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[bookmark: _Toc216474589]Abstract 
This study examines the role of the social media marketing strategy on the development of start-ups with special attention to Hylo Athletics, a green-sourcing footwear enterprise. The research problem is to comprehend the role of social media strategy in determining such critical variables as brand recognition, customer interest, customer retention and the increase of sales of timely start-up in the competitive and niche sustainable fashion market. The survey of 30 respondents was used to gather data and visualize the perception of the participants regarding the social media activities of Hylo Athletics. The research discovered that social media marketing is critical in the development of start-ups, particularly in the increased sales that is relatable to the elevated brand visibility. The findings showed that customer relationship via social media is a major drink of customer loyalty that, in the process, has a positive influence on revenue creation. However, the issues like budget limitations and the absence of competitive edge were mentioned as those that prevent Hylo Athletics to capitalize on the potential of social media marketing. However, the study highlights the usefulness of cost-effective approaches such as collaboration with micro-influencers and user-created content. Such strategies enable start-ups which have limited financial resources to establish significant brand interactions and spur engagement. These results will indicate that social media is not a mere marketing tool but a necessary asset in the sustainable brand building. In the case of companies such as Hylo Athletics, social media allows such firms to create awareness of their brands, establish relationships with consumers who are socially-minded and create lasting loyalty, which eventually helps such businesses expand in the competitive market. The study can be of importance to other sustainable start-ups which are looking to utilize social media to increase their market share and level of business success.
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[bookmark: _Toc216474594]Chapter 1: Introduction 
[bookmark: _Toc216474595]1.1 Introduction to the Research 
The use of social media marketing is already becoming a compelling tool of the start-ups, which offer cost-effective means of accessing the international audience and also establishing brand awareness. There is a growing popularity of digital platforms in the area where companies can reach specific demographics and increase the degree of visibility and establish the loyalty of customers (Nasti et al., 2024). When applied to start-ups, and especially in a competitive and niche market, social media offers an opportunity to compete with larger firms without significant financial investments (Ekstener and Manoury, 2022). Hylo Athletics is a sustainable footwear that produces biodegradable running shoes and is located in the UK; the application of social media as a marketing instrument will enable the business enterprise to promote its products, attract consumers and grow the market share.

[bookmark: _Toc216474596]1.2 Origin of the Research
The heightened role of digital marketing, particularly the social media in the generation of brand awareness and customer engagement has led to the rise of interest in the impact of digital marketing on start-ups. The growing popularity of sustainable businesses is accompanied by the need to adopt the best marketing strategies that would attract eco-friendly markets. The research will consider the importance of social media marketing as a factor towards building sustainable brands using the case of Hylo Athletics, which is a start-up company promoting the sales of its environmentally-friendly products in the competitive market through digital channels.

[bookmark: _Toc216474597]1.3 Research aim, objectives and questions 
[bookmark: _Toc216474598]1.3.1 Research Aim 
This study aims to understand how social media marketing strategies affect the development of start-ups with reference to Hylo Athletics, a sustainable brand that engages in the manufacture of athletic footwear.

[bookmark: _Toc216474599]1.3.2 Research Objectives 
· To examine the different platforms and techniques Hylo Athletics utilises in its social media campaigns, including content types, paid advertising and influencer collaborations.
· To evaluate how the social media strategies contribute to increasing visibility and recognition of Hylo Athletics in the market, particularly in the context of sustainability.
· To explore how Hylo Athletics uses social media to build strong relationships with its customers, create an engaged community and promoting customer loyalty.
· To investigate the obstacles Hylo Athletics faces in implementing effective social media strategies and the potential opportunities it can exploit for further growth and market penetration.

[bookmark: _Toc216474600]1.3.3 Research Questions 
· What social media platforms and techniques does Hylo Athletics use in its marketing campaigns?
· How do Hylo Athletics’ social media strategies contribute to increasing its visibility and recognition in the market, especially in the context of sustainability?
· In what ways does Hylo Athletics use social media to foster customer engagement and build loyalty?
· What challenges does Hylo Athletics face in implementing social media marketing strategies and what opportunities exist for further growth and market penetration?

[bookmark: _Toc216474601]1.4 Problem Statement 
Although the importance of social media marketing in business development is increasingly being acknowledged, it can be noted that the literature on it has a significant gap in respect to its effect on start-ups, especially those that are sustainable such as Hylo Athletics. The available literature primarily addresses the overall efficacy of social media, and little is done on how these strategies affect customer attraction, sales and general brand development of the eco-friendly start-ups (Bruce et al., 2025). This study targets to address this gap by looking at the custom-made application of social media to market start-up development that is sustainability-focused in competitive markets.

[bookmark: _Toc216474602]1.5 Significance of the Study 
The paper is meaningful because it adds to the body of scholarly literature by investigating the narrow area of social media marketing on sustainable start-ups. In a practical sense, it provides useful information to those businesses that intend on using social media to develop brand recognition and customer loyalty, particularly in competitive and sustainability markets. Learning how social media strategies affect the engagement and growth may assist start-ups such as Hylo Athletics in creating more effective marketing strategies to have more reach and attain business success.

[bookmark: _Toc216474603]1.6 Rationale of the Study
The rising dependence on social media as a means of marketing, particularly by start-ups, is one of the reasons why this research is necessary. Social media provides a cheap channel through which a business can communicate with a wide audience in the world and build brand loyalty. With the business being sustainable such as Hylo Athletics, social media is essential in their communication of their brand identity of being eco-friendly, raise awareness and create customer loyalty (Jang and Choi, 2025). To determine how social media is shaping these factors, it is crucial to start-ups that seek to succeed in competitive and sustainability-driven markets.

[bookmark: _Toc216474604]1.7 Outline of the Study 
The structure of this dissertation is as follows: Chapter 1 presents the topic of the research, objectives and importance. Chapter 2 provides a literature review of the existing research on social media marketing and start-up development. Chapter 3 provides the research methodology. Chapter 4 includes data analysis and discussion. The chapter 5 ends with the conclusion, key findings, implications, and recommendations.

[bookmark: _Toc216474605]1.8 Summary of the Chapter 
Chapter 1 presented the study of the effect that social media marketing has on the growth of start-ups with the case of Hylo Athletics. It has given the research aim, objectives, and questions by highlighting on the need to comprehend how social media approach brings visibility, customer interaction, and increase especially in sustainable companies in competitive markets.



