


1.1 INTRODUCTION AND BACKGROUND ABOUT THE STUDY
Social media has become an important part of everyday life in recent years. People use social media platforms to communicate, share information, and express opinions. Businesses have also started using social media as a powerful tool to reach customers, promote products, and build a strong brand image. Through social media, companies can interact directly with customers and understand their needs and preferences.
Brand loyalty refers to the trust and commitment customers have towards a particular brand. Loyal customers prefer the same brand repeatedly and are less likely to switch to competitors. Brand loyalty is developed over time through positive experiences, satisfaction, and emotional connection with the brand. In today’s competitive market, maintaining brand loyalty is essential for the long-term success of any business. Social media plays a major role in influencing customer opinions and attitudes towards brands. Advertisements, reviews, comments, and shared experiences on social media platforms can strongly affect how customers perceive a brand. Positive content can strengthen brand loyalty, while negative feedback can damage the brand image. Therefore, companies need to carefully manage their social media presence.
Customers today rely heavily on social media for information before making purchase decisions. They follow brand pages, watch promotional content, read reviews, and compare products online. Regular interaction, engaging content, and quick responses on social media help companies build trust and maintain long-term relationships with customers. Studying the impact of social media helps businesses improve their marketing strategies.
The present study focuses on analysing the impact of social media on brand loyalty at Sulfex Mattress, Parassinikadavu. The study aims to understand how social media activities influence customer loyalty towards the brand. The findings of the study will help the organisation improve its social media strategies and strengthen brand loyalty among customers.


1.2 NEED OF THE STUDY
Social media has become one of the main platforms through which customers interact with brands and share their opinions. Customers are influenced by social media content such as advertisements, reviews, comments, and brand posts while forming their perception about a brand. If social media activities are not managed properly, it may negatively affect customer trust and loyalty. This study is needed to understand how social media influences customer loyalty towards a brand and to identify the factors that encourage customers to remain loyal. The findings of the study will help the organisation improve its social media presence, strengthen customer relationships, and enhance brand loyalty.
1.3 RESEARCH PROBLEM
Customers today are highly active on social media platforms and are constantly exposed to brand-related content. Their opinions about a brand are often shaped by online advertisements, reviews, comments, and shared experiences of other users. However, not all organisations clearly understand how social media activities influence customer loyalty. In some cases, despite active social media presence, customers may not remain loyal to the brand. The research problem of this study is to identify how social media influences brand loyalty and to understand the role played by social media in shaping customer trust and long-term commitment towards the brand.
1.4 SCOPE OF THE STUDY
The scope of the study is limited to analysing the impact of social media on brand loyalty among customers. It focuses on customer opinions regarding social media advertisements, brand communication, and online engagement. The study covers only customers of Sulfex Mattress, Parassinikadavu and does not include other brands or industries. The findings of the study are intended to help the organisation improve its social media strategies.


1.5 OBJECTIVES OF THE STUDY
· To study how customers use social media to interact with brands.
· To understand customer opinions about social media activities of the brand.
· To examine the influence of social media on customer trust and loyalty.
· To identify factors that encourage customers to remain loyal to the brand.
· To suggest suitable measures to improve brand loyalty through social media.
1.6 LIMITATIONS OF THE STUDY
· The study was conducted using a small number of customers.
· The findings depend on the opinions given by the respondents.
· The study was completed within a limited time period.



















RESEARCH METHODOLOGY
1.7 INTRODUCTION TO RESEARCH METHODOLOGY
Research methodology refers to the systematic way of collecting, analysing, and interpreting data for a study. It helps the researcher follow a clear and organised approach to achieve the objectives of the research. In this study, the research methodology includes research design, sampling technique, sources of data, data collection methods, and tools used for analysis. These methods help in understanding the impact of social media on brand loyalty.
RESEARCH DESIGN AND TYPE OF RESEARCH
The study follows a descriptive research design, as it aims to describe customer opinions and attitudes towards social media and brand loyalty. Descriptive research is suitable for understanding existing conditions without manipulating any variables.
The study mainly uses a quantitative research approach, as the data is collected in numerical form through questionnaires.
SAMPLING TECHNIQUE
Sampling technique refers to the method used to select respondents from the total population. In this study, a non-probability sampling technique has been adopted due to convenience and easy access to respondents.
Population of the Study
The population of the study includes customers of Sulfex Mattress.
Sample Size
For the purpose of the study, a sample of 50 respondents has been selected. This sample size is considered sufficient for drawing meaningful conclusions.


Sampling Method
The sampling method used in the study is Convenience Sampling, where respondents are selected based on availability and willingness to participate.
Sources of Data
The study uses both primary and secondary data.
Primary Data: Collected through a structured questionnaire distributed to customers.
Secondary Data: Collected from books, journals, websites, and previous studies related to social media and brand loyalty.
METHODS OF DATA COLLECTION
The main method of data collection used in this study is the survey method. A structured questionnaire was used to collect information from customers regarding their social media usage and brand loyalty.
TOOLS FOR DATA ANALYSIS
The collected data has been analysed using the following tools:
· Percentage Analysis
· Tables
· Charts and Graphs
These tools help in presenting the data clearly and in understanding the impact of social media on brand loyalty.
Percentage Analysis 
This is a univariate analysis where the percentage of a particular factor with different categories are calculated, to help one get their fair idea regarding the sample and thereby that of population. The following is the formula,

Percentage of respondent = 		No: of respondents x 100
Total no: of respondent
1.8 PERIOD OF THE STUDY
The study was conducted over a period of 28 days, including data collection, analysis, and interpretation.

















