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Abstract 

Background: Social media penetration is considerably growing globally. It is becoming the 

most effective marketing platform that different firms and businesses use in building long-term 

relations with customers, increase customer engagement, loyalty as well as attract new customers 

while retaining the existing ones. The success of social media marketing in enhancing customer 

satisfaction depends on the role of social media marketing activities. 

Purpose: The purpose of this proposed study is to examine the role of social media marketing 

activities in enhancing customer satisfaction. Social media marketing activities include response 

time, response language, and regular posting on social media. 

Method:  A quantitative method was used in this study because it helps in the collection of data 

from numerous participants that were analyzed (230 respondents) to generate robust and 

comprehensive results that represent the whole population. The data was collected using a survey 

questionnaire. 

Conclusion: The results show that social media response time positively and significantly impact 

customer satisfaction; therefore, companies should focus on maintaining better social media 

response time. Social media response language also has significant impacts on customer 

satisfaction levels. It can either positively or negatively affect customer satisfaction. Similarly, 

regular posting on social media platforms plays a significant role in enhancing customer 

satisfaction.  It also helps customers keep up with the latest products, brands, or services, and 

discounts, which, ultimately, improve customer satisfaction. Generally, results show that social 

media activities, which include response time, response language, and regular posting on social 

media, play significant and diverse roles in enhancing customer satisfaction. 
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1 Introduction 
This chapter introduces the thesis presenting the study background, problem statement, 

significance, as well as research objectives and delimitations. 

1.1 Study Background  

Social media is becoming the most effective marketing platform that companies and 

businesses use to increase customer loyalty and attract new customers while retaining the 

existing ones. Firms further use social media to build new associations with clients to enhance 

customer satisfaction (Farook & Abeysekara, 2016; Maecker, Barrot, & Becker, 2016). Erragcha 

and Romdhane (2014) stated that social media marketing refers to the utilization of social media 

platforms, such as Instagram, Twitter, Facebook, MySpace, and LinkedIn to market a firm’s 

products or services and reach a broader customer base. Thus, social media marketing is the 

practice where marketers use social media technologies, platforms, and software to connect with 

people and deliver their products and services to stakeholders. On the other hand, Mohsan et al. 

(2011) stated that customer satisfaction refers to the emotional reaction to the discrepancies 

between customer’s expectations and what the company offers to them concerning the 

contentment of requirements or desires or offers provided by the company. Customer satisfaction 

significantly impacts or influences customer’s purchase intentions, loyalty, and behaviors 

(Moh’d, 2017). 

Due to its immense power of communication, social media has become a more attractive 

platform for businesses and individuals. Social media is increasingly used not only for marketing 

but also for building a long-term association between business and customers (Baird & Parasnis, 

2011). Social media penetration is considerably growing globally. For example, the penetration 

is 60.60% in Asia, 74.69% in European nations, and 70.2% in the USA (Chan & Guillet, 2011). 

With the increasing penetration of social media as the number of users reach billions, various 

companies and enterprises are leveraging on it to improve their relationships with their clientele 

or customers, market or advertise their services and products, as well as promote their brands or 

image and attract new potential customers. Due to the realization of these benefits, various firms 

are also considering how their businesses can benefit from social media marketing (Iblasi et al., 

2016). Social media marketing plays a vital role in reinventing the association between 

businesses or firms - such as e-commerce companies - and customers, as well as innovating the 

firm’s social media activities to not only attract more customers but also improve their 
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satisfaction (Bhaskar & Kumar, 2017). The success of social media marketing in enhancing 

customer satisfaction needs clarification and comprehension of the customer needs; however, 

this can only be achieved by understanding the impacts of social media marketing activities on 

enhancing customer satisfaction (Liang et al., 2016).  The purpose of this proposed study is to 

examine the role of social media marketing activities in enhancing customer satisfaction 

1.2 Problem Statement and Study Significance  

Rootman and Cupp (2016) examined how social media marketing affects the satisfaction 

of bank customers, and found that social media features, such as content, trust, and benefits play 

a significant role in influencing client retention and satisfaction. Clark and Melancon (2013) 

revealed that using social media marketing improves customer retention, as well as customer 

satisfaction. Anjum et al. (2012) found that social media marketing is a useful tool for firms or 

businesses that focuses on attracting and retaining new clientele. Similarly, Ramsaran-Fowdar 

and Fowdar (2013) found that social media marketing tools or activities increase client retention 

and customer satisfaction. Elena (2016) found that social media activities enhance the 

management of customer relationships, whereas creating new associations since it facilitates 

online communication or exchange between companies and customers. Tweneboah-Koduah and 

Farley (2016) found that promoting the retention and satisfaction of customers through social 

media marketing improves the performances of business or firms and overall growth. Rahmani-

Nejad et al. (2014) emphasized that firms or businesses need to focus on ways of improving 

customer retention and satisfaction.  Mohsan et al. (2011) stated that customer satisfaction relates 

to the manner in which clients respond to the distinctions between what they expect and what the 

company gives them: The authors noted that such relate to how content they are with the desires, 

requirements, and offers of a company. How satisfied the customers eventually affects their 

willingness to purchase from a firm. To further support this perspective, Mehrabi et al. (2014) 

examined the effects of social media marketing on the brand loyalty of customers and 

determined that social media marketing is essential in establishing relations between the clientele 

and customers. Such associations impact on the brand image and, consequently, increase brand 

loyalty.  

Kapoor et al. (2018) established that several marketers had adopted social media 

marketing for various purposes. For instance, the private sector uses social media as a means of 

communicating the existence of its products and services and as a promotion and selling tool. 
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Hence, social media has been beneficial to marketers in enabling them to promote and sell their 

products to customers. However, companies need to further understand how their social media 

marketing activities affect customers to improve the experience for them (Jacobson, Gruzd & 

Hernández-García, 2019). Thus, this proposed study examines the role of social media marketing 

activities in enhancing customer satisfaction. Currently, there is scant or limited literature studies 

that investigate the impacts of social media marketing activities on customer satisfaction. 

However, none of the existing literature review studies have examined the role of social media 

marketing activities, such as response time, response language and regular posting on social 

media, on customer satisfaction. 

The motivation for examining the role of social media marketing activities such as 

response time, response language, and regular posting on social media in enhancing customer 

satisfaction, is that these are predominant determinants of customer satisfaction, which could 

influence customer buying decisions or attitudes (Barger et al., 2016; Rossmann et al., 2017). On 

the one hand, response time relates to how quickly a company attends to customer questions and 

requests posted on social media platforms. Notably, internet users are increasingly opting to 

make requests on company social media platforms other than making phone calls; and anticipate 

quicker responses (Xu et al, 2017). On the other hand, response language is notably a crucial 

determinant for how a company associates with stakeholders (Hsu, 2012). In this case, response 

language implies appropriateness and can attract or repulse clients. Finally, regular posting 

enables engagement, and experts propose setting goals for the number of posts in a period 

(Zarrella, 2009). Therefore, investigating the role of these social media marketing activities in 

enhancing customer satisfaction will offer significant insights on how these social media 

marketing activities can be enhanced to improve the customer satisfaction level. According to 

Fallon (2012), marketers that maintain long-lasting relationships through online marketing have 

a better chance of developing brand loyalty. People will develop a deeper connection and 

commitment to a firm’s brands if the firm has a strategic plan to reach out to customers. In this 

case, a marketer should focus on forming long-term and beneficial relationships with customers 

through social media marketing activities as a way to attract and maintain customer loyalty. 

The proposed study aims at filling the noted research gap and provide recommendations 

on how these social media marketing activities enhance customer satisfaction. Moreover, 

examining the role of social media marketing activities on customer satisfaction will offer 
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companies an opportunity to understand how their processes impact their clients. The research 

would then enable marketers to identify some of the ethical considerations they should 

incorporate into social media marketing to win customers’ brand loyalty. Organizations can also 

identify the pitfalls that have made their social media marketing weaker. They can understand 

the perceptions of their clients and develop a way to better use social media marketing activities 

as a source of advertising and selling their brands. 

1.3 Research Objectives and Questions  

The purpose of this research is to study the role of social media marketing activities on 

customer satisfaction. Social media marketing activities include response time, response 

language, and regular posting on social media.  

The main objectives of this thesis can be summarized as follows: 

(1) Investigate the impact of social media response time on customer satisfaction. 

(2) Examine the impact of response language on customer satisfaction 

(3) Investigate the effects of regular posting on social media on customer satisfaction  

The main research question is: How do social media marketing activities affect customer 

satisfaction? The specific research questions are: 

(1) What are the impacts of social media response time on customer satisfaction? 

(2) What is the role of response language on customer satisfaction? 

(3) What are the effects of regular posting on social media on customer satisfaction? 
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2 Literature Review 
This chapter explores the review of the literature and theoretical framework. The 

researchers conducted an evaluation of existing knowledge on the topic. Through this, they noted 

key patterns in social media, social media marketing, and the activities of firms. Select 

publications were identified from Google Scholar and the university library using key terms such 

as Social Media Marketing, Customer Satisfaction, Response Language, Response Time, and 

Regular Posting. The authors selected mainly articles with a direct relevance to the topic and 

published from 2011. Nonetheless, a few exemptions occurred when finding specific definitions 

and due to some relevance to the topic. Screening of abstracts and objective analysis of 

methodologies helped thematically categorize selected items. These aided identify vital 

components that eventually contributed to the formation of the theoretical framework for this 

research.  The approaches ensured relevance and merit to the topic.  

2.1 Social Media Marketing 

Social media marketing is the practice where marketers use social media technologies, 

platforms, and software to connect with people and deliver their products and services to 

stakeholders. Through a systematic review, Kapoor et al. (2018) established that several 

marketers have adopted social media marketing for various purposes. For instance, the private 

sector uses social media as a means of communicating the existence of its products and services 

and as a promotion and selling tool (Jacobson, Gruzd & Hernández-García, 2019). On the 

contrary, the public sector uses social media to share information with potential customers and 

engaging them with the firm (Gruzd et al., 2018). Hence, social media has been beneficial to 

marketers in enabling them to promote and sell their products to customers. 

Social media covers a broad range of digital forums with an immense prevalence. 

Examples include Facebook, Twitter, Instagram, LinkedIn, and many others. Marketers use these 

sites to connect brands, their products, and customers for purposes of increasing sales or even 

driving website traffic. According to Greenwood, Perrin, and Duggan (2016), the number of 

daily active users of social media was 3.5 billion by 2015, translating to nearly 45 percent of the 

world's population. Facebook is the largest social media site with a market share of 68 percent 

(Greenwood, Perrin, & Duggan, 2016). Demographically, the largest group of social media users 

include millennials (at 90.4 percent), generation X (at 77.5 percent), and then the baby boomers 

(at 48.02 percent) (Greenwood, Perrin, & Duggan, 2016). The report further indicates that at 
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least 73 percent of marketers believe social media marketing is beneficial for their businesses, 

with more than 54 percent of customers using social platforms to reach products and services.  

