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Abstract

Social Media Marketing is really important
for businesses these days. It helps them talk
to customers promote their products and
make people know about their brand.
Facebook, Instagram, Twitter and LinkedIn
are some of the media platforms that have
changed the way businesses talk to the

people they want to sell to.

This study is about how social media
marketing affects how well a business does
how customers interact with it and how
visible the brand is. We looked at how
things like making content paying for ads
working with famous people and talking to
the audience affect what customers do and

what they buy.

We used two kinds of information to see if
social media marketing really works. We

asked people who use media a lot some

questions and we also read things like
journals, articles and company reports. We
used tools to understand the information we
got and to see how social media marketing

affects customers.

What we found out is that social media
marketing really helps people know about a
brand makes customers interact with it
more and helps get customers. Businesses
that use media well can reach more people
make stronger relationships with customers
and be better than their competitors. We
also saw that making content that people
can interact with posting regularly and
showing ads to the people are very

important to get and keep customers.

Keywords: Social Media Marketing |,
Marketing Strategy ,Brand Awareness
,Customer Engagement ,Digital Marketing

2. Introduction
2.1 Background of the study

Social media marketing is really important
for businesses these days. This is because a
lot of people are using the internet and
social media platforms like Facebook,
Instagram, Twitter, LinkedIn and YouTube.

Businesses can use these platforms to talk
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to a lot of customers in a way that is

interactive.

Traditional ways of marketing like
television, newspapers and radio are not as
good as media marketing. This is because
social media marketing lets businesses talk
to customers directly promote their
products and services and build
relationships with the people they want to
sell to.The best part is that it does not cost

as much.
2.2. Research Problem

In the world we live in today social media
is a part of how companies market
themselves. Businesses use media to talk to
customers and get their attention. They use
Facebook, Instagram, Twitter and LinkedIn
to show off their products and services
make people know about their brand and
stay in touch with customers.. Even though
companies are spending more time and
money on social media marketing they are
having a hard time figuring out if it is really
working.Companies are struggling to see if
their social media plans are actually helping
them connect with customers get attention
and sell more stuff. The fact that digital
platforms are changing fast peoples
preferences are. There is a lot of

competition online makes it tough for

companies to come up with social media
marketing plans that work.So this study is
looking at how social media marketing
affects what customers know about a
company, how engaged they're how well
the company does. We want to understand
how social media affects what customers
think and how companies can use media
better to meet their marketing goals. The
results of this study will help businesses
understand media marketing and how it can
help them.The study will look at social
media marketing strategies. How they
impact customer awareness, engagement
and business performance. We will see how
social media activities influence customer
perceptions and how companies can use
media to achieve their marketing objectives
like selling more products and services, on
Facebook,

LinkedIn.

Instagram,  Twitter  and

2.3. Objectives of the study

To identify the challenges faced in social
media marketing

To examine how social media platforms
influence customers purchasing decisions.
To identify the effectivebess of social media

marketing strategies used by the company.
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To analyze the impact of social media
marketing on customer awareness and

engagement.
2.4. Significance of the study

» This study will help us understand the
significance of social media marketing to
businesses in today's world.

» Social media sites assist businesses in
advertising their products and services to
their audience.

* This study will also help us understand
how social media assists businesses in
making their customers aware of their
brand.

* By analyzing media marketing, we can
also understand how it influences
customers' decisions to purchase certain
products.

* This research will also assist businesses in
getting ideas to enhance their marketing
strategies.

* Marketers can also use the media to
understand their customers' level of
engagement.

* This study will also assist organizations in
developing  their  digital
strategies.

marketing

* Social media marketing can be of great
value to entrepreneurs and businesses that
need to reach their customers.

* This study's findings can also assist
businesses in improving their relationships
with customers to make them happy.

* This study can also be of great value to us,
especially to those who want to learn about
marketing and social media marketing
strategies.

3. Review Of Literature

Social media marketing is a deal for
businesses these days. It helps them connect
with customers and tell people about their
products and services. Kaplan and Haenlein
said in 2010 that social media is a group of
internet-based applications where people
can make and share their stuff. They said
that social media platforms let companies
talk to customers directly and build
relationships. This helps businesses
communicate better and market themselves

effectively.

