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ABSTRACT 

The internet and social media offer unprecedented possibilities of learning about the needs 

and preferences of consumers, building relationships with them, tailoring and personalizing 

messages, and monitoring effects. At the same time, there are growing concerns about 

privacy and autonomy, and people seem to be getting tired of social media and especially 

online advertising. This specialization focuses on the intersection between marketing 

communication, digital media, and big data analytics. The study is made for the purpose to 

know about the consumers brand preference in sports apparels. Through this study we get to 

know about the demand of sports brand among people.  

This study is based on the various factors which influence the habitual buying behaviour of 

consumers while buying branded apparels. Habitual behaviour represents the repeat 

purchases made by the customers, based on habits or routines that are developed in order to 

simplify the decision-making process. The paper considers the influence of various marketing 

and demographic factors on consumer‟s habitual behaviour towards branded Sports apparels. 

The study tries to reflect the influence of various marketing factors such as brand awareness, 

quality, price, durability, etc. This study will help companies to select effective models for 

targeting customers with an aim to retain them. The increases in demand for consumer goods 

and expendables have boosted the sale of branded sportswear. They select their branded 

sports apparels from single brand showroom or multi- branded showrooms.  

Keywords: Digital marketing communication, consumer decision making process, digital 

technology, 
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INTRODUCTION TO MARKETING  

The management process through which goods and services move from concept to the 

customer. Marketing is based on thinking about the business in terms of customer needs and 

their satisfaction. Marketing differs from selling because (in the words of Harvard Business 

School's retired professor of marketing Theodore C. Levitt) "Selling concerns itself with the 

tricks and techniques of getting people to exchange their cash for your product. It is not 

concerned with the values that the exchange is all about. And it does not, as marketing 

invariable does, view the entire business process as consisting of a tightly integrated effort to 

discover, create, arouse and satisfy customer needs." In other words, marketing has less to do 

with getting customers to pay for your product as it does develop a demand for that product 

and fulfilling the customer's needs. 

The marketing mix is a familiar marketing strategy tool, which you will probably know, was 

traditionally limited to the core 4Ps of Product, Price, Place and Promotion. The 4Ps were 

designed at a time where businesses sold products, rather than services and the role of 

customer service in helping brand development was not so well knowing. Over time, Booms 

and Pitner added three extended „service mix P‟s‟: Participants, Physical evidence and 

Processes, and later Participants was renamed People. Today, it‟s recommended that the full 

7Ps of the marketing mix are considered when reviewing competitive strategies. Thus, the 

businessman uses appropriate marketing mix for his product or services and prepares a 

marketing strategy using various combinations to reach out the customers.  

Keeping this in view research is carried out to know the objectives. Basically, this study is 

done to analyse as follows:  

 To study the factors influencing consumers brand preference. 

 To study the consumers preference for branded sports apparels 

 To study the consumers satisfaction towards their preferred brand. 

 To give suggestions based on the findings of the study. 

INTRODUCTION TO ONLINE/ DIGITAL MARKETING  

The best way to define social media is to break it down. Media is an instrument on 

communication, like a newspaper or a radio, so social media would be a social instrument of 

communication. Regular or Traditional media has a one-way street where you can read a 

newspaper or listen to a report on television, but you have very limited ability to give your 
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thoughts on the matter. Social media, on the other hand, is a two-way street that gives you the 

ability to communicate too.  

Social Media is the future of communication, a countless array of internet-based tools and 

platforms that increase and enhance the sharing of information. This new form of media 

makes the transfer of text, photos, audio, video, and information in general increasingly fluid 

among internet users. Social Media has relevance not only for regular internet users, but 

business as well.Social media refers to the means of interactions among people in which they 

create, share, and/or exchange information and ideas in virtual communities and networks. 

