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Influence of Social Media on a Businesses Outreach 

 
 

Abstract 

 

This thesis examines the role of social media, particularly Instagram, in improving 

outreach, loyalty, and trust for educational service providers, using Studyin.University as a 

case study. Through a literature review and empirical analysis, including Instagram analytics 

and a targeted questionnaire, the research identifies the strategic benefits of active social 

media engagement. Results indicate a strong correlation between social media activity and 

enhanced student engagement, highlighting Instagram's effectiveness in lead generation and 

community building. The study offers actionable insights for educational institutions aiming 

to enhance their digital marketing strategies, underscoring the critical role of social media in 

contemporary educational outreach. 

 

 

Keywords: social media, consumers, digital advertising, marketing, business, brand 

visibility, trust building 
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Vliv Sociálních Médií na Oslovování Podniků 

 
 

Abstrakt 

 

Tato práce zkoumá roli sociálních médií, zejména Instagramu, při zlepšování dosahu, 

loajality a důvěry poskytovatelů vzdělávacích služeb na příkladu Studyin.University. 

Prostřednictvím přehledu literatury a empirické analýzy, včetně analýzy Instagramu a 

cíleného dotazníku, výzkum identifikuje strategické výhody aktivního zapojení do 

sociálních médií. Výsledky naznačují silnou korelaci mezi aktivitou na sociálních médiích a 

zvýšenou angažovaností studentů, přičemž zdůrazňují účinnost Instagramu při vytváření 

potenciálních zákazníků a budování komunity. Studie nabízí využitelné poznatky pro 

vzdělávací instituce, které usilují o zlepšení svých digitálních marketingových strategií, a 

zdůrazňuje klíčovou roli sociálních médií v současném dosahu vzdělávání. 

 

 

Klíčová slova: sociální média, spotřebitelé, digitální reklama, marketing, podnikání, 

viditelnost značky, budování důvěry 
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Introduction 

 

The digital age has moved to the frontline in the commercial world delivering the 

invisible challenge in the form of technology evolution. This is most saliently expressed in 

the world of social media where in the beginning it was created to propagate personal 

relationships; however, now it is progressively being reckoned as a major tactic for business 

marketing, customer engagement, and brand building. Contrary to other channels, the most 

important is Instagram for business development. This is notable useful for the educational 

services sector. In this thesis, the aim of the investigation is Instagram features and use of it 

to push business outreach, develop customer loyalty, and build consumer trust; which helps 

educational institutions to have a strategic advantage in the digital environment. 

 

Employing a literature review joined with insightful analysis, the study will examine 

the intricacies of social media marketing, especially, the matter of how Instagram serves in 

changing traditional marketing and the way customers interact. The practical aspect of this 

study entails a detailed case study of Studyin.University, in which its Instagram strategy is 

scrutinized for hidden and explicit lessons concerning the platform's impact on its target 

audiences- prospective students. 

 

The thesis will be tilted at bringing together the theoretical basis and the practical 

business implications, and thus, below a multitude of ways in which social media could 

influence services in education, it will point to the opportunities and challenges that 

educational service providers are encountering when using digital platforms. The purpose is 

to go beyond the operational and tactical dimensions of social media utilization and to make 

sure that strategic factors such as drawing new business prospects, achieving a good 

reputation, and being ahead of the competition in the context of the digital era are considered. 

 

The theme of this research is whilst discussing digital marketing strategies, social 

media being one of the key contributors in the dynamic business landscape is being 

highlighted in a novel manner. It mainly aims at identifying ways through which Instagram 

can be used to foster stronger bonds, higher loyalty, and a sound digital footprint for the 

business. The thesis which proceeds goes past the mere exploration. It aspires to provide the 



 
 

 

 

 12 

agenda for future research and practical applications, thereby leading organizations to 

successful digital transformation in a connected world. 
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1 Objectives and Methodology 

1.1 Objectives 

This thesis explores the multifaceted socle media business environment, with a 

particular focus on the education sphere, being driven by a few interrelated objectives. 

The objectives are structured as follows: 

 

Measuring the role of Instagram in increasing the dissemination and visibility of 

the business outreach and possible students on a larger scale. The current objective 

aims at pinpointing ways in which Instagram features could facilitate to expansion of 

an educational institution's exposure and prospective students' number. 

 

For researching the importance of social media interactions in building 

consumer loyalty and trust. This aspect as well is to be explored on two sides of 

Instagram interactions reflecting brand reliability and loyalty of the target group. 

 

In order to deliver benchmark intelligence and point-blank roadmaps around 

various educational service providers. The purpose is to educate students on the 

appropriate usage of social media tools, particularly Instagram, as marketing and 

engagement tools in institutions. 

 

1.2 Methodology 

To achieve these objectives properly, the study applying both qualitative and 

quantitative research approaches will be used so to ensure comprehensive analysis is 

done. The methodology is structured into two main components: The methodology is 

structured into two main components: 

 

Theoretical Analysis. This segment through the use of secondary data research 

will involve a detailed in-depth study that will be based on a good study of academic 

literature, scientific publications, and industry reports to have a firm foundation of how 

social media influence digital marketing and consumer behavior. The central topics 
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covered are the advancement of social media marketing, the rules of user connection 

on the internet, and the theory of the reliable online brand and credence. 

 

Practical Analysis. In terms of methodology, the part of the thesis under 

investigation is a case study on Studyin.University that uncovers its experience of 

Instagram in business promotion and interaction with students. Methodologies 

include: 

 

• Interviews. Participate in the interviews with the social media platform 

audience who have been using with existing company to touch up the user experience. 

• Case Study Analysis. Analyzing data on Instagram engagement metrics, 

content strategy, and interactions with followers to determine the effectiveness of 

Instagram social media practices. 

• Comparative Analysis. In line with Studyin.University, and social media 

approaches of other educational institutions, both find the best tactics and the areas for 

improvement. 
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2 Literature Review 

2.1.1 Evolution of Social 

The journey has been transformational from early social media platforms that 

were online communities to current platforms that are no less essential in brandishing 

marketing strategies. This comprehensive study is focused on the evolution of social 

media platforms, from being independent bodies to becoming an invaluable marketing 

tool that is shaped by new unprecedented innovations that revolutionize marketing 

practices (Li, Utilizing Social Media to Engage Consumers., 2013). 

 

The year 2000s can be taken as a turning point for social media with the 

appearance of Friendster and MySpace which people used for online social 

networking. Nevertheless, the year 2004 was of utter importance as it marked the 

beginning of social media in the form of Facebook, making it a key factor of digital 

communication for hundreds of millions. It created a platform where social media 

marketing came to stay as businesses began to realize the potential of communicating 

with a broad audience (Li, Utilizing Social Media to Engage Consumers., 2013).. 

 

The marking point in the growth of social media as a marketing tool came in 

2007 when Facebook added targeted advertising capabilities to its platform. This 

innovation was the game changer as it enabled targeting specific audiences and 

allowed measurement of the campaign's effectiveness. The opportunity to tailor 

content to the needs of different groups and interests led to better efficiency and 

effectiveness in advertising exercise. 

 

The independence in business that social media provided was extended by Facebook's 

"Like" button in 2009. It is the time, when the algorithm of consumer preferences was 

becoming a valuable tool, providing enough information about consumer engagement 

retention. Such enterprises can directly know the level of their content effect, making 

modifications to their strategies to better suit the customer's interests. 

 

Instagram's introduction of post promotion in 2013 was the next breaking trail 

in social media advertising. Using engaging visuals as a way, Instagram provided a 
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new medium for brand storytelling, with users being able to immerse themselves in 

the ads that appeared in their feeds since they looked like any other post. This novelty 

demonstrated the increasing significance of visual attributes in winning an audience's 

attention and participation on these channels of social media (Lee, 2020). 

 

These eminent innovations that have revolutionized social media—only targeted 

advertisements, communication features like the "Like" button, and visually-oriented 

advertisements on Instagram depict the dynamic character development of social 

media. From simple social sites to complex marketing eco-systems, social media 

platforms have enriched marketer toolkits by offering the opportunity to interact with 

users on a personal level, thereby creating a more engaging and efficient marketing 

process. 

 

This evolution unfortunately brought a very fundamental transformation in 

social media having completely changed the ground rules of digital marketing making 

consumers the most powerful party. Not only does this kind of social platform let 

brands communicate more directly with their customers, but it also gives ownership 

to social media users to create opinions and affects the reputation of brands - the 

companies thus need to be more authentic in their communication and transparent in 

their efforts. Social media is becoming crucial for mobilization strategies even today 

going alongside with its evolution, which opens the way for businesses to come up 

with unique ways of communicating with audiences and creating relationships based 

on trust. 

