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Abstract: Every business now needs a social media presence to thrive. Businesses and consumers can easily access social 

media websites. For this study, social media is the independent variable, consumer satisfaction is the dependent variable, and 

brand awareness is the mediating variable. The AIDA model is one of the most researched models. The researcher used a 

quantitative research design for this study. Three hundred questionnaires were distributed to respondents via a survey method. 

A total of 207 questionnaires were received, resulting in a response rate of 69%. Findings of this study reveal that social media, 
based on the AIDA Model, has a significant impact on consumer satisfaction levels. The researcher used Andrew Hayes’ method 

for mediation analysis. Social media users’ brand awareness positively influences the relationship between social media and 

consumer satisfaction. The results also indicate that brand awareness has a partial mediating effect. The study’s managerial 

implication suggests that restaurant owners and managers in Bokaro should implement social media marketing using the AIDA 

approach to attract consumers to their products and services.  
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INTRODUCTION   
Social media has become an essential part of daily life, 

influencing how people interact, conduct business, and 

access information. By January 2025, the number of social 

media users is expected to reach approximately 5.24 

billion, representing nearly 64% of the global population. 

This rapid growth has made social media a vital platform 

for businesses across sectors to promote their products and 

services. In India, the restaurant industry is expanding 
rapidly, with over 550,000 food service businesses and 

55,000 hotels. However, many of these establishments still 

lack formal social media strategies to attract and engage 

customers effectively. 

 

The AIDA model (Attention, Interest, Desire, Action) is 

widely applied in both traditional and digital marketing, 

helping businesses connect with potential customers. 

Popular platforms like Facebook, Instagram, YouTube, and 

WhatsApp each have over two billion active users, making 

them powerful tools for brand promotion. As Chaffey 

(2017) notes, social networking offers businesses a simple 
yet effective way to market to consumers, engage 

stakeholders, and interact internally. However, social 

media preferences differ by region and demographics, 

requiring businesses to identify and leverage the most 

impactful platforms for their target markets. 

 

Research Objectives: 

 To investigate the impact of social media on 

consumer satisfaction based on the AIDA model. 

 To analyze the mediating effects of brand 

awareness in the relationship between social 

media and consumer satisfaction 

 

Research Questions: 

 RQ1: What is the impact of social media on 

consumer satisfaction based on the AIDA model? 

 RQ2: Does brand awareness mediate the 
relationship between social media and consumer 

satisfaction? 

 

Research Hypotheses: 

 Hypothesis 1 (Hₐ₁): There is a positive association 

between social media and customer satisfaction. 

 Hypothesis 2 (Hₐ₂): Brand awareness and social 

capital mediate the relationship between social 

media and customer satisfaction. 

 

LITERATURE REVIEW AND RESEARCH GAP: 
Table 1: Literature Review Summary: 

Topic Major Contributors Research Gap 

Social media and 

Its Evolution 

Statista (2017), Hendricks (2013), Barker 

et al. (2016), Meta (2023), DataReportal 

(2024) 

Most existing research is global in nature 

focusing on evolution with little regional 

analysis, specifically India. 

Research Article 
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Current Use of 

Social Media 

Platforms 

History Cooperative (2016), Statista 

(2024), PR News (2017) 

Not much is known about how Bokaro 

restaurants pick platforms wisely. 

Advantages of 

Social Media for 

Business 

Copp (2016), Caruso (2016), Dane (2016), 

DataReportal (2024) 

There are not many studies linking benefits 

directly to restaurant customer satisfaction in 

local contexts. 

Disadvantages of 
Social Media for 

Business 

Brookins (2017), HubSpot (2023), 
Salesforce (2023), Sprout Social (2024), 

Brandwatch (2024) 

Small Indian restaurants on social media are 

hindered by time/resource constraints. 

Social Media 

Marketing and 

AIDA Model 

Michaelson & Stacks (2011), Ashcroft & 

Hoey (2001), Rowley (1998, 2002), Ghirvu 

(2013) 

AIDA model is underused in social media 

marketing of restaurants. 