Various channels of social media have a direct influence on customer behavior. The first 

one is Facebook, which is the most popular site offering people a chance to create their profiles, 

post messages, upload pictures and write comments, as well as to share interesting posts. 

Organizations have benefited from the popularity of Facebook and used social adverts and 

sponsored pages to communicate with customers and influence their behavior (Kyule, 2017). The 

following networking site is Twitter that is popular in microblogging and posting Tweets. Firms 

use Twitter to engage customers, share information with them, and to track messages. Other 

social media networking sites that marketers use are YouTube, Pinterest, Instagram, and 

LinkedIn (Kyule, 2017). YouTube is an online video community that offers marketers a chance 

to distribute content and advertise their brand. In this case, marketers can take advantage of 

Facebook, Twitter, YouTube, Pinterest, Instagram, and LinkedIn as social media marketing 

platforms to influence customer behavior. 

2.1.1 The Role of Social Media in Marketing 

The role of social media in marketing is to serve as a means companies use to reveal the 

brand identity and inform customers about products and services. Chivandi, Samuel, and Muchie 

(2019) think of social media as a vehicle of marketing. As the researchers further illustrate, 

social media is unique compared to the conventional modes of marketing in many ways. For 

example, it gives character to a brand identity that ensures companies engage in marketing 

activities that make connections with the lifestyle and expectations of the customers online who 

may think of an organization as genuine to buyers. In this way, it is more than a tool for 

informing customers about brands, products, and services.   

Social media has eminently outstandingly revolutionized the marketing landscape. It has 

given customers more power to make critical buying decisions. Unlike traditional marketing 

tools, social media has taken some skills of brands and shifted it to buyers who have become 

active participants of brand social campaigns (Misbah & Asma, 2018). Thus, social media is an 

efficient marketing technique that has played a significant role in improving brand awareness 

and dramatically impacting customer loyalty as well as satisfaction. Businesses have further 

accomplished this by using social platforms to gain insights into various markets. A defining 

feature of social sites is that customers spend more time in the realm that sees an increasing rate 
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of information sharing and communication within such sites (Misbah & Asma, 2018). The 

implication of this to a typical business is that it needs to interact and be exposed more to these 

platforms through engaging marketing content.   

Information technology experts view social media as a two-way communication platform 

that does not only connect users but also allows them to interact online. For example, a platform 

like Facebook lets its users share information, collaborate on various issues, socialize, or even 

transact. Misbah and Asma (2018) argue that social media is continuously transforming 

consumption and how data is generated. Every day, customers use the platforms to voice out 

their thoughts, opinions, complaints, experiences, and feedbacks about brands and their products 

and services. The ability to communicate this way impacts customer behavior and also 

responsive marketing strategies. According to Prasath and Yoganathen (2018), customers on 

social sites can share purchases, make product/brand recommendations to their friends, or 

evaluate products. Marketers use such information to assess customer needs and expectations 

and also predict customer trends in the market.   

On that account, marketers perceive social media as a hub for market intelligence. Based 

on Rockendof's (2011) research study, social media tools, especially Facebook, allow firms to 

monitor customers' buying patterns, their intentions, and the way they feel about certain brands, 

products, and services. The investigation looked into the roles of the online community, 

electronic word of mouth, and digital advertising on intentions to buy and enhancing brand 

loyalty. Rockendof (2011) discovered that social sites enable a two-way flow of information, 

which can also be dynamic. Social sites allow users to send, receive, and exchange information 

without limitations. Misbah and Asma (2018) add that the nature of communication influences 

how firms access their target customers to impact their buying decision process from how they 

interpret messages, search for options, and actions after making a purchase. The researcher warns 

of misinterpretation, misunderstanding, and message rejection as potential pitfalls the flow of 

communication on social media.  

The primary motive marketers engage in social media is to gain a perspective on 

customer activities. Prasath and Yoganathen's (2018) empirical study notes that people log in to 

social media sites for three main reasons; entertainment, information, and social elements. The 

research categorizes customer motivation in two categories, rational and emotional. Rational 

motives are where customers participate in online communities to share knowledge and advocate 
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for certain beliefs, ideas, products, brands, concepts, and others. Emotional reasons focus on the 

ability of a customer to self-express and connect with other users on the internet. Customers use 

the internet, mostly social media, to achieve their motivations, as pointed out above, which could 

be linked to reviews, friends, or even businesses that support their decision-making mechanisms 

(Prasath& Yoganathen, 2018). Customers today insist on gaining value for every dollar they 

spend on a product or service. Therefore, they take online reviews seriously and incorporate 

them into their spending behaviors on almost every product or service. Customers use social 

media reviews to motivate purchases in products and services such as cosmetics, smartphones, 

hotels, cars, books, electronics, clothes, and others.  

Social media affects users' behavior and decisions, primarily because of the way 

information is presented. Lehman, Ruiter, and Kok (2013) researched a customer's behavior by 

sharing health information on social media versus news. The study featured the coverage of 

influenza vaccination on both social media platforms and the traditional news channels. Lehman, 

Ruiter, and Kok (2013) found that the two media incorporated varying tones in their messages to 

promote vaccination of the disease. For instance, while social media messages were critical of 

the behaviors of internet users, news media campaigns were non-judgmental and more objective 

to the subject. Social media was more effective and ensured the success of the vaccination 

campaign. This is because, according to Lehman, Ruiter, and Kok (2013), people listen more to 

the news on social media than in conventional platforms. Therefore, social media is a perfect tool 

for swaying the masses to make critical decisions.  

Social media innovations have made it possible for brands to establish lasting intimate 

relationships with their customers. YouTube, Facebook, and Instagram have mainly been at the 

forefront in allowing vloggers and bloggers to share tips, secrets, and reviews of their favorite 

brands to global audiences (Chivandi, Samuel, & Muchie, 2019). YouTube acts as a platform for 

content providers to target specific markets with their products and services. Marketers use 

influential figures on the platform to gain insights, attract and retain more customers, and 

improve sales. As an example, a channel on YouTube known as MKBHD is a favorite reference 

for users interested in technology, smartphone, electronic, and software reviews. Multinational 

corporations such as Samsung, Apple, Nokia, Huawei, Lenovo, and more use the channel to 

inform customers about new products and gain insights before a product is launched, among 

others.   
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Social media marketing offers the best opportunity for businesses to facilitate brand 

loyalty and impact perceptions of their target audience. Maryanne Kyule (2017) alludes that, on 

average, customers spend at least three hours a day on social media. Successful brands take 

advantage of the popularity of social media to make their presence useful to customers and also 

reward their loyalty. Successful brands such as Coca Cola continue to dominate the global 

industry by imprinting its identity and products in the minds of its customers for several years. 

Jonas Colliander (2012) observes that companies with active social media profiles have high 

loyal customers. As such, the relationship between customer loyalty and social media has 

become a significant theme of research for many marketers. While agreeing to Colliander's 

(2012) sentiments, Maryanne Kyule (2017) concludes that social media marketing has proven to 

be an excellent instrument for building brand recognition and strengthening brand loyalty. Fallon 

(2012) also notes that organizations trying to build their reputations use social media often in 

trying to build its name among the public. In the end, such marketers get an opportunity to build 

their reputation in the minds of potential and current customers. Thus, social media marketing 

allows organizations to gain brand loyalty among targeted markets. 

A cross-cultural study by Hudson, Huang, Roth & Madden (2016) sought to assess how 

social media interactions influence customer-brand relationship quality. The findings of their 

research demonstrated that social media marketing impacts the quality of relationships that 

people form with brands in online interactive settings. In this case, social media offers a channel 

for the interaction and engagement of people with their favorite brands and the formation of 

better connections with them. On the other hand, those who do not interact with their favorite 

products and services through social networking sites do not form any link with them. In this 

study, Hudson, Huang, Roth & Madden (2016) demonstrated the significance of social media 

marketing in influencing customer behavior by forming quality brand relationships. 

According to Kyule (2017), the most known brands dominating the sector focus on 

imprinting their products and services on the minds of customers for several years. Brands that 

have more loyal customers have active social media profiles that they use in interacting with 

their current and potential customers. Over the past years, the primary goal of marketers has been 

to develop and maintain loyal customers, and social media marketing has offered them with the 

chance to do so. Social media has been a useful and effective tool in building brand recognition 

and businesses (Kyule, 2017). Organizations have used the platform to teach the audience about 
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the value of their products and services and to increase their market reach and share. Hence, 

social media marketing techniques have proven to be effective in reaching out to several 

segments in society and developing brand loyalty. 

Social media marketing techniques help businesses reach out to customers in almost all 

segments of society. With the impact of globalization on businesses being at its peak, companies 

have realized the secret to success lies in social media marketing strategies. According to 

Sumitha and Beegam (2014), in addition to brand loyalty, social media comes with a broad array 

of benefits, including more sales, improved global brand exposure, reduced marketing costs, as 

well as useful leads. On that account, firms that invest in delivering the right information through 

promotional and engaging content on social media can shape how customers decide to spend 

their money and time. Social media does not only offer the best opportunity to enhance customer 

loyalty, but it also serves as a tool for facilitating more sales, establishing a long-term 

relationship with customers, and developing useful marketing campaigns.  

Marketers use social media for various purposes. The first one is collecting data about 

customers’ opinions as a way to learn their knowledge, insights, and patterns. At the end of 

opinion mining, the marketers can attain specific set goals and gain a competitive advantage in 

the market (Jacobson, Gruzd & Hernández-García, 2019). The second role is advertising towards 

targeted customers, which has helped marketers in communicating, and offering personalized 

messages and solutions to clients. According to Cochrane (2018), personalized offers generate 

significant levels of return on investment (ROI) and can boost sales beyond ten percent. Thus, 

social media marketing is beneficial to marketers in collecting opinion data and targeted or 

personalized advertising. 

Another purpose of social media marketing to marketers is to establish and maintaining 

customer relations. Social media has also allowed marketers to develop, maintain, and strengthen 

social and professional relationships. Marketers have taken advantage of this role and have used 

social media to build and maintain long-term strategic marketing relationships with primary 

stakeholders such as customers (Kang & Kim, 2017; Kamboj, Sarmah, Gupta & Dwivedi, 2018). 

The primary objective of marketing programs is to establish strong relationships with clients 

(Soler-Labajos & Jimenez-Zarco, 2016). Social media has proven to be an effective tool for 

attaining this objective since it is widely used for communication. Marketers use the platform to 

attract customers and engage them in a two-way traffic communication. For effective customer 
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relations, there is a need to ensure the timely delivery of accurate information and develop and 

maintain personalized relationships with clients (Peppers & Rogers, 2017). In this case, 

marketers can take advantage of social media to form and maintain long-lasting and better 

relationships with customers. 

