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Abstract

This study investigates the effectiveness of various social media and traditional media channels
in modern marketing, focusing on how these channels impact consumer preferences and brand
engagement. Conducted across four major cities in Madhya Pradesh—Bhopal, Indore, Jabalpur,
and Gwalior—with a sample size of 400 respondents, the research employs Chi-Square
Goodness-of-Fit Test and Friedman Test to analyze preferences for social media and traditional
media channels. The results reveal significant differences in the effectiveness of different
marketing channels, with online marketing emerging as the most preferred channel, followed by
email and newspapers. The study highlights that social media platforms such as Facebook,
LinkedIn, and Twitter are highly favored compared to traditional media channels like radio and
television. The findings suggest that businesses need to adapt their marketing strategies to
leverage the strengths of various channels effectively. Limitations include a restricted geographic
scope and potential sample bias, while future research could benefit from broader geographic
inclusion, larger sample sizes, and the exploration of emerging marketing channels. This
research contributes to understanding consumer preferences in marketing and provides practical
insights for businesses seeking to optimize their marketing strategies in a rapidly evolving media
landscape.

Keywords- Social Media, Social Media Platforms, Traditional Media, Marketing Channels,
Effectiveness, Digital Marketing, Marketing Strategies, Marketing Effectiveness

Introduction

In the rapidly evolving landscape of marketing, the choice of communication channels plays a
pivotal role in determining the success of promotional strategies. The advent of digital
technology has revolutionized the marketing field, leading to the proliferation of social media
platforms that promise unprecedented levels of engagement and targeted reach. Concurrently,
traditional media channels, including television, radio, and print, continue to hold their ground,
especially in regions where they have established a strong foothold. This research, titled "The
Effectiveness of Social Media and Traditional Media in Modern Marketing: A Multi-Channel
Study," aims to assess and compare the effectiveness of these diverse marketing channels in four
major cities of Madhya Pradesh: Bhopal, Indore, Jabalpur, and Gwalior.
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The study is based on a comprehensive survey involving a sample size of 400 respondents across
these cities, providing a representative cross-section of the urban population. By examining the
impact of both social media and traditional media, the research seeks to understand how each
channel performs in terms of reach, engagement, and conversion. Social media platforms such as
Facebook, Twitter, LinkedIn, and Instagram have become integral to modern marketing
strategies, offering tools for precise audience targeting, real-time interaction, and measurable
outcomes. The interactive nature of social media allows for dynamic engagement and feedback,
making it a powerful tool for brands to build relationships with their audiences.

On the other hand, traditional media channels have a long-standing presence and continue to
influence consumer perceptions and behaviors. Television and radio offer broad reach and high-
frequency exposure, while print media provides tangible, localized content that can have a
lasting impact. Despite the rise of digital media, these traditional channels remain relevant,
particularly in markets where they are deeply entrenched in daily life.

This study delves into how these two types of media compare in terms of their effectiveness for
modern marketing. It considers factors such as audience reach, engagement levels, cost-
efficiency, and the ability to drive consumer action. By analyzing data from Bhopal, Indore,
Jabalpur, and Gwalior, the research aims to uncover regional variations in media effectiveness
and preferences. These cities, representing a diverse mix of demographics and economic
conditions, provide a valuable context for understanding how different marketing channels
perform across various urban settings.

The findings of this study will offer valuable insights for marketers seeking to optimize their
media strategies. Understanding the strengths and limitations of both social media and traditional
media will help in crafting more effective campaigns and allocating resources more efficiently.
This research not only contributes to the academic discourse on marketing channel effectiveness
but also provides practical recommendations for businesses aiming to navigate the complex
landscape of modern marketing.

Research Objectives:

To Determine the Uniformity of Preferred Marketing Channels Among Different Populations.

To Examine the Consistency of Consumer Preferences for Social Media and Traditional Media
Across Various Cities

To Compare Preferences for Specific Social Media Platforms and Traditional Media Channels

Hypothesis:

Ho1: There is no statistically significant difference in the preferred marketing channels among the
study population.

