
 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 

ISSN (Online): 3048-7722 

Volume 3, Issue 4, July-Aug-2025, PP: 1-15 
 

1 

 

Effect of Social Media Marketing on Brand Awareness: 

A Case Study of Ime Motors Pvt. Ltd. (Ashok Leyland, 

Panipokhari, Kathmandu) 
Sumit Pandey 

 
Abstract – This study explores the impact of social media marketing on brand awareness, focusing on IME Motors Pvt. Ltd., a 

growing automotive company in Nepal. In the digital age, businesses are increasingly turning to social media platforms to reach 

their target audience, build brand identity, and promote customer engagement. The study aims to examine how social media 

content, platform usage, and user interaction contribute to consumer awareness and perception of the IME Motors brand. The 

research follows a descriptive design, relying on primary data collected through structured questionnaires distributed to social 

media users familiar with IME Motors. A total of 120 valid responses were analyzed. The questionnaire included demographic 

information and a series of Likert-scale statements assessing users’ opinions on the usefulness, attractiveness, and effectiveness 

of IME Motors’ social media content. The platforms primarily considered in the study include Facebook, Instagram, and 

YouTube, which are among the most popular in Nepal. Findings from the analysis indicate that social media plays a significant 

role in shaping brand awareness. A notable 59.2% of respondents were aware of IME Motors' presence on social media, and 

35.8% mentioned they first learned about the brand through these platforms. The majority of users agreed that social media 

marketing makes the brand more visible and helps them understand the company's offerings better. Furthermore, 65.8% of 

participants believed that social media helps build stronger brand awareness, while 60.8% stated they are more likely to 

consider IME Motors after seeing social media advertisements.The study also revealed that visually appealing and informative 

content enhances customer engagement. Respondents found the content provided by IME Motors to be useful and relevant, and 

many expressed a willingness to recommend the brand based on their online experience. While direct conversion actions such as 

visiting the showroom or making a purchase were less frequent, about 24.2% of respondents had contacted or visited a 

showroom after seeing a post or ad online, indicating a measurable impact on consumer behavior.Despite the positive findings, 

the study acknowledges several limitations. These include a relatively small sample size, limited geographic coverage, and 

reliance on self-reported data. In addition, the research focused on only a few major platforms and did not track long-term 

behavioral outcomes or compare IME Motors' performance to that of competitors.In conclusion, the research supports the 

hypothesis that social media marketing significantly contributes to brand awareness for IME Motors Pvt. Ltd. The study 

recommends that the company continue investing in engaging content, platform-specific strategies, and active customer 

interaction. By doing so, IME Motors can strengthen its digital presence and build a more recognizable and trustworthy brand 

in the competitive automotive market of Nepal. This study provides valuable findings for marketers, business managers, and 

researchers interested in the role of digital media in brand development. Future research could expand on this work by 

including more diverse regions, using larger samples, and applying advanced data analysis techniques to assess long-term 

impact and return on investment. 
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I. INTRODUCTION  
 

           

Background of The Study 

In today’s digital world, businesses are increasingly using 

social media as a powerful tool for marketing and 

communication. Social media platforms such as Facebook, 

Instagram, YouTube, and Twitter have changed the way 

companies reach their customers. These platforms allow 

businesses to directly connect with a wide audience, 

promote their products or services, and build stronger 

relationships with customers. Social media marketing 

(SMM) is now a major part of marketing strategies for 

many businesses, including in Nepal. 

 

Brand awareness plays an important role in the success of 

any business. When people recognize and remember a 

brand, they are more likely to consider it while making a 

purchase decision. For a company to grow and stay 

competitive, it needs to maintain strong brand awareness in 

the market. Social media marketing helps companies 

increase their brand visibility, engage with customers, and 

share their brand values with a larger audience. 

 

This study focuses on the effect of social media marketing 

on brand awareness, using IME Motors Pvt. Ltd. as a case 

study. IME Motors Pvt. Ltd. is the authorized distributor 

of Ashok Leyland commercial vehicles in Nepal. The 

company operates in a highly competitive market and aims 

to build a strong image of its brand among potential 

customers. As more people in Nepal use the internet and 

social media, it becomes important for companies like 

IME Motors to make use of these platforms to improve 

their marketing performance. 