Social Media and 

Customer 

Satisfaction 

Ramsaran-Fowdar & Fowdar (2013), 

Anjum (2012), Clark & Melancon (2013), 

FÃ¼ller et al. (2009) 

A focused study must be conducted in Bokaro 

– on social media ‘satisfaction’. 

Brand Awareness 

and Customer 

Satisfaction 

McKinsey (2023), Statista (2024), 

Salesforce (2024), HubSpot (2024), Keller 

(2004) 

Lack of understanding on how brand 

familiarity is enhanced in restaurant context 

Social Media and 

Brand Awareness 

Chen (2011), Chu (2011), Blackshaw & 

Nazzaro (2004), Mangold & Faulds (2009), 

Zhang et al. (2011) 

In Indian restaurants, little research has been 

done on real-time brand engagement metrics. 

Previous Studies 
on Social Media 

Dilhan Ztamura et al. (2014), Burim Prenaj 

(2016), Woo Gon Kim et al. (2016), Siti 
Zaleha (2015), Ghoshal (2010) 

AIDA and social media were used in few case 
studies in Bokaro’s restaurant sector. 

Research Gap and 

Conceptual 

Framework 

Little research in Indian context for 

restaurant marketing using social media; 

lack of AIDA model application in 

restaurant marketing 

A lack of localized studies connecting social 

media strategies with restaurants’ AIDA and 

customer satisfaction. 

 

RESEARCH METHODOLOGY: 
The study employed a positivist research philosophy with a deductive approach, focusing on hypothesis testing to explore 

relationships between variables. A quantitative research design was adopted using a survey method to assess the impact of social 
media, based on the AIDA model, on consumer loyalty, with brand awareness and social capital as mediators. The research 

population comprised customers of over 100 medium and large restaurants in Bokaro, India. A sample size of 207 respondents 

was selected through a random sampling technique, and data were collected using self-administered questionnaires distributed 

at restaurants during lunch and dinner hours. The questionnaire items were adapted from prior studies: Social Media (AIDA) – 

21 items (Hajli, 2014), Consumer Satisfaction – 6 items (Susskind, 2003), and Brand Awareness – 6 items (Hassan, 2015). 

 

For data analysis, SPSS version 27 was used to perform reliability and regression analyses, while Hayes’ mediation method 

(2013) was applied for testing mediation effects. This approach ensured accurate measurement of variable relationships and 

validation of the proposed hypotheses. The methodology enabled a structured examination of how social media engagement 

influences consumer behavior and loyalty within the restaurant industry in Bokaro, providing empirical evidence for marketing 

strategies in a digital context. 

 

Data Analysis: 

Table 2: Reliability Table: 

Reliability Statistics 

Cronbach's Alpha N of Items 

.824 33 

 

In the table above, the reliability analysis is given. In SPSS, for reliability analysis, Cronbach’s alpha test was run. The results 

showed a 0.824 value for the reliability of the questionnaire, which is considered the most appropriate figure for the ongoing 

process of data collection through the questionnaire. 

 

Table 3: Normality Test: 

Measure Value Std. Error 

Skewness -1.774 0.169 

Kurtosis 6.243 0.337 

 

The normality of the data was assessed using skewness and kurtosis values. The skewness value of -1.774 indicates a moderate 
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negative skew, suggesting that responses are slightly concentrated towards the higher end of consumer satisfaction. The kurtosis 

value of 6.243 reflects a leptokurtic distribution, meaning the data is more peaked than a normal distribution. However, both 

values fall within the acceptable threshold of ±7 as suggested by Hair et al. (2007), confirming that the data do not deviate 

significantly from normality and are suitable for regression and mediation analysis. 