[bookmark: _Toc216474606]Chapter 2: Literature Review 
[bookmark: _Toc216474607]2.1 Introduction to the Literature Review 
This literature review is aimed at investigating available works concerning the social media as a marketing approach, specifically its role in the development of start-ups and brands. This chapter is related to the purpose of the research because it investigates the ways social media can make sustainable start-ups successful, such as Hylo Athletics. It will bring up some of the most essential issues in social media marketing in start-ups, brand building, customer engagement, challenges and growth opportunities, which will form the basis of the methodology and analysis in future chapters.

[bookmark: _Toc216474608]2.2 Social Media Marketing Overview 
Social media marketing is the application of social media channels to advertise products, services and brands. These activities include sharing content, interacting with followers, paid advertising, and partnering with influencers in order to fulfil the marketing objectives. Social media marketing has been improved throughout the years to become more complex, with focused and segmented data, oriented marketing campaigns that tend to directly engage customers, motivate and secure their loyalty, and even result in sales (Nur and Siregar, 2024). In the beginning, the social platforms such as MySpace and Friendster were limited to personal communication, however, the emergence of Facebook, Twitter, and Instagram has turned out to be effective marketing platforms. In 2024, about 73 percent of marketers are active social media platforms promoting their businesses, with Instagram, Facebook and LinkedIn being the most popular (American Marketing Association, 2024). In a survey that was conducted in 2025 among marketers around the world, approximately 83 percent of them indicated that they used Facebook to market their products (Statista, 2025). At ranked 2 in respect with Instagram and LinkedIn with 78 and 69 percent respectively, other respondents cited.
[image: ]
[bookmark: _Toc216462428]Figure 1: Most used social media platforms by marketers worldwide as of January 2025. (Statista, 2025)
Social media has been vital in the current business set ups by influencing the concept of brand identity, creating global connectivity and encouraging personal one to one communication between businesses and customers (Isibor et al., 2021). It enables companies to interact with their customers in real-time, get an immediate response, and customise their marketing activities according to the data analytics. One of the aspects of social media marketing is the possibility of being targeted at certain demographics, which means that companies can deliver the contents to the right audience in a personalised manner (Sharma and Ashfaq, 2023).
Facebook, Instagram, Twitter, LinkedIn, and TikTok are some of the platforms that offer businesses different tools to reach their target market. The visual content is not only popular in Facebook and Instagram, but also there is Twitter, where it is used to get updated and interact in real-time. LinkedIn targets professional connections, and TikTok is gaining recognition as a short content that people post consisting of short and engaging videos (Rusi, 2025). Such highly popular platforms are necessary to connect with the different customer groups and promote the brand development by providing customised content and targeting ads.
The trend of social media marketing has modernized greatly, and applications such as Facebook, Instagram, and TikTok became crucial in building the brand (Nur and Siregar, 2024). Whereas Sharma and Ashfaq, (2023) emphasize the significance of the personalized content delivery approach to attract a certain segment of people, Isibor et al., (2021) note the importance of applying the approach of real-time customer communication to strengthen the brand image and stimulate customer loyalty. This comparison implies that during the initial stage of growth, such as start-ups as Hylo Athletics, need not only concentrate on targeted content but, first and foremost, focus on interacting with customers directly, through real-time and interactive communication as the sole means of achieving maximum brand awareness and customer loyalty.

[bookmark: _Toc216474609]2.3 The Role of Social Media in Start-Up Growth 
The role played by social media in the growth of startups is gaining momentum in this context and this provides unique benefits to the startup firms in comparison to the established brands. The niche positioning, agility and low budget opportunities availed through social media can be employed by startups such as Hylo Athletics in comparison to large incumbents. It has been observed that startups relying on social platforms achieve faster visibility and brand loyalty because of face-to-face contact (Bruce et al., 2025). An example of such use is Hylo Athletics, the startup of sustainable footwear, narrating the story of their eco-friendly methods through Instagram and TikTok, inviting user generated content and interacting with eco conscious audiences and consequently offsetting low spending on conventional advertising.
The social media offers a level of competition that startups can use to beat bigger businesses in small markets. Research has shown that the cost effective reach, real time feedback loops and growth by community helps to the advantage of startups (Hemanth kumar et al., 2025). With a world population of over 5.4 -billion social media users in 2025, and brand discovery through social media that takes into consideration around 58 -percent of the consumers, Hylo Athletics will be able to place its biodegradable footwear in the highly engaged customers who are considerate on issues of sustainability (Sprinklr, 2025). In comparison, bigger brands tend to use the strategies of mass media that are more expensive and less personal.
Finally, social media has effects on brand recognition and customer acquisition by startups. Statistically, 78 percent of small firms use social media as a way to draw attention to the brand and posts containing images are with 10 times more responses than text-only ones (Synup, 2025). In the case of Hylo Athletics, the use of visual rich content displaying product development, influencer cooperation, and postings to the community can be used to create awareness, transform the followers into customers and boost penetration in the sustainable apparel market. According to Bruce et al., (2025), startups such as Hylo Athletics have a higher exposure and brand loyalty when contacting the subscribers through direct social media interaction, whereas Hemanth Kumar et al., (2025) refer to cost-efficient reach and real-time feedback loops. This is backed by Sprinklr, (2025), where it is stated that social media presents a competitive advantage unlike mass media, and it is a must in an environment with limited budget where a start-up needs it the most.

[bookmark: _Toc216474610]2.4 Social Media and Brand Development 
The use of social media is essential in building brand identity because it helps to ensure the establishment of direct and interactive customer relationships. This engagement aids in building a healthy brand equity, no, brands can capitalize on social platforms to match the customer values, market their spirit, and to differentiate themselves. The studies indicate that social media marketing enables the brands to develop trust and emotional bonds, the focus of long-term brand equity (Hafez, 2021). In case of Hylo Athletics, which is an environmentally friendly footwear company, social networking sites such as Instagram and TikTok will be vital in spreading their sustainability message. By posting the use of their biodegradable products regularly, Hylo Athletics reminds its customers that it cares about the environment, which strengthens its brand image as an environmentally friendly product in the footwear market.
Brand-created content (BGC), and user-created content (UGC) are considered to be one of the best content strategies to develop brand awareness and engagement (Karadağ et al., 2024). Such contents breed a community spirit and loyalty to the customer. As an example, Hylo Athletics promotes customers to post their activities that benefit the environment on social media, thus promoting the company values. The brand building of Hylo Athletics is facilitated by behind-the-scenes (videotapes about the development of sustainable products) content and influencer partnerships as well (Harju, 2023).
A start-up like Hylo Athletics can also use influencer marketing to reach specific niche audiences to markets that are eco-conscious. This is because micro-influencers have the ability to spread the brand message with devoted and active followers inexpensively compared to conventional advertising (Ramaifo, 2024). Influencer partnerships have the potential to enable Hylo Athletics to gain trust and develop brand credibility, which is essential to place them in the competitive market of sustainable fashion. Hafez, (2021) and Karadağ et al., (2024) reconcile the fact that trust and emotional connections are vital to establishing a brand equity and Hafez, focuses more on the long-term brand value, whereas Karadağ et al., attach more relevance to user-created and brand-created content. Harju, (2023) and Ramaifo, (2024) endorse influencer marketing use because it is effective in gaining brand credibility. In the case of start-ups such as Hylo Athletics, such strategies will serve to enhance their case of sustainability and attract the attention of the eco-friendly consumer target.

