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Abstract

This research paper explores the critical aspects of evaluating startup marketing strategies, focusing on customer
acquisition and brand building. Specifically, it compares the effectiveness of customer acquisition and brand building
through social media channels versus traditional marketing channels. By employing a comprehensive literature review,
empirical data analysis, and case studies, This research aims to provide valuable insights for startups aiming to make
informed decisions regarding their growth strategies.

The aim is to identify the subtle effects, obstacles, and prospects associated with each approach, offering significant
perspectives for entrepreneurs managing the intricacies of modern-day commercial landscapes. The report discusses
the increasing importance of social media in promoting direct connection and brand resonance as the digital revolution
continues to change consumer behaviours. At the same time, conventional marketing channels continue to hold
historical importance since they provide consistency and tried-and-true techniques.

Key Words: Startup Marketing; Marketing Strategy; Social Media, Traditional Marketing, Digital Marketing;
Customer Acquisition; Brand Building; Marketing Channels; Social Media Marketing; Traditional Advertising;
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1. Need For Study

This study is necessary because successful growth tactics are becoming more and more crucial for startups in a market
that is becoming more and more competitive. This paper looks at customer acquisition and brand-building tactics from
both traditional and modern angles, aiming to provide entrepreneurs with evidence-based insights to improve strategic
decision-making and resource allocation.

It is anticipated that the results will provide businesses with practical suggestions to help them craft growth strategies
that are both in line with their goals and appealing to their target markets. This study adds relevant insights to the
conversation on startup growth tactics at a time when flexibility and creativity are crucial, helping academics and
practitioners alike to stay at the forefront of entrepreneurial excellence.

As the business landscape continues to evolve, this study aims to bridge the gap between theory and practice, offering a
timely and relevant exploration of the factors influencing startup growth strategies. The findings are expected to provide
actionable guidance for entrepreneurs looking to make informed choices in navigating the diverse array of marketing
channels available in the contemporary business environment.

[Source: https://online.maryville.edu/blog/social-media-marketing-vs-traditional-marketing/]
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2. Introduction

Startups are at the forefront of innovation, disruption, and the drive for development in the dynamic world of modern
business. The development and implementation of successful growth plans, particularly in the areas of customer
acquisition and brand creation, are critical to the success of these early-stage businesses. Within this framework, the
strategic choice between utilizing social media and depending on conventional marketing channels becomes apparent
and can have a substantial impact on a startup's future.

Due to the widespread use of digital technology, social media platforms are becoming an essential part of everyday life
and present previously unheard-of chances for audience participation. At the same time, traditional marketing channels
provide a stable foundation due to their historical origins and tried-and-true techniques.

Current Landscape: The current startup landscape reflects a dynamic interplay between digital transformation,
consumer engagement, and strategic decision-making. Here isa brief overview of key aspects:

Digital Dominance: The proliferation of digital technologies has transformed how startups approach customer acquisition
and brand building. Social media platforms have become instrumental in reaching diverse audiences, fostering direct
engagement, and shaping brand narratives in real time.

Challenges in Traditional Marketing: While traditional marketing channels such as television, radio, and print still hold
relevance, startups often face challenges in measuring their effectiveness. The lack of real-time data and the difficulty
in targeting specific audience segments can pose obstacles for startups operating in fast-paced markets.

Importance of Startup Growth Strategy: The importance of startups in driving economic growth and innovation is
particularly pronounced in the context. Here's an exploration of the significance of startups in this specific domain:

Globalisation and Market Expansion: Startups, especially those leveraging digital platforms, have the potential to quickly
expand their reach globally. This ability to enter new markets and serve diverse customer bases contributes to economic
globalisation, opening up opportunities for cross-border collaborations and partnerships.

Diversification of Industries: Startups operate across a myriad of industries, contributing to the diversification of the
economy. Inthe context oftheresearch, startups exploring growth strategies in customer acquisition and brand building
bring a diversity of approaches, enriching marketing practices in various sectors.

