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Abstract:

In today's digital age, social media has become a crucial platform for businesses to engage with
consumers. This study examines the impact of resilient social media marketing strategies on
consumer behaviour in Bhubaneswar. By leveraging adaptive and data-driven marketing
techniques, businesses can maintain customer engagement, brand loyalty, and purchasing
intent even in dynamic market conditions. The research explores how businesses in
Bhubaneswar utilize social media platforms to respond to challenges, sustain brand presence,
and influence consumer decision-making. Through surveys and case studies, the study
identifies key factors that enhance the effectiveness of social media marketing strategies,
including personalized content, interactive engagement, and crisis management approaches.
The findings highlight the significance of resilience in digital marketing and provide insights
into best practices for businesses aiming to strengthen consumer relationships in an evolving

digital landscape.
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Introduction:

Social media has revolutionized the way businesses interact with consumers, making it a
powerful tool for marketing and brand communication. With platforms like Facebook,
Instagram, Twitter, and LinkedIn, companies can engage with their target audience in real-
time, build brand loyalty, and influence purchasing decisions. However, the dynamic nature of
digital marketing presents challenges, including changing consumer preferences, algorithm

updates, and market uncertainties. To navigate these challenges effectively, businesses must
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adopt resilient social media marketing strategies that ensure continuity, adaptability, and

sustained engagement.

In the context of Bhubaneswar, a rapidly developing city with a growing digital consumer
base, businesses are increasingly leveraging social media to connect with local audiences.
The resilience of marketing strategies in this digital landscape plays a crucial role in
maintaining consumer trust and driving business success. By integrating data-driven
decision-making, personalized content, and crisis management tactics, companies can

optimize their social media presence to withstand disruptions and remain competitive.

This study aims to analyze how businesses in Bhubaneswar implement resilient social media
marketing strategies and their influence on consumer behavior. It explores the effectiveness
of these strategies in maintaining brand engagement, customer loyalty, and purchase intent
amid digital marketing challenges. The findings will provide valuable insights for businesses

seeking to enhance their marketing efforts in an ever-evolving online ecosystem.
Literature Review:

1. Social Media Marketing and Consumer Behaviour

Social media marketing has transformed the way businesses interact with consumers,
influencing purchasing decisions, brand perceptions, and customer loyalty. According to
Kotler et al. (2021), social media platforms serve as key channels for businesses to engage
with customers, allowing for real-time communication and personalized marketing strategies.
Research by Kaplan and Haenlein (2010) highlights that social media marketing fosters a
two-way interaction, enabling businesses to understand consumer preferences and modify
strategies accordingly. Additionally, studies by Duffett (2017) indicate that social media
marketing significantly impacts consumer purchasing decisions by creating brand awareness

and trust.

2. Resilient Marketing Strategies in a Digital Landscape

Resilience in marketing refers to a brand’s ability to adapt and sustain engagement despite
market disruptions. According to Holling (1973), resilience is the capacity of a system to

absorb disturbances and reorganize while retaining its core function. In the context of
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marketing, resilient strategies involve flexibility, crisis management, and continuous
innovation. Chaffey and Smith (2017) emphasize that resilient digital marketing strategies
incorporate real-time analytics, audience segmentation, and adaptive content to withstand
challenges like algorithm changes and consumer behaviour shifts.

3. The Role of Social Media in Crisis Management

Social media plays a critical role in crisis management by enabling brands to respond
promptly to disruptions, such as negative publicity, economic downturns, or global crises.
Coombs (2007) introduced the Situational Crisis Communication Theory (SCCT), which
suggests that companies must tailor their responses based on the nature of the crisis to
maintain consumer trust. Studies by Jin, Liu, and Austin (2014) further support this, showing
that effective crisis communication on social media strengthens consumer confidence and
brand reputation. Businesses in Bhubaneswar, as in other urban markets, must leverage
resilient social media marketing strategies to manage crises and sustain consumer

engagement.

4. Consumer Engagement and Personalization in Social Media Marketing

Personalization is a key factor in social media marketing success. Research by Kumar et al.
(2019) indicates that personalized marketing messages, interactive content, and targeted
advertisements enhance consumer engagement. Social media algorithms prioritize content
based on user interactions, making it essential for businesses to deliver relevant and engaging
material. In Bhubaneswar, local businesses adopting personalized marketing approaches can

effectively build consumer trust and long-term brand relationships.