2.1 REVIEW OF LITERATURE 
Erdogmus and Cicek (2012) examined the impact of social media marketing on brand loyalty and found that entertainment, interaction, trendiness, and customization positively influence customer loyalty. Their study highlighted that brands that provide engaging and personalized content are more successful in building long-term relationships with customers. The research emphasized that continuous interaction on social media platforms strengthens emotional attachment, which directly supports loyalty development.
Bilgin (2018) reported that social media marketing activities significantly affect brand awareness, brand image, and ultimately brand loyalty among consumers. The study showed that visually appealing content, influencer collaborations, and consistent posting improve consumer perception of brands. Bilgin concluded that brand image acts as a mediating factor between social media marketing and brand loyalty.
Huang, Liao, Wang, and Lin (2018) studied social media interactivity and concluded that higher interactivity strengthens brand relationships and increases loyalty. Their research highlighted that two-way communication, customer feedback, and quick responses improve customer satisfaction. This satisfaction leads to stronger brand trust and repeat purchase behaviour.
Sarkar (2019) identified social media as a connecting link between brands and customers that enhances brand identity and loyalty. The study explained that social media platforms allow brands to communicate brand values, personality, and product information effectively. As a result, customers develop stronger identification with brands, which increases loyalty.
Dessart (2017) emphasized that customer engagement in online brand communities plays a major role in building brand trust and loyalty. The study highlighted emotional, cognitive, and behavioural engagement as key drivers of loyalty. Active participation in brand communities leads to stronger brand relationships and advocacy behaviour.
Ebrahim (2020) highlighted that social media engagement improves customer relationships and encourages long-term brand loyalty. The research found that interactive content such as comments, shares, and brand conversations enhances customer experience. This improved experience leads to satisfaction and loyalty.
Stephen (2016) explained that digital and social media marketing influence consumer behaviour and strengthen brand loyalty through engagement and interaction. The study emphasized that digital platforms provide measurable communication and targeted marketing opportunities. These features help brands maintain continuous relationships with customers.
Kumar and Mirchandani (2012) stated that effective social media strategies improve customer relationships and increase loyalty outcomes. Their research highlighted the importance of identifying influential customers and encouraging positive word-of-mouth. They concluded that customer advocacy significantly contributes to brand loyalty.
Lee (2023) explored the mediating role of brand loyalty between social media marketing and customer behaviour. The study found that brand awareness, brand attachment, and customer experience strengthen loyalty. Lee emphasized that loyalty acts as a bridge between social media engagement and purchase intention.
Al-Dmour (2023) found that social media marketing, customer satisfaction, and brand trust are interconnected factors influencing brand loyalty. The research showed that informative content, transparency, and customer support improve trust levels. Increased trust leads to stronger loyalty and repeat purchasing behaviour.
Fetais et al. (2023) investigated social media marketing activities and concluded that community engagement and emotional connection significantly improve brand loyalty. Their findings highlighted that storytelling, user-generated content, and interactive campaigns increase customer involvement. Emotional connection plays a crucial role in loyalty development.
Dávila-Espuela (2023) reviewed studies on social networks and customer loyalty and emphasized that brand posts, engagement, and online interaction encourage loyalty. The study explained that social media acts as a relationship marketing tool. Continuous communication helps maintain customer relationships over time.
Menon (2024) studied social media brand engagement in Kerala and found that brand interactivity, involvement, and trust positively influence brand loyalty. The research highlighted regional consumer behaviour and showed that localized content improves engagement. Trust and relevance were identified as key loyalty drivers.
Hossain and Kibria (2024) explained that social media enables brands to build relationships, communities, and personalized experiences that strengthen loyalty. Their study emphasized that personalization and customer-centric communication improve satisfaction. This leads to stronger emotional bonding with brands.
Shanglin Cai (2024) found that brand interaction, consumer engagement, and information sharing on social media significantly improve brand loyalty. The study highlighted the importance of content relevance and consistency. Regular interaction increases familiarity and trust.
Parris and Guzman (2023) noted that the evolution of brand loyalty in the digital era is strongly influenced by social media engagement and user-generated content. Their research explained that customers trust peer content more than traditional advertising. User-generated content therefore plays a major role in loyalty building.
Mahoney and Tang (2024) emphasized that digital platforms transform brand-consumer relationships, making loyalty more relationship-driven rather than transaction-driven. The study highlighted that social media enables continuous engagement and relationship maintenance. This shift strengthens long-term loyalty.
Pourkabirian et al. (2021) studied electronic word-of-mouth (eWOM) and found that online reviews improve brand image and brand relationship, supporting loyalty development. Positive reviews increase credibility, while negative reviews influence brand perception. Effective management of eWOM is essential for loyalty.
Lin et al. (2018) showed that social media brand engagement influences purchase behaviour and strengthens customer interest in brands. Their findings indicated that engagement increases perceived value and satisfaction. These factors contribute to loyalty formation.
Zhang et al. (2020) demonstrated that analysis of followers’ social media posts can predict brand interest and consumer preference, indicating loyalty potential. The study highlighted the role of data analytics in understanding customer behaviour. Insights from social media data help brands design strategies to improve loyalty.

