Hoz2: Consumer preferences for social media and traditional media channels do not vary
significantly across different cities.

Hos: There is no statistically significant difference between the preferences for specific social
media platforms and traditional media channels.
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Research Significance

The significance of this research, titled "The Effectiveness of Social Media and Traditional
Media in Modern Marketing: A Multi-Channel Study," lies in its comprehensive evaluation of
both digital and traditional marketing channels within the context of contemporary marketing
practices. This study addresses critical questions about the effectiveness and efficiency of
various marketing channels, providing valuable insights for businesses, marketers, and academic
researchers.

Informed Marketing Strategies: By comparing the effectiveness of social media and traditional
media channels, this research offers actionable insights that can help marketers optimize their
strategies. Understanding which channels yield the highest impact in terms of reach,
engagement, and conversion allows businesses to allocate their resources more effectively and
design campaigns that resonate with their target audiences.

Regional Insights: The study's focus on four major cities in Madhya Pradesh—Bhopal, Indore,
Jabalpur, and Gwalior—provides a nuanced understanding of how regional differences influence
media effectiveness. These insights are crucial for businesses operating in diverse geographic
markets, enabling them to tailor their marketing strategies to local preferences and behaviors.

Consumer Preferences and Behavior: The research sheds light on consumer preferences for
social media versus traditional media channels, offering valuable information about how
different demographics interact with and respond to various marketing platforms. This
understanding is essential for developing targeted marketing strategies that align with consumer
behaviors and preferences.

Academic Contribution: The study contributes to the academic discourse on marketing channel
effectiveness by providing empirical data and insights. It expands existing knowledge about the
comparative performance of digital and traditional media channels, offering a foundation for
future research in this area.

Overall, this research is significant for its potential to enhance marketing practices, improve
resource allocation, and deepen understanding of consumer behavior across different media
channels. The findings will benefit businesses seeking to optimize their marketing strategies and
contribute to the broader academic exploration of modern marketing dynamics.

LITERATURE REVIEW:

Dhewi et al. (2021) investigate the impact of social media marketing activities on consumer
equity in culinary SMEs, with brand equity serving as a mediating factor. Their findings reveal a
significant positive relationship between social media marketing and brand equity, consistent
with Seo (2018) and Hafez (2021). Additionally, brand equity positively affects customer equity,
corroborating Keller (1993) and Mathur (2018) and extending its relevance beyond luxury
industries. The study also confirms that brand equity mediates the influence of social media
marketing on consumer equity, aligning with previous research by Koay (2021), Panigyrakis
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(2020), and Pham (2015). This research underscores the strategic value of social media in
enhancing brand and customer equity in SMEs.

Khanom (2023) explores the role of social media marketing in the contemporary digital
landscape, emphasizing its critical importance for businesses in promoting products, engaging
customers, and enhancing brand awareness. The study highlights the cost-effectiveness of social
media in reaching potential customers and fostering brand loyalty, aligning with Chalberg (2020)
on the diverse digital marketing strategies available. Despite its benefits, Khanom notes
challenges in measuring social media's ROI and the overwhelming array of digital marketing
tools. The paper addresses the gap in existing literature regarding the optimal use of social media
versus other marketing channels and advocates for a balanced approach to digital marketing.

Al-Quran (2022) explores the evolving landscape of media by comparing traditional and social
media, highlighting the advantages and challenges of each. The study identifies social media's
strengths, including cost-effectiveness, interactivity, real-time results, and global reach, which
enhance its appeal over traditional media. Social media offers superior data tracking, audience
targeting, and engagement opportunities, though it also faces issues like unreliability and
misinformation. Conversely, traditional media remains valued for its credibility and reliability,
despite its reduced dominance. Al-Quran argues for an integrated approach, suggesting that a
collaborative relationship between traditional and social media can optimize their combined
strengths and address their limitations.