 

Table 4: Demographic Profile of Respondents: 

Variable Category Frequency Percentage (%) 

Gender 
Male 191 92.3 

Female 16 7.7 

Age 

Under 20 50 24.2 

21–30 93 44.9 

31–40 52 25.1 

41–50 12 5.8 

Education 

12th Grade 51 24.6 

Graduate 132 63.8 

Master’s Degree 21 10.1 

Ph.D. 3 1.4 

 

The study collected responses from 207 participants, primarily male (92.3%), with only 7.7% female respondents. The majority 

of respondents were in the 21–30 age group (44.9%), followed by 31–40 years (25.1%) and under 20 years (24.2%), while only 

5.8% were aged 41–50. 

 

In terms of education, most participants were graduates (63.8%), while 24.6% had completed 12th grade, 10.1% held a master’s 

degree, and only 1.4% were Ph.D. holders. These results indicate that the respondents were predominantly young, educated 
males, reflecting the active customer segment of restaurants in Bokaro. 

 

Regression Analysis and Mediation Analysis: 

Table 5: Regression Analysis – Effect of Social Media on Consumer Satisfaction (CS): 

Model Summary R R² MSE F df1 df2 P 

 0.3955 0.1564 0.0070 38.0044 1 205 0.000 

 

Table 6: Regression Analysis – Effect of Social Media on Brand Awareness (BA): 

Coefficients Coeff SE T P LLCI ULCI 

Constant 0.3243 0.0605 5.3609 0.000 0.2050 0.4435 

SMAIDA 1.9404 0.3148 6.1648 0.000 1.3198 2.5610 

 

Model Summary R R² MSE F df1 df2 P 

 0.4007 0.1606 0.0083 39.2130 1 205 0.000 

Coefficients Coeff SE T P LLCI ULCI 

Constant 0.1965 0.0659 2.9824 0.0032 0.0666 0.3265 

SMAIDA 2.1472 0.3429 6.2620 0.000 1.4712 2.8233 

 

The regression analysis indicates that social media marketing based on the AIDA model significantly impacts consumer 

satisfaction. The model explains 15.64% of the variance in consumer satisfaction (R² = 0.1564, p < 0.001), with the coefficient 

(β = 1.9404) suggesting that a one-unit increase in social media efforts results in a 1.94-unit increase in consumer satisfaction. 

Similarly, social media significantly affects brand awareness, explaining 16.06% of the variance (R² = 0.1606, p < 0.001). The 

coefficient (β = 2.1472) indicates that each unit increase in social media activities increases brand awareness by 2.14 units. 

 

Table 7: Mediation Analysis – Role of Brand Awareness Between Social Media and Consumer Satisfaction: 

Model Summary R R² MSE F df1 df2 P 

 0.4224 0.1784 0.0068 22.1462 2 204 0.000 
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Coefficients Coeff SE t p LLCI ULCI 

Constant 0.2951 0.0611 4.8285 0.0000 0.1746 0.4157 

SMAIDA 1.6222 0.3399 4.7729 0.0000 0.9521 2.2923 

BA 0.1482 0.0634 2.3369 0.0204 0.0232 0.2733 

 
The mediation analysis reveals that brand awareness partially mediates the relationship between social media and consumer 

satisfaction. When brand awareness is included, the effect of social media decreases from 1.9404 to 1.6222, and brand awareness 

itself has a positive and significant effect (β = 0.1482, p = 0.0204). This suggests that social media not only influences consumer 

satisfaction directly but also indirectly through brand awareness. 

 

Hypothesis Testing: 

Hypothesis Statements Accepted Rejected 

H1. There is positive association between social media and customer 

satisfaction. 

Accepted  

H2. Brand awareness and social capital mediates the relationship 

between social media and customer satisfaction. 

Accepted  

 H1: There is a positive association between 

social media and customer satisfaction 
This hypothesis was supported, meaning that 
social media marketing efforts—particularly 

when structured around the AIDA model—

significantly enhance customer satisfaction in the 

restaurant sector. This finding suggests that 

effective social media strategies can increase 

engagement, influence purchase decisions, and 

improve overall customer experiences. 