2.2 THEORETICAL FRAMEWORK
Introduction to Social Media
Social media refers to digital platforms that enable users to create, share, and exchange information, ideas, and content through online networks and communities. Platforms such as Facebook, Instagram, YouTube, and WhatsApp have transformed communication between brands and customers. Social media allows businesses to interact directly with consumers, provide information, promote products, and build long-term relationships.
The growth of smartphones and internet accessibility has increased social media usage worldwide. Consumers increasingly rely on social media for product information, reviews, and recommendations. As a result, social media has become an essential marketing tool for organizations to influence consumer behaviour and brand perception.
Concept of Social Media Marketing
Social media marketing refers to the use of social media platforms to promote products, services, and brands. It involves creating and sharing content, engaging with customers, and running advertising campaigns to achieve marketing objectives.
Social media marketing focuses on interaction rather than one-way communication. Brands use social media to create conversations, respond to customer queries, and develop relationships. Effective social media marketing helps increase brand awareness, customer engagement, and brand loyalty.
 Evolution of Social Media Marketing
Social media marketing has evolved from simple promotional activities to relationship-based marketing. Initially, social media was used mainly for brand awareness and advertising. Over time, it has become a platform for customer service, brand storytelling, and community building.
The digital era has shifted marketing strategies from traditional media to interactive media. Companies now focus on personalized communication, influencer marketing, and user-generated content. This evolution has strengthened the role of social media in building brand loyalty.
 Concept of Brand Loyalty
Brand loyalty refers to a customer’s commitment to repurchase or continue using a brand consistently over time. Loyal customers prefer a particular brand even when alternatives are available.
Brand loyalty includes both behavioural loyalty (repeat purchase) and attitudinal loyalty (emotional attachment). Loyal customers are more likely to recommend the brand, trust brand information, and resist competitor offers. Therefore, brand loyalty is a key indicator of long-term business success.
 Types of Brand Loyalty
Brand loyalty can be classified into different types:
· Behavioural loyalty — repeated purchase behavior
· Attitudinal loyalty — emotional attachment to the brand
· Cognitive loyalty — belief that the brand is superior
· Action loyalty — intention to repurchase and recommend
Social media influences all these forms of loyalty through engagement, communication, and experience.
Relationship Between Social Media and Brand Loyalty
Social media plays a major role in building brand loyalty by improving brand awareness, engagement, trust, and satisfaction. Continuous interaction helps customers feel connected to brands.
Social media allows brands to maintain long-term communication with customers. This interaction strengthens relationships and encourages repeat purchase behaviour. Customer participation in brand communities also increases loyalty.
Social Media Engagement Theory
Social media engagement theory explains how interaction between brands and customers influences relationships and loyalty. Engagement includes likes, comments, shares, and conversations.
Higher engagement leads to emotional attachment, trust, and satisfaction. These factors contribute to brand loyalty. Interactive content such as reels, stories, and live sessions improves engagement levels.
Relationship Marketing Theory
Relationship marketing focuses on building long-term relationships rather than short-term sales. Social media supports relationship marketing by enabling continuous communication.
Through personalized interaction, brands can understand customer needs and provide better experiences. Strong relationships increase customer retention and loyalty.
 Customer Engagement Theory
Customer engagement theory states that active participation of customers in brand activities leads to stronger brand relationships. Engagement includes emotional, cognitive, and behavioural involvement.
Social media provides opportunities for engagement through content interaction, reviews, and community participation. Higher engagement leads to stronger loyalty.
Uses and Gratification Theory
This theory explains why consumers use social media. Users seek information, entertainment, social interaction, and convenience.
When brands satisfy these needs through social media content, customers develop positive attitudes toward the brand. This positive experience supports brand loyalty.
Social Exchange Theory
Social exchange theory explains that relationships are based on perceived benefits and costs. Customers remain loyal when they receive value from brand interaction.
Social media provides benefits such as information, offers, customer support, and community. When customers perceive high value, loyalty increases.
Brand Trust Theory
Brand trust refers to the confidence customers have in a brand’s reliability and honesty. Social media influences trust through transparency, reviews, and communication.
Trust reduces perceived risk and encourages repeat purchase behaviour. Therefore, brand trust is a major factor influencing brand loyalty.
Electronic Word of Mouth (eWOM) Theory
Electronic word of mouth refers to online reviews, recommendations, and discussions about brands. eWOM significantly influences customer decisions.
Positive reviews improve brand image and trust, while negative reviews affect perception. Effective management of eWOM helps strengthen brand loyalty.
Brand Community Theory
Brand community theory explains that customers form communities around brands. Social media platforms enable these communities to interact and share experiences.
Participation in brand communities increases emotional attachment, trust, and advocacy. These factors contribute to loyalty.
Role of Content Marketing in Brand Loyalty
Content marketing involves creating valuable and relevant content to attract customers. Informative and engaging content improves brand perception.
Educational content, storytelling, and interactive posts increase customer interest and engagement. Consistent content strengthens brand recall and loyalty.
Role of Influencer Marketing
Influencer marketing uses social media personalities to promote brands. Influencers affect customer perception and trust.
Recommendations from influencers are perceived as credible, which increases brand awareness and loyalty.
Role of Customer Experience
Customer experience includes all interactions customers have with a brand. Social media plays a major role in shaping this experience.
Positive experience through quick responses, helpful content, and engagement increases satisfaction and loyalty.
 Factors Affecting Brand Loyalty Through Social Media
Major factors include:
· Brand awareness
· Engagement
· Trust
· Customer satisfaction
· Content quality
· Customer experience
· Reviews and recommendations
· Personalization
These factors collectively influence brand loyalty.
 Benefits of Social Media in Building Brand Loyalty
· Improves brand awareness
·  Strengthens customer relationships
·  Enhances trust
·  Encourages repeat purchase
·  Supports word-of-mouth promotion
·  Increases customer retention
·  Builds emotional connection