Some individuals, as Mangold and Faulds
argued in 2009, believe that social media is
part of how businesses market themselves.
They believe that social media sites are an
entertaining and interactive way for
businesses to communicate with their

consumers. The study carried out by the two
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authors showed that businesses can use
media to get people to know their brand and

influence what their customers think.

Michael A. Stelzner said in 2015 that social
media marketing helps businesses get more
people to visit their website makes
customers happier and brings in business.
He found out that businesses that talk to
their audience on media are more likely to
build trust and keep customers for a long

time.

Felix Richter reported in 2018 that since
many people are using social media now
businesses have new ways to promote
themselves online. His study said that
companies are spending money on social
media marketing to reach more people and

make their brand more visible.

Tuten and Solomon did a study in 2017 that
showed social media marketing strategies
like making content using influencers and
paying for ads are really important for
getting customers engaged and making
people aware of brands. They said that good
social media strategies help businesses tell
people about their values and build
relationships, with social media and
customers  through  social  media.

Businesses use social media marketing to

achieve this.

3.1. Research Gap

Although there have been a number of
studies that have addressed the significance
of social media marketing in enhancing
brand awareness and customer engagement,
there is still a need for more research to be
conducted in order to explore the
significance of specific social media
marketing strategies on overall marketing
performance and business growth. Most of
the previous studies have only focused on
the overall benefits of social media
platforms without clearly exploring the
relationship between marketing strategies
and consumer behavior. In addition, most of
the previous studies were carried out in
large  organizations and  developed
countries, while the focus on small and
medium-sized businesses and the use of
social media marketing strategies has not
been given much priority. Therefore, there
is a need for further studies to examine the
effects of social media marketing strategies
on customer engagement and marketing

performance in the current digital age.

4. Research Methodology:

This study is looking at how social media
marketing strategies affect things. It uses a
way to look at the information. The study

collects information from people and from
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things that are already written. People are
asked questions using a Google Form about
what they think of media marketing. The
study also looks at what other people have
written about this topic in articles on
company websites and, in journals. The
information that is collected is looked at
using simple math and pictures to see if
social media marketing strategies really
work. The study wants to know if these
strategies can get customers to engage with
a business and if they can help the business
do better. Social media marketing strategies
are used to see how they affect customer
engagement and business performance. The
study is looking at social media marketing

strategies to understand them better.

4.1. Research Design

The way we planned this study is by using
a research design. This type of design is
really good for describing and looking at
how social media marketing strategies
affect how a business does and how
customers interact with it. We use this
design to get a lot of information from the
people we ask about what they think, what
they like and what they have experienced

with social media marketing.

We collect the information for this study by
asking people to fill out a questionnaire that
has questions. Then we look at the
information we get and use math like
percentages and graphs to see how social
media marketing strategies work and if they
are really effective. We do this to
understand the relationship, between social
media marketing strategies. How well they

actually work for businesses and customers.

4.2. Sampling Size and Sampling Method
Sampling Size

The study had 124 people taking part in it.
These people were chosen to give their
thoughts and opinions about how social
media marketing strategies work. The
number of people in the study helps get
information and understand what people
think about social media marketing and if it
is really effective. Social media marketing
is what the study is looking at and the
people, in the study are giving their

thoughts on media marketing.

Sampling Method

The study wuses a method called

convenience sampling.This method

chooses people
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based on how it is to reach them and if they

want to take part.

It helps to get answers from people who use

social media a lot.

The approach is good, for getting lots of
responses easily from those social media

Uuscers.

4.3. Source of Data
The research uses two kinds of data.

Primary Data:The information we get
from people who answer our questions is
what we call data. This is the information
that we collect directly from the people we
are studying. For this study we used a set of
questions that we asked people to answer.
We did this using Google Forms. We got
answers from 124 people. We wanted to
know what these people think about social
media marketing strategies and what they
have experienced. We collected data from
these 124 people to understand their
opinions and experiences, with social

media marketing strategies.