 

To summarize, social media history and its major role in marketing show the 

more general patterns of the digitalization process and customers' behavior as well. 

The nonstop development of social media networks has presented both challenges and 

opportunities for marketers a fact that forces marketers to be more creative as they 

now have to deal with a digitally informed consumer. 

2.1.2 Types of Social Media 

The digital world has outgrown its initial cause of giving people the opportunity 

to get in touch with each other and has transformed into a complex environment in 
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which information is spread, cultures are intermingled and brands are developed. This 

transformation was manifested by the astronomical speed at which users grew 

alongside the number of hours they spend on these ads making social media an 

indispensable tool for businesses to interact with potential customers. Social media 

platforms (with their various presentations changing from social networks, and blogs 

to media sharing and microblogging services) have penetrated worldwide marketing 

strategies and become part of their integral basis. 

 

Facebook 

Facebook remains the top social media network because it is a diverse platform 

that either traditional users or businesses need to communicate. By the year 2022, 

Facebook had outreached its 2.8 billion monthly active users, which is a lower average 

extension of 38 minutes every day (Statista, 2022). The advent of this wide-ranging 

and extensive outreach and conversations has further influenced companies to invest 

significantly in Facebook advertising, whereby the marketing expenditures on the 

platform were over $50 billion during the same year. Social media ads on Facebook 

which enable targeting at niche level by user behavior, interests, and demography, are 

now an indispensable method of amplifying the effect of digital marketing campaigns 

for businesses.  

 

Figure 1 Active Users over Time (Facebook) (2010-2022) 

 
Source: based on (Statista. (2022). Number of monthly active Facebook users worldwide as of 4th quarter 2022.) 
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YouTube: 

YouTube is a thriving video content destination where entertainment, education, 

and marketing excel because of its peculiar mix. According to the data from the current 

year, there are over 2 billion people who have registered on YouTube every month and 

they watch approximately a billion hours of video daily (YouTube, 2022). The 

outcome of this level of interaction is that YouTube has become an exciting channel 

for advertisers, bringing to close to $19.7 billion YouTube spend in 2022 on video 

advertising. By combining ad revenue with content creators, YouTube can attract 

high-quality content producers to the platform and offset an eco-system where the 

viewers and marketers are fruitfully engaged. 

 
Figure 2 Active Users over Time (YouTube) (2010-2022) 

 
Source: author, based on (YouTube. (2022). YouTube for Press.) 

 

Instagram: 

Instagram is a well-known application that has a huge number of daily active 

users more than a billion and an average of 29 minutes each day (Instagram, 2022). 

Influencer marketing has established a solid base for companies who are investing 

massively in building concise influencer partnerships that will make the most out of 

the influencer's huge following. Instagram came up with its Reels as well as it followed 

the short-video form trend soon and it further secured its position as the platform of 

marketing leaders. Advertisers counted on the fact that in 2022 companies invested in 

Instagram promotions up to 8 bln. dollars, thanks to the platform's high involvement 
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rates and exclusive advertising opportunities, among which Stories and sponsored 

posts can be mentioned. 

 
Figure 3 Active Users over Time (Instagram) (2010-2022 

 
Source: author, based on (Instagram. (2022). Press Information.) 

 

The supremacy of social media as a key marketing tool is just one of the many 

indicators of the greatest changes in  consumer‘s behaviors and market conditions that 

the world is experiencing today. The staggering count of users, and the enormous 

amount spent on social media over the given period, illustrates without a doubt the 

indispensable role of social media in current marketing strategies. This has attracted 

businesses to realize that massive numbers of people online offer the potential to 

connect and communicate with the audience. Consequently, they allocate considerable 

amounts of funds to social media campaigns. The choice is a good thing as it is not 

just the efficacy of marketing, but also the evolving role of the platforms as cultural as 

well as economic artifacts of the digital era. 

2.1.3 Advantages and Potentials 

The integration of social media into business strategies has unveiled a plethora 

of advantages and potentials for outreach and engagement, reshaping the landscape of 

digital marketing and customer interaction. This section of the literature review 

elucidates the multifaceted benefits that social media platforms offer businesses, 

underpinning their value as indispensable tools in contemporary marketing arsenals. 

 



 
 

 

 

 20 

Enhanced Brand Visibility and Awareness. Social media platforms supply 

businesses with opportunities to be more seen and well-known by people in different 

countries. Currently, there are billions of active users worldwide who use Facebook, 

Instagram, and YouTube for instance as channels for presenting their brand to 

prospective customers and then standing out against their existing ones. Platforms i.e. 

Instagram that are dominated by visual media can help the brand deliver its message 

in creative and shareable ways that can then positively impact consumer recall and 

brand awareness (Kaplan, 2010). 

 

Targeted Advertising and Improved ROI (Return on Investment). Social media 

platforms propel the accuracy in targeting the purpose, this in turn facilitates 

businesses to reach exact demographic groups, thus marking the end of traditional 

advertising approaches. According to, (Singh, 2023), this integrated approach not only 

maximizes the market reach of marketing campaigns but in a complex competitive 

landscape ROI  is also a significant increase in the outcome. 

 

Direct Engagement and Customer Feedback. Social media provides an area 

where businesses and consumers coming in direct contact become each other's 

audience, enabling real-time engagement and response. Through this interaction as 

well as the sense of customer service is heightened, favorable insights on customer 

choices, opinions, and behavior are acquired. This can be achieved by using options 

such as leaving comments, likes, and sharing as well as direct messaging, which helps 

businesses collect and respond to feedback, and concerns, and foster a feeling of 

community among customers, therefore resulting in stronger customer relationships 

and loyalty (Smith, 2017). 

 

Agility and Real-Time Marketing. Media personalization, with its dynamic 

nature, helps businesses to be agile while marketing. Organizations may soon respond 

with well-calculated strategies after analytics are provided by real-time data trends and 

current affairs enabling them to capture events, viral trends, and customer feedback as 

they happen. The fact that these swift technology changes are used to modernize the 

targeting of marketing campaigns enhances the direct responsibility to being current 

and being able to significantly increase campaigns' effectiveness. 



 
 

 

 

 21 

 

Overall, social media has a broad chance of being the best way for businesses to 

improve their online presence. Social media not only helps boost the visibility but also 

enables direct interaction of the brand with consumers which in turn enhances brand 

loyalty whereas it helps in achieving marketing ROI as well as in capturing important 

consumer insights. With the digital space growing in complexity, the significance of 

social media in the business world is only expected to go on to rise, implying that for 

companies it would be important to develop non-trivial strategies for social media 

platforms. 

2.1.4 Comparison of Traditional Media and Social Media 

The transformation of marketing strategies of companies from a traditional to a 

social media structure is a significant change that has developed the way businesses 

communicate with their audience. This shift occurs with historically significant events 

and essential components of analytics. This changed the course of advertising and 

perhaps in the classroom, a comparison could be made between the past and present 

approaches of marketing. 

 

Traditional Media: Broadcasting Era 

In the beginning, it was the traditional media, television and radio, papers, and 

magazines that had the authority in the marketing universe. Through these platforms, 

one could communicate with the masses at the proportion of the poster. This kind of 

communication was characterized by wide coverage, but the ability for dialogue was 

limited. The 1980s to 1990s prime-time television advertisements are a classic 

example. Here, the major brands would make a big investmants to get a 30-second 

advert on the popular shows. That was the only way to do so and the goal was to create 

maximum visibility. With that said, the most effective factor was the level of brand 

awareness that could partly be accredited to it, but to some extent, it lacked the proper 

engagement metrics or any way of reaching the specific audience. Such an impact was 

measured through indirect measures, the most common are increases in sales or market 

surveys, whereas the imperfection is related to the delayed and imprecise 

understanding of the campaign’s input (Throsby, 2019). 
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The Emergence of Social Media: A different mode of thinking. 

With the internet evolving and, then, the launch of social plug-ins like Facebook 

and Instagram, there is a new era. This kind of "breaking point" was discovered when 

social media platforms started with the provision of targeted advertising services. 

These strategies assisted organizations in leaving the epoch of widespread and 

indiscriminate marketing and transforming advertising into a very special instrument 

in the hands of marketers, who could localize messages via interests, behaviors, and 

location. Facebook ads in 2007 showed an example of a change, as it innovated tools 

to allow firms to reach their potential customers. 