3.1 INDUSTRY PROFILE
The mattress industry is a vital segment of the broader home furnishings market, serving a fundamental need for comfort and support during sleep. Over the years, the industry has evolved significantly, driven by advancements in technology, changing consumer preferences, and a growing awareness of the importance of sleep for overall health and well-being. As people increasingly prioritize quality sleep, the demand for innovative mattress solutions has surged, leading to a diverse array of products tailored to various needs and lifestyles.
At the core of the mattress industry is the development of different types of mattresses, including innerspring, memory foam, latex, and hybrid options. Each type offers unique benefits, catering to different sleep positions, body types, and personal preferences. Manufacturers are continually experimenting with materials and designs, introducing features such as cooling technology, adjustable firmness levels, and eco-friendly materials. This innovation not only enhances comfort but also addresses specific issues such as back pain and allergies, making it easier for consumers to find the perfect mattress.
In recent years, the rise of online mattress retailers has transformed the shopping experience. Direct-to-consumer models have emerged, allowing companies to bypass traditional retail channels and offer competitive pricing. This shift has empowered consumers with greater choices and the convenience of home delivery and trial periods. As a result, many traditional mattress retailers have adapted their strategies, focusing on enhanced customer service and in-store experiences to compete in this changing landscape.
Looking forward, the mattress industry faces both opportunities and challenges. As the importance of sleep continues to gain recognition, the market is expected to grow, driven by increased consumer awareness and technological advancements. However, competition is fierce, and companies must navigate issues such as sustainability, supply chain disruptions, and evolving consumer expectations. By prioritizing innovation and customer satisfaction, the mattress industry can continue to thrive in an ever-changing market.
GLOBAL MATTRESS MARKET
Global Mattress Market, By Product (Foam, Hybrid, Innerspring, Latex, Water Bed, Air Bed, Adjustable Bases, and Others), Size (Twin or Single Size, Twin XL Size, Full or Double Size, Queen Size, and Others), Application (Household and Commercial), Distribution Channel (Offline Retail, Online Retail, Independent Retailers/ Exclusive Stores and Specialty Stores), End User (Hotel industry, Household, Hospitals, and Others) – Industry Trends and Forecast to 2029.
Mattress Market Analysis and Size
 Vendors are progressively focusing on increasing their product lines by launching alternatives to mattresses. They are trying to upsurge their sales and increase their market share by launching new products in the global mattress market.  The foam is the highest-growing product segment due to its compatibility with an extensive range of adjustable beds, which makes it a preferred choice among consumers 
Global Mattress Market was valued at USD 39.4 billion in 2021 and is expected to reach USD 66.19 billion by 2029, registering a CAGR of 6.70% during the forecast period of 2022-2029. In addition to the market insights such as market value, growth rate, market segments, geographical coverage, market players, and market scenario, the market report curated by the Data Bridge Market Research team includes in-depth expert analysis, import/export analysis, pricing analysis, production consumption analysis, and consumer behavior.










Mattress Market Scope and Segmentation
	REPORT METRIC
	DETAILS

	Forecast Period
	2022 to 2029

	Base Year
	2021

	Historic Years
	2020 (Customizable to 2014 - 2019)

	Quantitative Units
	Revenue in USD Billion, Volumes in Units, Pricing in USD

	Segments Covered
	Product (Foam, Hybrid, Innerspring, Latex, Water Bed, Air Bed, Adjustable Bases and Others),  Size (Twin or Single Size, Twin XL Size, Full or Double Size, Queen Size and Others), Application (Household and Commercial), Distribution Channel (Offline Retail, Online Retail, Independent Retailers/ Exclusive Stores and Specialty Stores), End User (Hotel industry, Household, Hospitals and Others)

	Countries Covered
	U.S., Canada, Mexico, Brazil, Argentina, Rest of South America, Germany, France, Italy, U.K., Belgium, Spain, Russia, Turkey, Netherlands, Switzerland, Rest of Europe, Japan, China, India, South Korea, Australia, Singapore, Malaysia, Thailand, Indonesia, Philippines, Rest of Asia-Pacific, U.A.E, Saudi Arabia, Egypt, South Africa, Israel, Rest of Middle East and Africa

	Market Players Covered
	Drive DeVilbiss International (U.S.), SIZEWISE (U.S.), Kingsdown Inc. (U.S.), PARAMOUNT BED CO., LTD. (Japan), Sealy Corporation (U.S.), Simmons Bedding Company LLC (U.S.), Sleep Number Corporation (U.S.), Southerland Inc. (U.S.), Spring Air Company (U.S.), Tempur Sealy International Inc. (U.S.), American National Manufacturing, Inc (U.S.), SERTA SIMMONS BEDDING (U.S.)