 

Social Media Websites:  

1. Social networking sites- Facebook, Google Plus, CafeMom, Gather, Fitsugar  

2. Interact by adding friends, commenting on profiles, joining groups and having discussions.  

3. Micro-blogging sites- Twitter, Tumblr, Posterous  

4. Publishing tools- WordPress, Blogger, Squarespace  

5. Collaboration tools- Wikipedia, WikiTravel, WikiBooks  

Etc,. 

Popular Social Media Tools and Platforms:  

 Blogs:  

A platform for casual dialogue and discussions on a specific topic or opinion.  

 Facebook:  

The world‟s largest social network, Users creates a personal profile, add other users as 

friends, and exchange messages, including status updates. Brands create pages and 

Facebook users can “like” brands‟ pages.  

 Twitter:  

A social networking/micro-blogging platform that allows groups and individuals to 

stay connected through the exchange of short status messages (140 character limit).  

 YouTube & Vimeo:  

For video hosting and watching websites.  

 Flickr:  

An image and video hosting website and online community. Photos can be shared on 

Facebook and Twitter and other social networking sites.  
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 Instagram:  

A free photo and video sharing app that allows users to apply digital filters, frames 

and special effects to their photos and then share them on a variety of social 

networking sites. 

 LinkedIn Groups:  

A place where groups of professionals with similar areas of interest can share and 

participate in a conversation happening in their fields.  

 Pinterest:  

It is a social curtain website for sharing and categorizing images found online. 

Pinterest requires brief descriptions but the main focus of the site is visual. Clicking 

on an image will take you to the original source, so, for example, if you click on a 

picture of a pair of shoes, you might be taken to a site where you can purchase them. 

An image of blueberry pancakes might take you to the recipe; a picture of a whimsical 

birdhouse might take you to the instructions. 

SOCIAL MEDIA MARKETING 

Social media marketing is the latest "buzz" in marketing. India is probably among the first 

proponents of social media marketing. These days, the organizational cause has replaced the 

social cause as companies seek to engage with their audience via the online platforms. Online 

presence is a must for businesses today. Apart from a basic website; consumers looks for a 

blog, a Facebook page, shopping cart, e-brochures, etc. 92% of micro and small businesses 

agree that social media is an effective marketing technology tool. They are evenly split on the 

effectiveness of social media for attracting new customers and engaging existing customers. 

(e-Strategy Trends) 

Social media marketing refers to the process of gaining website traffic or attention through 

social media sites. Social media marketing programs usually center on efforts to create 

content that attracts attention and encourages readers to share it with their social networks. 

The resulting electronic word of mouth (eWoM) refers to any statement consumers share via 

the Internet (e.g., web sites, social networks, instant messages, news feeds) about an event, 

product, service, brand or company. When the underlying message spreads from user to user 

and presumably resonates because it appears to come from a trusted, third-party source, as 

opposed to the brand or company itself, this form of marketing results in earned media rather 

than paid media.  
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Social media marketing (SMM) is a form of Internet marketing that utilizes social networking 

websites as a marketing tool. The goal of SMM is to produce content that users will share 

with their social network to help a company increase brand exposure and broaden customer 

reach.  

Social Media Marketing is the process of reaching prospects and customers, and acquiring 

traffic and visibility through social media sites such as Facebook, Twitter, LinkedIn and 

many others. Social media networks were relatively unheard of, businesses still preferred to 

market their goods through physical media such as billboards, pamphlets and direct 

mail.With past decade, social media has taken the world by storm, online marketing replaced 

physical traditional marketing mediums, and is now replaced by Twitter, Facebook, Pinterest 

and other social networks.  

So the point is, one never knows what the future holds; nobody could have predicted we 

would have to be so reliant on social media websites as a means of communication. But 

there‟s one thing that has remained rigid since 2007; the rise of social media marketing. 

The Rise of Social Media Marketing  

What can be a better example, Facebook became a $100 billion industry. The social media 

website gets a significant portion of its revenue through online advertisements. Companies 

pay handsome amount for their products to be advertised through social media networks. 