2.1.2 Social Media Marketing and the Activities of Firms  

Today, enterprises have acknowledged the value of social networks to the success of a 

business. Social media are no longer tools dedicated solely for communication purposes but also 

avenues for developing contact points between customers and their favorite brands, improving 

customer experience and satisfaction, and producing tangible sales results. Companies use social 

media in many ways to improve their marketing strategies. For instance, advanced innovative 

capabilities such as social intelligence tools help firms capture insightful information from online 

forums such as streaming sites, blogs, social networks, and more (Scott, 2015). High-end brands 

use social media and their intelligence capabilities to anticipate trends, analyze competitors, 

develop targeted content, analyze customer insights, and penetrate new markets.  

Successful brands use social media to analyze critical online conversations. Companies 

connect with experts, researchers, opinion leaders, and even journalists to keep up with emerging 

trends for various reasons. For instance, patterns help them detect disruptive business 

technologies and commercial appeals to existing innovations, gaining insights into the changing 

needs, habits, and expectations of customers, and understanding market trends (Scott, 2015). For 

example, a smartphone manufacturer may monitor social media trends to empower brand 

awareness and lobby capabilities. It might do so by monitoring influential social media accounts 

regarding the smartphone industry.  

Companies also use social media to monitor users' everyday opinions on the brand and its 

products, services, and trends. Companies with active social media presence have invested 

heavily in strategic listening techniques to gain real-time access to customer insights (Karimi & 

Naghibi 2015). By doing so, brands are placed in a better position to manage their reputation to 

the public, optimize product and service development to suit the expectations of their customers, 

adapt their marketing strategies, and benchmark with rival brands.   

Social media engagement is driven by exciting content, and this is something companies 

have come to learn. With various companies competing for the same customers, information on 

consumption is rising at an incredible rate. This continues to place companies in an awkward 
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state of competing for internet users. Therefore, insight-driven marketing techniques serve as an 

excellent strategy for gaining the attention of customers online (Karimi & Naghibi 2015). The 

process begins by profiling customers online in an attempt to understand various audiences. It 

enables marketers to identify and separate the audience they wish to target based on age, 

language, interests, geographical setting, and professions. Having done so, they tailor social 

media content based on the characteristics of their segmented market.  

Social media marketers use the platforms to perform comprehensive competitor analysis. 

They do so through the following strategies: one, track events rival firms participate in; two, 

survey industry innovations and trends; three, analyze how rivals adapt to regional strategies 

according to Karimi and Naghibi (2015). Social media plays a significant role in ensuring 

companies do not only survive the competition, but they thrive and attain a sustainable 

competitive edge in their respective industries. The outcome of the competitor analysis enables a 

firm to adopt responsive marketing strategies that place it ahead of its competitors at all times.  

Influential marketing has become an essential communication level for brands to penetrate new 

markets successfully. For example, companies utilize social media marketing to target 

millennials and generation X with their product offerings. These two generations are highly 

resistant to the traditional modes of advertising, as stated by Karimi and Naghibi (2015). For that 

reason, it is crucial to introduce new products and services to such markets through celebrities or 

popular social media users. Firms use social media influencers to reinforce their marketing 

efforts and also to position their existing products and new releases.  

People use social media for various purposes, especially those related to their role as 

customers. One way is that potential and current customers use the platform to search for 

information about a product (Vinerean, 2017). They also use social media to purchase and 

consume products and to tell others about their existence and the experience they had using a 

specific product. The increasing use of social media has encouraged organizations to integrate 

the use of digital marketing channels in their operations. Currently, customer marketing is 

largely carried on digital settings, especially through social media and mobile (Vinerean, 2017). 

Thus, customers recognize this growing interest in marketing in social media and strive to make 

good use of it.  

Customer behavior can be defined as the decision processes and actions that people take 

in purchasing and using a product or service. Social media marketing has proven to be effective 
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in influencing customer behavior and purchasing patterns (Vinerean, 2017). Social media 

platforms offer a means for individuals to interact and place the customer at the center of 

business activities. They also offer and encourage user-generated content that make it possible 

for individuals to share information among networks. The benefit of using social media 

marketing, in this case, is that it is cheaper and effective in developing and maintaining 

relationships with customers. According to Sumitha & Beegam (2014), social media provides an 

opportunity for marketers to develop relations with clients; thus, offering a unique opportunity 

for brands. In this case, social media allows marketers to interact with customers and provide 

them with information about the existence of their brands, products, and services. In this way, 

they can influence customer behavior. 

For social media marketing to be effective, marketers need to know how to use online 

platforms in influencing customer behavior. According to Kyule (2017), the marketer should 

know how to interact with and engage their customers, develop the presence of their product and 

services, and use the platform to sell their brands. The marketer can influence the list of offers 

that it provides to customers through social media channels; thus, a need to use the platform to 

benefit their brands and services. One way that organizations can encourage people to use social 

media in shopping is by creating awareness at the point of sale. Thus, engaging customers 

through social media marketing allows an organization to influence customer behavior 

positively. 

E-word-of-mouth has a significant impact on social media marketing. Customers using social 

media sites can talk about their brand experience, and this could influence other potential 

customers. Marketers can use the public comments that they collect from users to re-establish 

their social media marketing strategies. According to Vinerean (2017), electronic word of mouth 

reaches a wide number of customers and influences their future purchasing decisions. In a 

secondary research, Alalwan et al. (2017) established that social media platforms have 

significant impacts of word-of-mouth, unlike traditional marketing tools. In this case, e-word-of-

mouth has a huge influence on social media marketing and customer behavior. 

Boretto (2013) used an eye-tracking experiment to assess the effectiveness of 

advertisements and to evaluate banner blindness. The results of the study showed that eWOM 

from friends had higher impacts on individual’s considerations to purchase a product, unlike 

Facebook advertisements. People tend to consider buying a brand based on recommendations or 
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experiences from their friends. The results of the study implied the need for marketers to focus 

on encouraging interactivity and eWOM through promoted advertisements (Boretto, 2013). 

User-generated content should be developed and shared through social media to promote a 

brand. Hence, e-word-of-mouth has significant effects on social media marketing and 

influencing customer behavior. 

With technological advancements, individuals continue to use the internet in discussing 

products and brands, looking for advice, and providing guidance. According to Divol, Edelman 

& Sarrazin (2012), social media platforms consist of individuals from diverse and dispersed 

communities. The composition has the potential of forming virtual brand communities that 

discuss products or brands because of their similar interests. The buying behavior of online 

groups is dependent on some factors like social identity and the customs of such crowds. The 

manner in which individuals interpret and assign meaning to various products and services 

depends on the nature and culture of the social media group they belong in (Kyule, 2017). In this 

case, individuals from certain social groups have different group intentions in accepting 

advertisements made through online and social media platforms. 

Each marketer strives to reach customers at all stages, influencing their purchasing 

behavior as they strive to identify their customers. According to Divol, Edelman and Sarrazin 

(2012), social media offers an opportunity for organizations to reach and touch individuals at 

every marketing stage. The marketer gets a chance to collect feedback from the clients about the 

form of advertisement used to the final stage where the customer uses a given product or service. 

The feedback collected is useful in identifying some of the changes to make to satisfy customers. 

Customers discuss the experience that they got from using a product or service that they learned 

about or purchased online (Divol, Edelman & Sarrazin, 2012). Thus, social media marketing has 

proven to be effective in influencing customers during the decision journey from the time they 

discuss the brand to the period after purchasing. 

Divol, Edelman, and Sarrazin (2012) note that social media plays the role of brand 

monitoring, a process that ensures people are aware of the online opinions about a firm’s 

products and services. Social media is a platform that ensures that brand monitoring occurs 

continuously and constantly and allows marketers to target individuals or groups 

inconspicuously. Social media advertisements are highly customizable and can be done to focus 

on specific target markets. For instance, Facebook ads can focus on groups based on various 



 

15 
 

characteristics such as location, level of education, and purchasing history. The audiences that 

receive the advertisements become the primary target for future sales and leads (Kyule, 2017). 

Generally, social media marketing influences customer behavior since it allows people to learn 

more about the opinions of various products and services and decide whether to buy them or not. 

Social media marketing also changes the minds of customers as they become receptive to 

the marketer’s messages. Advertisements through social media platforms become popular if 

followers share posts that an organization has posted; thus, generating web traffic. Divol, 

Edelman & Sarrazin (2012) point out that marketers can develop an effective monitoring 

program for social marketing, which allows them to inform its audience about all processes from 

product design to marketing. The program should also offer an avenue for providing feedback 

promptly within the organization. Brand monitoring is an essential process that allows an 

organization to respond specifically to issues about a brand. Direct communication with 

customers allows an organization to respond promptly to a problem. Thus, social media 

marketing is effective in influencing customer behavior since the marketer can create brand 

monitoring through constant communication and responding in real-time to issues. 

Research has focused on identifying the effectiveness of social media marketing (Kapoor 

et al., 2018; Lee & Hong, 2016) as well as the behavioral attitudes that individuals display when 

it comes to viral marketing and advertising (Citton, 2017; Alalwan, 2018; Shareef et al., 2019). 

The research established that various factors impact customers’ attitudes towards social media 

marketing. One is the degree in which marketers use social media to interact with clients. The 

second issue is organizational reputation and how it has positioned itself in the minds of 

customers. Other factors determining the effectiveness of social media marketing are perceived 

relevance and perceived usefulness (Citton, 2017; Alalwan, 2018; Shareef et al., 2019). 

Customers are more likely to purchase various products if they find their advertisements to be 

beneficial and more advantageous (Alalwan, 2018). Generally, social media effectiveness 

revolves around various factors related to customers and marketers. 

Social media activities also influence customer satisfaction. Einwiller and Steilen (2015) 

found that timely response to a social media complaint voiced by the customers on social media 

platforms has significant impacts on customer satisfaction. Also, Einwiller and Steilen (2015) 

found that 47.0% of complaints voiced by customers on social media platforms (Twitter and 

Facebook) showed low response rate, lacked speedy response and did not any receive a response 
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at all from the companies owning the pages, which negatively impacted the customer 

satisfaction. Moreover, Istanbulluoglu (2017) found that faster first response, as well as a quick, 

decisive response regarding customer complaints, resulted in high customer satisfaction.  

Social media offers individuals a chance to express their ideas and views openly. 

However, the platform has various social concerns, especially relating to privacy and access to 

information by third parties. The issue of privacy and ethical considerations for marketers arises 

from the fact that the internet and social media involve two-way communications. According to 

Gruzd et al. (2018), individuals expect some extent of privacy despite the availability of publicly 

available social media data. In some instances, marketers seek to capitalize on the vast amount of 

data that they can easily access over the internet and social media. Such focus of organizations 

leads to the emergence of privacy and ethical considerations. Thus, social media marketing leads 

to the rise of privacy concerns if marketers take advantage of capitalizing data that is publicly 

available to them. 