[bookmark: _Toc216474611]2.5 Social Media and Customer Engagement 
The social media platforms are a unique advantage that can give businesses rare chance to interact with customers at real time, create direct communication and brand loyalty. It has been found that by engaging live in real-time, the brands are able to respond to the questions that customers may have, manage issues brought up by consumers, along with giving them distinctive experiences, all of which considerably contribute to an increased level of customer satisfaction and brand loyalty (Rane et al., 2023). In the case of Hylo Athletics, responding to customer remarks and engaging followers on such platforms as Instagram, TikTok will enable the company to solve customer feedback rapidly, share the success of eco-friendly practices, and share user-created content, which enhances the brand community further.
Likes, comments, and shares are some of the key metrics that show how customers are engaging in the social media. Research indicates that the greater the level of interaction on posts, the greater the level of brand relationship and retention of customers (Oncioiu et al., 2021). As an illustration, when Hylo Athletics publishes information about their range of sustainable practices, customer engagement, manifested through like and comment reactions, will reflect the connection of the community to the values of the brand, which will be translated into customer loyalty.
Hylo Athletics as a start-up utilizes social media to build an active community of environmentally conscious customers who believe in the brand mission related to the environment. This is due to the fact that by creating open communications and inviting customers to submit their stories, the brand establishes long-term relationships (Siregar et al., 2023). Nevertheless, some issues like modifications to algorithms and saturation with content might make engagement difficult, particularly when it comes to small start-ups with scarce resources on how to continuously create content (Marjomaki, 2025). Nevertheless, Hylo Athletics is persisting in creating brand loyalty by remaining uncompromising in its mission and communicating in a real way with its community.
According to Rane et al., (2023) and Oncioiu et al., (2021), a strong relationship of real-time interaction and involvement in brand building is essential to be included to create brand loyalty, which applies to start-ups such as Hylo Athletics. Siregar et al., (2023) concur with it by noting that open communication leads to long-term relationships. Marjomaki, (2025) is wary, though, that small start-ups may be put on the wrong side by content saturation and algorithm modifications. Even with all these problems, Hylo Athletics still interacts effectively with its community which strengthens customer loyalty.

[bookmark: _Toc216474612]2.6 Challenges of Social Media Marketing for Start-Ups 
Start-ups have limited resources in most cases to adopt social media marketing strategies. The presence of budget limitations is one of the greatest challenges because small companies such as Hylo Athletics might lack the funds to conduct large-scale paid promotion and involve special marketing departments (Stollings, 2021; Weber, 2002). Moreover, most start-ups lack experience in social media marketing and are unable to make the content fit various platforms and communicate with their target market efficiently (Saini and Thorat, 2025). In the case of Hylo Athletics, it consists of using more organic sources like user-generated content and influencer collaborations as the visibility can be achieved without spending a lot of money on advertising.
Competition and the problem of visibility is the other issue that is facing the start-ups. Millions of businesses are present on the social media, making it a challenge to start-ups to raise themselves against the competitive clatter. It is especially the case with niche markets such as sustainable fashion where such brands as Hylo Athletics have to compete with big corporations as well as different small businesses that also promote environmentally friendly products (Novello, 2020). To address this, start-ups should be creative in their approach to attract attention with the help of utilizing mechanisms of engagement like targeted content and engagement with communities.
Furthermore, social media marketing is also made hard by technological challenges and content challenges. Start-ups do not have the resources to optimize the content to different platforms or even have ideas on how ever-shifting algorithms can influence organic reach (Oyeyemi et al., 2024). As well, the production of contents should be of high quality and provided regularly, which might be hard without dedicated teams. In the case of Hylo Athletics, it will imply the balance of content creation and its main objective, to promote sustainable products, and it will make sure that the posts will appeal to the eco-conscious audience.
According to Stollings, (2021) and Weber, (2002), start-ups such as Hylo Athletics struggle with the budget limitations, making massive paid promotions a challenge. Saini and Thorat, (2025) further indicate that lack of experience in the use of social media marketing makes the situation even more complicated. However, Novello, (2020) concurs with competition in niche markets but underlines creativity in dealing with the problem of visibility. According to Oyeyemi et al., (2024), adapting to changing algorithms and quality of the content can also be problematic. These problems are significant to Hylo Athletics because they need to be resourceful and increase community involvement as means to hip over resource constraints.

[bookmark: _Toc216474613]2.7 Opportunities for Growth through Social Media 
Viral marketing could be used effectively by startups to boost their brand message and increase their audience with minimal costs involved. The platform with the viral video format (such as TikTok) would help a brand develop and share interesting content that can be easily viral and increase their reach fast. Research indicates that viral content can greatly advance brand awareness and help a community develop at a very fast rate, particularly when the content appeals to the user on the emotional level (Kim and Kim, 2024). With the help of the short-form video feature of TikTok, Hylo Athletics can use the stories, positive customer reviews, and showcasing its products to expand its following, and a dedicated team can help it obtain the audience on its behalf.
The other appropriate method of sustainable branding is micro-influencer partnerships. Bridging the gap between eco-sensitive consumers and Hylo Athletics can be achieved more naturally and less expensively with the assistance of micro-influencers who have a more engaged niche audience. In studies, it has been emphasized that the micro-influencers are especially helpful in establishing authentic relations and confidence among their audience (Annasari, 2025). Through their collaboration with social media influencers who share their ideas of sustainability, Hylo Athletics will have an opportunity to increase brand credibility and reach.
Also, new opportunities are introduced with new content creation technologies such as AI, podcasting, and data analytics, which give new possibilities to start-ups. These technologies allow more personal marketing, more streamlined content plans, and providing more information on customer behavior and allow brands such as Hylo Athletics to perfect and enforce their marketing initiatives and achieve growth. Kim and Kim, (2024) explain the efficiency of viral marketing, especially with the use of such an application as TikTok in terms of increasing recognition of the brand and reaching a large number of people in a short time. Annasari, (2025) confirms the usefulness of micro-influencers, noting that micro-influencers have the advantage of establishing legitimate relations with niche markets at a reduced rate. Both Kim and Kim, and Annasari, identify the strategies that would best address Hylo Athletics and assist them in overcoming budget limitations and reach out to the eco-conscious population. Individualised marketing becomes even more optimised and personalised with the introduction of AI and the art of data analytics (as mentioned by Kim and Kim).