  

The purpose of this study is to understand how IME 

Motors uses social media for marketing and how this 

affects the awareness of its brand among consumers. The 

findings from this research can help the company improve 

its marketing strategies and gain better results from its 

online efforts. This study will also help other businesses 

learn how social media can influence brand awareness in 

the Nepali market. 
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Statement of The Problem 

In recent years, social media has become one of the most 

important marketing tools for businesses. However, many 

companies still struggle to understand how effectively their 

social media efforts contribute to brand awareness. IME 

Motors Pvt. Ltd., the authorized distributor of Ashok 

Leyland vehicles in Nepal, is one such company that 

actively uses social media platforms to promote its brand 

and products. Despite these efforts, it remains unclear 

whether these activities are successfully creating awareness 

and a positive image of the brand among target customers. 

The key problem is the lack of clear information on how 

social media marketing affects the brand awareness of IME 

Motors. Without this understanding, the company may be 

investing time and resources into strategies that may not 

produce the desired results. This study aims to identify the 

impact of social media marketing on brand awareness and 

provide insights that can help improve the company’s 

marketing performance. 

  

II. REVIEW OF LITERATURE 
 

National Studies 

Sharma, Agarwal, and Aggarwal (2024) conducted a 

comprehensive study to evaluate the impact of social 

media marketing on brand awareness and image. Based on 

data collected from 366 respondents, the research 

highlighted that platforms like YouTube, Facebook, and 

Twitter are widely regarded as the most trustworthy 

channels for promotional communication. The authors 

emphasized the growing importance of influencer 

marketing, noting that consumers tend to rely heavily on 

the recommendations of online personalities when making 

purchasing decisions. The study also found that frequent 

and relevant engagement through social media platforms 

significantly boosts a brand’s visibility and shapes positive 

brand associations. Overall, the research suggests that 

companies investing in social media marketing—especially 

through trusted influencers and consistent content 

strategies—are more likely to improve both brand 

awareness and brand image within a competitive digital 

environment. 

 

Bajpai, Mishra, and Khare (2023) explored how social 

media marketing strategies influence brand awareness in 

two-tier cities of India. Through a combination of survey 

data and focus group insights, the study revealed that small 

and mid-sized businesses in these cities benefit 

substantially from cost-effective digital campaigns. The 

findings indicate that tailored content and localized 

messaging on platforms such as Facebook and WhatsApp 

can significantly improve brand recall and recognition 

among urban and semi-urban populations. Moreover, the 

study highlights the importance of adapting content to 

reflect regional values and preferences, as well as the 

effectiveness of interactive formats like polls and regional 

language content. The authors concluded that social media 

has democratized marketing, enabling smaller firms to 

compete with larger brands through strategic and targeted 

outreach. 

 

Mujiburrehman, Ravi, and Vidani (2024), in their 

empirical study focused on Ahmedabad, Mujiburrehman, 

Ravi, and Vidani (2024) analyzed how social media 

marketing affects brand awareness in the wristwatch retail 

sector. The research utilized a mixed-method approach, 

integrating surveys and content analysis to examine the 

effectiveness of promotional activities on platforms like 

Instagram and Facebook. Results indicated that high-

frequency posts, appealing visuals, and interactive content 

(such as contests and live demos) were strongly associated 

with increased brand recognition. The authors also 

observed that customer engagement played a crucial 

mediating role—brands that actively responded to queries 

and feedback were more likely to foster consumer trust. 

Their findings support the notion that strategic digital 

presence and consistent audience interaction significantly 

enhance brand recall, particularly for fashion-related 

products in urban Indian markets. 

 

Rai and Dahal (2024) examined the relationship between 

social media marketing initiatives and brand loyalty in 

Nepal’s consumer goods sector. By conducting a 

quantitative survey of Nepalese consumers, they found that 

the informativeness, credibility, and entertainment value of 

content were significant predictors of brand loyalty. The 

study further indicated that consistent and trustworthy 

content helps build positive attitudes toward the brand, 

which in turn enhances both recall and retention. 

