through trusted personal
recommendations. User-generated content, such as customer reviews and shared experiences, is
perceived as more authentic than paid advertisements and plays a critical role in building consumer
trust. While several studies mention these strategies, their application in the context of local and small
businesses remains underexplored.

Research focusing on small and medium enterprises (SMES) indicates that social media adoption
positively influences customer loyalty, brand awareness, and business performance. Platforms like
Facebook and WhatsApp are found to be particularly effective for local engagement due to their
accessibility and ease of use. Social media also supports event promotions, local campaigns, and
direct customer inquiries, contributing to increased footfall and online sales. However, many studies
lack detailed discussion on platform-specific strategies and region-based approaches.

Several studies highlight that consumer preferences are strongly influenced by visually attractive and
interactive content. Regular posting, prompt responses to comments and messages, and promotional
offers are found to enhance audience engagement. Nonetheless, some research points out the absence
of structured strategies among local businesses, leading to inconsistent performance and limited
reach. Additionally, the timing of posts and content quality significantly impact engagement levels.
While existing literature clearly establishes the importance of social media marketing, it also reveals
certain research gaps. Many studies focus on large organizations or national brands, with limited
emphasis on small and local businesses. There is insufficient region-specific research that examines
how local audiences interact with businesses on social media. Furthermore, few studies provide
practical, actionable strategies tailored to different social media platforms or business sectors.

In summary, the literature confirms that social media plays a crucial role in enhancing visibility,
engagement, and growth for businesses. It offers cost-effective marketing solutions, facilitates
customer interaction, and supports brand development. However, there remains a need for focused
research on local businesses, platform-specific marketing strategies, influencer and word-of-mouth
marketing, and long-term impacts of social media usage. Addressing these gaps can provide valuable
insights for local enterprises seeking to optimize their digital marketing efforts.
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Aims
To identify how social media increases the exposure and development of local businesses.

Objectives:
1. To evaluate the effect of social media marketing on local business customer interaction.
2. In order to determine dominant social media sites that suitably endorses local businesses.
3. To assess the contribution of social media to creating brand awareness for local businesses.

Chapter 3: Research Methodology

Research methodology provides a systematic framework for collecting, analyzing, and interpreting
data in order to address the objectives of a study. It ensures that the research is conducted in a
structured, reliable, and valid manner. This chapter outlines the research design, data collection
methods, sampling approach, and rationale for adopting a quantitative methodology for the present
study.

Research Design

The present study adopts a quantitative research design, which focuses on collecting numerical data
to understand patterns, trends, and relationships. Quantitative research enables objective measurement
and statistical analysis, making it suitable for examining consumer perceptions and behaviors related
to social media usage by local businesses. This approach allows the researcher to gather measurable
responses and draw generalized conclusions based on the data collected from a large group of
respondents.

Quantitative research relies on structured instruments such as surveys and questionnaires, which help
in collecting standardized data. The use of close-ended questions ensures consistency in responses
and facilitates comparative analysis. This design was considered appropriate for the study as it aims
to evaluate consumer preferences, engagement levels, and perceptions of social media marketing in
the context of local businesses.

Rationale for Choosing Quantitative Methodology

The selection of a quantitative research methodology was guided by the nature and objectives of the
study. Since social media usage and consumer interaction can be measured in terms of frequency,
preference, and impact, quantitative data provides a clear and unbiased representation of consumer
behavior. The methodology enables the researcher to analyze how effectively social media platforms
contribute to visibility, engagement, and trust for local businesses.

Another advantage of quantitative research is its ability to collect data from a diverse and relatively
large sample within a limited time frame. By offering predefined response options, the methodology
makes it easier for respondents to express their views while ensuring accuracy and reliability in data
collection. Furthermore, quantitative analysis supports pattern identification and trend analysis, which
are essential for understanding current digital marketing practices.

Data Collection Method

Primary data for the study was collected using a structured online questionnaire designed through
Google Forms. The questionnaire consisted of multiple-choice questions (MCQs) aimed at capturing
respondents’ perspectives on social media platforms used by local businesses, content preferences,
engagement behavior, and trust factors.