Methodology

This study employed a quantitative research design to evaluate the effectiveness of social media
and traditional media channels. The total sample size consisted of 400 respondents, strategically
distributed across four major cities in Madhya Pradesh: Bhopal, Indore, Jabalpur, and Gwalior.
Specifically, the sample included 184 respondents from Bhopal, 75 from Indore, 74 from
Jabalpur, and 67 from Gwalior.

The data was collected using a structured survey instrument designed to measure respondents'
perceptions and behaviors regarding social media and traditional media. The survey included
questions on media usage patterns, perceived effectiveness, and impact on marketing outcomes.

The sampling method ensured a representative distribution of opinions across different urban
centers, facilitating a comprehensive analysis of regional variations in media effectiveness.
Statistical techniques, including descriptive and inferential analyses, were employed to examine
the data and derive conclusions regarding the comparative impact of social media and traditional
media channels.

DATA ANALYSIS AND FINDINGS:

In this section, we analyze the data collected from 400 respondents across the four major cities of Madhya
Pradesh—Bhopal, Indore, Jabalpur, and Gwalior—to explore consumer preferences for various marketing
channels. The analysis aims to provide insights into the relative effectiveness of social media versus
traditional media platforms in modern marketing contexts. Using statistical tools such as the Chi-Square
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Goodness-of-Fit Test and the Friedman Test, we examine the significance of differences in consumer
ratings and preferences across the studied channels. The interpretation of these findings will shed light on
the strengths and weaknesses of each marketing channel and provide actionable recommendations for

businesses looking to refine their marketing strategies.

Table 1 : Age of the Student
Frequency Percent Valid Percent Cumulative
Percent
Below 20 69 17.3 17.3 17.3
20-30 286 71.5 71.5 88.8
Valid |30-40 32 8.0 8.0 96.8
40 and Above 13 3.3 3.3 100.0
Total 400 100.0 100.0
Graph 1 : Age of the Student
Age of the Student
300
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200
150
100
50
0
Below 20 20-30 30-40 40 and Above
Interpretation:

The majority of the respondents are in the 20-30 age group (71.5%), indicating that this age range is the
most represented among the study participants. A smaller proportion falls below 20 years (17.3%), while
those aged 30-40 and 40 and above comprise 8.0% and 3.3%, respectively.

Table 2 : Gender of the Student

Frequency Percent Valid Percent Cumulative
Percent
Male 273 68.3 68.3 68.3
Valid Female 127 31.8 31.8 100.0
Total 400 100.0 100.0
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Graph 2 : Gender of the Student
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Interpretation:

The sample consists of 273 male respondents, accounting for 68.3% of the total, and 127 female
respondents, making up 31.8%. This indicates a higher representation of males in the study, with males
comprising more than two-thirds of the respondents, while females constitute nearly one-third.

Table 3: City of the Student
Frequency Percent Valid Percent Cumulative
Percent
Bhopal 184 46.0 46.0 46.0
Indore 75 18.8 18.8 64.8
Valid Jabalpur 74 18.5 18.5 83.3
Gwalior 67 16.8 16.8 100.0
Total 400 100.0 100.0
Graph 3: City of the Student
City of the Student
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Interpretation:

The distribution of respondents by city shows that the majority are from Bhopal (46.0%),
followed by Indore (18.8%), Jabalpur (18.5%), and Gwalior (16.8%). This indicates a diverse
representation from various cities, with Bhopal having the largest proportion of participants,
nearly half of the total sample. The other three cities contribute almost equally to the remaining
portion of the sample.

Hoi: There is no statistically significant difference in the preferred marketing channels
among the study population.
Test Statistics

Chi- df Asymp.
Square Sig.

Rate the following marketing channels
on the basis of their impact on
marketing (Facebook)

125.325 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (Twitter)

142.475% 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (LinkedIn)

137.425% 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (Blogs.)

133.525 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (Radio.)

114.700* 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (Television.)

142.325% 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (News Paper.)

113.475% 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (E-Mail.)

96.800* 4 .000

Rate the following marketing channels
on the basis of their impact on
marketing (Pamphlet.)