The ethical values of the components of the marketing mix have a direct impact on the 

customer-brand relationship. Individuals purchase products advertised and sold through social 

media platforms based on the ability of the products to deliver the quality the marketers claim in 

their advertisements. Customers are more willing to purchase products with a perceived high 

levels of safety and quality (Lee & Jin, 2019; Jin, 2018). Features of quality products are well-

designed packages and environmental friendliness. Marketers who provide accurate information 

about the quality of their brand through social media marketing have a better chance of forming 

and maintaining better customer-brand relationships. Reviews offer a chance for customers to 

rate the brands they used and provide feedback on the experience they got. However, some 

individuals prefer to shop physically as they do not trust the information they receive on online 

platforms. In this case, product-ethical issues in social media marketing have an impact on 

customer behavior and brand loyalty. 

2.1.3 Linking the Above Points to Response Language, Response Time, and Regular 

Posting 

Understanding each of the above points is crucial to determining the role of response time, 

response language, and regular posting on customer satisfaction. Companies need to know the 

available social media marketing channels and how to use them for maximum benefits. Section 

2.1 defines social media marketing and highlights the various channels, their use, and levels of 
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daily customer engagement. Knowing which media channels customers are most active in helps 

determine where to invest resources for active engagement in terms of response time, response 

language, and regular posting. Section 2.1.1 explores the role that social media plays in 

marketing, further highlighting important aspects on response time, response language, and 

regular posting. Knowing how social media is used in marketing helps to understand these three 

aspects in different ways. For instance, the section reveals that companies use social media in 

marketing to build brand identity, ensuring engagement that meets customer expectations – 

customers may think of a company as genuine to buyers. This point causes a consideration of 

which are these expectations that may make customers think highly of companies. Another role 

discussed in this section is that of revolutionizing the marketing landscape. Here, it is evident 

that clients spend significant hours communicating on social media, needing businesses to invest 

in engaging marketing content. Understanding this means learning how regular posting, response 

time, and response language can improve engagement with clients. The section also discusses the 

role that social media plays in marketing in terms of its influence on users’ behavior. Here, the 

importance of response language is highlighted, where people listen more to social media due to 

engaging, critical messages (Lehman, Ruiter, & Kok, 2013). The section also indicates the 

popularity of firms with active social media presence among customers. Other than this, it 

largely helps in establishing links with customers, contributing to the idea that regular posting 

may positively influence customer satisfaction. Finally, section 2.1.2 explores some of the 

activities of firms, in general, in relation to social media marketing: These activities help 

understand the importance of regular posting, response language, and response time. For 

example, the section notes that companies use social media to develop important online 

conversations with stakeholders. In order for communication to be effective, there must be an 

effort in terms of language, time, as well as regular feedback. The section further notes how 

customers engage with companies in social media. For example, it indicates that customers use 

social media sites to search for information regarding products and services. Understanding this, 

companies need to position themselves on social media in a manner likely to help in the 

spreading of accurate information. Such means include good response language, fast response 

time to queries, and regular posting (Xu et al, 2017; Hsu, 2012; Zarrella, 2009). In their study, 

Xu et al. (2017) note that internet users turn to social media for inquiries about company 

products and services and anticipate quick responses. The lack of this would imply 



 

18 
 

dissatisfaction. Hsu (2012), on the other hand, determines that discriminative language limits the 

interaction of Chinese companies with international customers, who are also disappointed. 

Nonetheless, Zarella (2009) indicates that planned and regular posting helps improve 

engagement; thus, customer satisfaction. Finally, the section touches on ethical issues with 

regards to social media marketing, highlighting the need for regular, fast, and appropriate 

engagement to maintain ethics and build trust with clientele.   

2.2 Theoretical Framework -Conceptually-Theory 

Researchers have defined customer satisfaction in various ways. In one study, researchers 

defined customer satisfaction as ‘the extent to which a person believes that experience creates 

positive feelings (Yang, Chen, & Shen, 2017).’ From this perspective, it is evident that the 

personal values of consumers in terms of what they trust to be ‘positive’ affects their satisfaction 

with a product or service. From a different perspective, researchers argued that customer 

satisfaction is the ‘perception of the customer as a result of consciously or unconsciously 

comparing his experiences with his expectations.’ The second definition is distinct in that it 

introduces the aspect of comparison with what the client expects from the company. The 

definition is further agreeable with comments by Kottler & Keller (2006), who define customer 

satisfaction as ‘the degree to which someone is happy or disappointed with the observed 

performance of a product in relation to his or her expectations.’ In each of these cases, customer 

expectations stand out as a crucial determinant of customer satisfaction. 

According to the American Customer Satisfaction Index (ACSI) (2019), various factors 

affect customer satisfaction, including perceived quality, perceived value, customer loyalty, 

customer complaints, and customer expectations. For purposes of this research, however, the 

effect of customer expectations on customer satisfaction is essential. Specifically, the paper looks 

at what the customer expects from the company in terms of regular posting, response language, 

and response time. Customers anticipate that a company will respond quickly to questions and 

requests on social media, which would improve their satisfaction levels (Xu et al, 2017). 

Customers also expect that companies consider the nature of response language as a crucial 

determinant for how they relate with stakeholders on social media (Hsu, 2012). Finally, 

customers expect regular posting to increase engagement and improve satisfaction (Zarrella, 

2009). According to the ACSI, customer expectations refer to the measure of what the customer 

anticipates in terms of the quality of a company’s products or services. It predicts the firm’s 
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capability to deliver higher-quality goods or services continuously. In this case, ACSI takes 

‘consumption experience’ to include ‘non-experiential information like advertising (ACSI, 

2019).’ As such, the ACSI definition of customer expectations directly applies to this research as 

it considers expectations of social media marketing activities. In this way, the ACSI model 

applies to the thesis as it shows that there is a direct and positive relationship between customer 

expectations and customer satisfaction.  
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3 Research Methods 
This chapter entails the research methods, justification of the research methodology, 

research design, target populations and sampling techniques, population and sample size, data 

collection procedures, research reliability and validity, research limitations, and ethical 

considerations and research ethics. 

3.1 Introduction 

The purpose of this research is to examine the role of social media marketing activities in 

enhancing customer satisfaction. These social media marketing activities include response time, 

response language, and regular posting on social media. These activities were chosen because they 

are key factors influencing customer satisfaction and can impact their buying decision or attitudes 

towards certain products, brands, or companies. Thus ,can be used to offer insights on strategies 

for enhancing customer satisfaction through the use of social media (Rossmann et al., 2017; 

Maecker et al., 2016; Barger et al., 2016).  

3.2 Quantitative Methods 

A quantitative method was used in this proposed research to generate numerical data that 

can be statistically analyzed and interpreted to provide answers to the research questions. The main 

motivation behind the use of quantitative methods to examine the role of social media marketing 

activities in enhancing customer satisfaction is that it helps in the collection of data from numerous 

participants, which can be used for analysis to generate robust and comprehensive findings that 

represent the whole population. The data collection methods include primary methods and 

secondary sources. Primary methods or sources include survey questionnaires (Creswell, 2014; 

Creswell, 2013; Saunders & Bezzina, 2015; Rahman, 2017).  These data collection methods are 

used to provide measurable data that will be used to identify the role of social media marketing 

activities in enhancing customer satisfaction, thus, answer the research questions.  

3.3 Research Approach and Design  

A quantitative approach and descriptive research design will be used to answer the research 

questions and accomplish the aim of the study, which is to explore the role of social media 

marketing activities in enhancing customer satisfaction. The descriptive design describes the 

characteristics of the phenomenon and the population that is being studied, which in this research 

include students as a population and social media marketing activities as the research phenomenon. 

The descriptive research design is a popular market research tool in quantitative studies because it 
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allows the collection and description of the nature of the demographic segment, hence its selection 

for this study (Lima &Valério, 2011).  The use of the descriptive study and quantitative approach 

was motivated by the need for finding what social media marketing activities enhance customer 

satisfaction and their roles: The descriptive design is connected by the quantitative approach where 

the former describes the subject of the research and the latter focuses on the approach used to select 

participants and collect data (Kothari, 2016; Creswell, 2014). For example, this study focuses on 

understanding the role of social media marketing activities in enhancing customer satisfaction 

among customers. Quantitative approach and methods were used in designing and conducting the 

survey and collect data from the target population. The descriptive research design was selected 

because it helps in the collection of quantifiable data from participants that will be utilized for 

statistical analyses to answer the research questions. It also accurately describes the participants’ 

views or perceptions, which provides accurate measurements or representation of the entire or 

larger population (Mitchell, 2010). Moreover, the descriptive design was used to conduct 

descriptive research based on the data collected from this population segment to uncover the role 

of social media marketing activities in enhancing customer satisfaction. Thus, the descriptive 

design was essential to the quantitative research method to collect quantifiable data that will be 

utilized for statistical analysis of the population sample: The descriptive research design was used 

in this quantitative research to collect measurable data from the target population. The study will 

also use existing literature to extrapolate data into the future, where the secondary data for the 

study are obtained from secondary sources, while the primary data will be collected using a survey 

tool. Specifically, the study design will involve survey questionnaires, which will be used for data 

collection from the predetermined study population after validation (Creswell, 2014). The use of 

survey methods necessitated the option for selecting the descriptive research because a large 

sample size was used in this study.  The data collected were analyzed to answer the research 

questions and achieve the study objectives.   

3.4 Target Populations and Sampling Methods  

The target population for the study will comprise of students. The main motivation behind 

choosing students is because most of them are generation Z and millennials, which will form a 

reasonable demographic segment for this study since they are raised in the social media era. 

Therefore, they will provide data that can be analyzed to offer useful insights on the role of social 

media activities on customer satisfaction. Also, students were chosen because they are easily 
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available and would form a convenient sample for the current study. Because most brands are 

trying to use social media to sell their products and target generation Z and millennials as their 

potential customers, understanding the role of social media activities, such as of brand companies, 

which will be instrumental in enhancing customer satisfaction, retention of existing customers, 

and attraction of new potential customers over social media.  

3.5 Sampling Techniques  

Sampling techniques for the research method used in this study will be based on 

convenience sampling methods. The researchers will use the convenience sampling technique to 

select samples from the target population. The sampling unit in this research includes students.   

3.5.1 Convenience Sampling 

Convenience sampling refers to a typical non-random or non-probability sampling in which 

individuals selected from a given study sample (study population) meet specific research or 

practical criteria (Saunders et al., 2012).  For example, easily accessible, physical/geographical 

closeness, easily available at any particular period, or the willingness to take part in particular 

research projects are encompassed in order to accomplish the objective of the research study 

(Dörnyei, 2007). Thus, the convenience sampling method is appropriate for this quantitative study. 

Since the survey method was selected for data collection in this quantitative study, the researchers 

will use convenience sampling methods to collect data from population individuals (potential 

participants) who were conveniently available to participate in this research. In this method of 

sampling, there is no inclusion criteria identified before the selection of the study sample, and all 

available subjects or individuals were invited to participate in the study.  Convenience sampling 

or non-probability was used because the survey questionnaires were distributed online using email.  