Hard to believe but it might be much harder to believe the fact that 93% of marketers use 

social media just for business purposes. The rise of social media marketing may be 

attributable to several factors, one of which is the large consumer base, numbering to 1.3 

billion users on Facebook alone. The other factors include the customer information that the 

social media accounts hold, which can help in targeting customers.  

Social media marketing is the next big thing for micro and small businesses, but it is not just 

about lead generation – it is about relationship building. Social media marketing is the 

knowledge and skill to gain Twitter followers, and then use Twitter marketing to get them to 

buy. Social media marketing is the knowledge to set up a Facebook fan, get Facebook fans, 

and then build relationships and start conversations about your brand and products on 

Facebook. And social media marketing is all about leveraging free social media tools to 

monitor your online reputation and build buzz. 

One of the key components of social media marketing is social media optimization (SMO). 

Like search engine optimization (SEO), Social media optimization is a strategy for drawing 

new and unique visitors to a website. Social media optimization can be done two ways: 
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adding social media links to content, such as RSS feeds and sharing buttons or promoting 

activity through social media by updating statuses or tweets, or blog posts.  

Social media marketing helps a company get direct feedback from customers and potential 

customers while making the company seem more personable. The interactive parts of social 

media give customers the opportunity to ask questions or voice complaints and feel they are 

being heard. This aspect of social media marketing is called social customer relationship 

management (social CRM).  

Social media marketing became more common with the increased popularity of websites such 

as Twitter, Facebook, LinkedIn, and YouTube. Social media marketing refers to marketing 

done through social media or social networking websites. While most companies and 

organizations have their own websites, it can be difficult to reach users who do not already 

know about the organization. Therefore, many organizations have found it useful to also 

develop a presence on Web 2.0 websites, such as Facebook, LinkedIn, and Twitter as well. 

Social media marketing provides a low-cost way for businesses to reach large numbers of 

users and gain brand recognition. Since social networking websites already have large 

established online communities, businesses and organizations can gain exposure by simply 

joining these websites. Organizations can create custom social media profiles, then build their 

own communities within these sites by adding users as friends or followers. Many companies 

attract users by posting frequent updates and providing special offers through their social 

media profile pages. While social media marketing is a powerful 

DEFINITION OF SOCIAL MEDIA MARKETING 

As a new media platform, social media is defined as “online resources that people use to 

share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news”. To 

put it simply, it consists of various online technologies that enable the creation and 

distribution of content. On the other hand, social media marketing involves marketing 

initiatives carried out through online community platforms. It is defined as “a process that 

empowers individuals to promote their websites, products, or services through online social 

channels and to communicate with and tap into a much larger community that may not have 

been available via traditional advertising channels.” 

According to Evans (2008), Social Media relates to a self-generated, authentic conversation 

between people about a particular subject of mutual interest, built on the thoughts and 

experiences of the participants. Therefore, Social Media is definitely all about sharing and 

aiming at a collective vision, often intending to offer a more-appropriated or informed choice 
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at the end. Furthermore, Social Media changes over time as it allows people to generate the 

content in a participative way whenever they want to add any additional piece of information. 

Social Media are also evolving constantly as they are part of internet high technologies, 

which are modified regularly with additional or replacing features.  

 

Social Media and Marketing  

Social Media Marketing is marketing that focuses on people, not products (Diamond, 2008). 

The products can be presented by the company with as many qualitative features and 

promotional tools as possible, but what really matters is the comments and appreciations left 

by the customers. People provide the content, and this is the reason why Social Media 

Marketing is so scary and challenging for marketers. They do not control the marketing 

content anymore. Negative word-of-mouth can be spread worldwide in a couple of minutes 

only. With the explosion of Internet-based messages transmitted through the Social Media, 

they are now a main factor in influencing many aspects of consumer behaviour, such as 

awareness, consideration, information gathering, opinions, attitudes, purchasing decisions 

and post-purchase evaluation. International marketers need to recognize the power and 

critical nature of the conversations being hold by consumers using Social Media. 

