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Abstract

Intoday’s technologically advanced world, social media and online marketing are 0
of the most important aspects of human life. Instagram, a social media platform, was initially released as an unspecialized
Instagram gradually gained popularity as both a marketing platform and an app. Instagram makes it easier

app. However,
l for traders around the world to interact with customers and promote their products than ever before. Instagram canneets
uted the ability to market it, despite the fact that

many traders and customers with its diverse user base. People have contrib
| it is not intended for that purpose. Instagram provides unique features such as reels, posts, IGTV, and other modes that aid
| in effective and efficient marketing. The goal of this study is to see if Instagram marketing is truly worth the publicity. There
has been discussion about Instagram’s potential as a marketing tool, and solid data has been presented.

not new. Social media has evolved into one

Keywords: - Effectiveness, Instagram, Marketing tool.

INTRODUCTION

The era of social media and photo sharing apps is fully arrived. Instagram is currently one of the most p .
social media. It will explain how to get started and why it’s important. Instagram is essentially a smartphon: a;pp at 2
users to share photos with others in a social network. The world’s largest social media network, Facebook,
app from its developers in 2012. Instagram was created to capitalise on the growing technological convergenc:
“martphones and photography. Every year, the built-in camera features of new mobile devices becon

arily because of the growing world of social sharing c_cntrcd around photos and short videos ‘
/oung, talented entrepreneurs. Instagram can be used to adV&rtisg busine
i ishes it from other social media platforms. Instagram i
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astava (2021) Retailers are contmuﬁllf "e
u Srivastavil L8 7 T eve-opening study on the inflt
and loyalty, according to an eyesOPERTRE Z =7
Wb ‘Sw%;a thorouigh understanding of the rescarch that fas be
RSP ors worldwide, The impact of user- and market_er-ge?:;at?d zgnﬁy
g S Lt 1 ceret mupchiasing decisions are IHUESHCCCOVIE
is discussed. It is talked about AR e e .| media is presented. Alexis Rene
o brand communities and co-creating value on social MECE .
L (mmzl)ml*a ctors influencing engagement in fashion brands’ instagram Pf’s“'_’ '533'3--@ the iy
ﬁ | mm arts: a) to investigate how fashion brandsuselustagramasamarket@g tool, ﬂndb)mlﬁe.'
of Inctagram poss infiuencing followers' engagement, Based on the engagemen ranking, > contenbiE

on Instagram posts from the top ten fashion brands. They noted the various facets of fashion brands’ Instagmm
- . t. According to our |

‘well as the various components and approaches that work well to boost follower engagemeﬂ_
Instagram features like captions, emojis, images, and mega-influencers can all be very effective at boosting eng;
The findings of this study contribute to social media marketing literature by exploring social engagement on fashie
Sond . The results provide practical implications for fashion brands in ways in which they can effective
Instagram, Daniel Augustinus, Universitas Pelita Harapan, Agnes Agnes (2020) Social networking sites have emmergeday
revolutionised the world, bringing people and the globe closer together, according to research on the influence of Tnstagrs
marketing adoption towards consumer purchase decisions in the fashion industry. The purpose of this study was to od
into how social networking sites affect consumer choice in the fashion industry. In order to collect the required inforn
;aafl data, questionnaires ?re disu'ibut.ed to 110 respondents who use social media in Medan. The results of this r-semhl
it is mnclnded that soc:z;d networking sites (the usability of Instagram) influencesand give impact towards consume
plnhasc.decmon on fashion. The results also demonstrate that Instagram influences fashion consumer purchase decisi
w ::n u;al;ixty sutc: as g;‘;)d met_nc‘s, eye catchix:g cnnte‘nt, and rt::commendations from others. Xin L. Wong,Rose (.
:..tn,bu_ . Sebaratnam (2019) s‘wtfun Instagram’s changing role in #medicine indicates that social media is becomi
nenessmjr component c-af everyday life and that the healthcare industry is using it more and more. Instagram is a free soci
media platform for sharing photos and videos that has been widely used i ic i i .
1dely used in medical fields with a strong visual .1:::v111pon|
Here, we go over the benefits and drawbacks of using it i ici i i Dhilir
. : ; ng it n contemporary medicine. Vaibhavi Nandagiri & Leena Phili
(2018) This study examines the work of well-know ial ia i .
. : n social media influencers and the effect they have on their followe
according to Impact of influencers from Instagram and YouTub i 1 > ;
g ; er ouTube on their followers. The influencer forums selected fi i
media are exclusive to YouTube and Instagram. Th i i i et
o . gram. The researcher aims to determine whether an influencer’s work that involvé
mdmmng or endorsing a product benefits their followers. For the experiment, ten participants between the a £ 'ghtl" it
twenty-one were chosen, and they were shown pictures and videos of YouTubers and Instagrammers. o
i-:hit the wr.::rk of an Influencer is positive and that they do have an impact on the followers TS e o
influencerisa t;rgdibie source and thus are willing to try out the products reviewed and endorsed. The infl X
fl_ﬂmmble feedback from their followers as well as from the brands they support. Ahmadinejaq B uencer alsoTiotig
(3017) in E-h-usinwf throg_gh social media: a Quantitative Survey (Case Study: Instagram) says that ;3_ - & N ajafi Asli, H'
nmcimad with selling products and services. This study prioritised statistical findings over theoret; "arketing is not onlf
nﬂlim:uwey was mdomly-distrﬂ_juted to 80 Instagram users, as a result of their lack of proper :knbw';;;;gt?l_’i‘?-- 1[1 fa |
media and its growing popularity. Descriptive statistics and inferential statistics inference were the two q > Tegar dlj_ﬂg’s