Furthermore, the researchers used the selection form, a sequential list method, to select survey 

respondents (students). This approach was to ensure that all the subjects are given an equal chance 

of being selected and it ensured a fair chance in the selection process for the research study 

(Kothari, 2016). 

3.6 Study Population and Sample Size 

Determining study population and calculating sample size are important issues to research 

success (Garg, 2018). In this research, the study population selected will comprise of students. The 

sample size will include 250 participants. 
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3.6.1 Participants 

The potential study participants targeted were 250 students, which include social media 

users who have purchased products advertised on social media platforms. The use of a large 

number of study participants will provide a large data set that will be analyzed to offer 

comprehensive findings on the role of social media marketing activities on customer satisfaction, 

which will represent the entire population of social media users (customers) in the country.  

3.6.2 Procedures for Recruiting Study Participants  

A recruitment email was sent to all the potential study participants with a valid email 

address to request their participation. The purpose of the dissertation, a disclosure that protects 

participants’ confidentiality, and informed consent regarding study participation, study procedures, 

expected benefits and risks, and compensation description was enclosed in the recruitment email, 

and the study respondents’ permission to withdraw from undertaking the project at any time 

without detriment also included.  

The researchers received replies via email from the identified potential participants from 

the predetermined study population who were willing to participate in the study. The authors 

identified and selected those who will reply and are willing to participate in the study. After 

receiving the email replies, the researchers recruited the study participants who were picked using 

a convenience sampling technique. Based on the response obtained, the authors received 230 

positive responses for participation only from the potential respondents (students) who were 

willing to participate in the research. The other 20 potential participants were not willing to 

participate in the study due to different reasons, including being busy with their studies or 

unavailable due to COVID-19 related reasons.  Thus, the participants who took part in this study 

were only 230 students.  The response rate was, therefore, 92.0%, meaning the data collection 

method was effective and will generate in-depth findings.  

The study sample involved 18 years old to 50 years old study respondents who have 

purchased products advertised on social media platforms. The participants to be questioned were 

selected using convenience sampling, which reduced cases of bias during the sampling of the study 

sample because of the big population (Kothari, 2016). 

3.6.3 Procedure for Study Participation 

The study participation was voluntary, meaning the participants’ decision to take part in 

the study or not was fully respected. The authors did not coerce or force any participant to take 
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part in the research and observed all the research ethics.  All the study participants had a right to 

withdraw from the study without detriment. 

3.7 Data Collection Processes 

This section explains the secondary and primary data collection processes. 

3.7.1 Secondary Data 

The authors conducted a literature search to obtain secondary data from secondary sources 

such as scientific articles, books and peer reviewed academic journals on social media and 

customer satisfaction. The literature review, which is documented in chapter 2, will also form 

part of secondary data for this research.  Secondary data collection aids in determining the most 

convenient techniques to be used for the sake of achieving the study goals. The secondary data 

will be used to make a comparison with the primary data findings and make inferences, as well 

as conclusions - an essential role in research (Garg, 2018). 

3.7.2 Primary Data 

The primary data was collected using a survey tool. An online questionnaire was used to 

collect primary data to examine the role of social media marketing activities on customer 

satisfaction. The authors contacted the 250 participants to seek their consent and distributed the 

survey questionnaires among them. 

3.7.2.1 Development of the Survey Questions  

The close-ended survey questions are formulated based on the research questions. At the 

end of the survey questionnaire, a thank you message will be included to show appreciation.  The 

survey concludes by ensuring that the participants’ identities will stay anonymous to the 

researchers. The survey questions are confidential, as the names of respondents will not be 

required - an essential aspect of enhancing research (Rowley, 2014). Generally, the designed 

survey questionnaire (see appendix A) for this research will be divided into two parts, which 

include: 

Part A: Background and demographic information of the study participants.  

Part B: Likert scale questionnaire: The participants' perception of the role of social media 

activities on customer satisfaction. A Likert Scale, which refers to a psychometric rating scale 

used to measure the opinions or attitudes of individuals or study participants in research studies 

(Sullivan & Artino, 2013). Using a 5-Likert scale, the study participants included in this study 
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were asked to rate items on a level of satisfaction and agreement. The responses of the 5-Likert 

scale questionnaire will be used for analysis to understand the role of social media marketing 

activities, such as response time, response language, and regular posting on social media in 

enhancing customer satisfaction.  

The reason why the participants are asked the survey questions was to get in-depth 

insights on how social media marketing activities impact customer satisfaction based on their 

responses. Moreover, the survey questions will be used to offer findings and understanding of the 

role of social media activities on customer satisfaction.  

The authors will analyze the data collected using an IBM SPSS version 25 to determine 

the role of social media marketing activities on customer satisfaction. Different statistical tests 

will be used to analyze the data, which will be explained in section 3.9. The survey data collected 

will be analyzed to answer the research questions and achieve the study objectives or purpose.  

3.7.2.2 Administration of Questionnaires During Data Collection 

Generally, there are diverse techniques that can be used in administering questionnaires 

during the data collection process; and each of these techniques has its own disadvantages and 

advantages. For example, whenever the study participants are not within the reach of the 

researchers, the questionnaires are sent or mailed through postal address. Conversely, this 

method of administering questionnaires through postal addressees has a low return rate. The 

researchers can also send the questionnaires via e-mail or use customized online survey available 

in the internet, such as SurveyMonkey. The use of the SurveyMonkey technique to administer 

questionnaires to the study participants has higher return rate than by posting it to the research 

participants since it is pretty easier for the study participants to return the filled questionnaires to 

the researchers for data analysis. Furthermore, the questionnaire can be administered via 

telephone; however, in this method the study participants will be relatively obliged to answer the 

questions direct over the phone. Lastly, questionnaires can be administered face to face during 

the data collection process. Also, in this technique, the study participants will be rather 

compelled to answer the questions directly or face to face. Therefore, for this research, when the 

questionnaires were administered online via email, it was anticipated that unlike the realized 

inconveniences with other methods, the return rate would be higher, and any ambiguous 

questions could be easily clarified by the researchers (Garg, 2018). Thus, for this research study, 
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the survey questionnaires were administered to the selected research participants by e-mail 

during the data collection process. 

3.7.2.3 Procedure of Data Collection  

During data collection, the researchers will distribute the survey questionnaires to the 

selected participants.  When administering the survey questionnaire, all the participants will be 

informed of the research topic to be discussed, the benefits and risks of participation, as well as 

the form and manner in which data collection will be conducted and confidentiality will be 

maintained. The selected participants will also be provided with the procedures in place in order 

to maintain research data confidentiality by informing them not to repeat what is said in the 

survey questionnaire to other participants or others. The participants will also be informed that 

disclosure of the information or research data could harm research participants which range from 

damaging participants’ reputation and can lead to criminal prosecution. 

 During data collection, only conveniently selected study participants who were happy and 

willing to participate in the study were included. However, if the participant did not want to be 

involved in the project, then they were thanked and appreciated for their attention. The 

participants who were willing and signed the consent form were issued with survey 

questionnaires, which they were required to fill and return to the researchers for data analysis. 

For issues of confidentiality, no participant information was included in the survey. The data 

collection process took approximately two weeks. 

All data collected was stored securely in either locked or secure cabinets or password-

protected electronic files for security, protection, and research data confidentiality. All references 

to the study participants or organizations involved were removed or given pseudonyms if data was 

to be included within the submitted study, unless express permission was given. The data collected 

was analyzed by the researchers and used for the purpose of this research ONLY. Therefore, all 

data will be destroyed on submission and completion of the research project.  

Lastly, the researchers will also notify all the study respondents of the final results of the 

study by sending a final email to them. Moreover, the study findings and recommendations will 

be shared with the study participants. 

3.8 Research Reliability and Validity 

This sub-section highlights issues regarding study reliability and validity.  
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3.8.1 Reliability  

To ensure the reliability, the investigator avoided bias in interpreting answers, and survey 

results and responses and the data gathered was analyzed carefully to answer the research 

questions. Additionally, this research was supported by the research respondents; hence, the 

researchers ensured that key threats to the reliability of the study results or data are eliminated. 

Furthermore, in this research study, consistency was also ensured through the administration of 

standard survey questionnaires to all selected research respondents. Additionally, for the purpose 

of reliability, reliability analysis will be conducted in chapter 4 using IBM SPSS version 25. 

3.8.2 Validity  

Validity refers to a way that measures the extent to which an instrument accurately 

describes the concept required to be measured. Validity tests the developed data collection 

instrument; that is, whether it correctly measures the concept. The authors tested the validity using 

the Spearman correlation coefficient to measure the correlation between each item in one variable 

and the whole variable. Furthermore, the Spearman correlation coefficient was used to test the 

construct validity. 

The validity of data that was collected from the field was ensured by counter checking the 

respondents through the survey questionnaires filled and returned. If the two methods showed any 

similarities the data was considered to be valid. The collected data from survey questionnaires 

were easily quantifiable and not open for subjective interpretation.  The validity of the survey 

instrument, as well as that of the survey results was also enhanced by creating sound questions and 

making sure or certifying that the survey questions are appropriate for the target study participants. 

3.8.2.1 Validation Procedures of the Research Instruments 

For the purpose of validity, the survey tool (questionnaire) was designed by the 

researchers and the survey questions were created to answer the research questions and achieve 

the study objectives - this ensured validity of the research instruments selected.  The survey 

instruments are also designed to ensure that they are appropriate for the target study participants 

and the survey question covers the study variables.  The design process of the survey 

questionnaire was a rigorous process and the survey questions had to be approved by the 

supervisor before it was used for data collection. Therefore, the survey instrument selected was 

deemed valid by the researchers.  
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 When the data collection instruments (survey questionnaires) were developed, each 

survey question was scrutinized, improved, and amended until the researchers and supervisor 

were completely satisfied that it was an accurate measure of the desired construct of this 

research, and that there was sufficient coverage of each study variable that is evaluated in this 

study. 

3.9 Data Analysis  

The aim of the thesis study is to investigate the role of social media marketing activities on 

customer satisfaction.  The data collected from the 230 participants was analyzed and this entailed 

the systematic organization of the raw data from questionnaires in a manner that facilitated easy 

analysis. Based on quantitative methods, the data analysis was based on the questionnaires 

administered and returned by the selected study respondents. The filled questionnaires from the 

field (study participants) were cross-checked for accuracy, tested, and then all data analyzed 

systematically using various methods. This data was entered into Excel, and then to IBM SPSS for 

visualization as well as in-depth analysis. 

In order to answer the research questions and achieve the study objectives, a Statistical 

Package for Social Science (SPSS) version 25 was used to analyze the data collected from the 230 

participants: Using the primary data collected via survey questionnaires from 230 study 

participants, the researchers performed a reliability analysis test to determine the value of 

Cronbach’s Alpha Coefficient, thus, the reliability and validity of data. T-test analysis and 

descriptive Statistics of the Likert Scale survey questionnaire was also done. Additionally, Chi-

Square tests, regression analysis, and correlation coefficient analyses were performed. 

