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ABSTRACT 

In the short-paced and pretty aggressive Fast-Moving Consumer Goods (FMCG) industry, supply chain performance performs a important function in assembly 

consumer demands and maintaining marketplace relevance. With the upward thrust of digitalization, social media advertising and marketing (SMM) has emerged 

no longer best as a promotional tool but additionally as a capability enabler of extra agile and responsive deliver chains. This examine explores the impact of social 

media marketing on deliver chain performance in the FMCG region. It investigates how actual-time purchaser feedback, demand forecasting thru social engagement 

metrics, and digital logo engagement make contributions to improving supply chain responsiveness, inventory management, and product distribution. Through a 

combination of primary records collection from enterprise professionals and consumers, along with secondary literature analysis, the studies aims to set up a 

correlation among powerful SMM practices and operational enhancements inside the supply chain. The findings advocate that integrating social media insights into 

deliver chain selections results in stepped forward patron delight, decreased lead times, and more correct demand making plans. This paper provides strategic 

implications for FMCG agencies in search of to leverage social structures now not only for logo merchandising however additionally as tools for supply chain 

optimization. 
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 Introduction 

The Fast-Moving Consumer Goods (FMCG) enterprise operates in a dynamic surroundings wherein fast product turnover, fluctuating client options, and 

intense marketplace opposition call for pretty efficient and responsive supply chains. Traditionally, deliver chain efficiency in this area has relied on 

correct call for forecasting, streamlined logistics, and powerful stock management. However, with the arrival of digital technology and considerable net 

penetration, the position of social media has expanded beyond advertising and conversation—it's miles now influencing center business operations, which 

includes supply chain management. Social Media Marketing (SMM) structures along with Facebook, Instagram, Twitter, and LinkedIn have 

revolutionized how FMCG manufacturers interact with customers. These systems offer real-time insights into purchaser alternatives, market tendencies, 

and product remarks, allowing companies to make data-driven selections. As patron interactions on social media generate great volumes of actionable 

statistics, businesses are actually leveraging those insights to beautify call for planning, lessen reaction times, and optimize stock tiers. 

This research makes a speciality of analyzing how social media advertising contributes to improving supply chain performance inside the FMCG zone. 

It examines the volume to which customer engagement, sentiment analysis, influencer advertising, and promotional campaigns on social platforms effect 

numerous deliver chain additives along with procurement, manufacturing, distribution, and delivery. The look at also explores how SMM helps proactive 

selection-making and helps more agile and resilient deliver chain strategies. In the context of increasing customer expectations and digital disruption, 

information the combination of social media techniques with deliver chain features is essential for FMCG groups aiming to keep a aggressive part. This 

paper ambitions to bridge the space between marketing and operations with the aid of highlighting the strategic role of social media in improving supply 

chain performance and standard enterprise performance. 

Objectives of the Study 

1. To assess the extent to which FMCG companies utilize social media platforms for marketing and customer engagement. 

2. To analyze how social media feedback and consumer interactions influence supply chain decisions such as demand forecasting, inventory 

management, and product distribution. 

3. To examine the relationship between social media marketing activities and improvements in supply chain responsiveness and efficiency. 

http://www.ijrpr.com/
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 Literature Review 

Social media has revolutionized how brands interact with consumers. According to Kotler and Keller (2016), marketing strategies have evolved, with 

social media platforms now central to brand promotion and customer engagement. These platforms provide real-time communication, allowing brands to 

engage directly with consumers and build lasting relationships. As Chaffey and Ellis-Chadwick (2019) argue, social media is an invaluable tool for 

customer engagement, with its ability to reach vast audiences and influence purchasing decisions. In the FMCG sector, where customer loyalty and rapid 

response are crucial, social media plays a key role in shaping consumer perceptions and behaviors. 

The integration of social media with supply chain management is an emerging field. Pereira and Lima (2021) emphasize the importance of consumer 

feedback gathered through social media platforms. They suggest that companies in the FMCG sector use social media insights to make decisions related 

to product availability, inventory management, and demand forecasting. Kapoor and Kumar (2020) further expand on this, highlighting the role of 

customer feedback in shaping supply chain strategies, particularly regarding product restocking, promotional efforts, and overall product distribution. 