Emotional appeal and culturally relevant messaging were 

also found to strengthen consumer engagement. The 

authors concluded that well-executed social media 

strategies not only build brand awareness but also create a 

loyal customer base in a digitally evolving marketplace 

like Nepal. 

 

Sthapit and Vaidya (2024) explored the role of social 

media marketing in driving digital transformation among 

Nepalese businesses. The research, based on case studies 

and semi- structured interviews with marketing 

professionals, identified that strategic use of platforms like 

Facebook and TikTok led to higher levels of customer 

engagement, operational efficiency, and brand visibility. 

The study also found that businesses that integrated digital 

content planning with customer service functions (e.g., 

chatbots and direct messaging) reported greater brand 

recall and customer satisfaction. The findings suggest that 

social media is not only a promotional tool but a 

transformative medium that redefines how businesses 

communicate with their customers and manage brand 

perception in the digital era. 

 

According to Digital Gurkha (2025), social media has 

become one of the most crucial tools for branding in 

Nepal. The blog-based study analyzed current digital 

marketing trends and concluded that platforms such as 
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Facebook, Instagram, and TikTok play a vital role in 

shaping consumer behavior. The report emphasized the 

effectiveness of visual storytelling, real-time engagement, 

and influencer collaborations in raising brand visibility. It 

also noted that businesses that maintain regular content 

schedules and invest in social media advertising 

experience higher rates of consumer recall and trust. 

Digital Gurkha advocates for small businesses to embrace 

digital marketing not only for promotional purposes but 

also as a strategic investment in long-term brand growth. 

 

International Studies 

Zeqiri et al. (2024) conducted a comprehensive study 

across five emerging economies—North Macedonia, 

Albania, Kosovo, Romania, and Ukraine—to assess the 

impact of social media marketing on brand awareness, 

consumer brand engagement, and purchase intention. 

Utilizing the Uses and Gratifications Theory and the 

theory of consumer brand engagement, the researchers 

collected data from 1,808 social media users through self-

administered online surveys. The findings revealed that 

social media marketing positively influences brand 

awareness and consumer engagement, which in turn affect 

purchase intentions. However, the strength of these 

relationships varied across countries, indicating that 

cultural and regional factors play a moderating role. The 

study underscores the necessity for marketers to tailor 

social media strategies to specific national contexts to 

enhance brand awareness effectively. 

 

Setiawan et al. (2024) examined how social media 

marketing influences brand awareness, brand image, 

customer engagement, and purchase decisions, focusing on 

the Indonesian chocolate brand SilverQueen. Employing 

Signal Processing and Information Processing theories, the 

researchers conducted a quantitative survey with 105 

respondents who had interacted with SilverQueen's social 

media content. The analysis, performed using Partial Least 

Squares Structural Equation Modeling, indicated that 

social media marketing significantly enhances brand 

awareness and image, leading to increased customer 

engagement and purchase decisions. The study highlights 

the critical role of effective social media strategies in 

shaping consumer perceptions and behaviors in the 

confectionery industry. 

 

Trinh and Le (2023) investigated the impact of social 

media marketing efforts on brand awareness within 

Vietnam's real estate industry. The study identified five 

key factors of social media marketing: interaction, 

trendiness, entertainment, customization, and electronic 

word- of-mouth (eWOM). Through a quantitative 

approach, the researchers found that all factors positively 

influence brand awareness, with customization having the 

most significant effect. Interestingly, while trendiness had 

a positive impact, its effect was less pronounced compared 

to other factors. The findings suggest that real estate 

companies should prioritize personalized and engaging 

content to enhance brand recognition among consumers. 

 

Kurniasih et al. (2024) explored the role of social media in 

creating brand awareness and purchase intention, focusing 

on Nako Coffee in Indonesia. Utilizing a Structural 

Equation Modeling approach with data from 100 

respondents, the study found that social media significantly 

influences both brand awareness and purchase intention. 