[bookmark: _Toc216474614]2.8 Conceptual Framework 
Conceptual Framework

Brand Visibility


Customer Engagement
Social Media Marketing Strategies

Customer Loyalty

Sales and Revenue Growth



In the study, the dependent variable will be the "Social Media Marketing Strategies," which will mention the methods and approaches applied by Hylo Athletics to market its brand, attract consumers, and be more visible on such platforms as Instagram and TikTok. The independent variables are Customer Loyalty, a measure of the degree of attachment and recurrent business caused by social media contacts with the company; Customer Engagement, the degree of active participation in the consumption of the social media content produced by the company; Brand Visibility, that is, how often the brand appears in the feeds of people; and Sales and Revenue Growth, which determines the influence of the social media on the financial performance of the company.

[bookmark: _Toc216474615]2.9 Summary of the Chapter 
The chapter has discussed the social media factor in the growth of start-ups, in which such strategies as the use of platforms, regularity of content, and collaborations with persons of influence play a significant role. It has also discussed how the strategies can encourage customer engagement and loyalty especially to sustainable brands. The findings can be seen to be in line with the research questions and objectives and how social media has an impact on the development of a brands. The following chapter will be based on this literature to describe the research methodology and approach.



[bookmark: _Toc216474616]Chapter 3: Research Methods and Methodologies 
[bookmark: _Toc216474617]3.1 Introduction to Methodology 
Chapter 3 gives the methodology to be applied in data collection and analysis of this research. The quantitative approach of studying the influence of social media marketing strategies on the growth of a start-up is conducted in the study with particular reference to Hylo Athletics. The chapter is a discussion of research philosophy, approach, research design, sampling techniques, data collection processes, research analysis techniques and ethical aspects giving us a complete guideline on how better to understand the research process.

[bookmark: _Toc216474618]3.2 Research Philosophy 
The study makes use of a positivist philosophy according to which it is important to focus on observable, measurable facts and objective analysis. The concept of positivism is based on the assumption that reality does exist without the researcher and can be learned with the help of empirical data, which are quantifiable and can be statistically analyzed (Ali, 2024). Positivism is specifically appropriate in this research because it supports the aim of determining and measuring the relationships between the use of social media marketing and the growth of start-ups. Positivism enables a rigorous and objective analysis of the effect of social media on customer engagement and brand visibility by using the methods of measuring patterns and correlation (La’Keisha, 2025). This method will allow the necessary objectivity of the assessment of marketing approaches to the start-ups like Hylo Athletics.

[bookmark: _Toc216474619]3.3 Research Approach 
The given study adheres to the quantitative approach as it is the best method to test the hypothesis and determine the connection between two variables. Quantitative approach would, especially, be effective in determining the effectiveness of social media marketing in the context of start-up development because quantitative method can be implemented by taking surveys to measure the effect and then analyzing the results statistically. It can be done with the help of statistical methods, including frequency, correlation, and regression analysis, and trends observed and cause-effect links between the marketing traits and the organization performance could be identified (Zakhidov, 2024). Furthermore, the quantitative approach used makes it easier to generalize the results to a greater population since the findings concerning the sample of the participants can be generalized on the larger population of consumers of social media and start-up businesses.

[bookmark: _Toc216474620]3.4 Research Design 
The study is based on the quantitative research design, which is typically applied when analyzing variables in measurable form and testing hypotheses in the organized and statistical contexts (Ghanad, 2023). This study is suited to this design because it enables the gathering of numerical data using a survey questionnaire, which will be crucial in determining the relationship between the social media marketing strategies and the start-up growth. A quantitative design can be used to identify patterns, trends, and connection that can help gain credible and objective information about how these strategies impact consumer interest, brand awareness, and customer loyalty (Rane et al., 2023). Moreover, this design can support the research goals since the findings will be statistically significant, and these findings can be applied to a larger group of consumers and businesses in the market.

[bookmark: _Toc216474621]3.5 Sampling 
There are 30 respondents as the survey sample that gives an insight into the trends and associations in the sample. The results however cannot be generalized to the rest of the larger population because of the small size. The sample size used is suitable in a small scale quantitative study because the sample size is large enough to do the statistical analysis of frequency, correlation and regression and at the same time can be handled in a postgraduate research study. The sample will include adults aged 18-40 in the UK that have interacted with Hylo Athletics in the past on such platforms as Instagram and TikTok. This inclusion criterion will guarantee that the participants are acquainted with the brand and its marketing strategies that diverse and useful reactions will be made, which can be relevant to the research goals (Lim, 2025). The convenience sampling is provided by the purpose of utilizing a more accessible and economical method to sample used in this work.

[bookmark: _Toc216474622]3.6 Data Collection Methods 
The survey questionnaire will be used to acquire information regarding the perceptions of the participants towards the social media marketing strategies of Hylo Athletics. To measure the attitudes towards brand visibility, customer engagements, and loyalty, the questionnaires will have a combination of closed-ended and Likert scale questions. The closed ended questions offer data that is easy to quantify and the items of Likert scale enable measuring the agreement levels of the participants with statements about their experiences and perception of the brand (Baburajan et al., 2020). Data gathered will be used in exploring the relationships of the social media marketing strategies, brand visibility and increased sales. The results are however limited as the sample size is very small hence cannot be conclusive to confirm the cause and effect relationships. This is the reason a survey should be used, this is an effective technique of gathering the data of a large group of people in a systematic format thus can be used in quantitative research. On the one hand, surveys allow the researcher to obtain standardized answers that can be statistically analysed using excel and other statistical softwares to interpret the performance of start-ups in relation to social media marketing strategies using a frequency, correlation, and regression approach.

[bookmark: _Toc216474623]3.7 Data Analysis
Excel will be used in the data analysis process since it is an effective tool of quantitative data processing. The frequency analysis will be done to determine the popular patterns and trends in the answers and provide an approximate picture of how the participants imagine and act in terms of the social media strategy of Hylo Athletics. Correlation analysis will be used to study the relationships between the variables including the correlation between usage frequency of social media and customer loyalty, which will help in determining important relationships. When customer engagement and customer loyalty are predicted using social media marketing strategies, the results of regression analysis will show whether the former can be predicted based on the causality between customer engagement and customer loyalty. The use of excel can be justified by the fact that it has strong functions in terms of processing large volumes of data, performing the complex analysis, and providing credible, repeatable results. It is better suited to using the survey data to come up with valid conclusions thus suited to quantitative research such as this.