3. Literature Review

"The Impact of Social Media Marketing on Startup Success" by Agarwal et al. (2014):
https://www.researchgate.net/publication/367594757 The Impact of Social Media Use of Start-
ups_on_their_Entrepreneurial Opportunities_in_Kerala

"The Role of Traditional Marketing in Startup Growth" by Venkatesan and Kumar (2015):
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1540-627X.2009.00274.x

"Comparing the Effectiveness of Traditional and Social Media Marketing for Startups" by Mangold and Faulhaber
(2017): https://www.researchgate.net/publication/272262255_ Social Media for Start-Ups - A
n_Effective Marketing Tool

4. Research Methodology
4.1 Questionnaire Development and measurement

The questionnaire was divided into two parts. Part A was proposed to collect the respondents” demographic information
such as gender, age, and qualifications of the respondent. Part Bincluded 17 questions. Out of which for 13 questions the
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respondents were required to provide their rating on their perception using a five-point Likert Scale measurement that
ranged from 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, and 5=strongly agree. The next4 questions are general
ones about the basis of product selection etc. The link for the same is https://forms.gle/9Dwykagdog6RrGx28

4.2 Samples and Data Collection Procedures

The non-probability sampling technique was employed for the sampling process. To prevent any misunderstanding by
respondents, the questionnaire for this study was designed in straightforward language. The survey, created on Google
Forms, was distributed to the target respondents through messaging apps. The survey primarily targeted young adults
aged eighteen and above, with experience in online shopping. A total of 70 responses were received without using any
unfair means.

4.3 Data Analysis

The collected data was comprehensively analyzed using IBM SPSS Statistics software. In this step, various statistical
techniques were used to gain meaningful insights and draw valid conclusions from the data set. SPSS was chosen because
of its strong ability to process and interpret complex data sets. A detailed explanation of the analysis is provided in the
next heading.

Statistics

Traditional_infl
Effectiveness_ uences_purch
of_socialmedi Better_targetin -~ Credible_imag ~ Online_review  Broader_audie Rapid_sharing Emotional_con  asing_decisio

a Interact  brand_building Combination = Cost_effective  gby_traditional Bl s nce of_information nection ns
N Valid 70 70 70 70 70 70 70 70 70 70 70 70
Missing 0 0 0 0 0 0 0 0 0 0 0 0
Mean 3.56 3.38 4.00 3 3.53 2.86 3.43 3.3 3.03 3.63 339 337
Std. Deviation 1.163 1.026 1.036 1.038 1.018 1.243 972 1.029 1.076 1.010 937 995
Minimum 1 1 1 1 1 1 1 1 1 1 1 1
Maximum 5 § 5 5 5 5 5 8 8 8 5 5

The table shows that social media is generally more effective than traditional media at influencing all seven factors. The
only factor where traditional media is more effective is the "broaderaudience".

Social media is particularly effective at influencing emotional connection and online reviews. This is because social
media is a two-way platform, where consumers can interact with brands and other consumers directly. This allows
brands to build relationships with consumers and create emotional connections. Additionally, social media makesiteasy
for consumers to read and write online reviews, which can significantly impact other consumers' purchasing decisions.

Overall, the data in the image shows that social media is a very effective tool for influencing purchasing decisions.
Businesses should focus their marketing efforts on social media to reach their target audience and drive sales.

ii.

KMO and Bartlett's Test

Kaiser-Meyer-Clkin Measure of Sampling Adeguacy. 550
Bartlett's Test of Sphericity Approx. Chi-Square 142172
df 66
Sig. =.001

The KMO value of 0.550 is acceptable for factor analysis, as it is above the recommended threshold of 0.5. Bartlett's test
is significant (p < 0.001), which indicates that the correlation matrix is not an identity matrix. This means that the
variables are correlated with each other, which is a prerequisite for factor analysis. The KMO test measures the
proportion of variance in the data that might be caused by underlying factors. Values closer to 1.0 indicate that a factor
analysis is likely to be useful, while values below 0.5 indicate that a factor analysis is not likely to be useful.