Moreover, brand awareness was identified as a mediating 

factor between social media marketing and purchase 

intention. The research emphasizes the importance of 

leveraging social media platforms to build brand 

recognition, which subsequently drives consumer 

purchasing behavior. 

 

Cheung, Pires, and Rosenberger (2019) developed a 

conceptual model to examine the effects of social media 

marketing on brand awareness and brand image. Their 

research highlighted that social media marketing activities, 

such as content creation, interaction, and community 

engagement, positively influence brand awareness and 

image. The study also noted that the effectiveness of these 

activities is moderated by factors like consumer 

demographics and cultural context. The authors concluded 

that a well-executed social media strategy could 

significantly enhance a brand's visibility and reputation in 

the market. 

 

Guerrero and Ahmad (2020) investigated the influence of 

social media marketing on brand awareness among small 

businesses. Through qualitative research, they found that 

social media platforms serve as vital tools for small 

enterprises to increase brand visibility and engage with 

customers. The study emphasized that consistent and 

authentic social media presence helps build strong 

relationships with consumers, leading to enhanced brand 

recognition and loyalty. The authors recommend that small 

businesses invest in social media strategies to compete 

effectively in the digital marketplace. 

 

III. RESEARCH OBJECTIVES AND 

METHODOLOGY 
 

Research Objectives 

The main objective of this study is to assess the effect of 

social media marketing on brand awareness, with specific 

reference to IME Motors Pvt. Ltd. 

The specific objectives are: 

 

 To examine the current social media marketing 

strategies used by IME Motors Pvt. Ltd. 

 

 To evaluate the impact of these strategies on customer 

awareness and brand recognition. 

 

 To identify the most effective social media platforms for 

enhancing brand visibility. 
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 To understand customer perception of IME Motors as 

influenced by social media content. 

 To provide recommendations for improving social 

media marketing practices to strengthen brand 

awareness. 

 

Research Design 

This study employs a descriptive and explanatory research 

design to examine the relationship between social media 

marketing and brand awareness in the context of IME 

Motors Pvt. Ltd. A quantitative approach is applied to 

analyze statistical data gathered through structured 

surveys. The cross-sectional method is used to collect data 

at a single point in time. The design allows for the 

systematic analysis of the impact of social media strategies 

on brand perception. 

 

Nature and Source of Data 

The study is based on both primary and secondary data. 

Primary data includes direct responses from customers and 

social media users of IME Motors Pvt. Ltd. via 

questionnaires. Secondary data is gathered from academic 

journals, company reports, websites, and previously 

published research related to social media marketing and 

brand awareness. 

 

Population and Sample 

The population of the study comprises existing and 

potential customers of IME Motors Pvt. Ltd., particularly 

those who engage with the company through social media 

platforms. A sample size of 120 respondents was selected, 

representing individuals who are active social media users 

in Kathmandu, especially around the Panipokhari area. 

 

Sampling Techniques 

A non-probability convenience sampling technique was 

used for selecting respondents. This method was 

appropriate due to the accessibility of participants who 

follow IME Motors on platforms such as Facebook, 

Instagram, and YouTube and are willing to participate in 

the study. 

 

Data Collection Methods 

 Primary Data: Collected using a structured questionnaire 

distributed online and in person. The questionnaire 

includes closed-ended questions focusing on the 

impact of social media marketing elements (e.g., 

content, engagement, trust) on brand awareness. 

 Secondary Data: Obtained from credible sources such as 

peer-reviewed journals, official company websites, 

digital marketing reports, books, and previously 

published academic research. These sources provided 

background context and supported the theoretical 

framework. 

 

Data Analysis and Presentation Techniques 

Data were analyzed using Microsoft Excel, applying basic 

descriptive statistics such as frequency, percentage. The 

results were presented using tables, bar charts, and pie 

charts to show trends and summarize respondents’ views 

on social media marketing and brand awareness of IME 

Motors Pvt. Ltd. 

 

Ethical Considerations 

Ethical principles were strictly followed throughout the 

research process. Participation in the survey was voluntary, 

and respondents were informed about the purpose of the 

study before giving their consent. Personal information 

was kept confidential, and responses were used solely for 

academic purposes. No deception or coercion was 

involved, and participants had the right to withdraw at any 

time. Data were stored securely and anonymized during 

analysis and reporting to protect respondent identity. 