The questionnaire was distributed digitally through WhatsApp, allowing quick and convenient access
to respondents. Online distribution enabled wider reach and ensured efficient data collection from
participants who actively use social media platforms. The design of the questionnaire ensured clarity,
simplicity, and relevance to the research objectives.
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Survey Design
The survey included a total of 12 close-ended questions, each carefully framed to examine specific
aspects of social media usage by local businesses. The questions focused on:

o Awareness of local businesses on social media

o Preferred social media platforms

o Types of content that attract engagement

« Role of advertisements and influencers

e Trust and credibility factors

o Consumer actions influenced by social media presence
Multiple-choice options were provided to ensure ease of response and consistency in data analysis.
This approach reduced ambiguity and enhanced the reliability of the responses collected.

Target Population and Sample Size

The target population for the study comprised active social media users who follow or interact with
local businesses online. The respondents included individuals from different age groups who
regularly use platforms such as Instagram, WhatsApp, Facebook, and YouTube.

The survey received more than 100 valid responses, which provided an adequate sample size for
quantitative analysis. The respondents were primarily from the cities of Pune, Mumbai, and
Nagpur, representing urban consumers with regular exposure to digital marketing practices. The
sample also included a small number of local business owners, offering additional insights into the
business perspective.

Nature of Data

The study relied exclusively on primary data collected directly from respondents. No secondary or
third-party data sources were used. The responses reflected real-time consumer perceptions and
experiences with social media and local businesses. The quantitative nature of the data allowed for
percentage-based analysis and comparison across different response categories.

Data Analysis Technique

The collected data was analyzed using descriptive statistical methods. Responses were categorized,
and percentage distributions were calculated to interpret trends and patterns. Visual representations
such as pie charts were used to present findings clearly and effectively. This method of analysis
helped in understanding dominant preferences, engagement behaviors, and perceived impacts of
social media marketing on local businesses.

Ethical Considerations

Participation in the survey was voluntary, and respondents were informed about the academic
purpose of the study. No personal or sensitive information was collected, ensuring confidentiality and
anonymity of participants. The data was used strictly for research and academic analysis.

Chapter 4: Research Sampling

Research methodology provides a systematic framework for collecting, analyzing, and interpreting
data in order to address the objectives of a study. It ensures that the research is conducted in a
structured, reliable, and valid manner. This chapter outlines the research design, data collection
methods, sampling approach, and rationale for adopting a quantitative methodology for the present
study.
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Research Design

The present study adopts a quantitative research design, which focuses on collecting numerical data
to understand patterns, trends, and relationships. Quantitative research enables objective measurement
and statistical analysis, making it suitable for examining consumer perceptions and behaviors related
to social media usage by local businesses. This approach allows the researcher to gather measurable
responses and draw generalized conclusions based on the data collected from a large group of
respondents.

Quantitative research relies on structured instruments such as surveys and questionnaires, which help
in collecting standardized data. The use of close-ended questions ensures consistency in responses
and facilitates comparative analysis. This design was considered appropriate for the study as it aims
to evaluate consumer preferences, engagement levels, and perceptions of social media marketing in
the context of local businesses.

Rationale for Choosing Quantitative Methodology

The selection of a quantitative research methodology was guided by the nature and objectives of the
study. Since social media usage and consumer interaction can be measured in terms of frequency,
preference, and impact, quantitative data provides a clear and unbiased representation of consumer
behavior. The methodology enables the researcher to analyze how effectively social media platforms
contribute to visibility, engagement, and trust for local businesses.

Another advantage of quantitative research is its ability to collect data from a diverse and relatively
large sample within a limited time frame. By offering predefined response options, the methodology
makes it easier for respondents to express their views while ensuring accuracy and reliability in data
collection. Furthermore, quantitative analysis supports pattern identification and trend analysis, which
are essential for understanding current digital marketing practices.

Data Collection Method

Primary data for the study was collected using a structured online questionnaire designed through
Google Forms. The questionnaire consisted of multiple-choice questions (MCQs) aimed at capturing
respondents’ perspectives on social media platforms used by local businesses, content preferences,
engagement behavior, and trust factors.