Consequently, the ability of influencing the crowd effectively is the main quality needed by 

the marketing team (Evans, 2008).  

Also, what is important about Social Media Marketing is that marketer can listen, track and 

measure what is shared on the Social Media Sites in order to improve the offered message 

and adapt it more to the customers‟ needs. Thanks to the Social Media analytics and metrics 

available, the impact of Social Media on a company‟s marketing strategy can be measured 

and evaluated relatively easily.  

REVIEW OF LITERATURE  

Yaser ahmad et.al, (2016) identified that customers prefer branded sports clothes due to 

various reasons such as quality, emotional value etc.Authors further state that every company 

should have their own brand as it was seen how important it is for a customer when he is 

associated to a particular brand. Hence every internal manufacturer should develop his/her 

own brand. Moreover retailers sell the well-known brands to increase their sales in the store. 

This study revealed that self-image of people has no effect on their tendencies towards 

internal brands of sportswear, which in-turn reflects the fact that Iranian consumers do not 

consider the type of apparel as a way to improve their self-concept and it has created a huge 
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impact of brand orientation on both emotional value and perceived quality of internal 

sportswear brands.  

Swee Seng Chew et.al,(2016)have elucidated on the social influence that can affect 

consumers‟ decision in sports-related products in the form of informational and utilitarian 

influence. The effect of informational influence is also more pronounced among consumers 

of the male gender and who are highly involved in sports. 

Pathmini, (2016) has studied the impact of how role of sales promotion in increasing the 

company‟s sales. Author further elaborates on the importance of using the right tool for the 

success of promotional strategies of companies. Tools such as Price discount, free Samples, 

BOGO (Buy One and Get One Free), Loyalty Program have a significant impact on 

consumer‟s Impulsive buying behaviour in supermarkets. Loyalty program is considered one 

of the essential elements for triggering impulsive buying behaviour among supermarket 

customers. Since, Loyalty program is highly related to the Consumer Impulsive buying 

behaviour in Supermarkets, it can be used to attract customers and maximize customer base 

and profit.  

Mulugeta Girma (2016) conducted a research aimed to explore the pattern of brand 

preference towards domestic and foreign footwear products and its antecedents. Age and 

gender were taken as variables. The study was conducted on 319 usable samples and relevant 

data was obtained on purchase preference, brand consciousness, normative influences, 

emotional values and perceived quality using both inferential and descriptive statistical 

techniques. The finding disclosed that the emotional value of the brand and normative 

influences are the most and least significant antecedents respectively for brand preference. 

The study concluded that the emotional value of the brand significantly affected both 

genders; male and females significantly. It also pointed out that with rising age, their seemed 

to be a preference towards local brands.  

Yayati shinde et.al ( 2015) studied factors of brand preference and found that factors such as 

age, gender, sale, purpose of use, product features, place of purchase play an important role. 

At the same time is important to focus more on building brand loyalty amongst their existing 

customers, due to this the customers may not switch their brands 

RESEARCH METHODOLOGY  
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A research process consists of stages or steps that guide the project from its conception through the 

final analysis, recommendations and ultimate actions. The research process provides a systematic 

planned approach to the research projects and ensures that all aspect of the research projects 

is consistent with each other. This chapter aims to understand the research methodology 

establishing a framework of evaluation and revaluation of primary and secondary research. 

The techniques and concepts used during primary and secondary research. Descriptive 

method of research has been used, which includes surveys and fact-finding enquiries of 

different kinds. Questionnaire method has been used to collect various data from the 

respondents. It was collected from general public of the Coimbatore city and consumers 

through a structured questionnaire. Secondary data was collected from reliable websites and 

published journals. Sample size used for the study is 110 respondents in Coimbatore City. 

This study is restricted to the area of Coimbatore. Convenience sampling technique has been 

followed in this study with a sample size of 100.  