 

 

 

 

 

IV. DATA ANALYSIS AND RESULTS 

 
Table 1: Age Distribution of Respondents 

Age Group Number of 

Respondents 

Percentage 

Below 20 13 10.8% 

21-30 47 39.2% 

31-40 35 29.2% 

41-50 19 15.8% 

Above 50 6 5.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 1, it can be observed that out of 

the total 120 respondents, 10.8% are below 20 years, 

39.2% are between 21-30 years, 29.2% are between 31-40 

years, 15.8% are between 41-50 years, and 5.0% are above 

50 years. 

 

Table 2: Gender Distribution of Respondents 

 

Gender Number of 

Respondents 

Percentage 
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Male 73 60.8% 

Female 47 39.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 2, it can be observed that out of 

the total 120 respondents, 60.8% are male and 39.2% are 

female. 

  

 

 

Table 3: Educational Qualification of Respondents 

Educational 

Qualification 

Number of 

Respondents 

Percentage 

Secondary 11 9.2% 

Higher 

Secondary 

23 19.2% 

Bachelor's 

Degree 

51 42.5% 

Master's 

Degree or 

above 

35 29.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 3, it can be observed that out of 

the total 120 respondents, 9.2% have secondary education, 

19.2% have higher secondary education, 42.5% have 

bachelor's degree, and 29.2% have master's degree or 

above. 

  

Table 4: Occupation of Respondents 

Occupation Number of Percentage 

Respondents 

Student 29 24.2% 

Business 33 27.5% 

Service 

(Private/Government) 

41 34.2% 

Other 17 14.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 4, it can be observed that out of 

the total 120 respondents, 24.2% are students, 27.5% are 

in business, 34.2% are in service sector, and 14.2% are in 

other occupations. 

  

Table 5: Average Monthly Income of Respondents 

Monthly Income Number of 

Respondents 

Percentage 

Less than NPR 

20,000 

21 17.5% 

NPR 20,001 - 

40,000 

38 31.7% 

NPR 40,001 - 

60,000 

37 30.8% 

Above NPR 

60,000 

24 20.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 5, it can be observed that out of 

the total 120 respondents, 17.5% earn less than NPR 
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20,000, 31.7% earn between NPR 20,001-40,000, 30.8% 

earn between 

NPR 40,001-60,000, and 20.0% earn above NPR 60,000. 

  

Table 6: Social Media Platforms Used by Respondents 

Platform Number of 

Respondents 

Percentage 

Facebook 89 74.2% 

Instagram 67 55.8% 

YouTube 78 65.0% 

TikTok 43 35.8% 

Twitter 25 20.8% 

Others 12 10.0% 

 
 

Interpretation: From Table 6, it can be observed that out of 

the total 120 respondents, 74.2% use Facebook, 55.8% use 

Instagram, 65.0% use YouTube, 35.8% use TikTok, 

20.8% use Twitter, and 10.0% use other platforms. 

  

Table 7: Frequency of Social Media Usage 

Frequency Number of 

Respondents 

Percentage 

Daily 83 69.2% 

3-4 times 

a week 

23 19.2% 

Weekly 9 7.5% 

Rarely 5 4.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 7, it can be observed that out of 

the total 120 respondents, 69.2% use social media daily, 

19.2% use 3-4 times a week, 7.5% use weekly, and 4.2% 

use rarely. 

  

Table 8: Awareness of IME Motors' Social Media Posts 

Response Number of 

Respondents 

Percentage 

Yes 71 59.2% 

No 49 40.8% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 8, it can be observed that out of 

the total 120 respondents, 59.2% have seen IME Motors' 

social media posts and 40.8% have not seen their posts. 