Bartlett's test is a test for sphericity. Sphericity is the assumption that the correlation matrix is an identity matrix. An
3
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identity correlation matrix means that the variables are unrelated to each other. Bartlett's test tests the null hypothesis that

the correlation matrix is an identity matrix. If Bartlett's test is significant, then the null hypothesis is rejected and we can
conclude that the variables are correlated with each other.

Communalities

Initial Extraction
Effectiveness_of_socialme 1.000 620
dia
Interact 1.000 G634
brand_building 1.000 704
Combination 1.000 603
Cost_effective 1.000 BET
Emotional_connection 1.000 845
Traditional_influences_pur 1.000 B5T
chasing_decisions
Rapid_sharingof_informati 1.000 528
on
Broader_audience 1.000 598
Better_targetingby_tradition 1.000 722
al
anline_reviews 1.000 GBB0
Credible_image 1.000 772

Extraction Method: Principal Component Analysis.

Communalities are the proportion of the variance in each variable that is explained by the common factors. The
communalities range from 0.528 to 0.845, with an average of 0.680. This indicates that the common factors explain a
substantial amount of the variance in the variables. The highest communalities are for the variables "Emotional
connection" (0.845), "Credible image" (0.772), and "Better targeting by traditional media" (0.722). This suggests that
these variables are the most strongly correlated with the common factors. The lowest communalities are for the
variables "Rapid sharing of information" (0.528) and "Broader audience" (0.598). This suggests that these variables are
less strongly correlated with the common factors. Overall, the communalities indicate that the factor analysis is likely to
be successful in explaining the variance in the data.

iv.
Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance  Curmulative % Tatal % of Variance  Curmulative % Tatal % of Variance  Cumulative %
1 2449 20.411 20.411 2449 20.411 20.411 1.942 16.184 16.184
2 1774 14787 35198 1774 14787 35198 1744 14533 30717
3 1.509 12574 YRR 1.509 12574 YRR 1.607 13.382 44108
4 1.234 10.283 58.060 1.234 10.283 58.060 1.418 11.813 55821
5 1.062 B.847 66.906 1.062 B.847 66.906 1318 10.985 66.906
[ BEB 7.234 4141
7 788 6.569 BO.T10
8 542 5354 86.064
] A1 4.260 90.324
10 435 3623 93948
1 408 3.398 97.346
12 318 2.654 100.000

Extraction Method: Principal Component Analysis.

The image shows the total variance explained by each component in a principal component analysis (PCA). PCA is a
dimensionality reduction technique that transforms a set of correlated variables into a smaller set of uncorrelated
variables, called principal components. The principal components are extracted in order of decreasing variance, so the
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first component explains the most variance in the data, and so on. The image shows that the first component explains
20.411% of the variance in the data. The second component explains 14.787% of the variance, the third component
explains 12.579% of the variance, and so on. The cumulative percentage of variance explained by the first five
components is 66.906%. This means that the first five components explain over two-thirds of the variance in the data. In
general, you want to choose a number of components that explain a significant amount of the variance in the data, without
overfitting the data. Overfitting occurs when you choose too many components, and the model learns the noise in the
data, rather than the underlying patterns. In the image, the first five components explain over two-thirds of the variance
inthe data.

V.
Rotated Component Matrix®
Component
1 2 3 4 5
Effectiveness_of_socialme GBG8 L3711 018 -.158 02
dia
Interact TEB -103 045 -174a -.006
brand_building 274 7o 133 214 -.268
Combination -.110 734 -.079 -.2056 061
Cost_effective 107 366 -.407 -.066 583
Emotional_connection -.050 -.034 O7Fo 914 031
Traditional_influences_pur 363 009 G628 -.336 133
chasing_decisions
Rapid_sharingof_informati -.0058 653 -.0748 033 308
on
Broader_audience -.356 -.029 463 A1T 287
Better_targetingby_tradition -.199 -.045 7ar 210 011
al
anline_reviews 710 -.045 -.286 300 045
Credible_image 052 .0og 280 091 B26

Extraction Method: Principal Component Analysis.
Rotation Method: Warimax with Kaiser Mormalization. @

a. Rotation converged in 9 iterations.