 

Traditional media used to be a one-directional communication model companies 

used to communicate with their consumers. Media platforms have been of great 

revolution on how organizations communicate, formulating a two-way interaction 

method. Social media, then, was the source of immediate interactions which made a 

great impact on the personalization of people's needs as well as their demands of the 

product (Chaffey, 2019). 

 

Figure 4 Transformation from Traditional to Digital Tools 

 

Source: https://www.techfunnel.com/martech/traditional-media-vs-new-media-beneficial/ 

 

Comparative Analysis 

Audience Reach and Targeting. The old media, with its ability to reach large 

audiences, but despite its lack of accuracy, cannot target consumers precisely. In 

contrast to social media, there are more opportunities and the focus is ~really~ on 
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openness and portability, hence marketing messages can be delivered to the most 

appropriate targets. 

 

Engagement and Interaction. Conventional media remains in the form of a one-

way communicate and the clients cannot have any kind of interactions, unlike social 

media where clients are directly involved in immediate communication with the 

organization and their feedback is highly welcome. 

 

Cost-Effectiveness. While for some companies, the expensive procedure of 

traditional media advertising is the biggest obstacle, many businesses do not have this 

kind of facility. Social media has introduced a viable alternative, offering both organic 

and paid platforms that are custom-based. 

 

Effectiveness and Analytics. The assessment of traditional media campaigns is 

usually illusionary and roundabout. Social media that gives a complete picture of 

performance helps to track them simultaneously and thus, enables providers to re-

strategize in real-time. 

 

Continued Opportunities in Marketing: Today and Tomorrow 

The social media marketing of today is ever-changing, with platforms ever-

introducing new features that give marketers limitless scope for creating dynamic and 

interesting content, which ranges from Instagram stories and Reels to TikTok videos, 

LinkedIn articles, and videos, among others. The emphasis is on the creation of an 

interaction that adds value and data analytics to raise the individual marketers to evolve 

their marketing efforts, brand loyalty, and community involvement. 

 

Social media marketing transition implies a more profound move toward the 

digital wave of interactive, and data-driven communication that has taken over global 

marketing strategies. In the same way, as new tech comes up, AI, VR, and social media 

platforms, among others, will work together and help to reshape the limits of 

marketing, social interaction, and customer experience design. 
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2.1.5 Consumer Behavior on Social Media 

The fact that social media now reigns over the marketing systems as well as 

customer relations has raised some mountains in interaction with consumers. This 

extensive literature review deals with how platforms like Facebook, Instagram, and 

YouTube have reconceived the principal ways customers do research, make an 

evaluation, and buy things. Furthermore, the text on this topic with no hint of my 

viewpoints will bring out the necessary academic style of discussion in a bachelor's 

paper. 

 

Trend of Influence: Social Media Has Finally Made Consumer 

Participation Completely Personalized 

The central aspect of social media's effect on shopping decisions has completely 

changed – from a passive to a more interactive one. Compared to traditional media, 

the one-way street is now history because social media has opened the field for 

consumers' speak, thoughts, and opinions on a broader spectrum. As (Rana, 2019) 

denoted it, power goes to consumers in a truly democratic way. Consumers are, indeed, 

as essential as advertisers in the dissemination of product information. 

 

Information Accessibility and the Superior Consumer 

The presence of social media has committed one to have access to a huge amount 

of knowledge. At customers' convenience, they can get detailed information about 

products and reviews, therefore, they now have an opportunity to have a better 

understanding of shopping without making wrong decisions. A literature review shows 

that social media has enabled consumers to be more knowledgeable and picky. 

Businesses that want to be successful need to recognize and address this through 

appropriate advertisement strategies (Keikhosrokiani, 2022). 

 

Peer Impact and Social Proof. 

The instance of social proof is a subset of various phenomena via which 

consumers are affected on social media. This can be more trustworthy than the 

advertisement of companies clinging to traditional ways of advertisement. This peer 

influence results in a very powerful influence on the buying choices of consumers who 

often value the reviews of those nearby more than the branded messages. 
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The role of user-generated content (UGC) in marketing is multifaceted, and it 

plays an integral part in shaping consumer behavior in the digital age. UGC has a 

crucial role to play for social media in the impact it has on selling to customers. 

Content that users create and share nowadays is a great asset, sometimes even more 

important than advertising in terms of its psychological effect - users browse through 

reviews and get to know about the companies, their products, or services which creates 

an implicit backup for those companies. The most salient feature of UGC has proven 

to be its authenticity, which is in stark contrast with the formalities of conventional 

marketing materials and is often deemed more reliable. It has been discovered that the 

authenticity of UGC holds greater significance in customers' buying decisions than the 

culture of conventional marketing materials (Manosevitch, 2016). 

 

The influence of visual media on our perceptions and cognition is due to its 

power of imagery. 

The notable media influence of platforms such as Instagram became vivid hence 

the potency of visual media in shaping consumer behavior, which is obvious. Now 

individuals comparing online offers are capable of sharing with their relatives and 

friends high-quality images and videos which seem to the customers as presenting the 

goods in their current form and for this reason, the customers perceive the offered 

goods not only in a different but also in a better way. This additional component in the 

visual content allows for a visualization of a product which can be more directly 

involved in product showcase as well as drive strong consumer attraction and 

purchase. 

 

Nowadays, the consumer requires continuous innovation and 

customization. 

Social media, now, determines the audience’s social justice on how business 

communicates and engages. Social media has changed how customers communicate 

with brands almost instantly. Because of this fast-paced communication, consumers 

seek immediate answers and direct feedback. Scholarship suggests that companies 

recognize and satisfy people´s needs and they will be able to create strong connections 

with their customers, and therefore make the people purchase more. 
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Influencers and Micro-celebrities 

Social media's featuring of influencers and micro-celebrities in their platforms 

has brought a new angle to the ways consumers are influenced. These people likely 

enjoy strong influence over their fans' choices of brands as goodwill or closeness to 

their followers is usually of value. Corporations have exploited this influence in their 

alliance with social media personalities in a move that seeks to market their products 

in a more personal manner but silently. 

 

The Digital Marketing Companies That Combine eCommerce and Social 

Media. 

The line between social and e-commerce networks is getting fainter. Social 

media now acts as a conduit for sales directly. Functions that set in automation of 

purchases minimize the number of rescue actions required and thus contribute to a 

smoother process, product sales increase, and more revenues flow into the company 

budget. Also, splicing has facilitated the gathering of consumer data effectively which 

can be analyzed to get a deep insight into consumer behaviors as well as predict their 

purchase behaviors. 

 

Looking at the Effectiveness through the Lens of Metrics and Data. 

As information provided through social media is abundant and always readily 

available, it is easy for young entrepreneurs to gain knowledge about consumer 

behavior that was previously hard to obtain. The interaction rate, feedback rate, and 

conversion metrics are the quantitative tools that show the relationship between social 

media activities and industrial decisions that result in buying. These indicators will be 

of interest to businesses to evaluate the effectiveness of their marketing activities; 

therefore, they will be future strategic plans and budgetary factors. 

 

Brand Advocacy and the Power of Social Media 

It is also important to mention that with social media, consumers may become 

brand ambassadors. Word of mouth has been crucial in marketing for a while, but 

nowadays sharing features of such platforms make it easy to share positive messages 

about previous product experiences with your friends and relatives other people 
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leading to brand messaging expansion and possibly influencing the decisions of the 

target consumers network. 

 

From the material the social media platform with a significant impact on people's 

purchasing behavior as well as the purchasing process is also evident The highly 

personal nature of reviews, recommendations made by one’s social media friends, and 

the colorful images that shoppers come across while using virtually assisted shopping 

enable virtual assisted shopping with an influence that has never been like before. 

While businesses are immersed in the process of social media marketing, getting to 

master the nuances of digital consumer engagement is of key importance in unlocking 

the full potential of the phenomenon. 

2.1.6 Impact on Brand Loyalty and Trust 

Present-day marketing is characterized by the above customer engagement and 

trust factors, which turn out to be the extent of relevance that social media has. With 

the digital age that has arrived, the way brands build and maintain long-term 

relationships with their customers is going through a profound shift and today social 

platforms hold the place to work that out. A portion of the literature review 

concentrates on scientific research examining the web of social media engagement, 

brand loyalty, and confidence. 