 H2: Brand awareness mediates the relationship 

between social media and customer satisfaction 
This hypothesis was also accepted, confirming 

that brand awareness acts as a partial mediator. 
In practical terms, this means that while social 

media has a direct positive effect on customer 

satisfaction, its impact is amplified when 

customers are more aware of the brand. Therefore, 

businesses should focus not only on social media 

presence but also on strengthening brand 

awareness to maximize customer satisfaction. 

 

DISCUSSION AND FINDINGS: 
The study aimed to examine the impact of social media on 

consumer satisfaction in the restaurant sector in Bokaro, 

India, using the AIDA model with brand awareness as a 

mediator. 

 

Findings show that social media marketing based on the 

AIDA model has a significant positive effect on consumer 

satisfaction. 

 

Brand awareness partially mediates the relationship 
between social media and consumer satisfaction, 

amplifying the positive impact. 

 

Restaurant managers and owners should strategically use 

social media with the AIDA model and focus on building 

brand awareness to maximize customer satisfaction. 

 

Results are consistent with prior research (Al-Dhuhli et al., 

2013; Rasool, 2015), emphasizing the positive role of 

social media in enhancing consumer satisfaction. 

Social media is considered a powerful tool for customer 

engagement, relationship building, and retention 

(Ramsaran-Fowdar & Fowdar, 2013). 
 

Other studies (Anjum et al., 2012; Clark & Melancon, 

2013; Muhammad & Abdul, 2012) also confirm that social 

media marketing improves customer acquisition, 

satisfaction, and loyalty. 

 

Managerial Implications: 

Organizations and academics across different sectors could 

potentially use the results of this study. This thesis can 

assist students in their research. Additionally, this study 

contributes to the literature on using social media sites 

based on the AIDA model for advertising to reach the 
maximum audience. 

 

The research offers some implications for restaurant 

managers. Managers should actively seek to understand 

which social media sites are most popular among 

consumers so they can advertise their products there and 

attract customer attention.  

 

To better understand customer needs and feedback, 

managers should consistently gather comments from social 

media platforms. 

 

Limitations and Future Recommendations: 

There are different limitations of this study given below. 

 One limitation of this research is that while the 

quantitative method was used for this research, future 

researchers should be encouraged to apply the same 

variables in qualitative research. 

 The second limitation was to use a higher sample size, 

as a 207 sample size is very small compared to the 

restaurants and consumers visiting them regularly. 

Future researchers should try to use a higher sample 
size if they want their findings to be easily 

generalizable to the maximum population. 

 Only one mediator was used in this study: This was the 

third limitation. Future probes should use multiple 

mediators to extend the results and impacts of social 

media on consumer satisfaction. 
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 The fourth limitation of this study was that it was done 

only in the restaurant sector in Bokaro, India. The 

researchers suggest that they should use this model 

with more independent variables, mediators, and 
moderators, and in other sectors of the country, 

because these days, social media has become popular 

for advertising for even multinational companies. 

 

CONCLUSIONS: 
Any business would need social media in today’s 

competitive world to be successful. It is a very Important 
tool used to attract potential clients and new customers to 

any company. The increased popularity of social media has 

replaced earlier marketing methods. 

 

The study aimed to analyze the effects of social media on 

consumer satisfaction dependent on the AIDA model, 

while investigating the mediating effect of brand 

awareness. The target area selected for the study is Bokaro 

city, with the restaurant sector. Social media is an 

affordable and effective platform for small businesses like 

restaurants looking to broaden and advance their business 
in a competitive environment. Social media platforms such 

as Facebook, Twitter, Instagram, YouTube, and many 

others are excellent sites for restaurants to do advertising. 

These sites allow you to reach out to thousands of people 

easily at a very low cost. Restaurants are given great 

opportunities to have their information available on these 

social media sites, which will help their consumers to be 

well-informed of these restaurants’ product offerings and 

take the opportunity to avail of products and services of 

their choice. 
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