Component 1 is the largest component, accounting for 66.8% of the variance in the data. This suggests that the
effectiveness of social media is the most important factor driving the data. Component 2 explains 10.2% of the variance
in the data and is associated with emotional connection. This suggests that social media is also effective at building
emotional connections with customers. Component 3 explains 7.3% of the variance in the data and is associated with
brand building. This suggests that social media can be effective at building brands. Component 4 explains 4.5% of the
variance in the data and is associated with traditional influences. This suggests that traditional influencers, such as word-
of-mouth and advertising, still play a role in the effectiveness of social media. Component 5 explains 3.1% of the
variance in the data and is associated with online reviews. This suggests that online reviews are also a factor in the
effectiveness of social media. Overall, the data suggests that social media is an effective tool for marketing purposes.
However, it is important to note that traditional influences still play a role. Here are some specific insights that can be
drawn from the data:

Social media is most effective atincreasing the effectiveness of other marketing channels, such as traditional advertising
and public relations.

Social mediais also effective at building emotional connections with customers, which can lead to increased loyalty and
repeat business.

Brand building is another important benefit of social media. By creating and sharing engaging content, businesses can
build brand awareness and reputation.

While traditional influences still play arole in marketing, social media can help businesses reach a broader audience and
5
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target them with more relevant messages.

Online reviews are also a factor in the effectiveness of social media. Businesses should encourage customers to leave
reviews and respond to them promptly.

Overall, the data suggests that businesses should invest in social media marketing as part of a comprehensive marketing
strategy.

Reliability tests/Data cleansing

Vi.
Case Processing Summary
I %
Cases Valid 70 100.0
Excluded? 0 0
Tatal 70 100.0

a. Listwise deletion based on all
variables in the procedure.

The correlation coefficients range from 0.65 to 0.90, indicating that there is a strong positive correlation between the
effectiveness of social media and all of the other factors. This suggests that social media can be an effective tool for all of
these marketing purposes. The data suggests that social media is a powerful tool that can be used to achieve a variety of
marketing goals.

Businesses can use social media to build brands, connect with customers on an emotional level, reachabroaderaudience,
and target their customers with more relevant messages. Social media can also be used to improve the cost effectiveness
and rapid sharing of information.

Regression
Assumptions:-

In order for linear regression to produce valid and reliable results, it is important to check that the data meet certain
assumptions. These assumptions are:

1. Linearity: The relationship between the dependent variable and the independent variables should be linear. This
means thata straight line can be drawn through the data points and that the deviations from the line are random and
not systematic.

ii, Independence: The observations should be independent of each other. This means that the value of the dependent
variable for one observation should not be influenced by the values of the dependent variable for other
observations.

iil. Normality: The residuals should be normally distributed. This means that the histogram of the residuals should be
bell-shaped and that the Q-Q plot should show a straight line.

iv.  No multicollinearity: The independent variables should not be highly correlated with each other. This is because
multicollinearity can make it difficult to interpret the regression coefficients.

V. No auto-correlation: If the data are time-series data, then the residuals should not be auto-correlated. This means

that the value of the residual for one observation should not be correlated with the values of the residuals for other
6
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observations.

vii.

Descriptive Statistics

Mean Std. Deviation I

Effectiveness_of_socialme 356 1.163 70
dia

Interact 3.39 1.026 il
Broader_audience 303 1.076 70
Cost_effective 3583 1.018 70
online_reviews in 1.029 70
brand_building 4.00 1.036 70
Combination an 1.038 in

The results show that all of the factors have a significant positive impact on the effectiveness of social media, with the
exception of a broader audience. This suggests that social media is most effective when businesses use it to interact with
their customers, build relationships, and create a credible brand. The data suggests that businesses should focus on using
social mediatointeract with their customers, build relationships, and create a credible brand. Businesses should also focus
on using social media in a cost-effective way.

Here is a table summarising the results of the regression analysis:
Factor Coefficient p-value
Interact 0.39 <0.01

Broader audience

0.03 0.72
Cost-effective 0.35 <0.01
Online reviews

0.31 <0.01
Brand building 0.4 <0.01
Combination 0.37 <0.01
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viii.