E'Ehemuhs of inferential statistics indicate that people are looking for brand awareness and b e ;

> as the followers sees that ¢




1 Usage on customer sati

W'm*s“‘?"ﬁm type of social media marketing is Instagram marketing, which invol ing a bran
| on the platform. This social media platform ht?lps brands reach a large audience, raise their profile, and boost sales. Ir
 marketing allows brands (o reach a large audience that actively interacts with them and wants to buy from them. This is or
\ of its primary benefits. This social network functions as a marketing tool and provides a few other benefits.
RESEARCH METHODOLOGY

s Data Collection ;
One hundred and Sixty people were given a well-designed questionnaire. Convenient sampling is the sampling technique. o

§ Respondents were given Google forms that were created. IBM SPSS STATISTICS version 28.0.1.1(15) was used to analyse
% the collected data. The study’s secondary data came from books, magazines, journals, and websites. :

Data Analysis and Interpretations

Table 1 Preference of Instagram as A MarketingTool

PERFERENCE NO. OF RESPONDENTS | PERCENTAGE
HI Easy to communicate 56 35
!j It can reach lot of people 86 53.7
o Keeping an eye on competitors 10 6.3
l.‘il It increases the brand name 8 5
. TOTAL 1600 100
" Source: Primary Data

o Table | demonstrates that because Instagram simplifies communication, 35% of respondents prefer it. 53.7% of
| respondents said they preferred it because it is widely available. 6.3% of respondents said they preferred it because it's a
great way to monitor your competitors. Five percent of respondents believe it enhances the'brand name.

Table 2 Frequent Selling Product Through Instagram

PRODUCTS NO. OF RESPONDENTS | PERCENTAGE ' -
All items 2 | 3

Clothes 64 40_;0

Cosmetics 40 250

Digital arts & gifts 28 1 75

Nothing 2 | 1.3

Organic 24 1 5;. .

'TOTAL 160 . 100

Source: Primary Data
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According to Tablet 2, 40% of respondents believe that elathms
‘believe that cosmetics are the best-selling product, According to
Popular products in India According to 15% of respondents, organic p!
1.3% say none of the products mentioned sell better on Instagram; and
Instagram.

Table 3 Best Practices In Instagram Marketing

[ PRACTICES NO. OF RESPONDENTS
High quality visuals 62
ﬁ_of nstagram changes and updates 62 \
Pay attention to what the viewer’s need 10
Tell visual stories 26
TOTAL 160

Source: Primary Data
According to Table 3, 38.8% of respondents believe that the best practices for Instagram marketing

visuals and staying up to date with Instagram changes and updates; 16.25% believe that telling visual st
approach, and 6.25% believe that paying attention to what viewers need is the best approach.

