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Abstract: My research focused on a developing area that showed the importance of digging deeper into the 

psychological and social factors that influence the minds of the consumers of the items. My team did the 

research on a sample size of 200 North South University students for our study on the "Effectiveness of 

Social Media Marketing," which adhered to the rules required for research. In this study, we polled 

consumers to get a quick summary that would help us understand the legitimacy of social media marketing. 

The primary goals of the study were to recognise potential, take advantage of opportunities, and safeguard 

consumers' perceptions of value. We need to be aware of the factors that influence consumers to purchase a 

product because, as we all know, the internet has greatly increased their chances. We saw three factors—

the calibre of the content, the user experience, and the regularity of customer visits—as influencing 

customer engagement. The success of social media marketing is positively connected with customer 

engagement, and quality of content, user experience, and frequency of visit have a favourable impact on 

customer engagement, according to our hypothesis, which summarises these two factors. After testing the 

hypotheses, we came to the conclusion of our research and included our recommendations based on the 

analysis. This study aims to determine the social media marketing industry's reliability. Because it is crucial 

to delve further into the psychological factors that influence the minds of the consumers who the products 

are aimed at. The businesses must be able to grasp opportunities, seize advantages, and safeguard 

consumer perceptions of value. Understanding the media vehicles that marketers are employing, whether 

they are sufficient for their purposes, and if not, why, is equally crucial 
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