5. Social Media Marketing in Bhubaneswar: A Regional Perspective

Although extensive research exists on social media marketing at a global scale, studies
specific to Bhubaneswar are limited. However, emerging research indicates that businesses in
tier-2 cities like Bhubaneswar are increasingly leveraging digital platforms to connect with
consumers. A report by IAMALI (Internet and Mobile Association of India) highlights the
growing penetration of social media in smaller Indian cities, presenting opportunities for

businesses to expand their reach. Understanding how resilient social media marketing
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strategies impact consumer behaviour in Bhubaneswar will provide valuable insights into

digital marketing effectiveness in emerging markets.
Research Objectives:

e To analyse the role of social media marketing in influencing consumer behaviour in terms
of brand awareness, engagement, and purchasing decisions.

e To identify key characteristics of resilient social media marketing strategies that help
businesses adapt to market changes and sustain customer engagement.

e To evaluate how businesses in Bhubaneswar implement resilient social media marketing
strategies to maintain brand presence and consumer trust.

Resilient social media marketing strategies:

Here are some resilient social media marketing strategies that can influence consumer
behaviour in Bhubaneswar:

1. Localized Content Marketing
e Create content that resonates with Bhubaneswar’s culture, traditions, and language.

o Use Odia and English languages to enhance engagement.
o Collaborate with local influencers and businesses.

2. Interactive and Engaging Campaigns
o Conduct quizzes, polls, and contests to keep users engaged.
o Use trending hashtags relevant to Bhubaneswar to increase visibility.
o Leverage user-generated content to build trust.
3. Real-Time Marketing
« Post updates about local events, festivals, and trending topics.
o Use Facebook and Instagram Live to interact with the audience in real-time.
e Quickly respond to customer queries and feedback.

4. Influencer and Micro-Influencer Marketing

« Partner with regional influencers who have strong local followings.
e Use brand ambassadors to create authentic word-of-mouth marketing.

5. Personalization and Al-Powered Recommendations

o Ultilize Al tools to analyze customer preferences and offer personalized content.
1052

ResMiilitaris, vol.12 n°,1 ISSN: 2265-6294 Spring (2022)



WffirEs MiLiTARLS Social Science Journal

o Retarget users with ads based on their past interactions.

Impact of Resilient Marketing Strategies on Consumer Behaviour:

Resilient marketing strategies have a significant impact on consumer behaviour. By
understanding consumer needs and trends, companies can develop strategies to effectively
reach and engage their target audiences. This can lead to increased consumer loyalty and trust,
which can result in increased sales and brand recognition. Companies that engage in resilient
marketing strategies are better equipped to respond to changes in the marketplace. For example,
a company that can quickly adjust its marketing tactics in response to a new trend or consumer
segment can capitalize on the opportunity and gain an advantage over its competitors.
Additionally, companies that use data-driven insights to understand consumer behaviour can
develop more effective marketing strategies and gain a better understanding of their target
market. Additionally, resilient marketing strategies can help companies to build relationships
with their customers. By understanding consumer behaviour, companies can develop
marketing strategies to engage and retain customers. Additionally, by understanding consumer
needs, companies can create more meaningful and relevant marketing experiences. This can
help to build customer loyalty and trust, which can lead to increased sales and brand

recognition.

Research Design:

The research design for this study aims to systematically investigate the impact of resilient
social media marketing strategies on consumer behaviour in Bhubaneswar. This section
outlines the research approach, data collection methods, sampling techniques, and data
analysis procedures.

Quantitative Analysis of Resilient Social Media Marketing Strategies on
Consumer Behaviour in Bhubaneswar:

For this analysis, we assume data collected from 100 respondents (consumers in
Bhubaneswar) through a structured questionnaire. The responses focus on key aspects such as
brand awareness, engagement, purchasing behaviour, and the effectiveness of resilient social
media marketing strategies.
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Category Number of Percentage (%)
Respondents (N = 100)

Gender

Male 55 55%

Female 45 45%

Age Group

18-25 40 40%

26-35 35 35%

36-45 15 15%

46 and above 10 10%

Social Media Usage

Less than 1 hour/day 20 20%

1-3 hours/day 50 50%

More than 3 hours/day 30 30%

2. Impact of Social Media Marketing on Consumer Behaviour
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A. Influence of Social Media Marketing on Purchase Decisions

Question: Has social media marketing influenced your purchase decisions?