Secondary Data: Secondary data is
information that other people have already
collected for reasons. For this study we look
at data from research journals, books,

company websites, articles and things we

YV V VYV V

find online. We use data to make our
research analysis better and stronger. We
get secondary data, from these sources to

help us with our research analysis of data

4.4, Statistical Tools Used

Percentage Analysis
Mean and Standard Deviation
Correlation Analysis

Regression Analysis
5. Data Analysis And Interpretation

Table 5.1: Percentage Analysis Gender
of Respondents

Gender No. of Respondents Percentage

54.8%

Male 68

Female 56 42.2%

Total 124 100%

Interpretation:

The table above shows the number of men
and women who answered the questions.
We had a total of 124 people answer. 68 Of
these are men, which is about fifty five
percent. The other 56 are women, which's
about forty five percent. This means that
most of the people who answered the

questions are men.

These tables are used to show who

answered the questions and it is very
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common when people do surveys to find

out more, about the people who answered.

Table 5.2: Age Groups
Age No. of Respondents Percentage
Below 25 Years 18 14.5%
25 — 35 Years 52 41.9%
36 - 45 Years 28 22.6%
Above 45 16 12.9%
Total 124 100%
Interpretation:

The table illustrates the age of the
respondents. Most of the respondents fall
within the range of 21-25 years, making up
41.9% of the total. The highest number of
respondents fall within the range of 26-30
years, making up 22.6%. This implies that
the study comprises mostly adults who use

social media.

They are likely to use the media a lot. The
range of 21-25 years includes the

respondents.

Table 5.3 Mean and Standard Deviation

Variables Mean Standard Deviation
Social media advertisements affect | 4.12 0.86

my choice to investigate a company

Social media marketing assists | 4.25 0.79

companies in  creating brand

awareness

Attractive social media posts raise | 4.18 0.82

my interest in a company’s services

Companies should promote their | 4.30 0.75

services via social media

Interpretation:

The mean values are above 4, and this
implies that the respondents agree that the
social media marketing strategies have a
positive influence on customer perception
and awareness. The standard deviation is
low, and this implies that the responses are

consistent

Table 5.4 Correlation between Social
Media Marketing Strategy, Customer

Interest

Variables
Social Media Marketing

,_
bt
=
)

Strategy

Customer Intrest 0.72 1

Interpretation:

The value 0.72 shows that there is a strong
positive correlation between social media
marketing strategies and customer interest

in the services of the company.

Table 5.5 Regression Analysis of SEO
and Social Media Marketing on Lead

.
Generation
Variables Beta Coefficient t- values Significance
Social Media Marketing | 0.68 7.25 0.000
Strategy
Constant 112 341 0.001
R2 Value 0.72
Interpretation:
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The value of R Square, which is 0.52,
indicates that 52% of customer interest is
affected by social media marketing
strategies. The value of the regression
coefficient, which is 0.68, indicates that
social media marketing has a significant

effect on customer behavior.
6. Results And Discussion

Results of the Study

The study looked at what people think
about media marketing. We asked 124
people some questions. Then looked at
what they said. We used numbers and
pictures to understand what social media

marketing does.

What we found out is that social media
platforms are really important for getting
people to notice businesses and for getting
them to care about what these businessesre
doing. Most of the people we asked are on
media a lot. They see lots of ads and posts
from businesses. Our study also shows that
using media helps businesses get their name
out there talk to their customers and sell

their stuff more effectively.

We also learned that what people see on
media affects what they buy. Our research

shows that if companies use media in a

Peer Reviewed & Open Access Journal
ez ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

smart way such as posting interesting things
and advertising to the right people, it will
make customers like them more. So what
we learned is that social media marketing is
very important to get customers to care
about businesses and to help businesses
succeed. Social media marketing is a good
deal for businesses because it helps them
get more customers and sell more products.
We believe that social media sites are a way
for businesses to reach people and for
people to learn about businesses. Social
media marketing is a good thing for
businesses because it helps them make

money and get more customers.

Discussion

The study is about what we learned from
looking at the information we got from
media marketing strategies. We found out
that social media is a good way for
businesses to talk to customers and tell
them about their products or services. A lot
of people said they use media all the time
and they see a lot of marketing stuff like ads

and posts from companies.

We also learned that social media
marketing is very important, for helping
people know about a company and its

products. Many people said that what they
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see on media can change their minds about
things they want to buy. When companies
put things on social media like fun ads and
updates they can stay friends with their

customers.

So what we are saying is that social media
marketing is a deal. It can help companies
talk to their customers make their company
look good and help them grow. That is why
companies should try to make media
content that is new and interesting so they
can do a better job of marketing. Social
media marketing strategies are important.
Companies should use them to get better
results. Social media marketing can really

help companies if they use it correctly.