144.975* 4 .000

Rate the following marketing channels 134.075 4 000
on the basis of their impact on
marketing (Text Messages.)

Rate the following marketing channels 131.4252 4 .000
on the basis of their impact on
marketing (Online Marketing.)
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a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is
80.0.

Interpretation:

Facebook (Chi-Square = 125.325, p-value = .000):

The preference ratings for Facebook differ significantly from what would be expected if
preferences were uniformly distributed.

Twitter (Chi-Square = 142.475, p-value = .000):

Twitter also shows a significant difference in preference ratings, indicating it is either more or
less favored compared to a uniform distribution.

LinkedIn (Chi-Square = 137.425, p-value = .000):

LinkedIn's ratings are significantly different from the expected distribution, suggesting a clear
preference pattern.

Blogs (Chi-Square = 133.525, p-value = .000):

The ratings for Blogs indicate a significant deviation from uniformity, showing specific
preferences.

Radio (Chi-Square = 114.700, p-value = .000):

Radio ratings also show a significant difference, implying it is not equally preferred as other
channels.

Television (Chi-Square = 142.325, p-value =.000):

Television shows a significant deviation in ratings, indicating a particular preference pattern.
Newspaper (Chi-Square = 113.475, p-value =.000):

The ratings for Newspaper differ significantly from a uniform distribution, showing varied
preferences.

E-Mail (Chi-Square = 96.800, p-value =.000):

E-Mail ratings indicate a significant difference, suggesting it is either more or less preferred.
Pamphlet (Chi-Square = 144.975, p-value = .000):

Pamphlet ratings show a significant deviation, indicating specific preferences.

Text Messages (Chi-Square = 134.075, p-value =.000):

The ratings for Text Messages are significantly different from a uniform distribution, showing
varied preferences.

Online Marketing (Chi-Square = 131.425, p-value =.000):

Online Marketing ratings indicate a significant difference, suggesting it has a particular pattern
of preference.

Since all p-values are less than the significance level (0.05), we reject the null hypothesis for
each marketing channel. This indicates that there is a statistically significant difference in the
preferences for each marketing channel among the study population. The ratings are not
uniformly distributed, meaning that certain marketing channels are preferred over others.
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Ho2: Consumer preferences for social media and traditional media channels do not vary

significantly across different cities.

ANOVA
Sum of Squares df Mean Square F Sig.
Rate the following Between Groups 1.191 3 397 258 .855
marketing channels on the | Within Groups 608.319 396 1.536
basis of their impact on 609.510 399
Total
marketing (Facebook)
Rate the following Between Groups .149 3 .050 .035 991
marketing channels on the | Within Groups 563.611 396 1.423
basis of their impact on 563.760 399
Total
marketing (Twitter)
Rate the following Between Groups 792 3 264 .188 .904
marketing channels on the | Within Groups 555.146 396 1.402
basis of their impact on 555.938 399
. Total
marketing (LinkedIn)
Rate the following Between Groups 2.265 3 755 515 672
marketing channels on the | Within Groups 580.845 396 1.467
basis of their impact on 583.110 399
Total
marketing (Blogs.)
Rate the following Between Groups 4.059 3 1.353 794 498
marketing channels on the | Within Groups 675.051 396 1.705
basis of their impact on 679.110 399
Total
marketing (Radio.)
Rate the following Between Groups 5.520 3 1.840 1.358 255
marketing channels on the | Within Groups 536.457 396 1.355
basis of their impact on 541.978 399
o Total
marketing (Television.)
Rate the following Between Groups 5.171 3 1.724 1.132 336
marketing channels on the | Within Groups 602.789 396 1.522
basis of their impact on 607.960 399
Total
marketing (News Paper.)
Rate the following Between Groups 4.716 3 1.572 929 427
marketing channels on the | Within Groups 669.961 396 1.692
basis of their impact on 674.678 399
Total
marketing (E-Mail.)
Rate the following Between Groups 10.173 3 3.391 2.318 .075
marketing channels on the | Within Groups 579.224 396 1.463
basis of their impact on 589.398 399
Total

marketing (Pamphlet.)
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Rate the following Between Groups 8.661 3 2.887 1.796 .147
marketing channels on the | Within Groups 636.529 396 1.607

basis of their impact on 645.190 399

marketing (Text Total

Messages.)