 

Social Media and Brand Loyalty 

Brand loyalty of times long bygone that was fed by the quality of products and 

the level of service is now powered by interactive relationships built via social network 

sites. The literature supports that meaning that social media is a kind of language where 

brands can exchange views with each other. This kind of communication exceeds all 

that is typical of traditional customer-to-brand exchanges. It generates a family of 

customers and brand fans, and customers are not only the consumers but also play a 

part in shaping the brand. 

 

The article by (Singh, 2023), titled "Industry 4.0 and the Digital Transformation 

of IB" has noted that brands that interact with customers and followers across social 

media in a meaningful manner have a higher likeliness to cultivate loyalty. These 
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conversations can be either directly talking, giving customer support, or making and 

sharing appealing content which later on can make one's brand be explored by 

consumers. Social media platforms additionally provide a way for brands that allows 

them to quickly respond to consumer feedback and implement changes that evidence 

their pleasing customers are served, resulting in customer satisfaction and loyalty. 

 

The trust is also enhanced through UGC and influencer collaborations which 

function as not only endorsing the brand's claims but also giving an impression to the 

user that the claims are vocalized by someone who has used the product and they can 

trust the results because they are backed by experience. As the endorsements from 

average users and known personalities are gaining much-needed ground, the level of 

trust and credibility is what will define our success. On the other hand, businesses can 

also monitor and control information dissemination through social media instantly, 

which, when implemented wisely, can enhance consumer assurance about the integrity 

of the brand. 

 

The Main Role of Consistency and Frequency 

Along with the marketing, unity of message and frequency of interaction are 

conditions of boiling down the patron's loyalty and belief. Through continued presence 

of the brands on social media by regularly informing followers and giving them 

consistent messaging the brands succeed in positioning themselves in a user's mind in 

their favor. Together, with this attitude brand's consumers get confidence in the brand's 

stability reliability, the affinity which are other attributes of trust (Sanak-Kosmowska, 

2021). 

 

Assessment of brand loyalty and trust level with Social Media Metrics. 

The capacity to measure indirect communication via social media channels and web 

analytics tools depicts the brand performance regarding the developed customer 

loyalty and credibility. Metrics like follower engagement, sentiment analysis, and 

repetitive interactions may be proficiency or trust indicators of the followers, while 

trust can be implied from positive user reviews, endorsements, and the brand's ability 

to maintain a good public image. 
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Future Implications 

With the further development of social media, it is logically expected that this 

role will become more dominant and increasingly contribute to customers’ loyalty and 

trust in brands. While integrating e-commerce features and the use of advanced 

analytics into their operations, brands will have a chance to construct greater tailor-

made interactions and customized experiences in alignment with consumer 

preferences. In addition to that, it may also encourage the growth of consumer loyalty 

and foster consumer trust. 

2.1.7 Social Media Marketing 

As social networks evolved from channels for individual communication to 

become key marketing channels used by businesses, they metamorphosed from mere 

platforms for user interaction to essential marketing tools. This development is 

investigated by social studies through platforms, such as technology usage, to provide 

evidence of work of social media prolongation, which is a crucial extension of the 

internet as a promotion channel. This part of the review is devoted to the examination 

of the ever-changing nature of social network business promotion tools that is largely 

outlined by the most recent research findings, discussing the underlying mechanisms, 

advantages, and future developments of Social Media Marketing (SMM). 

 

The Rapid Growth of Social Media Marketing 

The prolonged history of mixed practice can be considered from about the 

beginning of the 2000's and the process of social media platforms' development. 

Initially served as the digital forums for personal relationships, the business-promoting 

potential of these platforms was quick to be recognized. Within the confines of this 

definition, the term SMM itself stands for a set of numerous special activities aimed 

at letting audiences discover brands or products via social media channels. (Rana, 

2019) expound on the view that SMM is a type of revolution in marketing, connoting 

a direct approach to interacting with potential clients, as well as being cheaper and 

flexible. 

 

A comprehensive SMM strategy encompasses several core components 

(SocialMediaToday, 2018): 
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• Product/Service. In essence, a marketing strategy is a foundation, 

which therefore has to be bricks laid carefully and thoughtfully overall. It is 

the base of an organization, which should be well-defined and understood. 

 

• Offer. The personal feeling of the brand that identifies the product or 

service in the market which is noteworthy. 

 

• Target Audience. Identification of the possible customer group that 

could be the recipients of this deal. 

 

• Conversion. Strategies that are aimed to create social media 

engagement that can be a step towards practical business targets such as sales 

or lead-lead. 

 

Unique Features of SMM 

While traditional marketing is used to focus on messages conveyed through the 

medium or messenger, SMM is all about engaging the audience and talking directly 

with them. Social media platforms like Facebook, YouTube, and Instagram have led 

to unparalleled real-time interactions between businesses and consumers. Customers' 

needs and emotions can be deciphered by this approach, and it results in a mutually 

beneficial relationship between the brand and the community around the brand. 

Through this direct channel, the businesses directly learn and understand more about 

the corporate customers’ preferences and behaviors, and therefore the offerings can be 

tailored more precisely (Turner, 2019). 

2.1.8 Theoretical Overview 

Social Media Marketing (2018-2022): A Theoretical Overview 

Anew, in a few years, influencer marketing boomed and got to a level wherein 

it became a major component of SMM. More brands have started using social media 

influencers to gain access to their attentive followers. During this period number of 

marketers gaining from influencer marketing proves that there is a significant number, 

of marketers gaining from influencer marketing providing facts of the growing need 

for this type of marketing. 
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Along with this, video posts, usually on YouTube, Instagram, and TikTok, 

started taking up the increased amount of user activity ratings. The sites experienced 

a considerable spike in uploaded video content and by the end of 2019, the number of 

Instagram stories alone having more than 500 million daily active users was more than 

acceptable (Instagram, 2022). 

 

2020: The Pandemic and Social Media as a Bridge between the world of 

Connectivity 

The COVID-19 pandemic has significantly changed consumer behavior, 

emergency lockdowns and social distancing measures have led to the higher utilization 

of social media platforms. The platforms were experiencing manifold user growth and 

a lot of pluses. most of the platforms were facing a hard time because of the traffic of 

messaging across all of its platforms which was a lot in countries worse affected by 

the virus. It was during this time that social media gained a reputation as a key tool for 

brands in their effort to keep in touch with their consumers who are affected by this 

kind of situation. 

 

2021: Social Entrepreneurship and Customization 

When shoppers were growing increasingly familiar with online shopping, social 

networking became a key area of business involvement by brands. Social media post 

was the most favorable tool since they took into account the consumers at all stages as 

long as it allowed direct purchase from the post. With AI and machine learning 

background, personalized advertisements become smarter and brands could fine-tune 

the advertisement content to reach the desired audience. This era altered the market 

allowing the companies to quickly convert their working procedures to the online way 

and even develop the online portion of their business. 

 

2022: The Rising Prominence of Authenticity and Social Responsibility 

The consumers' attitude changed towards organic brands and companies which 

played environmental and social roles. Consumers proved to prefer marks with inbuilt 

social issues and sustainable approaches. Successful social media marketing of the 

brand will eventually lead to more customers who start their meeting with the brand 
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via social media platforms, and the impression they get from the activities of the brand 

on social media plays a big role in making them trust kind the brand. 

2.1.9 Analytical Data on Social Media Marketing 

Social Media Marketing (SMM) has become a key element nowadays as social 

platforms are capable of connecting a vast number of people through their various 

profitable interaction features. Integration of theoretical viewpoints with analytical 

findings translates into understating and explaining the multi-dimensional 

implications of SMM. This is for business promotion, consumer behavior, and brand 

development. 

 

Statistical Trends (2018-2022) 

Notably, it was the four years between 2018 and 2022 when the digital marketing 

world began to go through huge changes, where social media was the leading aspect 

of the evolution. For example, from approximately 2.6 billion in the year 2018 to over 

3.6 billion in 2022, it is remarkable that this reflects an increasing trend hence, the 

world is getting a field day for businesses to reach more audiences (Statista, Statista, 

2023). Furthermore, the digital advertising spent on social media platforms sharply 

rose, with companies allocating more than $153 billion globally in 2022. In 

comparison, the figure for 2018 was $88 billion. This explains how social media 

became important for marketing strategies (eMarket, 2023). 

 

Figure 5 Number of social media users worldwide from 2018 to 2022. 

 

Source: Statista. (2022) 
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Effect on Consumers and their Brand Loyalties. 