ANALYSIS AND INTERPRETATION  

Cross Tabulation 

Cross tabulation is a method to quantitatively analyse the relationship between multiple 

variables. Also known as contingency tables or cross tabs, cross tabulation groups variables 

to understand the correlation between different variables 

Table1: Age *Gender cross tabulation 

Age (in years) Gender Total 

Male Female 

20-30 63 31 94 

30-40 2 7 9 

40-50 1 4 5 

>50 1 1 2 

Total 67 43 110 

 

Interpretation: 

Among 110 respondents ,67 responses are Male, in that 63 responses belong to 20-30 age 

group,2 responses belong to 30-40,1 respondent belong to 40-50 age group and 1 respondent 

belong to >50 age group. 43 responses are Female, in that 31 responses belong to 20-30 age 

group,7 responses belong to 30-40,4 responses belong to 40-50 age group and 1 respondent 

belong to >50 age group. 
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Table 2: Age * Marital Status Crosstabulation 

Age (in years) Marital Status Total 

Married Unmarried 

20-30 8 86 94 

30-40 7 2 9 

40-50 4 1 5 

>50 0 2 2 

Total 19 91 110 

Interpretation: 

Among 110 respondents,19 respondents are Married, in that 8 respondents are between the 

age group of 20-30, in that 7 respondents are between the age group of 30-40, in the 4 

respondents are between the age group of 40-50,0 respondents are between the age group of 

>50. 91 respondents are Unmarried, in that 86 respondents are between the age group of 20-

30, in that 2 respondents are between the age group of 30-40, in the 1 respondent are between 

the age group of 40-50,2 respondents are between the age group of >50. 

 

Table 3: Age * Education Crosstabulation 

Age (in years) 
UG 

Education 

PG 

Profession 
Others Total 

20-30 67 16 4 7 94 

30-40 2 2 3 2 9 

40-50 0 3 1 1 5 

>50 1 1 0 0 2 

Total 70 22 8 10 110 

Interpretation: 

Among 110 respondents ,70 respondents belong to UG group, in that 67 responses belong to 

the age group between 20-30,2 respondents belong to the age group between 30-40,0 

responses belong to the age group of 40-50,1 respondent belong to the age group of >50. 22 

respondents belong to PG group, in that 16 responses belong to the age group between 20-

30,2 respondents belong to the age group between 30-40,3 responses belong to the age group 

of 40-50,1 respondent belong to the age group of >50. 

Table 4: Education * Experience Crosstabulation 
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Education Experience Total 

 0-5 YRRS 5-10 YRS 10-15 YRS >15  

UG 66 3 1 0 70 

PG 16 5 1 0 22 

PROFESSION 4 1 1 2 8 

OTHERS 7 3 0 0 10 

Total 93 12 3 2 110 

 

Interpretation: 

Among 110 respondents ,93 responses belong to 0-5 years of experiences, in that 66 

responses belong to UG education,16 belong to PG education,4 belong to Profession,7 belong 

to others. 12 responses belong to 5-10 years of experiences, in that 3 responses belong to UG 

education,5 belong to PG education,1 belong to Profession,3 belong to others. 12 responses 

belong to 10-15 years of experiences, in that 3 responses belong to UG education,5 belong to 

PG education,1 belong to Profession,3 belong to others.0  responses belong to> 15 years of 

experiences, in that 0 responses belong to UG education,0 belong to PG education,2 belong 

to Profession,0 belong to others. 

Table 5: Gender * Business Type Crosstabulation 

 Gender Business Type Total 

Sole Trader PARTNERSHIP JOINT VENTURE Others 

Male  12 12 5 38 67 

Female  9 3 1 30 43 

Total 21 15 6 68 110 

 

Interpretation: 

Among 110 respondents,21 respondents belong to sole trader business type, in that 12 are 

male gender and 9 are female. 15 respondents belong to partnership business type, in that 12 

are male gender and 3 are female gender. 6 respondents belong to Joint venture business type, 

in that 5 are male gender and 1 are female. 68 respondents belong to sole trader business 

type, in that 38 are male gender and 30 are female. 