Rate the following Between Groups 2.906 3 .969 .700 .553
marketing channels on the | Within Groups 548.031 396 1.384

basis of their impact on 550.938 399

marketing (Online Total

Marketing.)

The One-Way ANOVA test was conducted to determine if there were statistically significant
differences in consumer preferences for various marketing channels across different cities. The
analysis was done for each channel separately. The significance level (p-value) for each channel
indicates whether the null hypothesis (that there are no significant differences in preferences
across the cities) can be rejected.

Interpretation:

Facebook:

F(3, 396) = 0.258, p = 0.855

The p-value (0.855) is greater than the alpha level of 0.05, indicating that there is no statistically
significant difference in preferences for Facebook across the cities.

Twitter:

F(3, 396) = 0.035, p = 0.991

The p-value (0.991) is greater than 0.05, indicating no significant differences in preferences for

Twitter across the cities.

LinkedIn:

F(3,396) = 0.188, p = 0.904

The p-value (0.904) is greater than 0.05, suggesting no significant differences in preferences for

LinkedIn across the cities.

Blogs:

F(3, 396) = 0.515, p = 0.672

The p-value (0.672) is greater than 0.05, indicating no significant differences in preferences for

Blogs across the cities.

Radio:

F(3,396) = 0.794, p = 0.498

The p-value (0.498) is greater than 0.05, suggesting no significant differences in preferences for

Radio across the cities.

Television:

F(3, 396) =1.358, p = 0.255

The p-value (0.255) is greater than 0.05, indicating no significant differences in preferences for

Television across the cities.
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7. Newspaper:
F(@3,396) =1.132, p = 0.336
The p-value (0.336) is greater than 0.05, indicating no significant differences in preferences for
Newspapers across the cities.

8. E-Mail:
F(3,396) = 0.929, p = 0.427
The p-value (0.427) is greater than 0.05, suggesting no significant differences in preferences for
E-Mail across the cities.

9. Pamphlet:
F(3,396) =2.318, p = 0.075
The p-value (0.075) is slightly greater than 0.05, suggesting no significant differences in
preferences for Pamphlets across the cities, though it is closer to the threshold.

10. Text Messages:
F(3,396) =1.796, p = 0.147
The p-value (0.147) is greater than 0.05, indicating no significant differences in preferences for
Text Messages across the cities.

11. Online Marketing:
F(3, 396) = 0.700, p = 0.553
The p-value (0.553) is greater than 0.05, suggesting no significant differences in preferences for
Online Marketing across the cities.

For all marketing channels tested, the p-values are greater than the significance level of 0.05,
indicating that there are no statistically significant differences in consumer preferences across the
cities of Bhopal, Indore, Jabalpur, and Gwalior. Thus, the null hypothesis that "Consumer
preferences for social media and traditional media channels do not vary significantly across
different cities" cannot be rejected based on the data provided.

Hos: There is no statistically significant difference between the preferences for specific
social media platforms and traditional media channels.

Friedman Test is conducted to identify whether any specific social media platform or traditional
media channel is preferred by respondents.

Ranks

Mean Rank

Rate the following 5.85
marketing channels on
the basis of their impact
on marketing (Facebook)

PAGE NO: 813



Journal of Engineering and Technology Management 74 (2024)

Rate the following 5.93
marketing channels on
the basis of their impact
on marketing (Twitter)

Rate the following 6.42
marketing channels on
the basis of their impact
on marketing (LinkedIn)

Rate the following 5.93
marketing channels on
the basis of their impact
on marketing (Blogs.)

Rate the following 5.37
marketing channels on
the basis of their impact
on marketing (Radio.)

Rate the following 6.39
marketing channels on
the basis of their impact
on marketing
(Television.)