3.10 Research Delimitations and Limitations  

Several limitations and delimitations were experienced when conducting this study. In 

terms of delimitations, COVID-19 pandemic, which was experienced worldwide during the time 

this study was carried out, had significant implications; however, the authors did the best to 

complete the research on time with the best outcomes. Secondly, due to the limited time-scale of 

this study in context with the field of research, the investigator was not able to study further in the 

various regions in the country. Therefore, the researchers chose to limit the research scope and 

decided to use one particular region, which was convenient as the target population. The survey 

participants likely suffered significantly as a result of desirability biases - whereby other 

respondents decided to fill survey questionnaires in a manner that the participant saw it appropriate 
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for him/her, other than in a manner in which it reflected the actual situation/state on the real study 

setting (Creswell, 2014). 

 For the survey, some participants did not fill or answer all the questions, which is likely to 

be common in survey research studies; thus, this will limit the research, even though some of these 

issues are promptly addressed or solved by the investigator. Conversely, since this research was 

based in one specific area, aspects of geographical and cultural biases were also anticipated. 

Acknowledging all the above limitations or shortcomings, the researchers certified the survey, and 

opened more discussions at the end of the qualitative research project. 

3.11 Ethical Considerations and Research Ethics 

Ethical approval and consent confirmation were sought before data collection was 

conducted. Also, privacy rules were observed or respected and confidentiality was kept during 

data collection. The authors avoided any bias during data collection, analysis, and interpretation 

of the study findings. The study protected participants’ identity (participants remained anonymous) 

and protected the university’s reputation – an important consideration in research (Creswell, 2014). 

The stated measures safeguarded a high level of transparency in this study by giving room for 

other interested parties/scholars to validate these study findings without any alteration or 

modification. 

3.11.1 How Confidentiality Was Maintained During Data Collection  

For this research a paragraph will be added to the informed consent detailing confidentiality 

issues for focus groups, e.g. a paragraph informing the participants that disclosure of the 

information or research data could harm research participants, which range from damaging 

participants’ reputation and can lead to criminal prosecution.  

The actual informed consent stated in the consent form for this inquiry stated that:  

"Although the researchers will take every precaution please be advised to maintain data 

confidentiality. The questions nature prevents/might or will prevent the researchers from 

guaranteeing confidentiality. Therefore, every participant is reminded to respect the privacy of 

fellow participants or patients and not mention any patient by name. In addition, the research will 

NOT cause discomfort or risk for participants or supervisors and University.  Therefore, the study 

participants and university reputation will be protected. 
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4 Data Analysis and Study Results 

 This chapter presents the study results and analysis. 

4.1 Introduction  

  The data collected through the survey was imported to Excel Spreadsheets and exported 

into IBM SPSS version 25 for analysis and visualization. The data collected was analyzed using 

IBM SPSS version 25 with the aim of answering the research questions and achieving the study 

objective, which is to examine the role of social media marketing activities in enhancing 

customer satisfaction. These social media marketing activities include response time, response 

language, and regular posting on social media. The data collected was analyzed with the aim of 

answering the following research questions: 

(1) What are the impacts of social media response time on customer satisfaction? 

(2) What is the role of response language on customer satisfaction? 

(3) What are the effects of regular posting on social media on customer satisfaction? 

Various statistical analysis was conducted, such as descriptive statistics including mean 

and standard deviation, as well as the independent t-test. Moreover, reliability analysis was 

conducted to test the internal consistency of the collected data using the Likert scale survey 

questionnaire, and the Cronbach Alpha was used to test the level of consistency. In addition, Chi-

square tests, correlation analysis and one-way analysis of variance (ANOVA) were conducted. 

T-test analysis and descriptive Statistics of the Likert Scale survey questionnaire were also 

performed to achieve study objectives and answer the study questions. Additionally, Chi-Square 

tests, regression analysis, and correlation coefficient analyses were done.  

4.2 Demographic Characteristics of the Study Participants 

 This subsection discusses the gender, among other characteristics of participants. 

4.2.1 Gender  

50% of the study participants were male, while 50% of the study participants were 

female, as shown in Figure 1 below. This shows there was a gender balance and, thus, this will 

be separated in the further analysis because there is no significant difference.  
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Figure 1. Gender of Study Participants 

 

Source: Created by Authors (2020) 

4.2.2 Generation of the Study Respondents 

More than half of the study participants (55.56%) belong to generation Z (born mid-

1990s onwards), while 33.33% of the study participants are millennials (born 1980 onwards), 

and only 11.11% are xennials (born between mid-1970s and 1980), as shown in Figure 2 below. 

The difference in generation demographics among the participants could be due to time social 

media apps or technologies were introduced. For example, generation Z has been raised on the 

internet and social media; hence, very instrumental in this study, which focuses on  social media 

activities or usage and customer satisfaction. 

50%50%

Gender of the Study Participants

Male

Female



 

32 
 

Figure 2. Generation of Study Respondents 

 

Source: Created by Authors (2020) 

4.2.3 Hours of Social Media in a Day 

Majority of the study participants (50%) spend more than 5 hours (5-10 hours) on social 

media while 33.33% spend less than 4 hours per day on social media, and only 16.67% of the 

study participants spend more than 10 hours on social media per day, as shown in Figure 3. 

These findings suggest that most the study participants spend a considerable number of hours on 

social media daily; this is crucial in this study which examines how social media marketing 

activities affect customer satisfaction because this group of participants can be considered as top 

social media  users and have come across various products advertised or sold on social media 

platforms.  

 

 

55.56%33.33%

11.11%

Generation

Generation Z (born mid-1990s
onwards)

Generation Y or Millennials (born
1980 onwards)

Xennials (born between mid-1970s
and 1980)
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Figure 3. Hours of Social Media in a Day 

 

Source: Created by Authors (2020) 

4.2.4 Main Profession 

Approximately 45% of the respondents are full-time students, while 27.78% of the study 

participants are partially employed part-time students, and 22.22% of them are part-time students 

running businesses other than schooling. Only 5% of the study participants are part-time students 

and not employed, as shown in Figure 4. These study findings reveal differences in the 

demographic, which will be used for further analysis to understand the customer satisfaction of 

this group.  

33.33%

50.00%

16.67%

Hours of social media in a day

Less than 4 hours

More than 5 hours (5-10 hours)

More than 10 hours
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Figure 4. Main Professions of the Study Participants 

 

Source: Created by Authors (2020) 

4.2.5 Level of Monthly Income 

The level of income of most of the study participants (45%) is between 10,001 and 

20,000. Approximately 23.33% of the study participants have a monthly income of 5,001- 

10,000. On the other hand, 15% of the study participants have a monthly income of 20,001-

30,000, while 11.67% of them have a monthly income of above 30,000, and only 5% have a 

monthly income level of 0-5,000, as shown in Figure 5. 

27.78%

45.00%

5.00%

22.22%

Main Profession

Part-time employed students

Full-time Students

Unemployed Part Time Students

Part-time Students and Business
persons
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Figure 5. Level of Monthly Income 

 

Source: Created by Authors (2020) 

4.2.6 Social Media Platform Used Frequently 

The study participants use various social media platforms, which include YouTube, 

Instagram, Twitter, Myspace, Facebook, LinkedIn, and Snapchat. The majority of the study 

participants use Facebook (40%) and Instagram (25%). Similarly, 15% of the study participants 

use Twitter and 10% of them use YouTube. On the other hand, 5% of the study participants use 

Snapchat, while 3.33% and 1.67% of them use MySpace and LinkedIn, respectively, as shown in 

Figure 6 below.  Most of these social media platforms are used for advertising or selling different 

brands and products and, thus, play an important role on customer satisfaction.  
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23.33%

45.00%

15.00%

11.67%

Level of monthly income

0-5,000

5,001-10,000

10,001-20,000
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Figure 6. Most Used Social Media Platform 

 

Source: Created by Authors (2020) 

4.3 Reliability Analysis 

Reliability analysis was conducted to test the internal consistency of the collected data 

using the questionnaire, while Cronbach Alpha was used to test the level of consistency. In 

qualitative and quantitative studies, research works are assessed based on the level of internal 

consistency and reliability associated with the measurement procedures including data collection 

instruments.  The internal validity is determined by the research design, whereas the external 

validity is determined by the degree to which the techniques of sampling allow the 

generalizability of the research results (Creswell, 2013; Rubin & Babbie, 2011). Table 1.0 shows 

the reliability analysis and statistics. 
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Table 1.0 Reliability Statistics 

Reliability Statistics 

Cronbach's Alpha N of Items 

.790 10 

 

Source: Created by Authors (2020) 

In this research, the internal consistency was important as it defines the consistency of the 

outcomes or findings delivered in the test.  Internal consistency also ensures that the different 

questions (questionnaire questions), which are used to measure the different constructs provide 

consistent scores based on the participants’ responses. Internal consistency reliability refers to 

the measure of how well a test is used to address different constructs (the questionnaire items) 

and deliver reliable scores. Determining internal consistency includes measuring different 

versions as per response from each respondent regarding the similar question/item within the 

same questionnaire or test item (Creswell, 2013). 

To understand whether consistency and reliability exist in this study’s dataset, the authors 

performed reliability analysis to determine the Cronbach’s Alpha. All scales (i.e. Likert Scales) 

used for the ten items/questions of the survey questionnaire were consistent.  The Cronbach’s 

alpha of the ten questions/items of the questionnaire used to answer the research questions and 

achieve the purpose of the study was 0.790. The Cronbach’s alpha was a positive value 

indicating that there was high internal consistency levels and higher reliability in the findings 

gathered from the 230 study respondents. Cronbach alpha value was not negative, signifying 

consistency - internal consistencies and reliability of the research findings: Each response 

collected from the 230 study participants was consistent. Cronbach’s alpha test further indicated 

that each item used in the questionnaire was consistent. Pallant (2005) stated that a scale that has 

Cronbach’s alpha which is greater than 0.70 is necessary in order to create a reliable construct of 

numerous study variables. Therefore, there was higher reliability or internal consistency level 

between the 10 items of the survey questionnaire. This also shows that there was high level of 

internal consistency in the gathered data for the purpose of chosen scale sample size for this 
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particular study. Table 1.0 shows the calculated Cronbach’s alpha value from 10 items of the 

Likert scale questionnaire in part B. Overall, internal consistency was good (Cronbach's α 

= .790); hence, the data was valid, reliable and fit for further analyses.  

4.4 Likert Scale Analysis on the Role of Social Media Marketing Activities  

Chi-Square test, ANOVA, and correlation analysis were conducted to test the role of 

social media marketing activities on customer satisfaction and answer the research questions. 