  

Table 9: First Source of Awareness about IME Motors 

Source Number of 

Respondents 

Percentage 

Social media 43 35.8% 

Word of mouth 31 25.8% 

Showroom visit 23 19.2% 

Website 13 10.8% 

Traditional media 10 8.3% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 9, it can be observed that out of 

the total 120 respondents, 35.8% first became aware 

through social media, 25.8% through word of mouth, 

19.2% through showroom visit, 10.8% through website, 

and 8.3% through traditional media. 
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Table 10: IME Motors' Social Media Presence Makes 

Brand More Visible 
Response Number of 

Respondent

s 

Percentage 

Strongly 

Disagree 

(1) 

7 5.8% 

Disagree 

(2) 

11 9.2% 

Neutral 

(3) 

23 19.2% 

Agree (4) 49 40.8% 

Strongly 

Agree (5) 

30 25.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 10, it can be observed that out 

of the total 120 respondents, 5.8% strongly disagree, 9.2% 

disagree, 19.2% are neutral, 40.8% agree, and 25.0% 

strongly agree that IME Motors' social media presence 

makes the brand more visible. 

  

Table 11: Content Shared by IME Motors is Informative 

and Useful 

Response Number of 

Respondents 

Percentage 

Strongly 

Disagree (1) 

5 4.2% 

Disagree (2) 13 10.8% 

Neutral (3) 27 22.5% 

Agree (4) 51 42.5% 

Strongly 

Agree (5) 

24 20.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 11, it can be observed that out 

of the total 120 respondents, 4.2% strongly disagree, 

10.8% disagree, 22.5% are neutral, 42.5% agree, and 

20.0% strongly agree that content shared by IME Motors 

is informative and useful. 

  

Table 12: Trust in Brand Due to Social Media Engagement 

Response Number of 

Respondents 

Percentage 

Strongly Disagree 

(1) 

9 7.5% 

Disagree (2) 17 14.2% 

Neutral (3) 31 25.8% 

Agree (4) 39 32.5% 

Strongly Agree (5) 24 20.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 12, it can be observed that out 

of the total 120 respondents, 7.5% strongly disagree, 

14.2% disagree, 25.8% are neutral, 32.5% agree, and 

20.0% strongly agree that they trust the brand more 

because of its social media engagement. 

  

Table 13: Social Media Posts Influence Perception of IME 

Motors 

Response Number of 

Respondents 

Percentage 

Strongly 

Disagree (1) 

6 5.0% 
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Disagree (2) 15 12.5% 

Neutral (3) 29 24.2% 

Agree (4) 45 37.5% 

Strongly Agree 

(5) 

25 20.8% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 13, it can be observed that out 

of the total 120 respondents, 5.0% strongly disagree, 

12.5% disagree, 24.2% are neutral, 37.5% agree, and 

20.8% strongly agree that social media posts influence 

their perception of IME Motors. 

  

Table 14: IME Motors' Content is Creative and Engaging 

Response Number of 

Respondents 

Percentage 

Strongly 

Disagree (1) 

8 6.7% 

Disagree (2) 19 15.8% 

Neutral (3) 33 27.5% 

Agree (4) 37 30.8% 

Strongly 

Agree (5) 

23 19.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 14, it can be observed that out 

of the total 120 respondents, 6.7% strongly disagree, 

15.8% disagree, 27.5% are neutral, 30.8% agree, and 

19.2% strongly agree that IME Motors' content is creative 

and engaging. 

  

Table 15: IME Motors Responds Well to Queries or 

Comments Online 

Response Number of 

Respondents 

Percentage 

Strongly 

Disagree (1) 

11 9.2% 

Disagree (2) 21 17.5% 

Neutral (3) 41 34.2% 

Agree (4) 29 24.2% 

Strongly 

Agree (5) 

18 15.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 15, it can be observed that out 

of the total 120 respondents, 9.2% strongly disagree, 

17.5% disagree, 34.2% are neutral, 24.2% agree, and 

15.0% strongly agree that IME Motors responds well to 

queries or comments online. 