 

Table 6: Experience * Annual Income Crosstabulation 
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Experience Annual Income   Total 

<50000 50000-

100000 

100000-

200000 

>200000 

0-5 YRRS 36 36 13 21 93 

5-10 YRS 2 2 1 7 12 

10-15 YRS 2 2 0 1 3 

>15 1 1 0 0 2 

Total 41 41 14 29 110 

Interpretation: 

Among 110 respondents ,41 responses have <50000 as annual income, in that 36 responses 

have 0-5years of experiences, in that 2 respondents have 5-10 years of experiences, in that 2 

respondents have 10-15years of experiences, in that 1 respondent have >15 years of 

experiences. 41 responses have 50000-1 lakh as annual income, in that 36 responses have 0-

5years of experiences, in that 2 respondents have 5-10 years of experiences, in that 2 

respondents have 10-15years of experiences, in that 1 respondent have >15 years of 

experiences. 14 responses have 1-2lakh as annual income, in that 13 responses have 0-5years 

of experiences, in that 1 respondent have 5-10 years of experiences, in that 0 respondents 

have 10-15years of experiences, in that 0 respondent have >15 years of experiences. 29 

responses have >2lakh as annual income, in that 21 responses have 0-5years of experiences, 

in that 7 respondents have 5-10 years of experiences, in that 1 respondent have 10-15years of 

experiences, in that 10respondent have >15 years of experiences. 

CONCLUSION  

Social media marketing is important because it aligns with the way consumers make 

purchasing decisions. Study indicates that increasing numbers of consumers are using internet 

services and research to carry out preliminary product and price research before making final 

decisions. Social media marketing enables to build relations with customers and prospects 

through regular, low-cost personalized communication, reflecting the move away from mass 

marketing. Marketing products through social media costs less than marketing them through 

a physical retail outlet. Social media marketing enables to personalize offers to customers by 

building a profile of their purchasing history and preferences. 

These active and loyal communities fit right into company‟s online/offline marketing and 

communication campaigns. Facebook is still the most used social network in India and 

advertisers love it. It gives them accesses to segment, reach and advertise to over 96,000,000 

active Facebook users. Pinterest, Twitter, LinkedIn and Google Plus are a few fast growing 

social platforms brands have an eye on. As these networks grow brands are more likely to use 
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these emerging platforms to connect, advertise and nurture social relationships. Compelling 

generic content which people like to consume and share with their friends is what businesses 

crave and love to post multiple times a day to keep their communities active, interesting and 

fun to hang out at. Businesses measure results from social network specific metrics like 

followers, re-tweets, likes, shares, comments, etc. More than half of the businesses surveyed 

find it difficult to measure results from their social media efforts.  

The theoretical research has disclosed that there are different aspects that affect the brand 

preference for sports apparel in young consumers. Further research should be conducted to 

determine the higher limit spend on sports apparel. This would enable brand managers to 

segment and target their products more effectively. 

Factors like age, gender, sale, purpose of use, product features, place of purchase plays an 

important role in brand preference. Brand managers should focus on building brand loyalty 

among their existing customers, so that the customers do not switch brands. But preference 

across genders is not the same. Companies should focus on providing different product 

categories for genders so as to make the customers more brand loyal. 

Today‟s consumer is more brand conscious, brand managers to segment and target their 

products accordingly. Companies should also keep in mind the environmental factors that 

affect the brand preference. Visibility of product, marketing strategies and brand awareness 

plays a key role in the purchase decision of the customers. There is a vast opportunity in the 

marketing and media space for young adults. As the analysis shows that change of brand 

during sale is independent of gender, so the companies should create more brand loyalty 

among the customers during sales period so as to retain customers and so that the existing 

customers do not switch over brands. 
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