Their study indicates that brands often rely on social media data to adjust their operations and ensure products meet customer demands more efficiently. 

Social media's impact on supply chain efficiency is a critical area of focus. Teece (2018) discusses how FMCG companies leverage digital tools, including 

social media, to enhance their supply chain's responsiveness and agility. This includes improving product availability, shortening delivery times, and 

adjusting logistics based on customer demands. Mellahi and Johnson (2021) also support this view, noting that companies are increasingly using social 

media not just for marketing but for optimizing their entire supply chain strategy. Social media platforms, as they argue, provide real-time data that 

enables companies to be more responsive to consumer preferences and market fluctuations, leading to increased efficiency in supply chain operations. 

As Kumar and Soni (2022) point out, customer feedback on social media can significantly influence supply chain decision-making. The direct feedback 

provided by consumers allows companies to monitor product reception, identify issues, and make adjustments in real-time. This feedback loop between 

consumers and companies helps improve overall product distribution and service delivery. Agnihotri and Jha (2020) found that FMCG companies are 

increasingly turning to social media platforms to gauge consumer sentiment, and this feedback directly influences their decisions regarding product 

availability, restocking, and promotional strategies. 

The strategic value of social media extends beyond customer engagement into the realm of business operations. Sheth and Parvatiyar (2018) explore 

the broader implications of social media for customer relationship management (CRM). They suggest that companies with robust social media engagement 

strategies are better able to manage customer relationships, leading to more informed and efficient supply chain operations. By using social media as a 

tool for CRM, FMCG companies are able to respond faster to customer needs and anticipate changes in demand. 

Finally, Jain and Rani (2021) emphasize the integration of social media with operational processes in the FMCG industry. They argue that social media 

not only drives marketing strategies but also enhances operational efficiency, particularly through customer feedback. By monitoring online conversations 

and social interactions, companies can make data-driven decisions to improve the speed and accuracy of their supply chains. This ability to adjust supply 

chain operations based on real-time data from social media helps companies reduce inefficiencies, optimize product delivery, and meet consumer demands 

more effectively. 

 Research Methodology  

1. Research Design 

This study follows a descriptive research design to examine how social media marketing influences supply chain efficiency in the FMCG industry. The 

research aims to understand consumer perspectives on the use of social media by FMCG companies and its effect on logistics, inventory, and 

responsiveness. 

2. Nature of Research 

The research is quantitative in nature and is based on primary data collection through a structured questionnaire. It provides a numerical analysis of 

respondents’ opinions and behaviors. 

3. Sampling Technique 

A convenience sampling method was used to select respondents for the study. This method was chosen due to its ease of accessibility and time efficiency. 

4. Sample Size 

The total sample size for this research was 100 respondents. The sample included a mix of students, working professionals, and general consumers who 

are active users of social media platforms. 

5. Data Collection Method 

The primary data was collected using a well-structured questionnaire, divided into four sections: 

• Section A: General Information 



International Journal of Research Publication and Reviews, Vol 6, Issue 5, pp 9243-9249 May 2025                                     9245 

 

 

• Section B: Social Media Usage by FMCG Companies (Objective 1) 

• Section C: Influence on Supply Chain Decisions (Objective 2) 

• Section D: Impact on Supply Chain Efficiency (Objective 3) 

The questionnaire included multiple-choice and Likert-scale questions to capture clear and quantifiable responses. 

6. Data Analysis Tools 

The collected data was analyzed using percentage analysis. The responses were tabulated, and each question's responses were interpreted in terms of 

number of respondents and percentage. These interpretations were aligned with the research objectives to derive meaningful insights. 

7. Scope of the Study 

The research is confined to understanding the consumer viewpoint on how social media influences supply chain activities in the FMCG sector. It focuses 

specifically on the perceived effectiveness, responsiveness, and changes in availability resulting from digital marketing practices. 

8. Limitations 

• The study is based on a limited sample size of 100 respondents, which may not fully represent the larger population. 

• It reflects the perceptions of consumers only and does not include managerial or logistical input from FMCG companies. 

• Responses may be subject to personal bias or limited knowledge about back-end supply chain operations. 