The theoretical SMM base points towards a strong impact highlighted in the 

changes in consumer behavior, such as the impact of social media on buying decisions 

and in building brand loyalty. UGC and peer reviews are now part of the key 

communication formats that shape the decision-making of consumers. Studies have 

applied certain analytical data to support these theories. Accordingly, Nielsen data in 

2021 recognized that at least 60% and up to 75% of consumers were able to discover 

products through social media platforms, and 75% of those consumers made a 

purchasing decision after coming across the social media content (Nielsen, 2021). 

 

Growing Trends and Upcoming Vision 

The analysis from 2018 to 2022 shows that it is a single shift from video content, 

influencer marketing, and native advertising. Instagram and TikTok used video 

content consumption to go up, with users’ average of 84 per day watching videos in 

fact, versus 67 minutes consumed back in 2018, as per Zenith Media (Media, 2023). 

It is also worth mentioning that the influencer marketing sector also incurred 

transformations, with its market size tapping into $13.8 billion in 2022 (Influencer 

Marketing Strategy 2023, 2023). 

 

Figure 6 The average time spent per day watching videos on social media. 

 

Source: Zenith Media. (2022). 
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3 Practical Part 

3.1.1 Case Study: Studyin.University 

In the interchanging digital-friendly world, social media is an important tool for 

businesses of different niches, including educational services, to be part of the platform 

and enrich their digital development strategy. The case study focuses on 

Studyin.University, the Prague-based educational services company entering the area 

of helping students from the CIS countries, mainly Uzbekistan, in pursuing their 

education in the Czechia by enrolling in the corresponding programs - either in the 

Czech or English languages and placing the focus on Studyin.University as a recent 

entrant to social media marketing, here is a practical analysis of this undertaking in the 

broad context of the Educational Services as such phenomenon possesses a certain set 

of obstructions and advantages. 

 

Social media, which acts as a bridge between university management and 

international students, cannot fail to grab the attention of everyone who works in this 

area. In the case of Studyin.University, for instance, is the leading education platform 

that attracts students from faraway places Everywhere, platforms like Instagram are 

invaluable communication tools. Unlike traditional advertising or marketing methods, 

the company rather plays the role of a gateway that allows direct connection with 

prospective students and also helps to build up digital presence and credibility. The 

actual Instagram's influence on CIS countries makes it one of the key tools that 

marketers often use to interact with and address the specific target audience. 

 

Weaving the way through the social media route must be kept in mind. 

Therefore, need to craft a strategic plan that opens the huge potential of social media 

platforms if the service is used by educational institutions, like the Studyin.University. 

Although online learning courses can face numerous challenges in the beginning, one 

of the most formidable ones is the fact that they must make the excellence and 

credibility of their programs readily comprehensible to students through distance 

learning. Platforms for social networking are incredible tools to eliminate the 

geographical gaps between people by using their visual and interactive capacities. 
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However, the process uncovers the complexity of text creation as well as the 

complexity of building a connection with the audience. 

 

An important issue for Studyin.University, as well as other universities 

conducting business outside the country, is the building of trust with international 

students and their families using online communication and other digital interactions, 

which are frequently used as the primary source of final decisions regarding students’ 

education and the lifetime plans of their families. The trust factor surges when the 

audience of the website, the students from the CIS region who aspire to study in the 

Czech Republic, largely rely on the fact that the university is largely portrayed digitally 

on the portal, through videos, testimonials, and profiles of current students. Social 

media sites, Instagram, specifically for their visual-perception way, may provide an 

outstanding opportunity to reflect the educational ethos, achievements, and 

certification of candidates leading the educational campaign. 

 

To conduct this analysis, a multi-dimensional approach was adopted, 

encompassing: 

Competitor Analysis. Comparing Studyin.University eyes on the behavior of 

similar institutions to check if that is a common thing among others that use social 

media as a tool of development. 

 

Content Analysis. Analysis and valuation of the types of content that generate 

the best output about building a brand and checking if it attracts the target audience 

with an analysis of the stats of the Instagram page. 

 

Follower and Customer Feedback. Gaining responses from followers to retrieve 

the feelings they have about Studyin.University’s social media and if the social media 

account has benefitted them in the decision-making process. 

 

The case study was finalized with a list of implementable suggestions about the 

social media campaign of Studyin.University, to make it more robust and result-

oriented. This suggestion will be based on the most important results of the analysis, 

which include aspects of content strategy, social networking practices, and social 
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analytics. Addressing the existing issues and making use of the anticipated prospects, 

Studyin.University becomes the frontrunner of choices for a CIS region student-body 

planning to study in the Czech Republic. 

3.1.2 Competitor Analysis 

Comprising a landscape in which a business is being operated, competition analysis in 

social media means identifying those social media that are relevant to the educational service 

sectors in the Czech Republic. These types of analysis are indispensable for understanding 

sector dynamics, rivals’ strategies, market gaps, and learning methods of product 

differentiation. The digital strategy of Studyin.University can be built based on the results 

of research of other educational product providers' social media efforts, little golden nuggets 

of best practices, emerging trends, and potential areas for improvement can be found in their 

digital initiatives. 

 

Through analyzing competitors, Studyin.University gains the knowledge to improve 

their online presence, which is crucial to ensure the place of the service in the education 

services market in the Czech Republic is always competitive and relevant, taking the 

dynamic of digital media into account. Insights acquired from the initial social media 

strategy contribute not only to the successful and effective development of the media 

approach in the short term but also to a long-term digital marketing plan. This is an 

opportunity to increase the number of students and to cultivate trust among current and future 

ones. 

 

Competitor 1: GoStudy 

GoStudy, one of the most noted educational service companies with a base in Prague, 

Czech Republic, is very well known among the students from the CIS region because it helps 

them in their guidance about education in the Czech Republic, Austria, and Slovakia. The 

company has its place not only due to its rich set of services but also because of its digital 

strategy, which is a vital part of the enterprise’s efficient approach to targeting its potential 

users. 
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Figure 7 GoStudy Instagram account 

 

Source: Own, Through Instagram platform 

 

The company website is a perfectly designed digital platform that serves as an active 

gateway for prospective customers containing information on the services offered, 

educational guides, and communication channels. The website aesthetic accompanied by a 

user-friendly interface system enables visitors to makeover the contents without much 

complexity as they reach essential data sidestep. 

 

Along with the website, it can be said that the GoStudy project is making a huge wave 

on such social media platforms, for instance, TikTok and Instagram. These channels are 

aimed to feature exciting university life and attractive options for student study in the Czech 

Republic, Austria, and Slovakia. The GoStudy blog offers a bouquet of textual content so 

that the student experiences plus cultural events and educational aspects shine through. As a 

result, the GoStudy captures the genuine impressions during the student exchange. 

 

GoStudy has squared off the digital transformation front in a way that has put its digital 

footprint with a renowned online presence across various channels to get the most out of the 

online presence. The union of a simple-to-operate website and a strong social media 
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presence, especially on TikTok and Instagram, has significantly augmented the capacity to 

interact with the target group and, by doing this, provide them with lots of information about 

the possibilities and experiences of studying in Central Europe. Having a digital strategy in 

place allowed GoStudy to not only expand but also make itself appealing to students from 

the CIS region, where it became the top service provider in an increasingly tasteful market. 

 

Competitor 2: MSM Study 

Through MSM Study, a foundation targeted at CIS region students and other nations, 

students will be assisted with their journey to the Czech where they find their language 

courses. MSM Study has grown its wings and has now welcomed international students from 

numerous far-off places thereby merging different cultures and ideas. Among its 

particularities, one may count a football academy that is aimed at the young talent interested 

both in sport and education in the Czech Republic. 

 

Figure 8 MSM Study Instagram account 

 

Source 1: Own, Through Instagram platform 
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In this part of the study, the MSM Study applies digital media which is the main 

platform of activities on social media, especially TikTok and Instagram. Implying that these 

platforms are vital for the company, informing about the life chances and education in the 

Czech Republic. Being part of remarkable student activities, organization of cultural events, 

academic competitions, and featuring the pleasure of studying in the Czech Republic on the 

MSM Study website we hope to give the exact picture of life in the school. The multilingual 

content aims to attract new students and also shows how we share values and respect with 

all staff and students of the college. 

 

The embedding of the football academy in its social media narrative creates a unique 

perception of the study of MSM through the lens of a diverse range of opportunities available 

to the students. This dimension of the club's activity gets attention through content 

explaining the academy's activities, getting to know the success stories of participants, and 

the routes of how skilled footballers can study as well as be in sports. 