The questionnaire was distributed digitally through WhatsApp, allowing quick and convenient access
to respondents. Online distribution enabled wider reach and ensured efficient data collection from
participants who actively use social media platforms. The design of the questionnaire ensured clarity,
simplicity, and relevance to the research objectives.

Survey Design
The survey included a total of 12 close-ended questions, each carefully framed to examine specific
aspects of social media usage by local businesses. The questions focused on:

o Awareness of local businesses on social media

o Preferred social media platforms

« Types of content that attract engagement

« Role of advertisements and influencers

e Trust and credibility factors

o Consumer actions influenced by social media presence
Multiple-choice options were provided to ensure ease of response and consistency in data analysis.
This approach reduced ambiguity and enhanced the reliability of the responses collected.
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Target Population and Sample Size

The target population for the study comprised active social media users who follow or interact with
local businesses online. The respondents included individuals from different age groups who
regularly use platforms such as Instagram, WhatsApp, Facebook, and YouTube.

The survey received more than 100 valid responses, which provided an adequate sample size for
quantitative analysis. The respondents were primarily from the cities of Pune, Mumbai, and
Nagpur, representing urban consumers with regular exposure to digital marketing practices. The
sample also included a small number of local business owners, offering additional insights into the
business perspective.

Nature of Data

The study relied exclusively on primary data collected directly from respondents. No secondary or
third-party data sources were used. The responses reflected real-time consumer perceptions and
experiences with social media and local businesses. The quantitative nature of the data allowed for
percentage-based analysis and comparison across different response categories.

Data Analysis Technique

The collected data was analyzed using descriptive statistical methods. Responses were categorized,
and percentage distributions were calculated to interpret trends and patterns. Visual representations
such as pie charts were used to present findings clearly and effectively. This method of analysis
helped in understanding dominant preferences, engagement behaviors, and perceived impacts of
social media marketing on local businesses.

Ethical Considerations

Participation in the survey was voluntary, and respondents were informed about the academic
purpose of the study. No personal or sensitive information was collected, ensuring confidentiality and
anonymity of participants. The data was used strictly for research and academic analysis.

Chapter 5: Questions

1. How do you usually see local businesses using social media?
To show their products or services

e To engage and connect with their followers

e | don’t notice local businesses on social media

2. Which social media platforms do you often see local businesses using?
e Instagram and WhatsApp
o Facebook and YouTube
e LinkedIn and Twitter

3. What kind of content from local businesses do you find most engaging?
o Behind-the-scenes and stories
e Product photos and offers
o Customer testimonials and reviews

4. How do you discover new local businesses on social media?
e Sponsored ads or promoted posts
e Through friends or shared posts
o Influencer shoutouts or tags
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5. How do you think social media compares to traditional advertising (like newspapers or
flyers)?
e Social media has completely replaced traditional ads
It works well with traditional methods
I still trust offline advertising more

6. Have you ever supported a local business after seeing them on social media?
e Yes, I’ve made purchases or visited their store
o | followed or liked their page but didn’t buy
e No, I haven't taken any action yet

7. How much do online reviews and customer posts influence your decision to try a local
business?
e Alot—Itrust them more than ads
Sometimes — depends on the content
Not much — | prefer personal recommendations

8. What stops you from engaging with or supporting local businesses on social media?
e Their content doesn’t reach me
e They don’t post regularly or creatively
e | don’t have time or interest

9. How do you get to know a business’s story or personality on social media?
e Through reels and storytelling videos
e Through posts about their background or values
o | rarely see story-based content from them

10.  What encourages you to follow or support a local business on social media?
e Regular, interesting posts
e They reply or interact with followers
o Isee influencers talking about them

11. Does social media inspire you to choose local brands over big ones?
e Yes, it makes me more aware and proud to buy local
o Sometimes, especially if friends talk about it
e Notunless it’s part of a big campaign or trend

12. How do you know these local businesses are real accounts and not scams? -
o Verified Reviews and Ratings
e Active social media
e Clear contact info
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Chapter 6: Research Finding

Survey Results

How do you usually see local businesses using social media?
102 responses

@ To show their products or services

@ To engage and connect with their
followers

@ | don't notice local businesses on social
media

First option which is to show that products services was chosen by 64.7% of people. Consumers of
social media platform so follow local businesses always check the post like product photos menu
cards or offers and even the services provided by the local business.