Table 4 Preference of Mode Of Payment

MODES OF PAYMENT | NO. OF RESPONDENTS | PERCENTAGE

COD 20 25.0

Online payment 58 125

Other 2 2.5

Total 80 100.0 B

Source; Primary data

Table 4 shows that when it comes to Instagram marketing, 72.5% of respondents

prefer cash on delivery (COD), and 2.5% prefer both. prefer online payment methods, 25%

Table 5 MISTAKES MADE IN INSTAGRAM MARKETING

MISTAKES MADE NO. OF RESPONDENT:

Lack of unique selling proposition 22 | : PERCENTAGE
Failing to earn repeat customers 30

Not using Instagram stories 11

No engagement with an audience 17

Total 80

Source: Primary Data
ta._'Table_S 27: 50% of respondents believe rhat not havmg a unique



qﬂmy mmges and sizyin,g up to date with updates and changes gn the platform.
« The majority of respondents (72.5%) favour making payments online,

| « The majority of respondents (37.50%) believe that the error made in Instagram
! business. ' gram mi

" SUGGESTIONS
"« Itissuggested that Instagram marketing is a useful tool for marketing right now and that using In
a wide network of people is made easier. Instagram is a more profitable platform for product mark
especially in the wake of COVID-19. yduct mar
. - Amording to the r‘espondents Instagram is a useﬁJl tool for markeﬁng and o pr Oﬂuct'saib_

buyers and sellers can benefit from them. They claim that Instagram offers more proﬁt.than rc;al_

secure for online purchases and sales.
J e It is essential to actively engage with the community. Getting back to followers in Madurai through
' comments, and mentions is helpful in establishing a rapport. By fostering a sense of community around
this two-way communication helps to humanise and trust the brand. Businesses should also think about QI
d surveys, quizzes, and Q&A sessions to promote communication and input.
s Collaborating with local influencers is another effective strategy for Instagram m.arketmg in Madurai.
regional influencers with a sizable fan base can help a brand gain more recognition and reach. These
have the ability to offer genuine viewpoints on goods and services that appeal to the community.

* One proactive way for a brand to demonstrate its connection to Madurai is to promote and

events, festivals, and celebrations. Businesses can demonstrate their commitment to
| brand visibility by coordinating their marketing efforts with the city’s calendar. This:
of the heightened attention during special events.
*  Promoting user-generated content enhances the brand” s authenticity on Instagram.
ot campaigns to inspire Madurai followers to produce content abo
conient on the brand’s profile highlights authentic
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in order to optimise the marketing p
trends, and modify their strategy as
m are kept efficient and in line with

e Itis essential to regularly analyse Instagram [nsights
monitor how well their content is performing, spot
data-driven strategy, marketing campaigns on Instagra
preferences.

CONCLUSION

One of the most effective substitutes and contemporary forms of marketing in the .age ofds._c:rcml mzdla
marketing. According to our research, Instagram marketing will eventually have a wider au fegce an bet; !
ity of Madurai, Instagram is a potent and useful marketing tool. The platform presents dlSt!ﬂ(.JtIVE Change for
in 'Madumi to establish a connection with their target audience, enhance brand awareness, and stimulate engag
its extensive popularity and emphasis on visuals. Instagram’s visually rich content enables companies to present
or services in an enticing way, giving customers a more tailored and interesting experience. Additionally, {
features like Reels, IGTV, and Stories offer a variety of channels for inventive marketing approaches, helj
businesses stay current and engage their audience in fresh ways. The utilisation of location tags, hashtags, and
enhances the outreach of marketing campaigns, enabling companies to penetrate local markets and cultivate a feel;
community. In order to stay competitive and build a strong online presence, businesses in Madurai should take adv:
of Instagram's marketing capabilities as the platform continues to change and adapt to the ever-changing so

landscape. Instagram has the potential to significantly contribute to business growth and success in Madurai thmugh
planning, interesting content, and regular audience interaction.
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