[bookmark: _Toc216474624]3.8 Ethical Considerations 
In this study, ethical issues play a fundamental role and this is centered on informed consent, confidentiality and anonymity of the participants. The survey shall expressly tell them that they have the freedom to participate in the survey and leave any time without any repercussions (Pietrzykowski and Smilowska, 2021). The personal data will be treated as a secret and anonymous so that the participants will not be identified in the results. The data will be stored in a secure place, and the access will be limited to the research team, which will comply with GDPR or other regulations related to data protection (Vlahou et al., 2021; Labadie and Legner, 2023). These are necessary measures to guarantee the ethical conduct of the research, their rights and privacy.

[bookmark: _Toc216474625]3.9 Summary
This chapter presented a quantitative research design, descriptive research design, sampled 30 participants, and used a survey questionnaire to collect data. Frequency, correlation, and regression will be done through the use of excel. These approaches will be effective in answering the research questions about the effect of social media marketing in the growth of start-ups.



[bookmark: _Toc216474626]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc216474627]4.1 Introduction 
The information gathered by the survey questionnaire is discussed and interpreted in this chapter to examine the correlations between the social media marketing methods and development of Hylo Athletics. In this chapter, there will be frequency analysis, descriptive analysis, correlation analysis and regression analysis which will be used in testing the contribution that different variables such as social media strategies, brand visibility and customer engagement and customer loyalty have to the sales and revenue growth.

[bookmark: _Toc216474628]4.2 Frequency Analysis 
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[bookmark: _Toc216462429]Figure 2: What is your Age?
The age distribution of the participants of the survey indicates a fairly equal distribution of the age groups. The highest number (26.7) is in the age group of 18-24 with the other age groups (25-34, 35-44, 45-54, and 55+) taking 16.7-20.
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[bookmark: _Toc216462430]Figure 3: Have you ever purchased products from Hylo Athletics?
According to the survey, 69% of the people have bought products of Hylo Athletics out of which 31% has not. This implies that the customer engagement level has been high and the product has been familiarized, but there are still segment of potential customers who have not purchased.

[bookmark: _Toc216474629]4.3 Descriptive Analysis 
	 
	Sales and Revenue Growth
	Social Media Marketing Strategies
	Brand Visibility
	Customer Engagement
	Customer Loyalty

	
	
	
	
	
	

	Mean
	2.916666667
	2.8
	2.916666667
	2.808333333
	3.116666667

	Standard Error
	0.222102458
	0.205666844
	0.199976052
	0.199742411
	0.207521406

	Median
	2.875
	2.5
	2.875
	2.5
	3

	Mode
	2
	2.5
	2
	2
	3

	Standard Deviation
	1.216505264
	1.126483696
	1.095313948
	1.094034241
	1.136641554

	Sample Variance
	1.479885057
	1.268965517
	1.199712644
	1.19691092
	1.291954023

	Kurtosis
	-1.012147368
	-0.440462246
	-0.366289833
	-0.277730408
	-0.771519941

	Skewness
	0.319304989
	0.487226215
	0.22482822
	0.572164751
	-0.047292069

	Range
	4
	4
	4
	4
	4

	Minimum
	1
	1
	1
	1
	1

	Maximum
	5
	5
	5
	5
	5

	Sum
	87.5
	84
	87.5
	84.25
	93.5

	Count
	30
	30
	30
	30
	30

	Largest(1)
	5
	5
	5
	5
	5

	Smallest(1)
	1
	1
	1
	1
	1

	Confidence Level(95.0%)
	0.454250531
	0.420635925
	0.40899695
	0.408519099
	0.424428932


[bookmark: _Toc216462410]Table 1: Descriptive Analysis Table
The descriptive analysis gives a hint regarding the survey data on several variables concerning the growth strategy and social media marketing strategies of Hylo Athletics. Mean values reveal that customer loyalty (mean = 3.12) is perceived as a more favorable one as compared to social media strategies (mean = 2.80). This implies that there is a comparatively high number of customers, but the strategies of using social media may be not yet optimally introduced. The means of both Sales and Revenue Growth and Brand Visibility are 2.92, showing moderate perceptions of financial growth and visibility of the company, so there is also a potential to improve the issues of brand visibility and financial growth.
Standard deviations are rather large, and there are calculated between 1.09 and 1.22, and it demonstrates a lot of variation between responses which means that customers have different experiences with the social media effect of Hylo Athletics, brand presence and customer interaction. The values of skewness are that the majority of the responses are positive but close to zero (a weak skew) on sales/revenue increase and customer engagement (weakly higher engagement) responses. The customer loyalty skew on the other hand is close to zero, indicating a symmetric distribution of the responses.
Its kurtosis is negative, which means that all the distributions are flatter than a normal curve and more responses have the mean value and few extreme values. In general, the statistics indicate that despite a moderate level of engagement, brand awareness, and customer retention, specific aspects to focus on in the marketing strategy of Hylo Athletics are needed.

[bookmark: _Toc216474630]4.4 Correlation Analysis 
	 
	Sales and Revenue Growth
	Social Media Marketing Strategies
	Brand Visibility
	Customer Engagement
	Customer Loyalty

	Sales and Revenue Growth
	1
	
	
	
	

	Social Media Marketing Strategies
	0.759609255
	1
	
	
	

	Brand Visibility
	0.877733259
	0.841909731
	1
	
	

	Customer Engagement
	0.87660084
	0.884164879
	0.863883567
	1
	

	Customer Loyalty
	0.780356722
	0.735891409
	0.823422236
	0.86782884
	1


[bookmark: _Toc216462411]Table 2: Correlation Analysis Table
The correlation analysis adds useful data on the relation between the sales and the increase in revenues, the marketing strategies in social media marketing, the visibility of the brand, the interactions between the company and customers, and customer loyalty. The SMM Strategies are positively correlated with the increase in the sales and revenues (0.76), which means that the more efficient social media marketing can be applied, the higher the financial results are likely to rise. The average high correlation indicates that the social media activities of the company are contributing greatly to the growth.
The correlation between Brand Visibility and the sales and revenue growth is extremely high (0.88), which shows that the better the visibility, the better the financial performance of Hylo Athletics. The result that the relationship between brand visibility and social media marketing strategies has a high level of association (0.84) indicates that social media has been one of the major sources of brand awareness, making the company more visible in the market. Customer Engagement has a high correlation with sales and revenue growth (0.88) and brand visibility (0.86), showing that the more customers interact with Hylo Athletics on social media, the more chances they will be involved in the success of this company and contribute to its brand recognition.
Customer Loyalty is moderately related to sales and revenue growth (0.78) and has better relations with brand visibility (0.82) and customer engagement (0.87), which means that customer engagement and brand visibility matter. The findings imply the value of the social media tactics in both customer engagement and financial achievement across Hylo Athletics.