7 Findings

The study revealed that the majority of the
respondents are active users of social media
platforms.

It was also observed that most of the
respondents fall under the age group of 21-
25 years. This indicates that young people
are more active in using social media
platforms.

From the analysis, it is clear that both male
and female respondents participate in social

media activities. However, a higher number

of male respondents participate in social
media activities than female respondents.
The study revealed that social media
platforms help in increasing brand
awareness among customers.

The majority of the respondents agreed that
they frequently see advertisements and
promotional content on social media
platforms.

The study revealed that social media
marketing strategies influence customer
interest in brand awareness.

It was also observed that attractive content,
offers, and promotional campaigns attract

more customer attention.
8.Suggestions

Companies  should concentrate  on
developing quality content on social media
to attract more customers.

Businesses should regularly update their
social media accounts with fresh content,
offers, and promotional campaigns to retain
customer interest.

Organizations should utilize social media
sites like Facebook, Instagram, LinkedIn,
etc., to reach a larger number of customers.
Companies should respond to customer
queries, comments, and feedback on social

media to develop better relationships with

customers.
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Businesses should utilize advertisements to
reach specific customer groups to enhance
marketing effectiveness.

Organizations should study customer
preferences and behavior on social media to
develop more efficient  marketing
strategies.

Companies should utilize attractive content
like videos, images, etc., to attract more
customers.

Businesses should regularly assess the
effectiveness of their social media
marketing  campaigns to  enhance
effectiveness and achieve marketing

objectives.

9.Conculsions

The study on the impact of social media
marketing strategies shows that social
media marketing strategies are really
important for businesses these days. Social
media platforms are very important for
business marketing. The analysis of
responses from 124 respondents shows that
social media marketing plays a role in
getting people to know about a brand
making customers happy and helping
people decide what to buy. Most of the

respondents use media platforms a lot. They

see marketing stuff like ads, promotional

posts and brand campaigns all the time.

The findings say that good social media
marketing strategies help businesses get to
people and have better relationships with
customers. If you want to get customers to
pay attention you need to have content,
update regularly and talk to them. This is
what makes customers like a brand. Social
media also helps businesses understand

what customers want and respond quickly.

Overall the study says that social media
marketing is a way for businesses to grow
and promote themselves. Companies that
use media platforms well can do better with
their marketing and stay ahead of others in
the digital marketplace. Social media
marketing is a tool for business growth and
promotion. Businesses can use social media
marketing to get of others. Social media
marketing strategies are very important, for

businesses.

10.Reference:

1) Philip Kotler & Kevin Lane Keller
(2016). Marketing Management.
Pearson Education.

2) Dave Chaffey & Fiona Ellis-
Chadwick (2019). Digital

ASET Journal of Management Science (E- ISSN: 2584-220X) 10|Page
Copyright© 2026: Author(s) published by ASET College

https://doi.org/10.47059/AIMS/V513/14



3)

ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal
ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

Marketing: Strategy,
Implementation and  Practice.
Pearson Education.

Andreas M. Kaplan & Michael
Haenlein (2010). “Users of the
World, Unite! The Challenges and
Opportunities of Social Media.”

Business Horizons.

Engagement and  Outcomes:

Revolutionizing Healthcare
Marketing. In Impact of Digital
Transformation on Business
Growth and Performance (pp. 313-

340). IGI Global.

12) Swadhi, R., Velmurugan, P. R,

4) Tuten & Michael R. Solomon Gayathri, K., & Catherine, S.
(2017). Social Media Marketing. (2026). Evolving critical themes in
Sage Publications. advanced human resource

5) Ryan Deiss & Russ Henneberry management: Navigating change in
(2017). Digital Marketing for the modern workplace. In Critical
Dummies. Wiley Publications. aspects in  advanced  human

6) HubSpot. (2023). Social Media resource management (pp. 75-102).
Marketing Statistics and Trends. IGI Global.

7) Statista. (2024). Global Social
Media Usage Report. 13) Tartari, E.,  Weterings, V.,

8) Meta Platforms. (2023). Social Gastmeier, P. J. R. B., Rodriguez
Media Advertising and Marketing Bafio, J., Widmer, A., Kluytmans,
Insights. J.,, & Voss, A. (2017). Patient

9) Google. (2023). Digital Marketing engagement with surgical site

and Online Advertising Resources.

