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Effectiveness Marketing Strategy

Social Media Influencers AL powered geotargeted
Not Effective 95(20.9) 96(21.1)
Slightly Effective 96(21.1) 94(20.7)
Moderately Effective | 78(17.2) 101(22.2)
Very Effective 92(20.3) 70(15.4)
Highly Effective 93(20.5) 93(20.5)
Total 454(100) 454(100)
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Variables Sum of df | Mean F | Sig.
Squares Square
Effectiveness | Between 6.694 4 1.674 | 400 | 808
Groups
Within 1876.577 | 449 4179
Groups
Total 1883.071 | 453
Trust of Between 13.107 4 3277 | 761 | 551
Consumers Groups
Within 1932.180 | 449 4303
Groups
Total 1945286 | 453
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Variables

Frequency (%)

Tnfluencer fraud (fake followers. engagement manipulation) 131(28.9)
Difficulty in measuring RO 96(21.1)

High costs for influencer collaborations 109(24.0)
Lack of long-term impact on brand loyalty 118(26.0)
Audience trust issues 117(25.8)

Managing brand expectations

Ethical concerns regarding product quality

118(26.0)

Payment delays from brands

105(23.1)

Total

454(100)
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T-Test

Challenge to company

Equal Equal
variances | variances
assumed are pot
assumed.
Levenc's Test for F 428
Equality of Variances | Sig. 514
tetest for Equality of | t 1006 1006
Means df 296 295.945
Sig. (2-tailed) 995 995
Mean Difference 001 001
Std. Error Difference 183 183
95% Confidence Lower -359 -359
Interval of the Upper 362 361

Difference
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Model Summary

Model

R

R
Square
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Std. Error of the Estimate

1
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-.002
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a. Predictors: (Constant) Which digital marketing strategies does your company primarily

use?
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ANOVA®

Model Sum of af Mean F Sig.
Squares Square
1 Regression 615 1 615 | 248 619°
Residual 1123.129 | 452 2485
Total 1123.744 | 453

a. Dependent Variable: challenge to companies

b. Predictors: (Constant), Which digital marketing strategies does your company

primarily use?
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Coefficients®

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B std. Beta
Error
1 (Constant) 5.020 .196 25.667 .000
Which digital -.045 .090 ~023 | -498 619
marketing

strategies does
your company
primarily use?

a. Dependent Variab!
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Variables Frequency (%) (n=454)

Misleading Advertisements 228(50.2)

Privacy invasion

Receiving too many targeted ads

Feeling manipulated by Al-generated recommendations 106(23.3)

No concerns 98(21.6)
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Variable

Frequency (%)

To what extent do you agree with the Strongly Disagree 89(19.6)
statement? “I trust products recommended by | Disagree 97(21.4)
social media influencers more than traditional | Neutral 87(19.2)
advertisements.” Agree 93(20.5)

Strongly Agree 88(19.4)

Total

454(100)




image12.png
Variable

Frequency (%)
Need of Improvement Yes 149(32.8)

No 144(31.7)

Not Sure 161(35.5)
Total

454(100)
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Variables Frequency (%)
Stricter regulations for paid promotions 88(19.4)
Tncreased transparency in influencer advertisin 78(17.2)

More ethical use of Al in targeted marketing 106(23.3)
Better consumer awareness regarding influencer marketing | 95(20.9)

No changes needed 37(19.2)

Total 454(100)





image1.png
Variables

Frequency (%)

(n=454)
Gender Male 242(53.3)
Female 212(46.7)
Age (years) 1825 98(21.6)
26-35 130(28.6)
36-45 121(26.7)
46 and above 105(23.1)
Education Level | Uncducated 93(20.5)
High School 34(18.5)
Bachelor’s Degree 89(19.6)
Master’s Degree 94(20.7)
Doctorate 94(20.7)
Occupation Student 114(25.1)
Employed in c-commerce business 121(26.7)
Social Media Influencer 102(22.5)

Housewife

117(25.8)
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Marketing Strategies

Frequency (%)

Social media influencer marketing

151(333)
Al-powered geotargeted marketing 148(32.6)
Traditional advertising (TV. print, radio) 155(34.1)
Total

454(100)