The second option which is to engage and connect with their followers was chosen by 22.5% of
people The third option which is | didn't notice local business on social media was written by 12.7%
of the people.

Which social media platforms do you often see local businesses using?
101 responses

@ Instagram and WhatsApp
@® Facebook and YouTube
© LinkedIn and Twitter

The first option is Instagram and WhatsApp was chosen by 81.2% of people.
Option to was Facebook and Youtube which was chosen by 15.8% of people. Third option which is
linkedin and Twitter was chosen by 3.3% of people only.
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What kind of content from local businesses do you find most engaging?
101 responses

@ Behind-the-scenes and stories
@ Product photos and offers
@ Customer testimonials and reviews

The first option, which was behind the scenes and stories, was chosen by 13.9% of the people.
Option two, which is product photos and offers, was chosen by 63.4% of the people. The third option
was consumer testimonials and reviews, which were chosen but 22.8% of the people.

How do you discover new local businesses on social media?
101 responses

@ Sponsored ads or promoted posts
@ Through friends or shared posts
@ Influencer shoutouts or tags

The first option, which was sponsored or promoted posts, was chosen by 56.4% of people.

The second option was through friends or sharing posts, which was chosen by 24.8% of people. This
is where word of mouth plays a big role. 18.8% of the people chose influencers, the shoutouts, or
tags.
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How do you think social media compares to traditional advertising (like newspapers or flyers)?
101 responses

@ Social media has completely replaced
traditional ads

@ 1t works well with traditional methods
@ | still trust offline advertising more

The first option was social media being completely replaced and this option was chosen by 46.5% of
the people.

The second option for it works, and their option was chosen by 45.5% of the people. The third option
was that I still trust offline advertising more, was chosen by 7.9% of the people.

Have you ever supported a local business after seeing them on social media?
101 responses

@ Yes, I've made purchases or visited their
store

@ | followed or liked their page but didn't
buy

@ No, | haven't taken any action yet

The first option was yes, | have made a purchase and visited their store.This option was tourism by
69.3% of the people.

The second option was | followed or liked that page but didn't buy, was chosen by 23.8% of people.
The third option No, | haven't taken any action yet, was chosen by 7.69% of people.
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How much do online reviews and customer posts influence your decision to try a local business?
1017 responses

@ Aot - | trust them more than ads
@ Sometimes — depends on the content

 Not much — | prefer personal
recommendations

Option one was chosen by 26.7% of people. The option was A lot. | trust them more than ads.

Option two sometimes depends on the content, it was chosen by 62.4% of the people. Option three
was chosen by 10.9% of the people; the option was not much. | prefer personal recommendations.

What stops you from engaging with or supporting local businesses on social media?
101 responses

@ Their content doesn't reach me
@ They don't post regularly or creatively
@ Idon't have time or interest

The first option was that their content that didn't reach me was Frozen by 28.7% of the people.
Option two was chosen by 57.4% of the people, and the option was that they don't post regularly or
creatively. Option three, was | don't have time or interest was chosen by 13.9% of the people.

How do you get to know a business’s story or personality on social media?
1017 responses

@ Through reels and storytelling videos
@ Through posts about their background
or values

@ I rarely see story-based content from
them

Option one was chosen by 54.5% of the people, which was through rules and storytelling videos.

Kesari Mahratta Trust — (Copyright-2026) Volume-I, Issue-l, JANUARY-2026 12|Page



Multi-Disciplinary Journal
ISSN No- 2581-9879 (Online), 0076-2571 (Print)
www.mahratta.org, editor@mahratta.org

Option two was chosen by 28.7%. People chose this option because they like meaningful types of

content. The third option was | see story-based content from them This option was chosen by 16.8%
of people.