4.4.1 First Study Research Question  

What are the impacts of social media response time on customer satisfaction? 

4.4.1.1 Chi-Square Tests 

Table 2.0 Chi-Square Tests 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 114.053a 16 .000 

Likelihood Ratio 70.203 16 .000 

Linear-by-Linear 

Association 

16.219 1 .000 

N of Valid Cases 230   

a. 13 cells (52.0%) have expected count less than 5. The 

minimum expected count is .10. 

Source: Created by Authors (2020) 

Table 3.0 Symmetric Measures 

Symmetric Measures 

 Value 

Approximate 

Significance 

Nominal by Nominal Phi .704 .000 

Cramer's V .352 .000 

N of Valid Cases 230  

Source: Created by Authors (2020) 
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Chi-Square test was conducted to determine if there is a significant and statistical, as well 

as positive or negative relationship between social media response time and customer 

satisfaction. The Chi-Square test shows that the relationship between social media response time 

and customer satisfaction was statistically significant, χ2 (df =16, N = 230) = 114.053, p =.000, 

as shown in table 2.0. The normal Phi was .704 (p = .000), and the Cramer's V value was .352 (p 

= .000), as shown in table 3.0.  

 The relationship between social media response time and customer satisfaction was 

positive as it was indicated by the positive values on the outcomes of chi-square tests of the 5-

Likert-scale questionnaire item. Based on the Chi-Square test, it is evident that there was a 

significant and statistical relationship between social media response time and customer 

satisfaction,, χ2 (16) = 114.053, p<.005. These Chi-Square findings show that social media 

response time positively and significantly impacts customer satisfaction, which means that social 

media response is one of the social media activities that is an important and relevant factor for 

customer satisfaction among social media users. Thus, social media response time has a 

significant impact on enhancing customer satisfaction, which answers the first research question. 

4.4.2 Second Study Research Question 

What is the role of response language on customer satisfaction? 
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4.4.2.1 Correlation Analysis 

Table 4.0 Correlations 

Correlations 

 

Social media 

response 

language. 

Customer 

Satisfaction  

Social media response 

language. 

Pearson Correlation 1 .388** 

Sig. (2-tailed)  .000 

N 230 230 

Customer Satisfaction  Pearson Correlation .388** 1 

Sig. (2-tailed) .000  

N 230 230 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Created by Authors (2020) 

The Pearson’s (bivariate correlation) analysis showed a positive correlation between 

social media response language and customer satisfaction, y (r = 0.388, n = 230, p = .000). The 

correlation was significant at the 0.01 level, as shown in Table 4.0 above, suggesting that social 

media response language has a significant role on customer satisfaction The correlation analysis 

also shows that social media response language and customer satisfaction have a statistically 

significant linear relationship (p < .001), as shown in Table 4.0. The positive r values, as shown 

in Table 4.0 above, reveal that the correlation between social media response language and 

customer satisfaction was positive. The direction of the correlation/relationship was positive (for 

example, social media response language and customer satisfaction are positively correlated), 

implying that these variables tend to play an important role or have a positive effect on each 

other. For example, social media response language has an influential role on customer 

satisfaction and can either increase or decrease, as well as enhance customer satisfaction.  The 

strength/magnitude of the association between social media response language and customer 

satisfaction is approximately moderate (.1 < | r | < .3), as shown in Table 4.0.  The correlation 

analysis has shown the positive and significant effect social media response language has on 

customer satisfaction; hence, providing answers to the second research question. Thus, the 

results of this correlation analysis have answered the second research question.   
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4.4.3 Third Research Question 

What are the effects of regular posting on social media on customer satisfaction? 

4.4.3.1 One Way ANOVA 

Table 5.0 Descriptives 

Descriptives 

Regular posting on social media has significant impacts on customer satisfaction 

 N Mean 

Std. 

Deviation Std. Error 

95% Confidence Interval 

for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

1 6 4.00 1.549 .632 2.37 5.63 2 5 

2 38 2.95 1.488 .241 2.46 3.44 1 5 

3 53 4.02 .971 .133 3.75 4.29 2 5 

4 90 4.36 .852 .090 4.18 4.53 2 5 

5 43 4.49 .768 .117 4.25 4.72 3 5 

Total 230 4.06 1.135 .075 3.91 4.21 1 5 

 

Source: Created by Authors (2020) 

Table 6.0 ANOVA 

ANOVA 

Regular posting on social media has significant impacts on customer satisfaction.   

 

Sum of 

Squares df Mean Square F Sig. 

Between Groups 62.906 4 15.726 15.236 .000 

Within Groups 232.242 225 1.032   

Total 295.148 229    

 

Source: Created by Authors (2020) 
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4.4.3.2 Post Hoc Tests 

Table 7.0 Multiple Comparisons 

Multiple Comparisons 

Dependent Variable:   Regular posting on social media has significant impacts on customer satisfaction.   

Tukey HSD   

 

 

(I) Regular posting 

on social media has 

significant impacts 

on customer 

satisfaction 

(J) Regular posting 

on social media will 

not impact customer 

satisfaction 

Mean 

Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

1 2 1.053 .446 .131 -.17 2.28 

3 -.019 .438 1.000 -1.22 1.18 

4 -.356 .428 .921 -1.53 .82 

5 -.488 .443 .805 -1.71 .73 

2 1 -1.053 .446 .131 -2.28 .17 

3 -1.071* .216 .000 -1.67 -.48 

4 -1.408* .197 .000 -1.95 -.87 

5 -1.541* .226 .000 -2.16 -.92 

3 1 .019 .438 1.000 -1.18 1.22 

2 1.071* .216 .000 .48 1.67 

4 -.337 .176 .313 -.82 .15 

5 -.470 .209 .165 -1.04 .10 

4 1 .356 .428 .921 -.82 1.53 

2 1.408* .197 .000 .87 1.95 

3 .337 .176 .313 -.15 .82 

5 -.133 .188 .955 -.65 .39 

5 1 .488 .443 .805 -.73 1.71 

2 1.541* .226 .000 .92 2.16 
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3 .470 .209 .165 -.10 1.04 

4 .133 .188 .955 -.39 .65 

*. The mean difference is significant at the 0.05 level. 

Source: Created by Authors (2020) 

4.4.3.3 Homogeneous Subsets 

Table 8.0 Tukey HSDa,b   

Regular posting on social media has significant impacts on customer satisfaction. 

Tukey HSDa,b   

Regular posting on social media 

has significant impacts on 

customer satisfaction N 

Subset for alpha = 0.05 

1 2 

2 38 2.95  

1 6  4.00 

3 53  4.02 

4 90  4.36 

5 43  4.49 

Sig.  1.000 .543 

Means for groups in homogeneous subsets are displayed. The harmonic mean of the 

group sizes is used. Type I error levels are not guaranteed. 

Source: Created by Authors (2020) 

A one-way between groups analysis of variance (ANOVA) was also conducted to 

establish whether regular posting on social media has significant impacts on customer 

satisfaction. The liker scale questions used to collect data on the role of regular posting on social 

media on enhancing customer satisfaction, which was used to Performa NOVA analysis, was 

divided into four 5-Likert Scale of satisfaction (1-Very dissatisfied; 2-Dissatisfied; 3-Neutral; 4-

Satisfied, and 5-Very satisfied, and ). The study participants used this 5-Likert Scale to rate their 

level of satisfaction or agreement on the items concerning the role of regular posting on social 

media on enhancing customer satisfaction.  
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The one-way ANOVA results show that was a statistically significant relationship 

between the effects of regular posting on social media and customer satisfaction level, F (4, 225) 

= 15.236, 𝑝 <  .001, as shown in table 6.0. These findings also revealed a positive association 

between regular posting on social media and enhanced customer satisfaction levels. The findings 

show that regular posting plays a positive and significant role in enhancing customer satisfaction. 

The post-hoc comparisons using the Tukey HSD test revealed a significant mean difference 

between the study participants’ responses regarding the role of regular posting on social media 

on enhancing customer satisfaction. For example, 90 participants agreed and 43 of them strongly 

agreed that regular posting on social media has significant impacts on customer satisfaction, as 

shown in Table 8.0. On the other hand, 38 and 6 study participants strongly disagreed and 

disagreed that regular posting on social media has significant impacts on customer satisfaction, 

respectively, as shown in Table 8.0. The significant differences in the participant responses show 

different views of the participant’s regarding the role social media plays on enhancing customer 

satisfaction. Thus, it is evident that regular posting on social media has diverse and significant 

roles on enhancing customer satisfaction.  
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5 Discussion of Study Results  

Chapter 5 offers a discussion of the study results drawn. The primary study findings are 

explored in relation to the existing literature review discussed in chapter 2 to make inferences 

and identify the research the current study aims to fill. The chapter also notes weaknesses and 

strengths. 

5.1 Discussion of the Study Results in Relation to the Literature Findings 

The primary study findings are explored in relation to the existing literature review 

discussed in chapter 2 to make inferences and identify the research the current study aims to fill.  

5.1.1 The Role of Social Media Response Time on Customer Satisfaction 

The findings of the study showed that there was a positive as well as a significant 

relationship between social media response language and customer satisfaction. As such, the 

findings imply that social media response language positively and significantly impacts on 

customer satisfaction. The findings also imply that social media response language contributes 

significantly towards determining customer satisfaction. For instance, social media response 

language can either positively or negatively impact on customer satisfaction. These findings 

could imply that prompt social media response to customer’s queries has a positive and 

significant role on customer satisfaction, whereas longer response time (i.e., taking longer than 

customer’s expectation) to respond to customer’s queries or concerns have a negative role or 

impact on customer satisfaction. Based on these findings, it is evident that social media 

activities, such as social media response language have positive and significant impacts and 

diverse roles on customer satisfaction.  

The study findings also showed a significant and statistical association between social 

media response time and customer satisfaction. Moreover, the study findings revealed that social 

media response time positively associates with enhanced customer satisfaction. These findings 

could imply that prompt social media response to customer’s queries has a positive and 

significant role on customer satisfaction, whereas longer response time (i.e., taking longer than 

customer’s expectation) to respond to customer’s queries or concerns have a negative role or 

impact on customer satisfaction. Thus, it is evident that social media activities, such as social 

media response time can either positively or negatively impact customer satisfaction. It is also 

evident that social media response time has a significant role on enhancing customer satisfaction; 

hence, answering the first research question. These findings are consistent with Einwiller and 
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Steilen (2015) and Xu et al. (2017), discussed in the literature review chapter.  The study findings 

also show that most of the participants were not satisfied with the social media response rate they 

received regarding their queries or concerns they raised, which negatively impacted their 

customer satisfaction level. On the other hand, the study found that the customers (participants) 

were satisfied with the social media response time or promptness, as a result, it positively 

enhanced their customer satisfaction level. These results are also consistent with Einwiller and 

Steilen (2015). Moreover, the study found that the majority of study participants were more 

satisfied (very and extremely satisfied) with a faster conclusive and speedy first response on 

social media platforms, such as Facebook and Instagram, hence, positively impacting their 

customer satisfaction levels. These study findings are consistent with Istanbulluoglu (2017), 

discussed in the literature review.  Generally, these findings evidently show that social media 

response time has a significant role on enhancing customer satisfaction; hence, companies should 

focus on social media response time to enhance customer satisfaction.  For example, they should 

strive to maintain a timely or speedy social media response time to customer’s concerns, 

complaints or queries posted on social media platforms. As a result, this will play a major role in 

increasing customer satisfaction irrespective of the customers’ aims.  