Rate the following 6.55
marketing channels on
the basis of their impact
on marketing (News
Paper.)

Rate the following 6.04
marketing channels on
the basis of their impact
on marketing (E-Mail.)

Rate the following 5.59
marketing channels on
the basis of their impact
on marketing
(Pamphlet.)
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Rate the following 5.25
marketing channels on
the basis of their impact
on marketing (Text
Messages.)

Rate the following 6.70
marketing channels on
the basis of their impact
on marketing (Online
Marketing.)

Based on the mean ranks provided from the Friedman Test for different marketing channels, the
channels can be ranked according to their perceived impact on marketing by respondents. A
higher mean rank indicates a greater perceived impact. Here’s the interpretation:

Interpretation of Mean Ranks:

Online Marketing (Mean Rank: 6.70)
News Paper (Mean Rank: 6.55)
LinkedIn (Mean Rank: 6.42)
Television (Mean Rank: 6.39)

E-Mail (Mean Rank: 6.04)

Twitter (Mean Rank: 5.93)

Blogs (Mean Rank: 5.93)

Pamphlet (Mean Rank: 5.59)
Facebook (Mean Rank: 5.85)

. Radio (Mean Rank: 5.37)
. Text Messages (Mean Rank: 5.25)

Conclusion:

Online Marketing has the highest mean rank, indicating that it is perceived as the most
impactful marketing channel among the respondents.

Text Messages has the lowest mean rank, suggesting it is perceived as the least impactful among
the channels listed.

These rankings provide insight into the respondents' preferences and perceptions of different
media channels' effectiveness in marketing. The significant difference established by the
Friedman Test and the distinct mean ranks further confirm that there is variation in how
respondents rate the impact of each channel.
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Test Statistics?

N 400

Chi-Square | 223.841

df 10

Asymp. Sig.| .000

a. Friedman Test

The results from the Friedman Test show the following:
N: 400 (This indicates the number of respondents in the study.)
Chi-Square: 223.841 (This is the test statistic value obtained from the Friedman Test.)

df (degrees of freedom): 10 (This corresponds to the number of categories or groups minus one,
indicating there are 11 different media channels rated.)

Asymp. Sig. (p-value): .000 (This represents the significance level of the test.)
Interpretation:

The p-value of .000 (which is less than the standard alpha level of 0.05) indicates that the
differences in respondents' ratings across the 11 media channels are statistically significant.

Conclusion:

Since the p-value is less than 0.05, we reject the null hypothesis (H03) that there is no
statistically significant difference in the preferences for specific social media platforms and
traditional media channels. This result implies that there are significant differences in how
respondents rated the impact of different media channels on marketing. Further investigation or
post-hoc analysis may be needed to identify which specific media channels differ from one
another in terms of preference.

Findings:

Online Marketing emerged as the most highly ranked marketing channel, with the highest mean
rank of 6.70. This suggests that respondents view online marketing as the most impactful in their
marketing strategies, highlighting its significant role in reaching and engaging target audiences
effectively.

. News Paper and LinkedIn followed closely with mean ranks of 6.55 and 6.42, respectively. This

indicates that traditional media such as newspapers and professional networking platforms like
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LinkedIn are also perceived as having a substantial impact, though slightly less so compared to
online marketing.

Television and E-Mail also received relatively high mean ranks of 6.39 and 6.04, respectively,
pointing to their continued importance in marketing despite the rise of digital channels.

Twitter and Blogs were rated equally, both having a mean rank of 5.93, suggesting that these
platforms are perceived similarly in terms of their impact on marketing.

Pamphlet, Facebook, and Radio showed moderate mean ranks of 5.59, 5.85, and 5.37,
respectively. This implies that while these channels are recognized for their marketing potential,
they are not considered as impactful as the higher-ranked channels.

Text Messages received the lowest mean rank of 5.25, indicating that respondents view it as the
least effective marketing channel among those evaluated.

