Emperor Journal of Marketing

Emperor Journal of Marketing

ISSN: 2583-0686 Mayas Publication® www.mayas.info

Volume-V Issue-I1 February-2025

The Impact of Social Media and Content Marketing on
Entrepreneurial Success

A.S. Minhaj Begum

Assistant Professor

PG & Research Department of Commerce
Jamal Mobamed College, (Antonomons)
Alffiliated to Bharathidasan University
Tiruchirappalli- 20, Tamilnadn

M. Afra

Post Graduate Student

PG & Research Department of Commerce
Jamal Mobamed College (Autonomons)
Affiliated to Bharathidasan University
Tiruchirappalli-20, Tamilnadu

Abstract

Social media and content marketing have become essential tools for entrepreneurs
seeking to grow their businesses. These strategies offer cost-effective ways to
enhance brand visibility, engage with customers, and drive business growth. This
study explores the impact of social media and content marketing on
entreprencurial success, examining the effectiveness of different platforms and
content types. Findings indicate that Instagram is the most preferred marketing
platform, while videos and social media posts generate the highest engagement.
However, entrepreneurs face challenges such as time constraints, lack of new ideas,
and audience engagement difficulties. The research highlights the importance of
leveraging platform-specific strategies, utilizing analytics tools, and adapting to
market trends. Despite challenges, the integration of social media and content
marketing significantly contributes to business success. The study provides
valuable insights for entrepreneurs, policymakers, and researchers, paving the way
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for future research on start-up growth, content personalization, and digital
marketing strategies.

Keywords: Social media, Content Marketing, Entrepreneurship, Business Growth,
Digital Marketing.

LINTRODUCTION

Social media and Content Marketing have revolutionized how entrepreneurs grow
their businesses. These tools allow entrepreneurs to reach a larger audience, build
brand awareness, and engage directly with potential customers all while keeping
costs low. Through platforms like Instagram, Facebook, and YouTube,
entrepreneurs can share valuable content that not only attracts but also retains
customers.

For small businesses and startups, these digital strategies provide a cost-effective
way to compete with larger brands. By consistently creating meaningful content,
entrepreneurs can establish trust with their audience and drive business growth.
This paper explores how social media and content marketing impact
entrepreneurial success, examining how these strategies contribute to brand

growth, customer engagement, and overall business development.

Concept

In today’s digital world, social media and content marketing have become essential
tools for entrepreneurs trying to grow their businesses. These strategies offer a
more affordable way to connect with audiences, build brand awareness, and fuel
businesses growth. Here’s how these tools can really make a difference for

entrepreneurs:

» Social media and content marketing are key for entrepreneurs to
connect with and engage their target audience.

> 'These strategies are cost-effective alternatives to traditional
marketing, which is especially helpful for startups with tight
budgets.

» Platforms like Facebook, Instagram, and Linkedln give
entreprencurs the opportunity to directly engage with customers
and boost brand visibility.

» With content marketing (like blogs, videos, and info graphics),
entrepreneurs can share valuable insights, build trust, and

encourage interaction with their audience.
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> Entrepreneurs can create personalized content that resonates with
their audience, helping, helping improve customer loyalty and
retention.

» By using analytics tools, entrepreneurs can track how well their
social media strategies are working and make adjustments for
better results.

» When used together, effective content creation and social media
engagement can elevate a business, increase brand recognition,
and lead to lasting growth.

Scope of the Study

» The study focuses on entrepreneurs using social media and content
marketing strategies to promote their businesses and drive growth.

» It examines the effectiveness of these strategies specifically within urban
areas, where digital marketing tools are more accessible.

» The research looks at both product-based and service-based businesses,
analyzing how different industries leverage social media and content
marketing.

Statement of the Problem

Entrepreneurs often find it difficult to make the most of social media and content
marketing, especially when they have limited resources. While these tools can help
grow their businesses, many struggles with creating content that connects with
their audience, choosing the right platforms, and figuring out if their marketing
efforts are working.

On top of that, entreprencurs often face challenges in being consistent with their
content and managing the time and resoutces needed for effective marketing. This
study aims to explore these issues and offer practical advice to help entrepreneurs
use social media and content marketing to grow their businesses more effectively.

Objectives of the Study

» To identify the most effective social media platforms utilized by
entreprenecurs for business development.

» To evaluate the types of content marketing strategies that drive audience
engagement and lead generation.

> To explore the challenges entrepreneurs face in implementing and
sustaining social media and content marketing strategies.

> To assess the role of social media and content marketing in enhancing
revenue and brand visibility for startups
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Research Methodology

Research Methodology is the process used to solve a research problem
systematically. It includes the methods, tools, and techniques for collecting,
analyzing, and interpreting data. According to the definition, it is “a way to
systematically solve a research problem by studying the steps logically”. In simple
terms, it provides a clear plan for collecting and analyzing data to ensure the

research is reliable and produces meaningful results.