[bookmark: _Toc216474631]4.5 Regression Analysis 
	SUMMARY OUTPUT
	

	
	

	Regression Statistics

	Multiple R
	0.918752139

	R Square
	0.844105493

	Adjusted R Square
	0.819162371

	Standard Error
	0.517318958

	Observations
	30


[bookmark: _Toc216462412]Table 3: SUMMARY OUTPUT
As it is seen in the regression analysis, the Multiple R value of 0.92 represents a very high positive correlation between the independent variables, which are the shed of social media marketing, brand visibility, customer engagement, and customer loyalty, whilst the dependent variable, which is the sales and revenue growth. The value of R S equals 0.84, which implies that these factors explain 84 percent of the change in the sales and growth of revenue implying that the model has a high level of explanatory power. This is further narrowed down by the Adjusted R Square of 0.82, which shows the number of predictors employed, which represent that the model is healthy and explained accordingly. The Standard Error of 0.52 indicates the magnitude of the average difference of the values observed and the regression line which is not very high and indicates a low level of error.

	ANOVA

	 
	df
	SS
	MS
	F
	Significance F

	Regression
	4
	36.22619406
	9.056548514
	33.84121363
	9.3976E-10

	Residual
	25
	6.69047261
	0.267618904
	
	

	Total
	29
	42.91666667
	 
	 
	 


[bookmark: _Toc216462413]Table 4: ANOVA Table
ANOVA table tests the significance of the regression model in general. Degrees of Freedom (df): there are 4 degrees of freedom (df = 4) of the regression model, which is explained by 4 independent variables in the analysis. The number of residual (error) degrees of freedom is 25 (df = 25) or the difference between the number of observations and the number of predictors. Sum of Squares (SS): SS (regression) is 36.23 which is the amount of variation explained by the model and SS (residual) is 6.69 which shows the amount of variance not explained by the model.
Mean Squares (MS): The SS of regression (9.06)/the regression degrees of freedom are 0.00. The SS of the MS of the residuals (0.27) is the residual SS/residual degrees of liberty. F-statistic: F-value (33.84) is used to determine whether the regression model is significantly different than the model that describes a regression equation where there are no predictors. The large F-value is an indication that the model fits the data.
Significance F F: The p-value (9.4E-10) is very small which means it is statistically significant at the 95% confidence level which means that the model predictors (social media strategies, brand visibility, engagement, loyalty) have a significant effect on a sales growth and revenue growth.

	 
	Coefficients
	Standard Error
	t Stat
	P-value
	Lower 95%
	Upper 95%
	Lower 95.0%
	Upper 95.0%

	Intercept
	0.018694891
	0.290688568
	0.064312438
	0.949232942
	-0.579989421
	0.617379202
	-0.579989421
	0.617379202

	Social Media Marketing Strategies
	-0.334997532
	0.200317784
	-1.672330459
	0.106930131
	-0.747559732
	0.077564667
	-0.747559732
	0.077564667

	Brand Visibility
	0.679398988
	0.198114606
	3.429323062
	0.002106999
	0.271374319
	1.087423657
	0.271374319
	1.087423657

	Customer Engagement
	0.829778346
	0.261496801
	3.173187365
	0.003968022
	0.291215602
	1.36834109
	0.291215602
	1.36834109

	Customer Loyalty
	-0.152698301
	0.184261036
	-0.828706407
	0.415112757
	-0.532191009
	0.226794406
	-0.532191009
	0.226794406


[bookmark: _Toc216462414]Table 5: Model Summary Table
The regression coefficients give the clue as to how each of the predictor variables has an effect on the dependent variable, which is growth in sales and revenue. The intercept (0.0187), is the estimated value of the sales and revenue growth in case of all the predictor variables taking up zero values. Nonetheless, the p-value (0.949) is high implying that the intercept value is not significant.
In the case of Social Media Marketing Strategies the coefficient ( -0.335 ) between the sales growth and the coefficient is negative, and the p-value (0.107) is larger than the significance level of 0.05 indicating it is not significant to the analysis. This indicates that alone social media strategies do not make a significant contribution to sales and revenue growth at Hylo Athletics. In the case of Brand Visibility the positive coefficient (0.679) means that it has a significant positive effect on the growth of sales. The p-value is 0.002, which, in turn, is statistically significant and cannot be ignored, which proves that the brand visibility is a significant factor in sales and revenue increase.
Customer Engagement, the coefficient (0.830) demonstrates positive correlation with the sales growth and the p-value of 0.004 is also statistically significant, as noted, the importance of engaging customers via social media. In Customer Loyalty the coefficient (-0.153) has a negative relationship with sales growth, however the p-value (0.415) means that it is not significant which shows that the loyalty would not directly impact the sales in this instance. To conclude, brand visibility and customer engagement influence the sales revenue growth, in this model, significantly positively but social media strategies and customer loyalty produce less influence.

[bookmark: _Toc216474632]4.6 Discussion 
RQ1: What social media platforms and techniques does Hylo Athletics use in its marketing campaigns?
The Hylo Athletics uses a strict social media marketing campaign involving use of social media platforms including Instagram and Tik Tok with main focus on content marketing, influencer partnerships and organic promotion. Content marketing involves the sharing of videos, pictures and backstage videos to help attract the users and reveal the brand values that are eco-friendly. The influencer marketing plan will focus on micro-influencers who have a substantial following in the sustainability and eco-conscious world because they will assist the brand to reach a larger audience without losing future authenticity. Organic promotion depends on the activity in the community by posting regularly and creating content created by customers and having them provide testimonies about their experience with the brand.
According to the survey data, the average mean of the survey statistics was 2.8 with reference to social media marketing strategies meaning that although Hylo Athletics has done well using social media, more could be done. The fact that the correlation is positive (R = +0.76) shows that the social media strategies have an impact on sales/revenue enhancement. The literature mentions that visual media platforms such as Instagram and Tik- Tok are highly important in ensuring the increased visibility of the brand and also in real-time interactions with customers, which is central to start-up growth (Bruce et al., 2025).
The results of Sharma and Ashfaq (2023) can justify the importance of targeted marketing and real-time communication between the social media as the means to establish genuine relationships with the consumers. Hylo Athletics has successfully capitalized on these tactics and relies on influencer relationships and user-generated content to create brand equity and enter the market better. Besides raising brand awareness, these methods have also led to the growth of Hylo Athletics in the competitive sustainable fashion market.