What encourages you to follow or support a local business on social media?
1017 responses

@ Regular, interesting posts
@ They reply or interact with followers
| see influencers talking about them

The first option was a regular interesting post. This option was chosen by 36.6% of the people.
Option two was theyreply or interact with followers, was chosen by 43.6% of people. Personal
responses make users feel valued, and they connect more with the social media.The third option was
IC influencers talking about them, as this option is chosen by 19.8% of the people.

Does social media inspire you to choose local brands over big ones?
1017 responses

@ Yes, it makes me more aware and proud
to buy local

@ Sometimes, especially if friends talk
about it

Not unless it's part of a big campaign or
trend

Option number chosen by 50.5% of the people. Top on yes, it makes me more aware and proud to
buy local.
Option two was chosen by 39.6% of the people, and corruption was sometimes, especially if friends

talked about The third option was chosen by 9.9% of the people, and the option was not unless export
of big camping or Trend.
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How do you know these local businesses are real accounts and not scams?

101 responses

@ Verified Reviews and Ratings
@ Active social media

Clear contact info

The first option, by 64.4% of the people, is verified reviews and ratings.

The second option was active social media, which was chosen by 19.8% of the people. Constantly
updating people about the business helps to interact with people and gain their trust. Option 3 was
chosen by 15.8% of people. The option was Clear contact information. This option was preferred by a
small number of people.

Data Analysis

It's also one of the most common types of content businesses can share on their social media
platforms.It shows that social media is used by local businesses to sell and even promote their
business, and not always to engage people in the social media account. This type of post focuses more
on what the business offers to the audience. This type of content is good and beneficial for the
business, but it works more for visibility and not the relationship building with the audience. Few of
the followers notice businesses as the business account replies to the comments, and the businesses
also post polls, which makes it engaging and connecting for the audience to the business. These
watch amount of people are active and social media and are quite friendly with the brands. the results
to this option show that there is definitely a need for better engagement strategies by the local
businesses for social media marketing. The result shows that the people who have chosen is option
don't follow or C any of the local businesses' pages on social media. There must be a reason that local
businesses are not reaching the right audience. The reason behind getting these results can also be low
reach or low awareness of people for the local businesses or local brands. Local businesses must
improve their visibility and target the right audience, and also the quality of their content.Both of
these flat forms are visual and a delivery easy to use for people.These platforms have also become
very popular for daily use. Instagram is used for posting, watching reels, and even creating deals and
stories, whereas WhatsApp is used for direct communication and putting status updates.WhatsApp
has also launched channels, so the audience can also follow a channel. The social media platforms are
preferred by local businesses as they offer direct reach to the people and the content is clearly visible
to the audience. People also engage more with the content they can quickly view or get a reply from.
The percentage of answers received on this option proves that Instagram and Facebook are the two
platforms which are best for local marketing. Businesses should focus more oncreating content on
these platforms to reach more people.Some of the local businesses still use Facebook pages and
YouTube pages for longer videos. Both of these platforms were slightly older flat forms, but still
useful for some types of industries. Neither of these platforms were the first choice by people, but it is
relevant if the business wants to focus on the older group of audience or to make a longer video for
their business.Very few local businesses use these platforms and mostly these platforms are used not
to engage or connect with consumers but to engage and connect with others. In short, both of these
platforms are used professionally. If the process wants to focus directly on the audience and the

Kesari Mahratta Trust — (Copyright-2026) Volume-I, Issue-l, JANUARY-2026 l4|Page



Multi-Disciplinary Journal
ISSN No- 2581-9879 (Online), 0076-2571 (Print)
www.mahratta.org, editor@mahratta.org