 

MSM Study's today digital and social media strategy stands for the base of engaging 

with the special target audience. Although there is a lot of room to go for the bank to improve 

digital transformation, it is good enough now. Through its online presence and exploitation 

of the distinct features embedded in its educational and extracurricular offerings, the 

company can dramatically augment its prevalence as a global audience of prospective 

students. This way, it sets the tone for advanced education and engagement in the services 

industry. 

3.1.3 Data Collection Methods 

The proceeding part deals with data collection for the evaluation of social media's 

effect on Studyin.University business reach, loyalty, and confidence. Two primary data 

collection methods will be utilized to gather comprehensive insights: analysis of both 

Studyin.University's Instagram account analytics as well as an assigned questionnaire for the 

past and forthcoming students. 
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Instagram Business Account Analytics 

Over the previous years, Instagram made available to users the possibility to change 

their accounts into business profiles where they have access to in-depth analytics. Explain 

that this feature which Instagram enrols in their mission serving businesses and individuals, 

consists of the performance check, e.g. reach, reactions, and impact of posts. 

 

Access to Engagement Data. Detailed high-level data on how they connect with posts, 

stories, and videos: likes, comments, shares, and saves. 

 

Audience Demographics. The size and the demographic of the audience (age, gender, 

location, and active hours), for instance, which will contribute to content tailoring. 

 

Content Performance Analytics. Review of which posts, stories, or videos produce the 

best effect for the brand to afford content strategy enhancement with time. 

 

Studyin.University resorted to its Instagram corporate page to track data on the 

reception from the audience and content analytics from December 13, 2023, to 

March 11, 2024. This is the time when the university starts with the applications for the 

beginning of the new academic year. Through the analysis of this information, 

Studyin.University will be able to obtain important factors that determine the likelihood that 

future students will apply for university and the level of engagement in social media. 

 

Designed Questionnaire 

The second approach concerning the data collection is a questionnaire that is given to 

the students who have passed in the previous year vis Studyin.University and new applicants 

for this academic year.  

 

Gauge Customer Satisfaction. To understand to what extent last year students were 

satisfied with the services provided by the Studyin.University and how the use of social 

media influenced their experience. 

 



 
 

 

 

 41 

Assess Impact on Decision Making. Find out what role in Studyin.University social 

media channels play a role in the process of deciding to study at Studyin.University for 

international students from the Czech Republic. 

 

The survey was sent via email to former customers and promoted through social 

media outlets to contact new applicants. It incorporated questions that are both quantitative 

and qualitative and in a multiple-choice format. This way of considering the influence of 

Studyin.University social media for business purposes is a holistic approach that 

guarantees better knowledge about this influence. 

 

With analytics data from Instagram as well as the questionnaire results, a 

comprehensive picture of the social media strategy success of Studyin.University is 

delivered. The application of this dual approach allows for the combination of data enabling 

a richer and more credible outcome. Its results become the building blocks of the strategic 

suggestions that focus on the development of a sound social media presence in future 

communication and involvement. 

3.1.4 Analysis Plan 

The analysis plan is purposefully made to scrutinize the respective data arising in the 

form of Studyin.University's Instagram business account analytics and the choice 

questionnaire. In addition to analyzing the performance of their social media campaigns 

against outreach goals, it is necessary to study how the same strategies impact consumer 

loyalty to the brand and the credibility of the website. This plan sets the goals and methods 

that aid in the data analysis to ensure a full evaluation of the social media engagements' 

impression. First, all the data obtained from the Instagram business account and 

questionnaire be gathered, classified, and reorganized. 

 

Quantitative Analysis 

For data derived from the Instagram business account, quantitative analysis techniques 

will be applied to assess the following: 

Engagement Trends.: Analyzing likes, comments, and shares, as well as data on what 

people saved over the specified period to identify similarities. 

 



 
 

 

 

 42 

Audience Growth. Analyzing follower growth rates, finding out which content or 

campaign brought in more followers, and pinpointing what drives the follower base 

expansion. 

 

The studies be conducted by using statistical tools and software like Excel, which helps 

a researcher perform correlation analysis and identify strong relationships between social 

media activities and metrics of engagement. 

 

Qualitative Analysis 

The qualitative data from the questionnaire will be analyzed to: 

Understand Perceptions and Experiences: Implementing thematic analysis to unveil 

the overall problems related to Studyin.University's social media association with the 

decision-making, credibility, and loyalty of users. 

3.1.5 Hypothesis 

Hypothesis 1: Social Media and its Effect on Lead Generation. 

Hypothesis Statement: "If Studyin.University maintains an active and interactive 

presence on Instagram to generate more leads, as shown in the number of accounts reached 

that correspond to the potential leads and, lastly, are newly engaging with the company." 

 

Discussing this in the context of the leading social media, which is the most popular 

for its high user interaction, one can state that social media is an essential element of the 

modern lead-generation process for educational services. Via Instagram's visuals and 

interactive nature, Studyin.University has the perfect place for presenting its features, 

culture, as well as the success stories of its students. Thus, its potential learners from the 

demographic target will be attracted. 

 

Accounts Reached. To be exact, is the overall number of users that have seen any type 

of content from Studyin.University through this important measurement, we can evaluate 

the range of platforms that Studyin.University uses and the potential to draw more people 

into our social media program. 
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Leads. From the context of this research, the “leads” term denotes the Instagram 

accounts that have reached out using actions like, “likes”, comments, “and personal 

messages” and following the account within the timeframe of the analysis. The students' 

interactions with Studyin.University is a sign that they may be thinking of taking up studies 

abroad. 

 

Expected Outcomes. 

This study is expected to reveal a strong association between the existing Instagram 

presence of Studyin. University (active, and engaging), and an increase in the ads sent. This 

might be a great demonstration of efficacy in not only spreading the information through 

social campaigns but also turning that awareness into real leads for the university. 

 

Hypothesis 2: Social Media Discussion on Building Trust and Decision Making 

 

Hypothesis Statement: "The higher levels of engagement on Instagram posts from the 

Studyin.University accounts are directly proportional to the level of trust among its 

followers. The users with the potential to purchase the services offered by the company are 

more likely to trust." 

 

The central point of the hypothesis is the theory that interactions in social media are a 

sort of proxy for the building of organizations' relationships with their audience. 

Studyin.University is a school that provides excellent educational services to students from 

different nationalities. What this school is trying to win the trust of the potential students is 

a critical factor. The proposition suggests that the rising active networking on social media 

which is characterized by likes, comments, shares, and others builds trust to a considerable 

extent. At the same time, this increased trust is considered to create a possibility for followers 

to begin using the services of Studyin.University. 

 

Expected Outcomes. 

The expected outcome is a positive relationship between the degree of involvement in 

the study. Company’s Instagram traffic and the level of trust of its followers. More 

specifically, higher levels of engagement rates correspond with more frequent and more 

explicit evidence of trust and interest in the Studyin.University’s services. 
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4 Results 

4.1.1 Analysis of Theoretical Findings 

The subsequent chapter of the thesis further expands on the outcomes of the 

comprehensive literature analysis and theoretical grounding done on the role of social media, 

and especially Instagram, in the business reach, loyalty of the potential customers, and 

building of trust in connection with Studyin.University discussed this point. 

 

The study found that Instagram stood out as a hugely significant resource for 

businesses to enlarge their reach. A recurring theme in the literature is that an active and 

engaging social presence leads to increased exposure and awareness of the brand among the 

desired audience. More and more businesses that utilize visual and interactive content on 

Instagram make greater connections with their audience, as a result of which their audience 

engagement is significant, and many positive results become visible. 

 

The most conspicuous advantage of theory in this context is the unadulterated 

understanding of the role social media plays in ensuring consumer fidelity. It was reported 

repeatedly that consumers responded favourably to consistent brand engagement on sites 

like Instagram, based on increased consumer interaction through ongoing content updates 

and online communication. This interaction is the key factor that brings the human spirit to 

the audience and therefore makes the audience feel engaged. 

 

The literature review pointed to the crucial role of trust in the brand-customer 

relationship, especially on the digital scene. The most highlighted element of trust was 

transparent and genuine communications, which are the keys to such trust. These brands that 

resorted to transparency in their social media platforms through sharing behind-the-scenes 

content and being open by dealing with customer concerns directly had more trust from their 

audiences. 