  

Table 16: Likelihood to Recommend IME Motors After 

Seeing Social Media 

Response Number of 

Respondents 

Percentage 

Strongly Disagree 

(1) 

7 5.8% 

Disagree (2) 13 10.8% 

Neutral (3) 35 29.2% 

Agree (4) 41 34.2% 

Strongly Agree (5) 24 20.0% 

Total 120 100.0% 
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Interpretation: From Table 16, it can be observed that out 

of the total 120 respondents, 5.8% strongly disagree, 

10.8% disagree, 29.2% are neutral, 34.2% agree, and 

20.0% strongly agree that they are more likely to 

recommend IME Motors after seeing their social media. 

  

Table 17: Recall of Slogans or Taglines Used by IME 

Motors 

Response Number of 

Respondents 

Percentage 

Yes 37 30.8% 

No 83 69.2% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 17, it can be observed that out 

of the total 120 respondents, 30.8% can recall slogans or 

taglines used by IME Motors and 69.2% cannot recall 

them. 

  

Table 18: Awareness Level of IME Motors' Brand 

Awareness 

Level 

Number of 

Respondents 

Percentage 

Not aware at 

all (1) 

9 7.5% 

Slightly aware 

(2) 

21 17.5% 

Moderately 

aware (3) 

33 27.5% 

Aware (4) 39 32.5% 

Very aware (5) 18 15.0% 

Total 120 100.0% 

 

 
Interpretation: From Table 18, it can be observed that out 

of the total 120 respondents, 7.5% are not aware at all, 

17.5% are slightly aware, 27.5% are moderately aware, 

32.5% are aware, and 15.0% are very aware of IME 

Motors' brand. 

  

Table 19: Likelihood to Consider IME Motors When 

Buying Commercial Vehicle 

Likelihood Number of 

Respondents 

Percentage 

Very unlikely 13 10.8% 

Unlikely 19 15.8% 

Neutral 31 25.8% 

Likely 41 34.2% 

Very likely 16 13.3% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 19, it can be observed that out 

of the total 120 respondents, 10.8% are very unlikely, 

15.8% are unlikely, 25.8% are neutral, 34.2% are likely, 

and 13.3% are very likely to consider IME Motors when 

buying a commercial vehicle. 

  

Table 20: Following IME Motors on Social Media 

Platforms 

Response Number of 

Respondents 

Percentage 

Yes 47 39.2% 

No 73 60.8% 

Total 120 100.0% 
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Interpretation: From Table 20, it can be observed that out 

of the total 120 respondents, 39.2% follow IME Motors on 

social media platforms and 60.8% do not follow them. 

  

Table 21: Type of Content Most Engaged With 

Content Type Number of 

Respondents 

Percentage 

Product 

photos/videos 

43 35.8% 

Customer 

reviews/testimonials 

29 24.2% 

Behind-the-scenes 

content 

17 14.2% 

Special 

offers/promotions 

21 17.5% 

Educational posts 10 8.3% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 21, it can be observed that out 

of the total 120 respondents, 35.8% engage most with 

product photos/videos, 24.2% with customer 

reviews/testimonials, 14.2% with behind-the-scenes 

content, 17.5% with special offers/promotions, and 8.3% 

with educational posts. 

  

Table 22: Interaction with IME Motors' Posts 

Response Number of 

Respondents 

Percentage 

Yes 53 44.2% 

No 67 55.8% 

Total 120 100.0% 

 

 
Interpretation: From Table 22, it can be observed that out 

of the total 120 respondents, 44.2% have interacted with 

IME Motors' posts and 55.8% have not interacted with 

their posts. 

  

Table 23: Contact or Visit After Seeing Social Media Ads 

Response Number of 

Respondents 

Percentage 

Yes 29 24.2% 

No 91 75.8% 

Total 120 100.0% 

 

 
Interpretation: From Table 23, it can be observed that out 

of the total 120 respondents, 24.2% have contacted or 

visited IME Motors after seeing their social media ads and 

75.8% have not. 

  

Table 24: Social Media Helping Build Stronger Brand 

Awareness 

Response Number of 

Respondents 

Percentage 

Yes 79 65.8% 

No 41 34.2% 

Total 120 100.0% 
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Interpretation: From Table 24, it can be observed that out 

of the total 120 respondents, 65.8% think social media is 

helping IME Motors build stronger brand awareness and 

34.2% think it is not. 