These findings demonstrate a clear differentiation in the perceived effectiveness of various
marketing channels, with online marketing being perceived as the most effective and text
messages as the least impactful. This variance underscores the importance of selecting
appropriate channels based on their perceived effectiveness to optimize marketing strategies.

Conclusion:

The study reveals significant variations in how different marketing channels are perceived in
terms of their impact on marketing. Online Marketing is viewed as the most effective channel,
reflecting its strong presence and influence in the digital era. Traditional media channels such as
Newspapers and Television, as well as professional platforms like LinkedIn, are also considered
impactful but to a lesser extent. On the other hand, channels like Text Messages and Radio are
perceived as less effective compared to others.

These findings indicate that businesses should prioritize Online Marketing and other high-
ranking channels to maximize their marketing impact. While traditional media still holds value,
its role is diminishing compared to digital platforms. Understanding these perceptions can help
businesses allocate resources more effectively and tailor their marketing strategies to meet
consumer expectations and preferences.

Recommendations:

Focus on Digital Channels: Given the high ranking of Online Marketing, businesses should
invest more in digital marketing strategies, including social media, search engine marketing, and
email campaigns, to leverage their greater impact.

Evaluate Traditional Media: While traditional media such as Newspapers and Television remain
important, businesses should assess their cost-effectiveness and ROI in comparison to digital
channels. Use traditional media selectively to complement digital efforts where appropriate.
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Reassess Low-Ranking Channels: Channels like Text Messages and Radio received lower mean
ranks. Businesses should evaluate the cost and benefits of these channels and consider reducing
investment in them if they do not align with their marketing objectives.

Integrate Marketing Strategies: Develop an integrated marketing strategy that combines high-
impact digital channels with traditional media where it can add value. This holistic approach
ensures broader reach and more effective audience engagement.

Monitor and Adapt: Continuously monitor the performance of various marketing channels and
adapt strategies based on changing consumer preferences and market trends to maintain
relevance and effectiveness.

By implementing these recommendations, businesses can optimize their marketing efforts and
better meet the needs of their target audiences.

Limitations of the Study:

Sample Diversity: The study was conducted across only four cities in Madhya Pradesh (Bhopal,
Indore, Jabalpur, and Gwalior). The findings may not be generalizable to other regions or
demographic groups, potentially limiting the scope of applicability.

Sample Size: Although the sample size of 400 is substantial, it may not fully capture the
diversity of opinions and preferences across all cities and sectors. A larger and more diverse
sample could provide a more comprehensive understanding of marketing channel preferences.

Respondent Bias: The responses might be influenced by personal biases or preferences of the
participants, which could skew the results. Additionally, self-reported data is subject to response
bias, where respondents may overstate or understate their preferences.

Changing Trends: Marketing preferences and the effectiveness of channels are subject to rapid
changes due to technological advancements and shifting consumer behaviors. The study's
findings may become outdated if there are significant changes in marketing trends after the study
period.

Limited Channels: The study focused on a specific set of marketing channels. Other emerging
channels or recent developments in marketing strategies were not considered, which might affect
the comprehensiveness of the findings.

Scope for Future Research:

Broader Geographic Scope: Future studies could expand the research to include a wider range of
locations, both within India and internationally, to enhance the generalizability of the findings.
Including diverse regions could provide insights into regional variations in marketing channel
preferences.
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2. Larger Sample Size: Increasing the sample size and incorporating different demographic groups
could yield more robust and representative results. This would help in understanding preferences
across various segments of the population.

3. Longitudinal Studies: Conducting longitudinal studies to track changes in marketing channel
effectiveness over time would provide valuable insights into how preferences and effectiveness
evolve with technological advancements and market trends.

4. Inclusion of Emerging Channels: Future research should include newer and emerging marketing
channels to evaluate their impact and effectiveness. This would ensure that the study captures the
most relevant and up-to-date information.

5. Mixed-Methods Approach: Employing a mixed-methods approach, combining quantitative and
qualitative data, could offer a deeper understanding of consumer preferences and the reasons
behind them. Qualitative insights could complement quantitative findings and provide richer
context.
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