5.1.2 The Role of Social Media Response Language on Customer Satisfaction 

The study findings revealed a positive and significant association between social media 

response language and customer satisfaction, meaning that social media response language has 

positive and significant impacts on customer satisfaction. The findings also suggest that social 

media response language plays an important role in determining customer satisfaction. For 

example, social media response language can positively or negatively influence customer 

satisfaction. These findings could imply that using proper (i.e., with etiquette) and 

understandable social media response language has a positive and significant role on customer 

satisfaction, whereas improper (i.e., harsh or impolite) social media language could have a 

negative role or impact on customer satisfaction. These findings reveal the significant role played 

by social media response language on customer satisfaction. For example, using proper and 

respectful responses when answering customer’s questions or addressing concerns or complaints 

posted on social media platforms will positively enhance customer satisfaction levels: In this 

case, the study found that most participants rated response language used on social media 

platforms when replying to their questions or complaints above average and were satisfied with 
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it. The study also found that using an understandable and simple social media response language 

when responding to the customer’s questions or complaints led to higher levels of customer 

satisfaction. Thus, it is evident that using an understandable and simple social media response 

language play an important role on improving customer satisfaction. These findings are 

consistent with Khan et al. (2017) and Hsu (2012) study findings discussed in the literature 

chapter. Thus, based on these findings, it is evident that social media response language plays an 

important role on customer satisfaction; hence, answering the second research question and 

accomplishing the second study objective.  

5.1.3 The Role of Regular Posting on Social Media on Customer Satisfaction 

The ANOVA findings revealed a significant association between regular posting on 

social media and customer satisfaction, suggesting that regular posting on social media plays a 

significant role on customer satisfaction among social media users. The findings are consistent 

with arguments by Zarella (2009) discussed in the literature review. Thus, based on these 

findings, it is evident that regular posting on social media plays an important role on customer 

satisfaction; hence, answering the third research question and accomplishing the third study 

objective.  

5.2 Weaknesses and Strengths 

Weaknesses: Limited time and access to potential participants due to COVID-19 

interruptions affected the selection of a small number of respondents and setting, thus, limiting 

the generalizability of the research. Moreover, convenience sampling may have caused an over-

representation of specific student respondent groups.  

Strengths: Social media activities are a relatively new phenomenon in the realm of 

customer satisfaction and marketing research. Thus, the amount of literature on the current topic 

was slightly scant, making this study become original and offer insights on social media 

activities that can be leveraged to enhance customer satisfaction. Chosen methodological 

questions also accurately cover a wide range of items related to response time, response 

language, and regular posting, thus, all-inclusiveness. The use of a survey also enhanced the 

reliability of responses since all participants received similar questions. The method also made it 

possible to reach a large audience in a short time and was cost-effective. Finally, the sampling 

methods made it possible and easier to select generation Z and millennials, thus, a suitable 

demographic for the study. 
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6 Conclusion and Recommendations 

This chapter summarizes the study findings to offer a conclusion. Also, the study 

recommendations and areas for further research are discussed in this chapter.  

6.1 Conclusion 

The current study investigated the role of social media marketing activities in enhancing 

customer satisfaction. These social media marketing activities include response time, response 

language, and regular posting on social media. The study concludes that these social media 

marketing activities play significant roles in enhancing customer satisfaction. Specifically, social 

media response time can positively or negatively and significantly impact customer satisfaction; 

thus, companies should focus on maintaining better social media response time. For example, 

customers tend to be more satisfied with prompt social media responses that will have a positive 

and significant role on enhancing customer satisfaction. Conversely, if companies, online 

retailers, or individual sellers selling products and services or advertising these products, brands, 

or services on social media platforms take a longer time to respond to the customer’s queries or 

concerns, this negatively impacts the customer satisfaction levels. Thus, it can be concluded that 

timely or speedy social media response time to customer’s concerns, complaints, or queries play 

a major role in increasing customer satisfaction irrespective of the customers’ aims.  

Social media response language also has significant impacts on customer satisfaction 

levels. It can either positively, or negatively affect customer satisfaction. For instance, the 

language used by online retailers, companies or individual sellers who sell or advertise products 

or brands and services can either positively or negatively impact customer (social media user) 

satisfaction. The study findings revealed that using a proper social media response language will 

satisfy most customers, leading to enhanced customer satisfaction. However, using improper 

language (disrespectful or demeaning language) when addressing customer’s queries or orders 

will make them unsatisfied and this would negatively affect the customer satisfaction levels.  

Similarly, using good or excellent language when responding to customer’s questions or orders 

will positively enhance customer satisfaction, but poor response language used in social media 

platforms will negatively impact the customer satisfaction levels. Also, using an understandable 

and simple social media response language plays an important role in enhancing customer 

satisfaction.  
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Regular posting on social media platforms play a significant role in enhancing customer 

satisfaction.  Regular posting will also help the customers keep up with the latest products, 

brands or services, as well as any discounts, which will ultimately improve customer satisfaction. 

In summary, the study concludes that social media activities, which include response time, 

response language and regular posting on social media, play significant and diverse roles on 

customer satisfaction.  These social media activities are key factors influencing customer 

satisfaction and can impact their buying decision or attitude towards certain products, brands or 

company, and thus, can be used to offer insights on strategies for enhancing customer 

satisfaction and engagement through the use of social media. This study, therefore, offers 

evidence-based findings that reveal the role of social media activities (regular posting, social 

media response time and response language) on customer satisfaction.  

6.2 Study Recommendations and Areas for Further Research 

Based on the research findings, the study proposes the following recommendations 

• There is a need to focus on improving social response time since it will positively and 

significantly enhance the levels of customer satisfaction. 

• Regular posting and the use of precise, proper, simple, polite or understandable response 

language will also play an important role in the positive enhancement of customer 

satisfaction.   

• In addition, the study recommends that these online retailers or companies should always 

post regularly and respond to customer’s queries on social media. As a result, this will 

not only enhance customer satisfaction but also improve customer engagement in social 

media platforms. 

In regard to the areas for further research, the study proposes that future research studies in 

this domain should: 

• Focus on studying the effects of these social media activities on customer behavior and 

customer engagement. 

• Investigate the impacts of social media on customer attitudes towards social media usage 

for e-commerce (i.e., selling products via social media platforms). 

• Examine the role of social media activities on customer buying behavior.  
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Appendix 

Appendix 1. Survey Questionnaire 

We are students and making a study about customer behavior and we would like to ask you these 

questions. Please help us in answering these questions. The response will only be used for 

research purposes and participant’s confidentiality, as well as research ethics, will be maintained.  

Likert Scale Questionnaire: Role of Social Media Activities on Customer Satisfaction 

Social Media Response Time 

Questions a, b and c concerns social media response time. 

a. How responsive is the company to your concerns/questions on social media? 

(1) Not so responsive 

(2) Somewhat responsive 

(3) Very responsive 

(4) Extremely responsive 

(5) Not applicable 

b. How much time did it take the company to address your concerns or questions on social 

media? 

(1) Did not receive a response 

(2) Much longer than expected 

(3) Longer than expected 

(4) About what I expected 

(5) Shorter than expected 

c. Overall, how satisfied are you with the social media response? 

(1) Very dissatisfied 

(2) Dissatisfied 

(3) Neutral 

(4) Satisfied 

(5) Very satisfied  

Social Media Response Language  

Questions a and b concerns social response language 

a. Generally, how satisfied are with the social media response language used by the 

company? 
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(1) Very dissatisfied 

(2) Dissatisfied 

(3) Neutral 

(4) Satisfied 

(5) Very satisfied  

b. How would you rate response language used? 

(1) Poor 

(2) Below average 

(3) Average 

(4) Above average 

(5) Excellent 

c. Is the social media response language used simple and fully understandable? 

a) Yes 

b) No 

Regular Posting on Social Media 

Questions a, b, c and d concerns social media response 

a. Regular positing on social media meet my needs 

(1) Strongly disagree 

(2) Disagree 

(3) Neutral 

(4) Agree 

(5) Strongly Agree 

b. How dissatisfied or satisfied are you with company’s regular posting on social media? 

(1) Delighted 

(2) Very Satisfied 

(3) Satisfied  

(4) Somewhat satisfied 

(5) Not at all satisfied 

d. Generally, how satisfied are you with the amount of post engagement or relationship on 

social media between you (customer) and the company? 

(1) Very dissatisfied 
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(2) Dissatisfied 

(3) Neutral 

(4) Satisfied 

(5) Very satisfied  

e. Based on your experience on social media with company’s social media activities, would 

you recommend this to your friend? 

(1) Definitely will not 

(2) Probably will not 

(3) Might or might not 

(4) Probably will 

(5) Definitely will 

f. How satisfied are you with the service offered by the company through postings 

compared to your expectations? 

(1) Very dissatisfied 

(2) Dissatisfied 

(3) Neutral 

(4) Satisfied 

(5) Very satisfied 

Demographic features  

After completing the Likert scale questionnaire above, please take a moment to tell us more 

about your demographic features by answering the following questions. 

1. Gender 

a) Male 

b) Female 

2. Which Generation are You? 

a) Generation Z (born mid-1990s onwards) 

b) Generation Y (iGen) or Millennials (born 1980 onwards) 

c) Xennials (born between mid-1970s and 1980) 

3. How many hours of social media are you using a day? 

a) Less than 4 hours 

b) More than 5 hours (5-10 hours) 
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c) More than 10 hours 

4. Main Profession 

a) Employed 

b) Student 

c) Not employed 

d) Business person 

e) Other 

5. Income Level (Monthly) 

a) 0-5,000 

b) 5,001- 10,000 

c) 10,001- 20,000 

d) 20,001-30,000 

e) Above 30,000 

6. Which social media platform do you use frequently? 

a) YouTube  

b) Instagram  

c) Twitter 27  

d) Facebook  

e) MySpace  

f) LinkedIn  

g) Snapchat 

7. How many hours of each platform do you use? 

a) YouTube 

1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

b) Instagram 

1. Less than 5 hours 

2. 5-10 hours 

3. More than 10 hours 

c) Twitter 
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1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

d) Facebook 

1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

e) MySpace 

1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

f) LinkedIn 

1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

g) Snapchat 

1. Less than 4 hours 

2. 5-10 hours 

3. More than 10 hours 

Thank you for taking your valuable time to take part in this research survey.  
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