consumers of the business or plans, they should be more active on other platforms thanTwitter and
LinkedIn, but if the business wants to connect more with professional and corporate users, it is the
best platform for them.It proves that the audience enjoys seeing real and daily activities of the
business, and even how products are made or packed for them. Behind the scenes feels very personal
and authentic for the consumers towards the brand. A smaller number of the audience is interested in
storytelling and what it looks like inside. Local businesses can trial making more PDF videos and
pictures of their business to build trust and connect emotionally with the audience. The audience
always wants to see what is available in the current scenario. Consumers are always very interested
and attracted to the deals the local business or brand offers them. It is direct marketing, and it is also
very helpful for people to make shopping decisions. The number of people who have voted for this
option proves that the majority of the people prefer visual and text-focusedposts. This type of content
should be the topmost priority of the local businesses. It gets a lot of attention from people, and
turning attention into action is what social media marketing is for.Reviews fromcustomers built trust
and credibility with the audience. Audience is always like knowing if the person who got this product
has had a good experience or not. It is also good for the local business to be transparent with the
audience by sharing honest testimonials and reviews, which makes it easier for consumers to buy the
product after watching customer testimonials and reviews. Again, testimonials are the second most
engaging type of social media strategy,especially for local businesses that are new to the business or
every recently joined social media for marketing. Businesses should regularly share happy customer
feedback if possible to increase the trust in all the other audiences who are connected to the social
media of the local business.

The ads which pop up while scrolling through social media makes it really very noticeable for the
audience. It also makes it easy for the audios to notice what that is about. Most of the flat forms and
local businesses push paid content on their page so that people would naturally be able to see more
about it. Pet promotions are the top way for local businesses to get discovered on social media. It is
highly recommended for businesses to start running and create paid promotions if possible to reach
more audience. Local processes should start investing in the paid to gain more reach and also to be
visible on social media.Word of mouth also includes sharing the post or getting to know about the
stories from the friends which makes it feel more trustworthy. People will definitely trust the
recommendations from their own friends circle. Local businesses should encourage users to share
their post to the people or even tag their friends in the comment section and give reference of their
social media page or their product to other people.Influencers helps to give a really very quick
exposure to any of the new businesses introduced in the local market. The audience always trusts and
influences opinion. Is there some marketing that is really very effective. Also collaborating with the
local influences helps to reach more targeted customers in a quicker and faster way.Social media
marketing is a much faster way of marketing as compared to traditional marketing. It is more visual
to the people using social media platforms. And social media advertisements and marketing are easily
accessible on our phones. Nearly half of people who attended the survey believe that social media is
becoming the new standard for marketing. It proves and explains why local businesses should start
prioritising digital strategies over the traditional way of advertising which is on television or print
media.Some of the people from the survey choose both online and offline ways of advertising.
Compiling both of the se way of advertising that is prediction advertising and advertising to social
media increases trust among the people and it reaches a lot of audience specially for the old of who
are not that active on social media. Advertising is really very affected and it's preferred by almost all
the people. Hybrid models which are social media advertising + traditional advertising can work best
for local businesses visibility amongst the people. Some of the people believe more in print media
and the traditional ways of advertising. Offline advertising and traditional Albert advertising as some
loyal audience but in a smaller amount.People who have chosen this option have followed local
businesses online and the local businesses have created trust among the consumers. The content
posted by the local business was also interesting and useful for the people. A good social media
present encourages real actions from the customer towards the business or local brand. The study
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shows that social media is effective and is converting views into customers through their marketing
strategies and planning. A strong online presence on social media directly boosts the sales of the local
business. The second option was | followed or liked that page but didn't buy. This proves that
consumers were interested in the social media page but for not willing or or not ready to buy the
product or try it out. But this option proves that it still helps the businesses to gain visibility and
engagement on the social media page. The point shows that even passive engagement on the product
of social media page can lead to future conversions of rivers into customers. It means that the local
businesses should stay active like the way they are on social media because people are engaging with
the account and the content that the local business has been posting, just making better strategies and
planning wisely will convert more viewers into customers. Maybe the audience so chooses this
option, then finds x or 10 + online information provided by the brand on social media. Some of the
users still need more convincing and clarity from the brand about the product or their services. Local
businesses need to build trust clearly with the benefit of what they are providing to the consumers
through the content.A lot of people show the option because of the pure feedback. Social media
advertisements and the feedback theybecome more real and honest than paid ads. It shows are
reviews play a very big role in building trust among consumers through the way and planning of your
advertising and marketing. Reviews are very powerful in terms of advertising. Local businesses to
start connecting reviews and testimonials from the customers. Should prioritise collecting and asking
people for the reviews.Theoption wasn't chosen by 62.4% of the people because not all the reviews
businesses received were convincing, and building trust not only requires convincing reviews but also
the quality of the content. The type of content at the local business has been making and posting
matters a lot. Engagement of people depends on how helpful and transparent the local business is
with its content. Local businesses should focus more on the quality and type of content their posting,
and also the customers' reviews should be presented creatively. Posting the reviews and testimonials
creatively engages people and also gives them the right information. Very few people rely on offline
trust or word-of-mouth marketing. The result shows that the media has not completely replaced
traditional ways of marketing. Some people trust traditional sources more than social media. It means
that the local businesses should try mixing both online as well as traditional ways of marketing and
word of mouth to build trust amongst the local audience.