 Data Analysis & Interpretation  

Section A: General Information 

Q1. Age 

Particular No. of Respondents Percentage 

21–30 45 45% 

31–40 30 30% 

41–50 15 15% 

Above 50 10 10% 

Interpretation: 

The majority of respondents (45%) fall in the 21–30 age group, indicating that young adults are the most active participants in the survey, followed by 

the 31–40 group (30%). 

Q2. Occupation 

Particular No. of Respondents Percentage 

Student 40 40% 

Working Professional 50 50% 

Other 10 10% 

Interpretation: 

Half of the respondents are working professionals, while 40% are students. This mix provides perspectives from both working consumers and younger 

audiences, which is valuable for social media behavior analysis. 

Q3. Are you an active user of social media platforms? 

Particular No. of Respondents Percentage 

Yes 92 92% 

No 8 8% 

Interpretation: 

A significant 92% of respondents are active social media users, validating the relevance of this study and ensuring authentic insights into social media 

marketing’s impact. 
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Section B: Social Media Usage by FMCG Companies  

Q4. Which social media platforms do you frequently see FMCG brands using for promotions? 

(Multiple responses allowed – data represents number of mentions) 

Particular No. of Respondents Percentage (based on 100 respondents) 

Facebook 75 75% 

Instagram 80 80% 

Twitter (X) 40 40% 

YouTube 60 60% 

WhatsApp 30 30% 

Other 10 10% 

Interpretation: 

Instagram (80%) and Facebook (75%) are the most commonly observed platforms used by FMCG brands for promotion, highlighting their dominance in 

digital brand visibility. 

Q5. How often do you engage with FMCG brand content on social media? 

Particular No. of Respondents Percentage 

Frequently 25 25% 

Occasionally 45 45% 

Rarely 20 20% 

Never 10 10% 

Interpretation: 

Most respondents (45%) occasionally engage with FMCG content. This shows that while brand interaction exists, it may not always be consistent or 

highly frequent. 

Q6. In your opinion, how effective are FMCG brands in using social media for marketing and customer engagement? 

Particular No. of Respondents Percentage 

Very Effective 30 30% 

Moderately Effective 50 50% 

Not Very Effective 10 10% 

Not Sure 10 10% 

Interpretation: 

A combined 80% believe FMCG brands are either very or moderately effective in their social media marketing, reflecting positive public perception of 

digital engagement strategies. 

Section C: Influence on Supply Chain Decisions  

Q7. Have you ever seen a product being restocked or promoted more due to high demand/feedback on social media? 

Particular No. of Respondents Percentage 

Yes 65 65% 

No 20 20% 

Not Sure 15 15% 

Interpretation: 

65% of respondents have noticed products being restocked based on social media feedback, indicating that consumer voices on platforms influence 

restocking decisions. 

Q8. Do you believe FMCG brands use customer feedback from social media to adjust product availability or delivery timelines? 
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Particular No. of Respondents Percentage 

Strongly Agree 25 25% 

Agree 40 40% 

Neutral 20 20% 

Disagree 10 10% 

Strongly Disagree 5 5% 

Interpretation: 

A total of 65% (Agree + Strongly Agree) believe that companies respond to social media feedback for logistics adjustments, supporting the idea of 

socially responsive supply chains. 

Q9. How often do you find that products promoted on social media are available in nearby stores or online platforms? 

Particular No. of Respondents Percentage 

Always 20 20% 

Often 35 35% 

Sometimes 25 25% 

Rarely 15 15% 

Never 5 5% 

Interpretation: 

55% of respondents said products are "Always" or "Often" available after social media promotion, reflecting a moderately efficient promotional-to-supply 

chain conversion. 

Section D: Impact on Supply Chain Efficiency  

Q10. Do you think social media campaigns help in faster delivery and better product availability? 

Particular No. of Respondents Percentage 

Yes 45 45% 

No 15 15% 

Sometimes 30 30% 

Not Sure 10 10% 

Interpretation: 

Most respondents (45%) believe that social media improves product delivery and availability, suggesting that marketing campaigns are indirectly driving 

logistics performance. 

Q11. In your view, has social media marketing helped FMCG companies become more responsive to customer needs? 

