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Abstract
Ti'!f! present study is carried out with an objective to evaluate the customer satisfaction. The
primary objective of this study is to find out the customer satisfaction on social networking. A
sample size of 120 respondents was selected for the study. Convenient sampling method has been
followed to choose the sample and the data was analyzed using simple percentage. The study
::V;ﬁz that :sacio-ecanomif: vaf*iable.s like age, educational qualification, occupation, monthly
earnings of the family with using customer s satisfaction on social networking.
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oto/video/sharing and blogging. Online commu.mty Services are SOmetimg
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centered service whereas online community s?r?rl.ces are group.c‘emered.
es allow users to share ideas, picture, posts, activities, cvents, and Interestg
network.The main types of social networking

services are those thyt contaiy
€an to connect with friends, and a recommendations system linked tq trust

with American-based services such ag Fa
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ging, Sociy|

Google+, Linkedin,

cebook,
used worldwide.
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Objectives of the Study
The objectives of the study are listed below:

To know the socia] €conomic profile of the sample,

To find the attitude of Customer towards social media,

To determine the Customers satisfaction on social networking sites.

To suggest suitable measures to improye the standard the social networks. |

based op Primary data which ig collected using structured
ong socia] networks users in Pollach;
questions relating to socjo-

clc of the Sample socig] networks users, details of using ;
social networks and OPInion on using socjay networks,
Limitations of the Study
N l_“_‘;ﬁam co;lccfted 1s primary data, baseq o the questionnaire and the result will contain aLI
€ limitationg o Primary data, The Study ig I€stricteq i ' e
1 luk alon
p—— " g O Tespondents in Pollachi Ta

€conomic profile
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2001)found thatover half of cust _
( omers that follow » brand’s tweets for i ¢ likel
s 8 Tor instance, are more nkely

puy from that brand with tw- .
tO 1hn thl s -
3 2 rds also likely to recommend a brand to friends and family.

and email hav
Telephone € now been

ive to customers that Overtaken by tweets The i i i i i
attractive at want to make fast ang e ) ¢ immediacy of twitter is highly

: especially for corporatio
uery: €SP P 1S, Tesponses by twitter arc demanded and within a very tight time

. an through strong ties and m i
::; t:el i eglz. o (2322;;’5;‘;’;2%‘3:? :clp students increase their life satisfactions

: N v & . = ace book is used to strengthen “offline™
fnendSh.*Ps more than to meet new people. Williams et al (2008), states that Social networking
profiles involve individuals creating and maintaining personal Internet sites allowing authors and
other users to post content, thus creating a personal network.Mikami et al. (2012)found that youths
at age group of 13-14 years based on gender, ethnicity and parental income were using social
networking sites more than at age group of 20-23 years.Golder et al (2007) reveal that the students
had incorporated the use of Face book into their study routines, exchange messages with friends.
predominantly from the same college.M. Thilagavathi, B. Indirapriyadharshini& G. Nithya
(2017)found that Whats app is given first priority among the users, followed by Face book.

Twitter, Google +, We chat, Linked in, Instagram, Tumblr.

Summary of Findings
The findings of the study are discussed in the following paragraphs:

Personal profile of sample users
*  Majority (47%) of the respondents are age group of between 21 to 26 years.
*  Majority (62%) of the respondents are female.
: Majority (44%) of the respondents are belongs to rural area.
' Majority (57%) of the respondents are unmarried.
" Majority (53%) of the respondents are post-graduates.

Majority (49%%) of the respondents are students.

Majority (68%) of the respondents belong to nuclear family. bers
o ; : earning members: ;
Majority (84%) of the respondent’s family consist kil ing members 11

stof two non- eartt

Ma.jority (65%) of the respondent’s family consi
their family. 75
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M 6%) of the respondents are family income per month is aboye RS.ZO()QL
ajority (36%) o

Rs.30000.

Details of using social networks

L ]

jority (36%) of the respondents are spending 1-2 hours in a day in social pet -
Majori A
Maijority (4 using whatsapp.
ajority (45%) of the respondents are using pp

Majority (40%) of the respondents are reasons for using to social networks g gy, .
ajori 0
information,

Majority (56%) of the respondents are using Whatsapp for sharing informatiqy Quickly
Majority (95%) of the respondents are benefited from social network
Majority (50%) of the respondents are using contact with friends in social network.

Majority (51%) of the respondents are using social network between 1-2 years,

Majority (52%) of the respondents are using social networking strongly agree.

Majority (41%) of the respondents are having 10-

50 contact / friends on the socia|
networking,

Majority (52%) of the respondents are group member in social

networking groups,
Majority (2

5%) of the respondents are using profile on social networking sites,

Frequency of using factors of socja] networking services

Majority (72%) of the respondents are viewedwhatsappregularly in socisl
networking sites,

: °Spondents are peyer viewed play station in socid
networking sites.

Majority (63%) of the res : —
Pondents gare i Tube in $
networking sites Viewed sometimes You

Majority (51%) of the r in socit
e : i
networking siteg sPondents are vieweq face book regularly

. qofl
, s odia {0 S
are viewed sometimes Wikipedi2

Majority (58%) g il
of lhe kmg
TeSpondents are never viewed twitter in social netWo"
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Suggestions
. . i sers at
Based on the ﬁndlngs of the Study angd the opinion given by the social networking u
the time of data collection, 1, follow;

N suggestions are put forth,

< Necessaly Steps shoylq

m the
be taken ¢ climinate or remove the fake profiles fro
social networks.
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