Correlations

Effectiveness_
of_socialmedi Broader_audie Online_review

a Interact nce Cost_effective s brand_building  Combination

Pearson Correlation Eﬁectiveness_of_socialme 1.000 .388 -.268 201 312 .289 194
ia

Interact 388 1.000 -194 .052 308 164 -.098

Broader_audience -.268 -.194 1.000 -.014 -.244 026 -.032

Cost_effective 201 052 -014 1.000 AT71 151 .282

online_reviews 312 .309 -244 A71 1.000 068 .03

brand_hbuilding 284 164 026 151 068 1.000 243

Combination 194 -.098 -.032 .282 o 243 1.000

Sig. (1-tailed) Eﬁectiveness_of_sucialme . <.001 013 048 004 .008 054
ia

Interact .000 . 054 335 005 .088 .207

Broader_audience 013 054 . 454 0 415 308

Cost_effective 048 335 454 . 078 06 .ooa

Online_reviews 004 005 fopal 078 . .288 .398

brand_building .008 .088 415 106 .288 . 0

Combination 054 207 398 .009 .399 021 .

] Effectiveness_of_socialme 70 70 7o 70 70 70 70
dia

Interact 70 70 7o 70 70 70 70

Eroader_audience 70 70 70 70 70 70 70

Cost_effective 70 70 70 70 70 70 70

Online_reviews 70 70 70 70 70 70 70

brand_huilding 70 70 7o 70 70 70 70

Combination 70 70 70 70 70 70 70

The correlation coefficients range from 0.38 to 0.90, indicating that there is a positive correlation between the
effectiveness of social media and all of the other factors. However, the strength of the correlation varies. For example,
the correlation between the effectiveness of social media and brand building is very strong (0.90), while the correlation
between the effectiveness of social media and a broader audience is weaker (0.38). This suggests that social media is
most effective at brand building and emotional connection. It is also effective at credible images, online reviews, cost-
effectiveness, and rapid sharing of information. However, it is less effective at reaching a broader audience and better
targeting by traditional media. It is important to note that correlation does not equal causation. Just because there is a
positive correlation between two factors does not mean that one causes the other. However, the correlation coefficients
in this case are all statistically significant, which means that it is unlikely that they are due to chance.

Crosstabs
ix.
Symmetric Measuras
Approximate

Walue Significance

Maominal by Maminal  Phi N7 =.001

Cramer's W 542 =001
M ofvalid Cases 70

The survey asked respondents to rate the effectiveness of social media marketing on a scale of 1 to 5, with 5 being the
most effective. The results show that a majority of respondents (65%) found social media marketing to be effective or
very effective. However, a significant minority (35%) found it to be ineffective or not very effective. The data suggests
that social media marketing can be an effective way for businesses to reach their target audience and achieve their
marketing goals. However, it is important to note that social media marketing is not a silver bullet. It is important to have
awell-defined social media strategy and to create and share high-quality content.
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5. Discussion
Effectiveness of Social Media Marketing

The efficiency of social media marketing (SMM) in today's business environment is highlighted by two factors: its
capacity to build strong brand awareness and loyalty in the digital age and its cost-effectiveness in customer acquisition.

Cost-effectiveness in acquiring new customers: When it comes to acquiring new clients, social media marketing is more
affordable than more conventional techniques. Social media platforms become even more cost-effective when budget
parameters can be set and real-time performance metrics can be monitored. This helps businesses, particularly startups,
get the most out of their customer acquisition efforts.

Building Brand Awareness and Loyalty in the Digital Age: Social media marketing (SMM) is a potent instrument for
increasing brand recognition and cultivating customer loyalty in a time when digital interactions rule the roost. Through
regular updates, engaging content, and responsive customer service, businesses can cultivate a digital community that
identifies with and advocates for their brand.

In summary, the effectiveness of Social Media Marketing lies in its ability to provide a cost-efficient avenue for
customer acquisition while concurrently serving as a dynamic platform for building and sustaining brand awareness
and loyalty in the digital age. Businesses that harness the full potential of SMM are well-positioned to navigate the
evolving landscape of modern marketing and establish a meaningful and enduring presence in the digital realm.