	Market Opportunities
	· Shifting interest toward healthy and hygienic sleep
· The rapid urbanization of developing economies
· Growing awareness among consumers regarding healthier lifestyles





Market Definition
Mattresses are those pads that are designed for sleeping purposes. Many materials are used to manufacture mattresses, and they are available in different sizes according to the requirement. Mattresses may contain a quilted or similarly fastened case, generally of heavy cloth comprising materials such as foam rubber, hair, straw, cotton, or a framework of metal springs. Mattresses may also be filled with water or air.
Mattress Market Dynamics
Drivers
· Rising demand for a hybrid mattress
 The increasing demand for hybrid mattresses is projected to drive the market's growth rate during the forecast period. A hybrid mattress has a comfort layer on the top and is also layered with springs. The comfort layer would contain cooling gel, latex, polyfoam, and memory foam. For instance, Casper Sleep Inc. New York-based company, provides a hybrid mattress that includes memory foam, comfort foam, a transition layer with pocketed coils, and Zoned Support.
· Increasing lifestyle inflation
Lifestyle inflation has become a common occurrence among upcoming generations, and there has been a continuous rise in expenditure with increasing incomes. According to the research of the Federal Reserve Bank of New York, lifestyle inflation was expected among low-income, middle-income, and high-income individuals in September 2019. Lifestyle inflation coupled with increased awareness regarding mattresses are expected to drive the market growth rate
Furthermore, the growing population, increasing availability of all types of mattresses, and rising prevalence of multifunctional beds are other indirect factors for the growth of the mattress market.