10) American Marketing Association.

(2022). Marketing Research and
Social Media Marketing Articles

11) Swadhi, R., Gayathri, K., Suresh, N.

V., Catherine, S., & Velmurugan, P.
R. (2025). Leveraging Machine

Learning for Enhanced Patient

infection prevention: an expert
panel perspective. Antimicrobial
Resistance & Infection Control,

6(1), 45.

14) Venice, A., Swadhi, R., Gayathri,

K., Chandra, P., & Sajana, K. P.
(2026). Rehabilitation Robotics and
Adaptive Motion Planning for

ASET Journal of Management Science (E- ISSN: 2584-220X) 11 |Page
Copyright© 2026: Author(s) published by ASET College
https://doi.org/10.47059/AIMS/V513/14



ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal

ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

Patient-Centric Care. In Intelligent
Motion  Control  for Human-
Centered Systems (pp. 51-76). 1GI
Global.

15) Vettriselvan, R. (2025). Harnessing

innovation and digital marketing in
the era of industry 5.0: resilient
healthcare SMEs. In The Future of
Small Business in Industry 5.0 (pp.
163-186). IGI Global.

16) Vettriselvan, R., & Anto, M. R.

(2018). Pathetic health status and
working condition of Zambian
women. Indian Journal of Public
Health Research &
Development, 9(9), 259-264.

17) Vettriselvan, R., & Rajan FSA, A. J.

(2019). Occupational Health Issues
Faced by Women n
Spinners. Indian Journal of Public
Health Research &
Development, 10(1).

Political, and Health Implications of
Early Marriage (pp. 189-212). 1GI
Global.

19) Vettriselvan, R., Ramya, R,

Selvalakshmi, V., Jyothi, P., &
Velmurugan, P. R. (2026).
Empowering  Patients  through
Knowledge: Educational Strategies
in  Rehabilitation.  In Holistic
Approaches to Health
Recovery (pp.  263-290). IGI
Global.

20) Vettriselvan, R., Velmurugan, P. R.,

Varshney, K. R., EP, J., & Deepika,
R. (2025). Health Impacts of
Smartphone and Internet
Addictions Across Age Groups:
Physical and Mental Health Across
Generations. In Impacts of Digital
Technologies Across
Generations (pp. 187-210). 1GI
Global.

21) Vijayalakshmi, M., Subramani, A.

18) Vettriselvan, R., Deepan, A., K., Vettriselvan, R., Catherin, T. C.,
Jaiswani, G., Balakrishnan, A., & & Deepika, R. (2025).
Sakthivel, R. (2025). Health Sustainability and Responsibility in
Consequences of Early Marriage: the Digital Era: Leveraging Green
Examining Morbidity and Long- Marketing in Healthcare. In Digital
Term Wellbeing. In Social, Citizenship and Building a

ASET Journal of Management Science (E- ISSN: 2584-220X) 12|Page
Copyright© 2026: Author(s) published by ASET College
https://doi.org/10.47059/AIMS/V513/14



ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal

ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

Responsible Online Presence (pp.

285-306). 1GI Global.

22) Vijayalakshmi, M., Subramani, A.

K., Vettriselvan, R., Velmurugan,

P. R., & Hasine, J. (2025). Strategic

Collaborations n Medical
Innovation and Al-Driven
Globalization: Advancing

Healthcare Startups. In Navigating
Strategic Partnerships for
Sustainable Startup Growth (pp. 85-
110). I1GI Global.

23) Williams, M. (2008). Infection

control and  prevention in
perioperative practice. Journal of
perioperative practice, 18(7), 274-
277.

24) Zahoor, H., Mustafa, N., Ashifa, K.

M., Safaei, M., & El Gamil, R.
(2025).  Unlocking  resilience:
Emotional intelligence and self-
leadership shape stress perception
among health students.

International Journal of Innovation

and Learning, 38(4), 395-419.

(2025). Unveiling the enigma of
shadow: FEthical difficulties in the
field of Al

26) Suresh, N. V., Selvakumar, A.,

Sridhar, G., & Jain, V. (2025).
Dynamic Pricing Strategies
Implementing Machine Learning
Algorithms  in  E-Commerce.
In Building Business Models with
Machine Learning (pp. 129-136).
IGI Global Scientific Publishing.