Area of the Study

This study focuses on entrepreneurs in urban areas who utilize social media and
content marketing strategies to grow their businesses. It aims to assess how these
digital marketing tools contribute to the success of entrepreneurs in various
industries, including both product-based and service-based businesses.

Sample Size

This study involves 50 entrepreneurs, selected through a “Convenient Sampling
Method”. This ensures a diverse group of participants, representing different types
of businesses and vatying levels of experience within urban markets.

Sources of Data

Primary Data:

The primary data was collected through questionnaire filled out by 50
entrepreneurs, with any doubts addressed personally during the completion
process.

Secondary Data:

Secondary data will be gathered from existing research, reports, and case studies to
support and expand on the primary findings.

Tools Used for Data Analysis

The data gathered through the research tool must be organized and structured.
This includes editing, categorizing, and arranging it before it can be useful. To
analyze the data, tools such as frequency tables and percentage charts have been
used. Furthermore, the Chi-square test has been applied to test the hypothesis of
the study.
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Limitation

» This study is limited to entreprencurs who actively engage with social
media and content marketing, leaving out those who primarily use
traditional marketing channels.

» Findings are based on a single geographical area, which might not
represent broader entrepreneurial trends across different regions.

» The scope of the study is trestricted to analyzing the short-term impacts of
social media marketing, neglecting its long-term effects.

»  Self-reported data from questionnaire may introduce biases, such as over-
or underestimating the effectiveness of specific marketing practices.

Review of Literatures

Yuniarti, Aziz, and Gani (2024) explore the link between creativity in digital
marketing and achieving goals like increased website traffic, customer conversions,
and sales. Their study shows that creativity is vital for success, helping business
innovate and reach wider audiences. The findings provide insights for improving
digital marketing strategies and suggest areas for future research.

Singh (2024) examines the challenges Saudi Arabian businesses encounter when
adopting social media marketing, particularly due to limited skills and resources.
Through expert’s insights and the DEMATEL method, 19 key obstacles where
identified, with customer support, platform trust, and data security being crucial
for success. The study offers practical recommendation to address these challenges
and improve social media marketing strategies for global expansion.

Aslam, Hussain, and Shahid (2024) analyse how social media influence
entreprencurial identity and self-presentation. They look into how Entrepreneurs
use platform to showcase their ventures and engage with stakeholders. Through a
mixed methods approach, including content analysis of social media profiles and
interviews, the study reveals that entrepreneurs utilise techniques like content
curation, visuals, and storytelling to shape their identities and connect with their
audience. This research contributes to the understanding of social medias role in
entreprencurship, highlighting its challenges and opportunities.

Yong, Hassan (2019) investigate the impact of social media marketing on
entreprencurial success in Sabah’s homestay business. Despite government
incentives, the sector faces slow growth due to a lack of visitors. Using a
quantitative approach and the Partial Least Squares (PLS) method, the study
highlights how social media matrketing can improve business performance by
identifying effective platforms. The findings offer insights for homestay
entrepreneurs and stakeholders, contributing to the growth of Malaysia’s tourism
industry and guiding future research in the field.
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Analysis And Discussion
Demographic Table:
TABLE I
Variable Category Frequency | Percentage
Gender Male 37 74%
Female 13 26%
Age Group Below 25 14 28%
25-35 20 40%
36 —45 10 20%
Above 45 6 12%
Education School level 5 10%
Graduate 25 50%
Postgraduate 18 36%
Tlliterate 2 4%
Income per month | Below 10,000 4 8%
10,000 — 20,000 12 24%
20,000 — 30,000 19 38%
Above 30,000 15 30%

Table 1 highlight that 74% of the respondents are Male, with 40%
belonging to the 25 — 35 Age Group. Additionally, 36% have attained a
Postgraduate degree, and 38% have a Monthly Income ranging between 20,000
and 30,000, representing the highest proportions across these categoties.

Null Hypothesis (Ho):
There is no significant difference between Age and usage of social media
Platform.
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Table Ii
Age Vs Social Media Paltform

SOCIAL MEDIA PLATFORM
AGE

Facebook | Instagram | LinkedIn | Others | Twitter | YouTube | TOTAL
Below 1 6 4 3 5 1 20
25
25-35 2 2 1 1 2 2 10
36-45 0 3 1 0 0 2 6
Above 1 8 1 0 1 3 14
45
TOTAL | 4 29 7 4 8 8 50

Formula:

CHI SQUARE =} [ (O-E)? / E]
O — Observed Frequency
E — Expected Frequency

(O-E) — Difference between Observed Frequency and Expected Frequency
(O-E)?— Square of the Difference
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Calculation:
(0] E (O-E) (O-E)? (0O-E)2/ E
1 1.6 -0.6 0.36 0.225
6 7.6 -1.6 2.56 0.337
4 2.8 1.2 1.44 0.514
3 1.6 1.4 1.96 1.225
5 3.2 1.8 3.24 1.013
1 3.2 2.2 4.84 1.513
2 0.8 1.2 1.44 1.8
2 3.8 -1.8 3.24 0.853
1 1.4 -0.4 0.16 0.114
1 0.8 0.2 0.04 0.05
2 1.6 0.4 0.16 0.1
2 1.6 0.4 0.16 0.1
0 0.5 -0.5 0.25 0.5
3 2.3 0.7 0.49 0.213
1 0.8 0.2 0.04 0.05
0 0.5 -0.5 0.25 0.5
0 1.0 -1.0 1.00 1.00
2 1.0 1.0 1.00 1.00
1 1.1 -0.1 0.01 0.00
8 5.3 2.7 7.29 1.37
1 2.0 -1.0 1.00 0.5
0 1.1 -1.1 1.21 1.1
1 2.2 -1.2 1.44 0.655
3 2.2 0.8 0.64 0.291

Calculated value of X2 = 15.023
Degree of Freedom = (r-1) (c-1)

= (6-1) (4-1)
=15
Level of Significance = 0.05
Table Value = 25.00 at 0.05 Level of Significant

Intepretation:

The Calculated value of X2 is Lesser than the Table Value. Therefore, Ho
is Accepted.There is no Significant Difference between Age and Social Media
Platform.

Mayas Publication 483



Emperor Journal of Marketing

Null Hypothesis (Ho):
There is no Significant Difference between Gender and Challenges of
social media.

Table III
Gender Vs Challenges Of Social Media

CHALLENGES OF SOCIAL MEDIA
Audience | Balanci | Deadli | Lacki | Limite Time TOT
GEND | Engagem ng ne ng of d Constra | AL
ER ent Tasks | Pressu | new Resour int
re Ideas ces
(Budge
L
Tools)
Female 2 0 0 3 2 6 13
Male 7 2 5 7 6 10 37
TOTA 9 2 5 10 8 16 50
L
Formula:

CHI SQUARE =) [ (O-E)? / E]

O — Observed Frequency

E — Expected Frequency

(O-E) — Difference between Observed Frequency and Expected Frequency
(O-E)?— Square of the Difference
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Calculation:

E (O-E) | (O-E)2 | (O-E)2 / E
23 [-03 0.09 0.03
0.5 |-05 0.25 0.5
13 |-13 1.69 1.3
26 (04 0.16 0.062
21 |-01 0.01 0.005
42 |18 3.24 0.771
6.7 |03 0.09 0.013
1.5 |05 0.25 0.167
37 |13 1.69 0.457
74 | -04 0.16 0.022
59 |01 0.01 0.002
10| 11.8 | -1.8 3.24 0.275
Calculated value of X2 = 3.604

Degree of Freedom = (r-1) (c-1)

G\\IU‘IK\)\IG\[\JDJOO[\JO

= (6-1) (2-1)
=5
Level of Significance = 0.05
Table Value =11.07 at 0.05 Level of Significant

Intepretation:

The Calculated value of X2 is lesser than the Table Value. Therefore, Ho is
Accepted.

There is no Significant Difference between Gender and Challenges of

social media.

Findings

o Instagram is the most preferred marketing platform, with 40% active
users, whereas Facebook and LinkedIn are the least preferred at 8%.
YouTube and Twitter are equally popular, each at 16%.

¢ Among content marketing strategies, videos (30%) are the most effective
for engagement and lead generation, followed by social media posts (28%).
Email newsletters (15%) and infographics (14%) also contribute, while
blogs (12%) and product demos (4%) have the least impact.

e The biggest challenge for entrepreneurs is time constraints (32%),
followed by lack of new ideas (20%) and audience engagement (18%).
Limited resources (16%) and deadline pressure (10%) are also concerns,
while balancing multiple tasks (4%) is the least reported issue.
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Social media and content marketing contribute significantly to startup
success by driving customer engagement (40%), enhancing brand visibility
(30%), attracting potential customers (20%), and building customer loyalty
(10%).

Suggestions

Entrepreneurs should customize their strategies for each social media
platform to better engage with their audience.

Using analytics tools to track content and campaign performance can help
in making data-driven decisions.

Creating authentic and valuable content builds customer trust and
encourages repeat engagement.

Adapting social media strategies based on audience feedback and
engagement insights can enhance effectiveness.

Staying updated with social media trends and adjusting strategies
accordingly ensures continued relevance and growth.

Collaborating with influencers or industry experts can boost brand
credibility and expand reach.

II.CONCLUSION

This study underscores the significant impact of social media and content

marketing on entrepreneurial success. These strategies provide cost-effective and

efficient ways for businesses to expand their audience, enhance brand awareness,

and foster strong customer trelationships. By leveraging platform-specific content

and data analytics, entrepreneurs can maximize growth potential. While challenges

such as content consistency and measuring ROI remain, the overall benefits of

integrating social media into business strategies are undeniable. These findings

offer valuable insights for entrepreneurs, policymakers, and researchers, aiding in

the refinement of digital marketing practices and supporting businesses in thriving

in the digital age.

Scope for Further Research

The impact of these strategies on startup growth and platform
effectiveness.

The role of content personalization in improving customer engagement.
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