Opportunities
· Shifting interest toward healthy and hygienic sleep
Consumers' interest and focus have been growing toward healthy and hygienic sleep habits, which will create immense opportunities for the growth of the mattress market. Such mattresses are made up of several components, such as thermal, spring coils, polyurethane foam, and layers of latex, each of which delivers some benefit to the consumer. Several mattress manufacturers are filling materials such as aluminum and copper into the mattress, which reflects the innovations being carried out in the manufacturing process.
Furthermore, rising adoption of trendy lifestyles and increase in disposable income all over the globe are some other factors which is fostering the demand of the product and create immense opportunities for the growth of the mattress market  
Restraints/Challenges
· High cost associated with mattress
Latex mattresses were priced higher than other types of mattresses, ranging from USD 1,900 to USD 2,000. Therefore, the manufacturers are under constant pressure to decrease costs while offering premium and quality products to improve their sales volume and contribution to their overall revenue. So the infrequent purchase and unstable costs of raw materials due to higher shelf life will hamper the mattress market growth rate.
Also, the limited presence of major market players who provide mattresses with the organic filling will create a major challenge for the growth of the mattress market during the forecast period.
This mattress market report provides details of new recent developments, trade regulations, import-export analysis, production analysis, value chain optimization, market share, impact of domestic and localized market players, analyses opportunities in terms of emerging revenue pockets, changes in market regulations, strategic market growth analysis, market size, category market growths, application niches and dominance, product approvals, product launches, geographic expansions, technological innovations in the market. To gain more info on the mattress market contact Data Bridge Market Research for an Analyst Brief, our team will help you take an informed market decision to achieve market growth.
COVID-19 Impact on Mattress Market
The outbreak of COVID-19 has adversely affected several industry growths; it has also affected the development of the mattress market due to the slowdown in manufacturing mattresses. People were reluctant to leave their homes due to this pandemic. As a result, the e-commerce industry has experienced growth, and manufacturing companies are producing innovative tactics to enable consumers to purchase mattresses according to their convenience. Thus, COVID-19 left a major impact on the growth of the mattress market.
Recent Development
· In April 2021, Spring Air International announced its four-model Breathe collection of mattresses, which offers protection from viruses and bacteria for healthier sleep.
· In May 2020, Kingsdown Inc. announced the upgradation of its quality air chamber mattress, Sleep Smart Air. This upgraded product delivers voice and Wi-Fi activation capabilities through Amazon's Alexa devices.
Mattress Market Regional Analysis/Insights
The mattress market is analysed and market size insights and trends are provided by country, product, size, application, distribution channel and end user as referenced above.
The countries covered in the mattress market report are U.S., Canada and Mexico in North America, Germany, France, U.K., Netherlands, Switzerland, Belgium, Russia, Italy, Spain, Turkey, Rest of Europe in Europe, China, Japan, India, South Korea, Singapore, Malaysia, Australia, Thailand, Indonesia, Philippines, Rest of Asia-Pacific (APAC) in the Asia-Pacific (APAC), Saudi Arabia, U.A.E, Israel, Egypt, South Africa, Rest of Middle East and Africa (MEA) as a part of Middle East and Africa (MEA), Brazil, Argentina and Rest of South America as part of South America.
Asia-Pacific dominates the market in terms of market revenue and shares due to increasing disposable income, rapid globalization, westernization, and modernization. Furthermore, raising awareness regarding the variety of mattresses is a major market growth factor in this region
North America is projected to be the fastest-growing region during the forecast period of 2022-2029 due to increased household spending and growth in the hospitality and real estate sectors. Moreover, the increasing population will also boost the development of the mattress market in this region.
The country section of the report also provides individual market impacting factors and changes in market regulation that impact the current and future trends of the market. Data points like down-stream and upstream value chain analysis, technical trends and porter's five forces analysis, case studies are some of the pointers used to forecast the market scenario for individual countries. Also, the presence and availability of global brands and their challenges faced due to large or scarce competition from local and domestic brands, impact of domestic tariffs and trade routes are considered while providing forecast analysis of the country data.   
Competitive Landscape and Mattress Market Share Analysis
The mattress market competitive landscape provides details by competitor. Details included are company overview, company financials, revenue generated, market potential, investment in research and development, new market initiatives, global presence, production sites and facilities, production capacities, company strengths and weaknesses, product launch, product width and breadth, application dominance. The above data points provided are only related to the companies' focus related to mattress market.
Some of the major players operating in the mattress market are: -
· Drive DeVilbiss International (U.S.)
· SIZEWISE (U.S.)
· Kingsdown Inc. (U.S.)
· PARAMOUNT BED CO., LTD. (Japan)
· Sealy Corporation (U.S.)
· Simmons Bedding Company LLC (U.S.)
· Sleep Number Corporation (U.S.)
· Southerland Inc. (U.S.)
· Spring Air Company (U.S.)
· Tempur Sealy International Inc. (U.S.)
· American National Manufacturing, Inc (U.S.)
MATTRESS INDUSTRY IN INDIA 
The India Mattress Market size is estimated at USD 2.13 billion in 2024, and is expected to reach USD 3.21 billion by 2029, growing at a CAGR of 8.54% during the forecast period (2024-2029).
The growth of the Indian mattress market is being driven by an increase in income levels, a rise in health consciousness, and expansion in the real estate and hospitality sectors. Today, consumers are increasingly interested in the comfort and function of mattresses which has resulted in a noticeable shift from their perspective. To adapt to changing consumer preferences, mattress manufacturing companies have started offering both offline and online sales channels.
There is a growing demand for customized and luxury mattresses, prompting companies to explore new techniques to optimize their resources and technologies. Mattresses are no longer seen as just consumer goods; they are now seen as a reflection of one's quality of life. The increasing demand for construction in residential and commercial spaces in India is creating more business opportunities for mattress manufacturers. Among the different sizes available, king-size mattresses are the most popular, with comfort being the key factor driving their dominance in the market.
To stay competitive and capture market share, players in the industry are introducing smart features through technological innovations in their mattress products. These mattresses are equipped with sensors to gather information on user sleeping patterns and habits. Additionally, they offer adjustable features to support various sleeping positions. The demand for mattresses with these innovative features is on the rise.
India Mattress Market Trends 
Rising Residential Space In India is Driving the Market 
The increasing global leadership of the Indian population has driven the need for residential space, creating a favorable market opportunity for mattress manufacturers. Although the Indian mattress market is not fully developed, international mattress manufacturers are establishing their supply chains in India and enticing residential segments with advertisements and attractive offers. The emergence of online sales as distribution channels has made it easier for households to select their preferred mattresses, consequently driving up sales.
There has been a notable increase in residential housing sales throughout India as the residential segment expands its bedding space and anticipates a higher demand for mattresses. Sales in the Indian residential market are projected to rise by 10-15% this year, surpassing 500,000 units. This growth is attributed to the strong supply pipeline, as numerous branded developers acquire land parcels for new launches and venture into new markets to take advantage of the booming housing demand. Major Indian metropolitan cities such as Hyderabad, Bangalore, Mumbai, Gurgaon, Pune, Delhi, and others are at the forefront of this trend, with households possessing a high purchasing power index and a willingness to invest in luxurious and technologically advanced mattresses.
Smart Features In Mattresses is Fueling the Market 
The market is witnessing a surge in the availability of different types of mattresses due to product innovation. Technological advancements have enabled mattresses to be equipped with smart features such as sensors and AI-enabled tools, which are attracting the younger generation. One notable development is the emergence of adjustable mattresses with adjustable beds and remote control features. These mattresses can be customized according to the user's comfort level.
Smart mattresses, on the other hand, are equipped with sensors that analyze sleep patterns. These sensors collect data on sleep duration, movements, and even the different stages of sleep. This valuable information helps users make adjustments to improve their sleep quality. Leading brands like The Sleep Company offer smart mattresses that can be controlled remotely through smartphone apps. This allows users to change settings, monitor sleep data, and receive personalized sleep recommendations. The smart mattresses integrate cutting-edge sensors, responsive foam technology, and intelligent algorithms. This combination enables the mattress to adapt to individual sleep patterns, providing optimal support and comfort throughout the night. With features like adjustable firmness, temperature control, and personalized sleep insights, smart mattresses are designed to enhance sleep quality.
The increasing sales of bedroom furniture, particularly smart mattresses, are contributing to the market's growth. Each year, these products generate significant revenue due to the changing health and hygiene patterns, especially post pandemic. People are now more aware of their sleeping habits and patterns, leading mattress manufacturers to incorporate smart AI features for sleep monitoring. This adaptation to changing consumer behavior helps the manufacturers maintain their market share and competitiveness.
India Mattress Industry Overview 
The Indian mattress market is fragmented, with a large number of branded and non-branded players selling a variety of mattresses through local distribution channels. The report covers major players operating in the Indian mattress market. The Indian mattress market is dominated by the unorganized sector. However, the organized sector is now growing with the rising demand for good quality mattresses among Indian consumers. Some of the existing players in the India Mattress market are Duroflex, Springfit, Sheela Foam, and Springwel.
India Mattress Market Leaders
· Springfit
· Coirfit Mattress
· Springwel
· Duroflex
· Sheela Foam
Recent Developments 
· In August 2023, Springfit Mattress announced it is planning to open 150–200 Springfit Lounge showrooms in the next year.
· In July 2023, Sheela Foam approved the acquisition of a 94.6% stake in Kurlon Enterprise Limited (KEL). With this acquisition, Sheela Foam will further strengthen its leadership position in the modern mattress market.
· In March 2023, VFI Group partnered with Setra Simmons, a US-based company, to produce luxurious bedding in India. 
MATTRESS INDUSTRY STATE SCENARIO
The mattress industry in Kerala is shaped by several factors, including local consumer preferences, market trends, and economic conditions. Here's an overview of the current state of the mattress industry in the region:
Market Overview
· Growing Demand: There’s an increasing awareness of the importance of sleep quality, leading to higher demand for various types of mattresses, including memory foam, latex, and hybrid models.
· Local Manufacturing: Kerala has several local manufacturers and brands that cater to regional preferences, often focusing on quality and sustainable materials.
· Retail Expansion: Both online and offline retail channels are expanding. E-commerce platforms have become significant, especially after the pandemic, as consumers prefer the convenience of online shopping.
Consumer Trends
· Health Consciousness: More consumers are becoming health-conscious, looking for mattresses that offer ergonomic support and hypoallergenic materials.
· Sustainability: There’s a growing trend towards eco-friendly products, with consumers opting for mattresses made from natural materials.
· Customization: Some brands are offering customizable options to cater to individual preferences in firmness, size, and materials.
Challenges
· Competition: The market is becoming increasingly competitive, with both local brands and national players vying for market share.
· Price Sensitivity: While there is demand for premium products, price sensitivity remains a concern, especially in certain consumer segments.
· Logistics and Supply Chain: Disruptions in supply chains can affect availability and pricing of raw materials, impacting production and delivery timelines.
Future Outlook
· Technological Integration: Smart mattresses equipped with technology for tracking sleep patterns and adjusting comfort levels are likely to gain traction.
· Increased Awareness: As health and wellness continue to be prioritized, the mattress market is expected to grow, with a focus on quality and innovation.
Overall, the mattress industry in Kerala is poised for growth, driven by changing consumer preferences and a focus on quality and sustainability.