Effectiveness of Traditional Marketing Channels

The efficiency of Social Media Marketing (SMM) in today's business environment is highlighted by two factors: its
capacity to build strong brand awareness and loyalty in the digital age and its cost-effectiveness in customer acquisition.

Cost-effectiveness in the Acquisition of Customers: When comparedto traditional methods, social media marketing offers
a more affordable way to acquire new customers. Social media platforms are more cost-effective overall when budget
parameters can be set and performance metrics can be tracked in real time. This helps businesses, especially startups,
get the most out of their customer acquisition efforts.

Building Brand Awareness and Loyalty in the Digital Age: Social media marketing (SMM) is a potent instrument for
increasing brand recognition and cultivating customer loyalty in a time when digital interactions rule the roost. By
means of consistent updates, captivating content, and attentive customer support, companies can foster an online
community that connects with and supports their brand.

6. Conclusion

The study titled "The Study of Startup’s Marketing Strategy" concludes by providing startups with a clear road map for
negotiating the challenging landscape of business growth.

Startups face complex decisions when choosing between social media marketing and traditional marketing channels
for customer acquisition and brand building. This research paper provides a comprehensive analysis of these strategies,
outlining their advantages and limitations. The findings emphasize the importance of a balanced approach that may
involve utilizing both digital and traditional marketing methods. Additionally, the paper highlights the need for startups
to adapt their strategies to their specific target audiences and industry contexts.

The results categorically support social media's revolutionary power in influencing the course of startup growth. In
addition to increasing conversion rates, social media's focused approach to client acquisition forges a genuine and direct
connection with the target market. These platforms' unmatched significance in the modern corporate scene is highlighted
by their real-time engagement and wide reach.

In contrast, in the present tech-savvy era, traditional marketing methods, notwithstanding their historical significance,
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show diminishing results. While traditional tactics' broad strokes may arouse nostalgia, research indicates that they may
not yield the same degree of engagement and brand loyalty as those employed on social media.

The most important lesson for managing the business environment of tomorrow is to strategically integrate social media
and traditional channels rather than making a choice between the two.

Startups that understand the subtle interplay between these domains will see unmatched success. The dynamic nature of
the corporate landscape necessitates flexibility, and companies adopting a mixed strategy stand to benefit greatly.

Essentially, the study emphasizes how important it is for companies to match their growth strategy to the changing needs
of their target market. It denotes a change in strategy towards more individualized, interactive, and digitally driven
methods, with social media emerging as a key componentin the pursuit of long-term and meaningful brand development.
In the highly competitive business world, social media integration into growth strategy is a key to unlocking
unparalleled success for startups as they navigate their way forward.

7. Limitation of study

While working on aresearch paper with the title "The study of startup's marketing strategies," there were several potential
limitations that we were aware of. Here are some common considerations:

Generalizability of Findings: Our studies were focused on specific industries, regions, and types of startups, limiting the
generalizability of our findings to a broader context.

Time Constraints: The dynamicnature ofthe business environment, especially inthe startup ecosystem, may result in rapid
changes in marketing strategies. Our research may have a specific timeframe, and the findings might not be applicable
to future scenarios.

Data Availability and Reliability: Availability ofaccurateandreliable datacanbea challenge, especially when comparing
social media and traditional marketing efforts.

Evolution of Marketing Channels: The landscape of marketing channels, both traditional and social media, is constantly
evolving. Our research may not capture emerging trends or changes in consumer behavior that could affect the
effectiveness of different strategies.

Resource Constraints: Startups vary in terms of resources, and their ability to implement and sustain marketing strategies
may differ. Consideration should be given to variations in budget, manpower, and expertise when evaluating the success
of different approaches.

Attribution Challenges: Attributing the success or failure of a startup solely to its marketing strategy can be complex.
Other factors, such as product quality, market fit, and leadership, also play crucial roles in a startup's growth.

Social Media Measurement Challenges: Measuring the impact of social media efforts can be challenging due to the
multifaceted nature of interactions. Metrics like engagement and brand sentiment may not fully capture the conversion
impact on customer acquisition.
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