This option and the results of this option proves that the local businesses have very poor reach of their
marketing on social media. Bad timing to post on social media can also be a reason that content is not
reaching the audience. The algorithm of people's social media accounts has been changed and the
visibility of the local business and their advertisement is a big issue. It means local businesses should
plan a good contest strategy. A good content strategy includes the timing of posting on which time
people are mostly available and social media and highly active. Local businesses should also know
how to target the audience and what age group should be targeted for the business. Enactive or boring
pages and social media usually get by the people. Consistency on social media should be followed by
the local businesses. The consistency and creativity of posting tribes engagement and getting more
likes on the local businesses page. It means that a local business needs to plan proper engaging
content and start posting regularly, and be consistent on social media.This option is chosen by people,
as not all people are frequent users of social media, and some of them are not even interested in the
ads. It shows that some more games that matter to reach no matter what the effort, local businessesare
making to reach more people. It means that getting the right audience is the key to getting
engagement and organic leads.This option was chosen by people because the audience prefers visual
stories. And fun and relatable content always gets reach on social media. It shows that video
advertising is the best format to show a brand's personality and to engage more people. It means that
businesses should use story telling with videos or any kind of videos for their advertising and social
media. Apart from meaningful people also like informative content which includes some kind of
information. It shows that the people connect to the advertisement or the reel or even the video with
purpose and values. It means that value based content builds a very deep or connection with the
audience with the local business. Them refers to local businesses in this option. People chose this
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option because many business is don't tell the story well. And sometimes they just don't post
storytelling-based content on social media. It shows that storytelling is very underrated by some of
the local businesses; they should focus more on storytelling. It means that highlighting the need for
story-driven content or the content that connects more people should be preferred by the local
businesses. The first option was a regular interesting post. People choose this option because
engaging posts keep them coming back to the social media account or the local businesses' page.
Consistency now plays a very important role in training followers on social media. It means posting
frequently and posting different types of content to gain more engagement should be preferred by the
local business. Personal responses make users feel valued, and they connect more with the social
media account. It is also a really very good way to gain the loyalty of the customers. And
personally,replying or interacting with the followers also builds trust and engagement. It means that
local businesses should start encouraging interaction that is replying to the comments and interacting
with followers. People choose this option because influencers have reach on social media, which
helps the local business gain more visibility. Invention marketing still has a verybig impact. It means
that collaboration with local influencers is helpful for local businesses to gain engagement and reach
a wider audience to showcase their product or services.

Top on, yes, it makes me more aware and proud to buy local. People choose this option because they
value the community. And somewhere, local people also support the businesses. It shows that social
media increases the local flight of people. The number of people who source options rules that
emotional appeal towards marketing works really very well in terms of local business and targeting
local audiences. People chose this option because of a friend's recommendation. Friends
recommending local businesses increases interest among people. The answer preferred by the people
proves that social proof + the familiarity and recommendation of the people increases trust among the
audience. It means that my word plays a very important role and is really very powerful in terms of
marketing. People choose this option because they need height or a reason to switch. It shows that
trends influence people's choice towards the local business or the local brand. Which means
campaigns can turn the attention of the audience towards the local businesses.People choose this
option because reviews build trust among the people and posting reviews and verified ratings feels so
authentic of the social media page of the local business. It shows that proof from other people is much
more convincing than being posted by the social media account or page. No percentage of people
voted for this option which is Verified Reviews and Rating. It includes and explains the local
business that reviews should be made really visible social media. Posting about people's reviews
amongst the audience also becomes easier for the people to know about the product and services
through honest reviews.. Constantly updating people about the business helps to interact with people
and gain their trust. Constant posting and being present on social media makes the business page look
alive. Being active and regular posting on social media builds trust and audience gets connected to the
business account. It means that business should stay active all the time. Constantly replying to the
comments and interacting with people in the dm's is very important to build the connection with
audience.The option was Clear contact information. This option was preferred by small amount of
people. People chose this option because transparency with the audience by the local business or local
brand builds confidence. The results shows that building trust amongst the audience requires clear
information. It means that the business should provide the clear information to the people. The
business should always include Contact details and the details of how a person can connect with the
business directly for the information of the product or brand, clearly.