4.1 COMPANY PROFILE 
ABOUT THE ORGANIZATION
Sulfex Mattress is a company founded in the year 1994, by Mr. M.T.P. Muhammad Kunhi, a prominent NRI business personality with diverse interest in rubberized coir, plywood and construction in India and trading activities in the Middle East. Sulfex group is fast growing entity surging ahead with various businesses interests. Fuelled by a winding passion to pursue excellence on all fronts, Sulfex aims to create lasting value for customers across the world. Beginning as the manufacturer of exceptional quality rubberized coir mattress, the Sulfex group has come a long way today. Together, the stages of the art of manufacturing plants.Viz, Sulfex Fiber products Sulfex Mattress Company, strategically situated at Elamberampara, Kannur, Northern part of Kerala State, and account for 6000 metric tons annual production capacity. Sulfex is known as having Indias second largest and most sophisticated plant capacity for rubberized coir mattresses as well as allied products like pillows, cushions, bolsters and arange of door and bathmats. The high density rubberized coir bare block that Sulfex produce are highly recommended as top layers for spring mattresses worldwide. The plant employs 400 highly skilled personnel directly, another 2000 indirectly. Credited with ISO 9001 and BIS certification, the plants follow all the globally accepted policies. The raw materials are 100% natural coir and rubber latex, fully replenished resources harnessing its technological superiority, product excellence and care for environment the company has created one of the best scientifically backed rubberized coir mattress brands Sulfex.
SULFEX COMPANY / SULFEUNITS
 SULFEX FIBER PRODUCTS It is a partnership firm. The Sulfex fiber products were the firstly established unit in the year 1994 with a capital of Rs. 400 Lakh. The unit was manufacturing coir mattress. The unit was situated at Industrial Development Plot, Andoor (Po), Parassinikadavu,Kannur.
SULFEX MATTRESSES COMPANY
 The Sulfex Mattresses Company was the secondly established industrial unit at Elamberampara, Taliparamba. It started its operation in 2002. The unit produces not only mattress but also products like car cushions, quick dry bathroom mat, door curtain, etc. But Sulfex Mattress Company concentrated to produce only rubberized coir mattress, cushions and pillows .It is also a Private Limited Unit. But these units do not produce anything. This unit will market the products manufactured by Sulfex Mattress Company. This was started in the year 2004.
  SULFEX GROUP UNDER TAKING
Sulfex was set up in the year 1994 with the objective of utilizing the abundant available rubber resources of Kerala. Today from a single unit company Sulfex has grown in to an Rs.30 crore conglomerate with well diversified operation and a market presence externally beyond the boundaries of Kerala.The various subsidiaries formed by Sulfex include , Sulfex Mattress Company,Sulfex Fiber Products.
Sulfex Mattress Company. A brand that is going places, not only in India, but in highly discerning value conscious global market as well as over the year, the company has developed very high reputation for quality of its products. The company is exporting its products to the Middle East, South Africa and European countries like Greece and Paris. Product Quality and customers satisfaction are the priorities of the company always. 
Sulfex has got wide marketing network which expand whole of South India, Madhya Pradesh, Chhattisgarh,
Jharkhand, Orissa and West Bengals.Sulfex has a Marketing Department based in Bangalore.
VISION
The Sulfex group of companies, of the leading mattress manufactures in South India was established in the year 1994 by Mr.MTPMuhammedKunhi, a permit NRI business personality with diverse interest in rubberized coir, plywood and construction in India and trading activities in the Middle East. Sulfex group is a fast growing entity, surging ahead with various business interests. Sulfex aims to create lasting value for customer across the world.