  

Table 25: Effectiveness of IME Motors' Social Media 

Campaigns 

Effectiveness 

Rating 

Number of 

Respondents 

Percentage 

Very ineffective 

(1) 

11 9.2% 

Ineffective (2) 17 14.2% 

Neutral (3) 35 29.2% 

Effective (4) 41 34.2% 

Very effective 

(5) 

16 13.3% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 25, it can be observed that out 

of the total 120 respondents, 9.2% find campaigns very 

ineffective, 14.2% find them ineffective, 29.2% are 

neutral, 34.2% find them effective, and 13.3% find them 

very effective. 

  

Table 26: Suggestion to Invest More in Social Media 

Marketing 

Response Number of 

Respondents 

Percentage 

Yes 81 67.5% 

No 39 32.5% 

Total 120 100.0% 

 
Interpretation: From Table 26, it can be observed that out 

of the total 120 respondents, 67.5% suggest IME Motors 

should invest more in social media marketing and 32.5% 

suggest they should not. 

  

Table 27: Most Effective Platform for IME Motors 

Platform Number of 

Respondents 

Percentage 

Facebook 47 39.2% 

Instagram 31 25.8% 

YouTube 27 22.5% 

TikTok 9 7.5% 

Other 6 5.0% 

Total 120 100.0% 

 

 
 

Interpretation: From Table 27, it can be observed that out 

of the total 120 respondents, 39.2% consider Facebook 

most effective, 25.8% consider Instagram, 22.5% consider 

YouTube, 7.5% consider TikTok, and 5.0% consider other 

platforms most effective for IME Motors. 

 

V. FINDINGS AND CONCLUSION 
 

 The majority of respondents (39.2%) are in the age 

group of 21-30 years. 

 The majority of respondents (60.8%) are male. 

 The majority of respondents (42.5%) have a bachelor's 

degree. 

 The majority of respondents (34.2%) work in the service 

sector. 

 The majority of respondents (31.7%) earn between NPR 

20,001-40,000 monthly. 
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 The majority of respondents (74.2%) use Facebook as 

their primary social media platform. 

 The majority of respondents (69.2%) use social media 

daily. 

 The majority of respondents (59.2%) have seen IME 

Motors' social media posts. 

 The majority of respondents (35.8%) first became aware 

of IME Motors through social media. 

 The majority of respondents (40.8%) agree that IME 

Motors' social media presence makes the brand more 

visible. 

 The majority of respondents (42.5%) agree that content 

shared by IME Motors is informative and useful. 

 The majority of respondents (32.5%) agree that they 

trust the brand more because of its social media 

engagement. 

 The majority of respondents (37.5%) agree that social 

media posts influence their perception of IME Motors. 

 The majority of respondents (30.8%) agree that IME 

Motors' content is creative and engaging. 

 The majority of respondents (34.2%) are neutral about 

IME Motors responding well to queries or comments 

online. 

 The majority of respondents (34.2%) agree that they are 

more likely to recommend IME Motors after seeing 

their social media. 

 The majority of respondents (69.2%) cannot recall 

slogans or taglines used by IME Motors. 

 The majority of respondents (32.5%) are aware of IME 

Motors' brand. 

 The majority of respondents (34.2%) are likely to 

consider IME Motors when buying a commercial 

vehicle. 

 The majority of respondents (60.8%) do not follow IME 

Motors on social media platforms. 

 The majority of respondents (35.8%) engage most with 

product photos/videos. 

 The majority of respondents (55.8%) have not interacted 

with IME Motors' posts. 

 The majority of respondents (75.8%) have not contacted 

or visited IME Motors after seeing their social media 

ads. 

 The majority of respondents (65.8%) think social media 

is helping IME Motors build stronger brand 

awareness. 

 The majority of respondents (34.2%) find IME Motors' 

social media campaigns effective. 

 The majority of respondents (67.5%) suggest IME 

Motors should invest more in social media marketing. 

 The majority of respondents (39.2%) consider Facebook 

the most effective platform for IME Motors. 
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