 

One of the impacts of social media presence on lead generation associated with 

strategic social media involves the positive connection between the increased number of 

leads gained and the correct use of social media. The data observed that businesses that were 

able to use the features that combine the best from targeted advertising and engaging story 
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content had observed a marked increase in inquiries from prospective customers, which in 

turn helped them improve their lead generation activities. 

 

The research abstracts also pinpointed the role of studying your competition through 

the social media platform. Businesses that are habitual to habitual competitor analyses and 

alter their strategies concerning their industries were able to maintain competitive positions. 

Companies generally, gain strategic consciousness by finding the gaps in their social media 

presence as well as taking the opportunities for innovation which help them to remain 

relevant and imperious in the eyes of the target audience. 

 

The theoretical study which was done through this research has given unique 

suggestions about how multi–dimensional social media works in modern companies' 

strategies. Emphasizing the significance of engagement, trust, loyalty, and competitive 

positioning offered a full-fledged explanation of the power dynamics behind the process of 

successful business social media adoption. Studyin.University's ability to gain those insights 

highlights that Instagram is not just a platform for client outreach but rather a significant tool 

for long-term engagement with potential students. 

4.1.2 Analysis of Practical Findings 

Studying.University's Social Media KPIs 

This section spells out the practical insights derived from the desktop computer 

analysis of the top business service KPIs of Studyin.University´s accounts that were 

performed from December 13 to March 11. The goal of the research is to assess the 

effectiveness of the social media techniques used for business outreach, including lead 

generation to drive audience engagement. 

 

Over the determined period Studyin.University Instagram account got a substantial 

boost reaching 3,195 followers on the 11th of March which counted for a 21% growth in the 

number of account followers. It is clear that there is a growing audience, and it demonstrates 

increasing interest and affinity with the university's content as well as the line of its offerings. 
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Figure 9 Studyin.University Instagram Page 

 

Source: Own, Studyin.University instagram page 

 

The posts during that period had 2,025 total engagements, which means they gained 

32.6% more engagement. Such an indicator is very successful and embodies the active 

practice of leads who read the content on Studyin.University. This engagement involves 

“likes”, “comments”, “shares", and “messages”, so one can conclude that a crowd of students 

is interested in attending the university. 
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Figure 10 Studyin.University Instagram Page Engagement Rates 

 

Source: Own, Studyin.University instagram page 

 

Activity scanning also registered a tremendous rise of 185% during which 4,444 

activities were logged. These leads were primarily derived due to marked content referral 

through the Instagram Reels feature, which resulted in 4355 profile visits (as seen in Figure 

10). This overwhelming number of visits from recommended content is something that 

proves very strongly the efficiency of Strategy of Studyin.University's content catches the 

social media users' eye and drives them to continue looking at the university's profile. 

 

Figure 11 Studyin.University Instagram Page Profile Activity Rates 

 

Source:Studyin.University instagram page 

 

As one of the vital components of the summary, the 89 external link (as seen in 

Figure 11) taps also recorded during the given time were noteworthy. This demonstrates 

users who after getting access to content posters on the Studyin.University's Instagram, then 

go to the university's website and leave their contact information. Such a behavior marks this 
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kind of people as highly active leads, expressing a very specific intent to take advantage of 

our services or find detailed information at the StudyIn.University. Such a metric allows the 

social media strategy to not only make sure that there is interest but also successfully convert 

the interest to qualified leads. 

 

The practical facts were obtained from the Instagram business account of 

Studyin.Universities were shown to be very significant in the sense that they have aided in 

generating interest in the business, offered a platform where audiences could be informed, 

and hence impelled them to take action. The high increase in follower number and interaction 

level shows that the audience has become more interested and active with the brand. Not 

only that, the increasing buzz of activities, mainly manifested by the rising interest in 

Instagram Reels, also signals the efficiency of adopting the latest platform characteristics to 

boost visibility and engagement. 

 

What is vital is that the conversion of profiles to leads, which can be testified by 89 

external link taps, is confirmation that social media are the starting point for leading potential 

customers from the initial “good to know” phase to the explicit “let’s talk!” phase towards 

applying for Studyin.University services. This has supported the fact that a social media 

presence having an overall reasonable strategy becomes a crucial factor for the institutions 

to be able to reach their outreach goals and make leads. 

 

Examination of Practical Results of Questionnaire Responses Analysis. 

The practical data analysis engages with the help of a questionnaire distributed among 

a random portion of the lead base of Studyin.University. The survey that was completed by 

28 people concluded that the hypothesis was right, namely, that social media interaction and 

trust building are connected. In the following, we present the results of the questionnaire, 

from which we can see that social media presence affects the decision-making process, 

buying behavior, and the relationship between Studyin.University and its prospective 

students in terms of the trust level. 

 

Influence of Online Presence on Decision-Making 

53.6% (15 respondents) indicated that they always check a company's social media 

presence before deciding to use their services. 



 
 

 

 

 49 

28.6% (8 respondents) sometimes rely on social media when uncertain about their 

decision. 

17.8% (5 respondents) deemed the physical presence of the company sufficient for 

their decision-making needs. 

 

Figure 12 Influence of Online Presence on Decision-Making 

 

Source: Own research: from Studyin.University Instagram Page 

 

The findings shown in Figure 12 therefore prove the great influence of social media 

on the students' decisions on the matter, conferring the fact that it is an important stage to 

maintain an active online presence to gain trust and credibility. 

 

Online Purchasing Behavior 

67.9% (19 respondents) reported always purchasing products or services online. 

21.4% (6 respondents) often engage in online purchases. 

10.7% (3 respondents) rarely buy products or services online. 
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Figure 13 Online Purchasing Behavior 

 

Source: Own research: from Studyin.University Instagram Page 

 

The high percentage of respondents who frequently make online purchases shows the 

importance of an effective digital strategy for engaging individuals. 

 

Discovery of Studyin.University 

35.7% (10 respondents) discovered Studyin.University through Instagram, indicating 

the platform's effectiveness in lead generation. 

28.6% (8 respondents) referred to recommendations, emphasizing the importance of 

word-of-mouth in marketing. 

21.4% (6 respondents) found Studyin.University through exhibitions. 

14.3% (4 respondents) visited the university's website first. 

 

Figure 14 Discovery of Studyin.University 

 

Source: Own research: from Studyin.University Instagram Page 
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Instagram finding shown in Figure 14 proves to be a major channel through which the 

university is found and as such the platform plays a key role in the university's strategy for 

communicating with its target audience. 

 

Engagement with Studyin.University's Instagram Page 

53.6% (15 respondents) have been following the Studyin.University Instagram page 

for 1-3 months. 

32.1% (9 respondents) for 3-6 months. 

14.3% (4 respondents) are not following the page. 

 

Figure 15 Engagement with Studyin.University's Instagram Page 

 

Source: Own research: from Studyin.University Instagram Page 

 

The respondents are largely fresh followers who must have been shaped in recent times 

by the Studyin.University outreach program on Instagram. 

 

Usage of Studyin.University's Services 

67.9% (19 respondents) have utilized services offered by Studyin.University. 

32.1% (9 respondents) have not yet used any services. 
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Figure 16 Usage of Studyin.University's Services 

 

Source: Own research: from Studyin.University Instagram Page 

 

The higher percentage of respondents who have been active with Studyin.University's 

services yield a positive correlation between social media interaction and the decision to 

eventually use the university's services. 

 

The survey results provide further proof that the more engagement in the Study in. 

University social media channels are positively related to the followers’ trust as shown by 

the high number of respondents who look at a company’s social media before deciding to 

use its products. Furthermore, the fact that more than half of the participants came to know 

about Studyin.University through Instagram, searched for its services, and ultimately used it 

to underscore the hypothesis, showing the power of social media in lead generation and 

gaining buyers' trust. 

 

The practical findings from the questionnaire analysis reveal a clear trend: The 

importance of social media platforms, especially Instagram, of Studyin.University in the 

process of affecting the future students' decisions, building their confidence, and using the 

services of the company cannot be underestimated. Such outcomes show that it is crucial to 

continue to keep the university's social media strategy active and involved to build and 

broaden its audience. 
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4.1.3 Implications for Businesses 

The research results of the actual analysis and answers given by questionnaire for 

study. university has a lot of data close to the main objectives of the thesis. The featured 

data, theoretical understanding, provides the scale of these social media in making 

businesses reach potential customers, retaining old customers, and earning the trust of 

consumers as test results verify the hypotheses, findings give rise to practical 

recommendations suggesting means of adjustment of the social media strategy for businesses 

seeking to maximize its efficiency. 