RQ2: How do Hylo Athletics’ social media strategies contribute to increasing its visibility and recognition in the market, especially in the context of sustainability?
The social media tactics introduced by Hylo Athletics are already creating a great result of raising brand awareness and recognition, especially in the sustainability market. The survey findings show that an average of brand visibility is 2.92 and brand visibility and sales/revenue growth have a high positive correlation (0.88). This implies that the direct relationship between the brand awareness and its growth happens in terms of customer interest and economic prosperity. Instagram and Tik Tok are the platforms that can enable Hylo Athletics to effectively demonstrate their existing products and their sustainability efforts to reach a growing number of consumers that will be interested in the products offered by the company due to their environmental conscious buying behavior.
The role of visual content on the social media platform such as Instagram and Tik Tok in influencing the brand awareness is well recorded in the literature. These platforms, Hafez (2021) points out, offer a brand an opportunity to reach out to consumers with attractive shareable content that highlights their values and their offer. Furthermore, micro-influencers and Generation-C specific content can educate more people to trust and believe in the brand, which is important and emphasized by Harju (2023). Hylo Athletics leverages these tactics since it periodically posts such content based on their sustainability activities that does not only reinforce their brand image but also creates a long-term customer loyalty. Through consistent delivery of their environmentally friendly message Hylo Athletica is not only creating awareness but also a loyal group of conscientious customer base. These policies play a major role in helping them to increase the market share in the competitive sustainable fashion market.

RQ3: In what ways does Hylo Athletics use social media to foster customer engagement and build loyalty?
Hylo Athletics actively on social media is successful in engaging customers and creating brand loyalty by communicating expressively with its followers and motivating them to create expressions. As shown in the survey, the customer engagement mean score was 2.81 on average with customer engagement and sales/revenue growth being directly linked (0.88) indicating the great influence that customer engagement has on business performance. Hylo Athletics constantly engages in the content that appeals to their eco-hero readers and publishes behind-the-scenes videos of their sustainability production, product design and green practices. This will not only inform but will also welcome the followers into the discussion by telling their own stories concerning sustainability thus reinforcing the relationship with the brand.
The literature supports this strategy because it provides an overall emphasis regarding the importance of real-time interaction on social media platforms in enhancing customer retention and brand loyalty (Rane et al., 2023). Ensuring personal contact, based on comments, direct messages, shares, is an opportunity that allows Hylo Athletics to have personal contact and establish even stronger emotional attachment with its customers. Siregar et al. (2023) state that these interactions can foster the long-term loyalty because customers can feel heard and valued. A solid prioritizing of the sustainability mission by Hylo and open communication, with communication that involves the stakeholders, fosters a society of dedicated customers to the brand who will be more likely to refer to the company again and again in business, promoting the company to develop and grow its market.

RQ4: What challenges does Hylo Athletics face in implementing social media marketing strategies and what opportunities exist for further growth and market penetration?
Hylo Athletics experiences a number of challenges in its social media marketing strategies, especially limited budgets and the broad competition in the sustainable fashion market. The survey data shows that social media marketing methods are moderate in their efficacies with a mean of 2.8, which implies that there is a need to improve on it. One of the issues that have been noted is the challenge in the inability to create regular and high quality content with a small budget. This limitation, which Saini and Thorat (2025) note, can frequently result in insufficient resources to conduct any massive off-the-bat campaign or even content teams, which complicates staying strong and constant on social media. Also, the congested social media industry creates a problem in managing to stand out of the multitude of people offering the same products, though in this case there are other brands that participate in the environmentally-friendly market and compete against Staples among others.
Although these hurdles exist, the possibilities of growth and penetration of a market are high. Tik TokPromotions Tik Tok represents a low-cost approach to spreading brand awareness and gaining credibility through collaborating with micro influencers and promoting products and services online (viral marketing). According to Ramaifo (2024), micro-influencers may assist in promoting the authenticity of a brand and connecting with a niche customer base without having to invest significant amounts of money. Besides, user-generated content and targeted advertising can also be used to increase the engagement and visibility and help Hylo Athletics access the increasing market of environmentally-conscious buyers, as Kim and Kim (2024) explain. The approaches present a bright opportunity of growth and expansion in the market.

[bookmark: _Toc216474633]4.7 Chapter Summary 
The analysis of the survey data used in chapter 4 aimed to determine the effect of social media marketing programs on Hylo Athletics. The result indicated that there was good correlation between social media initiatives, visibility of the brand, and customer engagement with the sales increase. Regression analysis revealed the importance of brand visibility and customer interaction in stimulating the growth, with the issues such as budget constraints being discovered. There were also chances of market penetration.



[bookmark: _Toc216474634]Chapter 5: Conclusion, Limitation and Recommendations 
[bookmark: _Toc216474635]5.1 Summary of Key Findings
This study investigated how social media marketing practices would increase the growth of Hylo Athletics, a start-up company that is sustainable in the footwear sector. The study using a blend of survey and statistics analysed the correlation between the presence of social media marketing activities and the visibility of a brand, customer engagement, customer loyalty, and the expansion of sales/revenue.
Platforms used by Hylo Athletics include Instagram and TikTok content marketing, influencer alliance, and organic interactions. The research established the existence of a moderate connection between these strategies and the growth of the firm. The brand visibility was strongly positively correlated with sales/revenue growth. Brand recognition through social media has had a direct impact on the take up of the company in the market and the financial output.
The sales growth and brand loyalty were directly associated with high customer engagement in the social media. The strategy employed by Hylo of building real-time interactions with followers has served to enhance customer relationship. Although there is a positive relationship between customer loyalty and growth, it was not much more significant than other attributes, indicating that customer loyalty might not be a direct tool of sales growth unless the company engages in a powerful engagement approach.

[bookmark: _Toc216474636]5.2 Implications for Practice
The results point out the fact that start-ups, particularly in the sustainable market, can facilitate growth in terms of compelling content and brand transparency. The micro-influencer collaboration and user-generated content offered by Hylo Athletics show their efficacy in strengthening brand recognition and trust with very small investment. In the case of start-ups that lack resources, special attention should be paid to organic expansion and social media community-building. Such a strategy will reduce marketing expenses and build a base of regular clients in accordance with the sustainability principles of the brand.

[bookmark: _Toc216474637]5.3 Limitations of the Study
The research has its limitations such as small size of 30 participants and one firm, Hylo Athletics. Further studies should have a larger sample size and sample several start-ups of the sustainable fashion industry to enhance the generalizability. Also, using self-reported survey information could lead to biases, including social desirability bias. Adding a qualitative approach such as interviews or case study may offer more information on the perception of customers and experiences.