Chapter 7: Conclusion

This chapter presents the overall conclusion of the study, summarizes the key findings derived from
data analysis, and offers practical suggestions based on the research outcomes. The study was
undertaken to examine how social media platforms support the visibility, engagement, and growth of
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local businesses, as well as to understand consumer perceptions toward such digital marketing
practices.

Conclusion

The study concludes that social media has become an indispensable marketing tool for local
businesses in the contemporary digital environment. Platforms such as Instagram, WhatsApp,
Facebook, and YouTube provide cost-effective opportunities for businesses to reach their target
audience, showcase products and services, and maintain continuous interaction with customers. The
findings confirm that social media not only enhances brand visibility but also plays a significant role
in shaping consumer awareness, trust, and purchasing decisions.

The research highlights that visually appealing content, regular updates, and interactive
communication contribute positively to consumer engagement. Instagram and WhatsApp, in
particular, were identified as the most influential platforms due to their visual storytelling features
and direct communication capabilities. Moreover, influencer marketing and user-generated content
were found to strengthen brand credibility and encourage consumer trust. Despite certain challenges,
such as algorithm changes and content management issues, social media continues to offer substantial
growth potential for local businesses when used strategically.

Key Findings
Based on the data analysis, the following key findings were identified:
o A majority of respondents frequently notice local businesses promoting their products and
services on social media platforms.
e Instagram and WhatsApp emerged as the most preferred platforms for discovering and
engaging with local businesses.
« Visual content, including product images, short videos, and promotional offers, attracts higher
levels of consumer engagement.
« Paid advertisements and sponsored posts assist in increasing brand awareness, although
excessive promotion may reduce interest.
e Influencer marketing positively influences consumer trust and purchase intention when
perceived as authentic and relatable.
o Consistent posting, prompt responses, and customer reviews contribute significantly to
building credibility and trust.
« Social media presence influences consumer actions such as following business pages, visiting
stores, making inquiries, and purchasing products.
o Local businesses face challenges related to content consistency, limited reach, and adapting to
changing platform algorithms.

Suggestions
Based on the findings of the study, the following suggestions are proposed for local businesses to
enhance their social media marketing effectiveness:
o Local businesses should maintain a consistent posting schedule to sustain audience interest
and visibility.
o Greater emphasis should be placed on high-quality visual content, including images, reels, and
short videos.
o Businesses should actively engage with customers by responding promptly to comments,
messages, and feedback.
« Influencer collaborations should be selected carefully, focusing on relevance, authenticity, and
audience alignment.
o User-generated content such as customer reviews and tagged posts should be encouraged to
enhance credibility.
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« Paid advertisements should be used strategically and sparingly to avoid overexposure and
audience fatigue.

« Businesses should regularly analyze performance insights and adapt their strategies according
to audience behavior and platform trends.

Limitations of the Study

While the study provides valuable insights, it has certain limitations. The research is limited to a
sample of respondents primarily from urban areas, which may not represent rural or semi-urban
perspectives. The use of convenience sampling restricts the generalizability of the findings.
Additionally, the study focuses mainly on consumer perceptions and does not include an in-depth
analysis of business performance metrics.

Scope for Future Research

Future research may explore platform-specific strategies in greater detail or conduct comparative
studies between rural and urban markets. Longitudinal studies could examine the long-term impact of
social media marketing on local business growth. Further research may also include qualitative
methods such as interviews with business owners to gain deeper insights into strategic decision-
making.
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