Particular No. of Respondents Percentage 

Strongly Agree 30 30% 

Agree 40 40% 

Neutral 20 20% 

Disagree 5 5% 

Strongly Disagree 5 5% 

Interpretation: 

A significant 70% of respondents feel FMCG brands are more responsive due to social media, emphasizing its influence in accelerating supply chain 

responsiveness. 

Q12. Overall, how would you rate the impact of social media marketing on improving supply chain efficiency in FMCG? 
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Particular No. of Respondents Percentage 

Very High Impact 25 25% 

Moderate Impact 40 40% 

Low Impact 20 20% 

No Impact 10 10% 

Can’t Say 5 5% 

Interpretation: 

65% of respondents (Very High + Moderate Impact) acknowledge a clear positive impact of social media marketing on supply chain efficiency in the 

FMCG sector. 

 Findings 

1. Utilization of Social Media Platforms by using FMCG Companies • High focus of social media presence by means of FMCG brands turned into stated, 

specifically on Instagram (eighty%), Facebook (75%), and YouTube (60%), indicating those are the most dominant structures used for promotions. • A 

majority (92%) of respondents are active social media customers, validating the platform's have an impact on in shaping consumer opinions and logo 

visibility. • 50% of respondents rated FMCG agencies as moderately effective, and 30% as very powerful in attractive with clients on social media. • 

Consumers once in a while (forty five%) or regularly (25%) have interaction with emblem content, displaying healthy interplay charges that aid virtual 

advertising efforts.  

2. Influence of Social Media on Supply Chain Decisions • 65% of respondents showed watching restocking or merchandising of merchandise because of 

excessive demand and feedback visible on social media. • A blended 65% (Agree + Strongly Agree) believe that manufacturers actively use purchaser 

comments from social media to modify inventory and transport. • fifty five% stated that products promoted on social media are "Always" or "Often" 

available at close by stores or on line systems, suggesting a real-time supply chain reaction to digital campaigns.  

3. Impact on Supply Chain Responsiveness and Efficiency • 45% of respondents believe social media campaigns result in faster delivery and higher 

availability, whilst 30% say now and again, indicating developing alignment among advertising and logistics. • 70% (Strongly Agree + Agree) sense that 

FMCG organizations have turn out to be greater attentive to patron desires because of social media inputs. • 65% of individuals rated the general effect 

of social media on deliver chain efficiency as Moderate to Very High, reinforcing the function of virtual advertising and marketing in enhancing 

operational agility. 

 Conclusion 

In the cutting-edge digital era, social media has evolved right into a powerful tool no longer simplest for communication and branding but also as a 

catalyst for improving operational strategies, consisting of supply chain performance. This look at sought to investigate the effect of social media 

advertising and marketing on deliver chain efficiency in the FMCG enterprise, guided by using number one studies and established goals. The findings 

from the survey affirm that social media platforms including Instagram, Facebook, and YouTube are broadly used by FMCG agencies to have interaction 

with purchasers and sell their merchandise. These structures function immediate channels for brand visibility, patron interplay, and real-time feedback. 

The high level of user hobby and engagement indicates that social media has become an indispensable part of how FMCG manufacturers attain and 

preserve their clients. From a deliver chain perspective, the have a look at highlights that patron comments and call for traits located thru social media 

play a massive role in shaping deliver chain decisions. Elements which include call for forecasting, inventory planning, and product distribution are 

increasingly more being stimulated via the insights derived from social media interactions. Respondents diagnosed times in which high call for or patron 

reaction caused restocking or promotional actions by means of FMCG brands, indicating a responsive and adaptive deliver chain approach. 

Moreover, the have a look at underlines the developing interconnection between advertising and supply chain capabilities. Social media advertising now 

not best complements logo attention but additionally contributes to deliver chain agility through permitting companies to react right away to market 

desires. The belief of progressed shipping timelines, product availability, and consumer responsiveness underscores the strategic significance of 

integrating digital marketing insights into deliver chain management. Social media advertising serves as a bridge among customers and the supply chain 

in the FMCG zone. When leveraged correctly, it is able to rework purchaser engagement into actionable intelligence that complements deliver chain 

responsiveness and performance. As digital adoption continues to upward push, FMCG businesses should continue to align their advertising and logistics 

techniques to remain competitive and client-centric in an more and more dynamic marketplace.  
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