27) Catherine, S., Ramasundaram, G.,

Nimmagadda, M. R., & Suresh, N.
V. (2025). Roots, routes, and
identity: how culture shapes
heritage travel. In Multiple-Criteria
Decision-Making (MCDM)
Techniques and  Statistics  in
Marketing (pp.  343-352). IGI
Global Scientific Publishing.

28)Kalaivani, M., Suresh, N. V., &

Catherine, S. (2025). The Next
Wave in Marketing: Data Science in

the Age of Generative Al.

29) Vettriselvan, R., Deepan, A., Garg,
25) Catherine, S., Suresh, N. V., P. K., Suresh, N. V., &
Velmurugan, P. R. (2025).

ASET Journal of Management Science (E- ISSN: 2584-220X) 13|Page
Copyright© 2026: Author(s) published by ASET College

Mangaiyarkarasi, T., & Jenefa, L.

https://doi.org/10.47059/AIMS/V513/14



ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal

ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

72). IGI  Global Scientific
Publishing.

32) Swadhi, R., Gayathri, K., Suresh, N.
V., Catherine, S., & Velmurugan, P.
R. (2025). Leveraging Machine

Advanced Text Analysis,
Simplification, Classification, and
Synthesis Techniques: Leveraging
Al  for Enhanced Medical
Education. In Using Al Tools in
Text  Analysis,  Simplification,
Classification, and Synthesis (pp.
37-66). 1GI Global Scientific
Publishing.

Learning for Enhanced Patient
Engagement and Outcomes:
Revolutionizing Healthcare
Marketing. In Impact of Digital

Transformation on Business

30) Vettriselvan, R., Deepa, R., Growth and Performance (pp. 313-
Gautam, R., Suresh, N. V., & 340). IGI  Global Scientific
Cathrine, S. (2025). Bridging Publishing.

Academia and Industry Through
Technology and Entrepreneurial 33) Aravind, D., Kurnaz, S., Suresh, N.

Innovation:  Enhancing  Supply V., Reddy, E. E., Reddy, P.J. L., &

Chain  Efficiency. In Bridging Jayalakshmi, S. (2026). Hybrid

Academia and Industry Through Renewable Energy Systems and

Cloud Integration in Education (pp. Effective Resource Utilization for

145-174). 1GI Global Scientific Sustainable  Aviation. In Green
Publishing. Approaches and Environmental
Stewardship for Aviation

31) Venice, J. A., Vettriselvan, R., Management (pp. 1-30). IGI Global

Rajesh, D., Suresh, N. V., & Scientific Publishing.

Abirami, P. (2025). Enabling

personalized learning and adaptive 34)Patil, S. H., Shanmugam, R,
systems through strategic Gadhave, S. H., & Suresh, N. V.
management: cloud integration in (2026). Workplace culture and

education. In Bridging Academia employee perceptions in Xiaomi

and  Industry  Through  Cloud corporation. In Empowering
Integration in Education (pp. 49-

ASET Journal of Management Science (E- ISSN: 2584-220X) 14|Page
Copyright© 2026: Author(s) published by ASET College
https://doi.org/10.47059/AIMS/V513/14



ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal
ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly

Inclusive Innovation (pp. 701-708).
Routledge.

35) Shanmugam, R., Pradeepa, S. V.,
Singh, P., & Suresh, N. V. (2026).
Brand personality and its important

role in  purchase  decisions.

In Empowering Inclusive
Innovation (pp. 769-776).
Routledge.

36) De Chlarence, J. M., Sarkar, B.,
Gawande, N., & Suresh, N. V.
(2026). Impact of multi-sensory
marketing on consumer purchase

decisions and loyalty in restaurants.

In Empowering Inclusive
Innovation (pp. 739-749).
Routledge.

37)Singh, P., Shanmugam, R.,
Pradeepa, S. V., & Suresh, N. V.
(2026). Performance evaluation of
large cap mutual fund schemes in

India: An empirical study using

risk-return measures.
In Empowering Inclusive
Innovation (pp. 750-755).
Routledge.

ASET Journal of Management Science (E- ISSN: 2584-220X) 15|Page
Copyright© 2026: Author(s) published by ASET College
https://doi.org/10.47059/AIMS/V513/14