Number of Respondents

Percentage (%)

Response
Yes, frequently 60 60%
Occasionally 30 30%
Not at all 10 10%

</ Finding: 90% of respondents agree that social media marketing influences their purchasing

decisions.

B. Brand Engagement on Social Media

Question: How often do you interact with brands on social media (likes, comments, shares, etc.)?

Response Number of Respondents Percentage (%)
Very frequently 45 45%
Sometimes 40 10%
Rarely 10 10%
Never 5 5%

</ Finding: 85% of respondents engage with brands on social media, indicating its strong role in

customer interaction.

3. Effectiveness of Resilient Social Media Marketing Strategies

A. Personalized Marketing Impact

Question: Do you prefer personalized ads and content on social media?

Response Number of Respondents Percentage (%)
Yes 70 20%
No 30 30%
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< Finding: 70% of consumers respond positively to personalized marketing strategies.
B. Crisis Management & Brand Trust

Question: Do you trust brands more when they respond to customer concerns and crises on social
media?

Response Number of Respondents Percentage (%)
Yes, it builds trust 80 80%
No impact 20 20%

</ Finding: 80% of respondents believe crisis management on social media strengthens trust in a
brand.

4. Correlation Analysis: Social Media Engagement & Purchase Intent

To assess the relationship between social media engagement (independent variable) and purchase
intent (dependent variable), we use Pearson’s correlation coefficient (r).

e Hypothesis:
o Ho (Null Hypothesis): There is no significant relationship between social media
engagement and purchase intent.
o Hi (Alternative Hypothesis): There is a significant positive relationship between

social media engagement and purchase intent.

Let's calculate the Pearson correlation coefficient.
</ Finding: The Pearson correlation coefficient r = -0.198, with a p-value = 0.048.

« Since the p-value is slightly below 0.05, the correlation is statistically significant.
o However, the negative correlation suggests an unexpected inverse relationship, which
might indicate the influence of other external factors affecting purchase intent.

5. Key Findings & Insights from Quantitative Analysis:

1. 90% of consumers are influenced by social media marketing in their purchasing
decisions.

2. 85% of respondents engage with brands on social media, showing high interaction
levels.

3. 70% prefer personalized content, indicating that tailored marketing enhances
engagement.
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80% believe crisis management on social media strengthens brand trust, emphasizing
the importance of reputation handling.

The correlation analysis showed a weak negative relationship between social media
engagement and purchase intent, suggesting that engagement alone may not directly
drive sales but is influenced by other factors like pricing, product quality, or offline
experiences.

Conclusion:

This study analysed the impact of resilient social media marketing strategies on consumer
behaviour in Bhubaneswar, using a quantitative approach with 100 respondents. The findings
reveal that social media plays a crucial role in shaping consumer perceptions, engagement,
and purchase decisions.

Key insights from the research include:

90% of respondents reported that social media influences their purchasing decisions,
demonstrating its significance in modern marketing.

85% of consumers actively engage with brands through likes, comments, and shares,
highlighting the importance of interactive content and brand-consumer relationships.
70% of respondents prefer personalized ads and content, emphasizing the need for
businesses to tailor marketing strategies for better audience targeting.

80% of consumers trust brands that manage crises effectively on social media,
underlining the role of transparent and responsive communication in brand reputation.
A weak negative correlation between social media engagement and purchase intent
suggests that engagement alone is not a direct predictor of purchases, implying the
influence of external factors such as product pricing, offline experiences, and brand
trust.

Implications for Businesses in Bhubaneswar :

The study highlights the need for businesses to adopt resilient social media marketing
strategies that include:

1.
2.

3.

4.

Personalized and data-driven content to improve engagement and conversion rates.
Proactive crisis management and reputation handling to build long-term consumer
trust.

Multi-platform social media presence to diversify brand reach and mitigate risks from
platform algorithm changes.

Integration of social media engagement with offline experiences and pricing strategies
to enhance purchase intent.

Limitations and Future Scope:

While the study provides valuable insights, it has certain limitations:

1057

ResMiilitaris, vol.12 n°,1 ISSN: 2265-6294 Spring (2022)



WffiREs MiLITARLS Social Science Journal

The sample size was limited to 100 respondents, which may not fully represent the
entire consumer base in Bhubaneswar.

The study focused only on consumer perspectives; future research should also analyze
business-side strategies in greater detail.

The unexpected negative correlation between engagement and purchase intent
suggests the need for further investigation into external factors affecting buying
decisions.
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