[bookmark: _Toc216474638]5.4 Recommendations for Future Research
The study may be extended into the future by examining the sustainability of the relationship between social media marketing and brand equity and customer retention in the sustainable fashion industry. The influence of particular social networks on the interest of various categories of sustainable products and target audience would also be worth examining. Analysing the part of paid advertising in comparison to organic strategy would provide more information about the most beneficial combination of the marketing techniques to be used by the start-ups.

[bookmark: _Toc216474639]5.5 Conclusion
To sum up, this study has offered meaningful results on the role that social media marketing approach plays in the development of start-ups using Hylo Athletics as the case study. The results prove that brand visibility and customer engagement are fundamentally important success factors, whereas such obstacles as the limitation in the budget have to be overcome. Start-ups can also benefit tremendously by using cost-efficient and engagement-oriented tools to improve their offers and positions in the market and build sustainable development.
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	Term
	Definition

	Social Media Marketing (SMM)
	It is the utilisation of social media platforms and websites in marketing a product or service, building brand awareness, and interacting with possible customers.

	Brand Visibility
	The extent to which the brand is identified by its intended customers in different platforms, which is part of the brand awareness.

	Customer Engagement
	The relationship between a firm with its clients, and works to establish an interesting relationship with each other using different kinds of touchpoints like social media, feedbacks, sharing of content with each other.

	Micro-Influencers
	Brands also tend to use social media to access niche markets, often through individuals with a smaller yet highly engaged following, in a way that is cost effective to the brand.

	User-Generated Content (UGC)
	Any content generated and published by customers or other followers usually in the form of posts, photos, or videos that advertise a brand or product.

	Influencer Marketing
	One of the marketing techniques that engage the help of influential people in social media in a sense that a product or service is advertised to the followers.

	Organic Promotion
	It is a marketing approach where the company aims to advertise a brand using non-paid initiatives like sharing of content, interaction, and word-of-mouth.

	Sustainability
	The skill to remain in equilibrium of environmental, social and economic well-being without exhausting natural resources which is usually a fundamental principle of green brands.

	Customer Loyalty
	The possibility that a customer would purchase products or services again of a brand in the future based on a good experience as well as the engagement based on the brand.

	Content Marketing
	A strategic marketing program of developing and spreading valuable, relevant and consistent content in order to attract and engage a differentiated audience.

	TikTok
	A social media application in which users can create, download and view short-form videos, commonly used as viral content and as a means to promote brands.

	Instagram
	A social media site that allows its users to share visuals and videos that are used extensively by companies as a marketing tool particularly within the fashion and lifestyle sectors.

	Brand Recognition
	The degree to which the consumers can uniquely recognize a brand by the brand-attributes, whether it is a logo, color, or a product feature, without necessarily mentioning the brand name.

	Saturated Market
	A market that has already been saturated with most of its potential customers thus creating no chances of attracting new customers.

	Paid Advertising
	Advertisement campaigns which necessitate investment of money, usually by use of social networks, search engines or by use of other digital media.

	Viral Marketing
	To promote such a viral distribution of the content by people, a marketing strategy that will cause a multi-directed spread of the brand awareness through the word of mouth needs to be created.

	Brand Image
	The perception of the brand to the consumers in totality, as influenced by the interactions, communications, and experiences with the brand.

	Customer Retention
	Customer satisfaction and customer loyalty is often a major indicator of the ability of a business to retain their customers in the long run.

	E-commerce
	Involvement of the internet in the buying and selling of goods or services and transfer of money and information to complete the same.

	Sustainability Mission
	Gratitude to environmental responsibility and ethical standards in products, services, and activities of a company.
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	Demographics
	

	1. What is your age group?
	18-24
25-34
35-44
45-54
55+


	2. Have you ever purchased products from Hylo Athletics?
	Yes
No





	Variable
	Strongly Agree (1)
	Agree (2)
	Neutral (3)
	Disagree (4)
	Strongly Disagree (5)

	Independent Variable 1: Social Media Marketing Strategies
	
	
	
	
	

	1. Content marketing (e.g., blog posts, infographics, videos) on social media significantly increases the visibility of Hylo Athletics.
	
	
	
	
	

	2. Influencer collaborations have been an effective strategy in enhancing the brand recognition of Hylo Athletics.
	
	
	
	
	

	3. Paid advertising on social media has effectively helped Hylo Athletics reach a broader audience.
	
	
	
	
	

	4. Regular organic engagement (comments, posts, updates) helps in creating a loyal customer base for Hylo Athletics.
	
	
	
	
	

	Dependent Variable 2: Brand Visibility
	
	
	
	
	

	1. Since Hylo Athletics increased their social media presence, I have noticed the brand more frequently on my feed.
	
	
	
	
	

	2. The use of social media has made Hylo Athletics a more recognizable brand in the market.
	
	
	
	
	

	3. The online content shared by Hylo Athletics is easily discoverable on social media platforms.
	
	
	
	
	

	4. I can easily identify Hylo Athletics from its social media presence compared to its competitors.
	
	
	
	
	

	Independent Variable 3: Customer Engagement
	
	
	
	
	

	1. I regularly engage with Hylo Athletics’ posts on social media (like, comment, share).
	
	
	
	
	

	2. Hylo Athletics posts relevant and interesting content that encourages me to interact with their brand on social media.
	
	
	
	
	

	3. I feel personally connected to Hylo Athletics through its social media content.
	
	
	
	
	

	4. Hylo Athletics effectively uses social media to communicate directly with its customers and understand their needs.
	
	
	
	
	

	Independent Variable 4: Customer Loyalty
	
	
	
	
	

	1. I would continue purchasing from Hylo Athletics because of their strong social media presence.
	
	
	
	
	

	2. I recommend Hylo Athletics to my friends and family based on the brand’s social media content.
	
	
	
	
	

	3. Hylo Athletics’ social media content has built my trust in their brand and products.
	
	
	
	
	

	4. I feel loyal to Hylo Athletics because of their commitment to sustainability showcased through social media.
	
	
	
	
	

	Dependent Variable 1: Sales and Revenue Growth
	
	
	
	
	

	1. I have made a purchase from Hylo Athletics due to an advertisement or post on social media.
	
	
	
	
	

	2. The social media marketing campaigns of Hylo Athletics have influenced my purchasing decision.
	
	
	
	
	

	3. I frequently see promotions and discounts from Hylo Athletics on social media that encourage me to make purchases.
	
	
	
	
	

	4. I am more likely to purchase from Hylo Athletics because of their strong presence on social media.
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