 

The main purpose of this thesis was to examine the effect of social media, essentially 

Instagram, in enhancing business reach, encouraging and increasing the number of students 

loyal consumers, and creating an atmosphere of trust. The data reported that there were 

remarkable rises in engagement, how many profile visits there were, and even some direct 

leads, which was proof that Studyin.University’s social media marketing. was effective. 

Additionally, the survey data clearly showed that future students were implementing the 

businesses that virtually showed up strongly among them on social media networks as their 

priority. 

 

It can be stated in this case that these findings provide direct evidence for the focus 

statement that the role of an interactive and engaging social media presence in fashion 

marketing is so dear to working with consumer behavior and decision-making procedures. 

The strong positive correlation between the level of social media engagement- this is shown 

by the fact that those who used a questionnaire as a tool for this research prefer checking a 

company's social media platforms before making their choices- and trust that the followers 

have in a company demonstrates the meaning role that social media plays when it comes to 

building and maintaining trust among consumers. 

 

Based on the results and their interpretation within the theoretical framework, several 

key implications for businesses can be drawn: Based on the results and their interpretation 

within the theoretical framework, several key implications for businesses can be drawn: 

 

Prioritize Active Engagement. Industries need to be on the constant lookout for 

relevant online platforms to stay active. The key to successful social media engagement is 
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to regularly post content and respond to comments or feedback. Also, engaging your 

followers and building a community with them are some of the most important factors that 

help you achieve your goals. 

 

Leverage Visual Content. Reasoning by the nature of the Instagram visual business 

companies should spend money on quality and compelling visual content that touches brand 

audience right there. The mentioned study explains the importance of visual content, 

particularly Instagram Reels for getting more views on the peaceful store's profile and 

engagement of users with the brand. 

 

Utilize Business Analytics. Instagram's business account functions like a treasure trove 

of information when it comes to tracking the audience engagement rate and gathering 

insights about their general interest behavior. All this information helps create tailored 

content and a communication strategy according to the audience's needs. Businesses ought 

to utilize analytics-based technologies to improve their social media practices intermittently. 

 

Build Trust through Transparency. Trust is perhaps the most crucial issue that 

consumers take into account as make final decisions regarding this or that product. Present 

in social media, businesses can aim at being transparent, authentic, and reliable. The content 

can be raw, for instance, you can shoot behind–the–scenes videos, directly addressing 

customers’ concerns, and you can showcase real experiences of other real customers. 

 

Optimize for Lead Generation. Instagram and other social media platforms are of great 

importance for lead purchasing purposes. Companies must ensure that their social media 

content and conversations are optimized so that can generate tangible leads but also track 

their performance through this study which shows the sniping link performance. 

 

As well as translating the empirical results in the light of the theoretical outline and 

the discussion on the outcome of the questionnaire, practical conclusions and 

recommendations are given. Such an issue was illustrated by a question that touched upon 

the topic of the firm`s presence and ability to imply all platforms of social media. The 

responses were as follows: 

Instagram: 20 responses 
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TikTok: 12 responses 

YouTube: 5 responses 

Facebook: 10 responses 

Website: 10 responses 

 

Figure 17 "Which social media platform presence might be important for you? (you can choose more than 1 answer)" 

 

Source: Own research: from Studyin.University Instagram Page 

 

The responses from the insurance survey questions from customers show the direction 

in which businesses should market their digital campaigns to people. Through Instagram 

dominance, TikTok exploring, Facebook and the website's fixed presence, and YouTube 

used for content depth companies would promote a holistic and practical social media 

campaign. Through a multi-platform approach, the reach increases, the engagement grows 

stronger, and the spectre of future consumers gets stronger, as a result contributing to the 

outcomes of business outreach and engagement. 

 

The practical findings from this thesis elucidate the substantial impact of social media 

on business outreach, reinforcing the theoretical framework that posits social media as a 

pivotal channel for enhancing consumer engagement, loyalty, and trust. For businesses, 

especially those in the educational services sector like Studyin.University, these insights 

provide a roadmap for leveraging social media to achieve strategic objectives, emphasizing 

the importance of active engagement, content quality, analytics-driven strategies, 

transparency, and lead-generation optimization. 
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5 Conclusion 

This thesis embarked on an exploratory journey to investigate the influence of 

social media, particularly Instagram, on business outreach, consumer loyalty, and 

trust, with a specific focus on Studyin.University—an educational service provider 

targeting students from CIS countries. The main research question sought to 

understand how an active and engaging presence on social media platforms like 

Instagram impacts the university's ability to attract potential students, foster loyalty, 

and build trust. 

 

The comprehensive analysis of both theoretical frameworks and practical 

findings unequivocally demonstrates that an active and engaging social media 

presence significantly enhances business outreach, consumer loyalty, and trust - 

specifically, Studyin.University. The university’s strategic use of Instagram not only 

elevated its visibility among potential students but also facilitated deeper connections, 

fostering a community of engaged and loyal followers. This, in turn, translated into 

increased trust in the university's offerings and a notable uptick in lead generation, as 

evidenced by the engagement metrics and questionnaire responses. 

 

The research process, while challenging, offered invaluable insights into the 

dynamic interplay between social media strategy and its outcomes for educational 

service providers. Starting from a broad theoretical exploration and narrowing down 

to a focused analysis of Studyin.University's Instagram engagement, this process 

highlighted the critical role of data-driven decision-making in optimizing social media 

strategies. The practical analysis, underpinned by real-world data and direct feedback 

from the university's audience, provided a grounded understanding of social media's 

impact. 

 

Future research should expand on this study's findings by: 

Exploring a Wider Range of Social Media Platforms. While this thesis focused 

on Instagram, platforms like TikTok and YouTube are gaining prominence and 

warrant further investigation. 
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Longitudinal Studies. Conducting long-term studies to observe changes and 

trends over time could offer deeper insights into the evolving impact of social media 

strategies. 

 

Comparative Studies. Comparing the social media strategies and outcomes of 

multiple educational institutions could help identify industry-wide best practices. 

 

This thesis contributes new knowledge to the field of digital marketing within 

the educational services sector by: 

Providing a detailed case study of Studyin.University's successful social media 

strategy on Instagram. 

 

Demonstrating the quantifiable impact of social media engagement on lead 

generation, loyalty, and trust. 

 

Offering a model for analyzing and optimizing social media strategies based on 

actionable insights from both theoretical and practical analyses. 

 

In conclusion, the findings of this thesis underscore the transformative potential 

of a well-executed social media strategy in enhancing the outreach and reputation of 

educational service providers, by actively engaging with their audience on platforms 

where potential students spend their time, institutions like Studyin.University can 

significantly improve their appeal and trustworthiness. This study not only provides a 

roadmap for effective social media use but also highlights the ongoing need for 

adaptability and innovation in digital marketing strategies within the educational 

sector. The insights garnered herein lay a foundation for further research and practice, 

driving forward the understanding of social media's pivotal role in shaping the future 

of educational outreach and engagement. 
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Appendix

Designed questionnaire. 

 

How old are you? 

1 - >18 

2 – 18-21 

3 – 22-25 

4 – 25< 

 

How often do you use social media? 

1 – Sometimes 

2 - Regularly 

3 – All the time 

 

Which social media platform do you use the most? (you can choose more than 1 answer) 

1 – Instagram 

2 - TikTok 

3 - YouTube 

4 – Other 

 

How did you find Studyin.University? 

1 – Recommendations 

2 - Instagram 

3 - Website 

4 – Exhibition 

 

How long do you follow Studyin.University Instagram page? 

1 - 1-3 months 

2 - 3-6 months 

3 - not following 

 

Have you used any services offered by Studyin.University? 

1 – Yes 
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2 – No 

 

How often do you buy products/services online? 

1 - not often 

2 - often 

3 – Always 

 

Does the presence on the internet (e.g., website, social media, online reviews) of a 

company affect your decision to use their services? 

1 - Yes, I always check if the company has some social media 

2 - Sometimes, when I am no sure while my decision 

3 - Not really, I need only the physical presence of the company 

 

Which social media platform presence might be important for you? (you can choose 

more than 1 answer) 

1 – Instagram 

2 - TikTok 

3 - YouTube 

4 – Facebook 

5 – Website 

 

Would you recommend Studyin.University to other people? 

1 - Yes, Definitely 

2 - Most probably, Yes 

3 – I would not really recommend them 