MISSION
The aim of Sulfex Company is to produce agro-based or eco friendly products with natural resources. Sulfex Company also utilizes the available resources more efficiently. Their consumption of raw material is minimum and maximum comfortless.
ACHIEVEMENTS OF SULFEX FIBER PRODUCTS
During 1994 to 1995, the marketing was only in Kerala and turnover was Rs.1.85 crores. In the year 1995 to 1996, the unit could expand its marketing outside Kerala and the turnover reached Rs. 3crores. The production has increased and a separate fabricating unit has been started in Kannur. A Sales Department has also been opened in Calicut.
OBJECTIVES
· Produce eco-friendly products
· Minimum rejection or wastage
· To satisfy the customer by providing the right quality goods at the right place and also right price.
· To produce quality products
· Economy in production
SULFEX MOTTO
· Our customer is the most important person in our premises.
· Our employees and workers are our assets.
· We treat our well wishers with dignity, respect and care.
· We are steered by the needs and requirements of our customers and strive to exceed   their expectations every time. 
· We are responsible to the community in which we do business, building their skills and strength as we do our own.
· We never compromise the quality of our product.
· We generate team spirit and encourage employee participation in the process of improvement.
· We search and innovate for ways to improve our skills to serve our customers better.
HUMAN RESOURCE DEPARTMENT
Human resources are considered as the most important recourse in any organization because it can function only through people. The success of an organization depends upon the ability of its human resources. Production is the result of joint efforts of land, capital, labour and business enterprises. Manpower is the most important factor among them. It even controls the application of human resources without the productive efforts of human resources; other products are worthless and unproductive. So, human resource management as a significant role to play in the overall development of organization.  
ORGANIZATIONAL POLICIES AND PROGRAMS
 In Sulfex, the administrative come personal officer is the head of personal department. All the personal and the administrative decisions are taken by personal department. The Administrative come personal officer give advice to top-level management with regard to personal policies and programs. He advises the functional heads on various aspects of human resources planning recruitment, selection, training, compensation, etc.
The following are the Human Resource policies of Sulfex:
•	This policy provides Sulfex with a set of recruitment and selection practices for the effective resourcing of employees in an efficient and fair manner.  This policy takes into account current employment legislation and must be implemented in conjunction with the Equal Opportunities Policy.
•	All employees concerned with the recruitment and selection of all established and temporary employees, whether this is in a management or specialist role or providing administrative support for a manager concerned with recruitment must become familiar with this policy and ensure that they comply with the procedures, as detailed below.
•	Sulfex is committed to constantly improving the academic standing, performance and efficiency of the College by attracting and recruiting high calibre staff, who are the best candidates available for the job. 
•	For all new or replacement posts a job description and person specification must be provided. These documents set out the duties of the job and the skills needed to fill it. The objective criteria contained within these documents must consist of minimum standards considered to be essential for the effective performance of the job. Desirable criteria may be included, but these must be referred to only if candidates have met the essential criteria.
MAN POWER PLANNING
Man power planning is an important part of human resource management. Man power planning helps to determine the quality of persons required.  Sulfex has well established man power strength. The company employs over 450 workers. The workers of the company are classified into 4 categories. They Are,
· Highly Skilled Workers
· Skilled Workers
· Unskilled Workers
· Trainees 
 RECRUITMENT 
Recruitment takes place in an organization due to vacancies created by various causes like retirement, promotion, death etc. Recruitment is a positive process of searching the required qualified persons and stimulates them to apply for jobs. Types or sources of recruitment include both internal and external recruitment. 
· Internal Sources of Recruitment
Internal sources of recruitment are the means of getting or reciting the workers   from the existing staff of the organization. Internal sources of recruitment includes transfers, promotion etc.
· External Sources of Recruitment
External source of recruitment refers to recruitment of candidates from outside the organization. External source includes advertisement in newspapers, employment exchange, educational institution etc.
 METHODS OF RECRUITMENT 
   In Sulfex the recruitment is made tough advertising in newspapers according to the man power required. The administrative come Personal Officer prepares notification by the approval of  Board of  Directors. Candidates who are recruited trough external recruitment process can bring fresh outlook and new ideas. It will improve the overall performance of the organization.
SELECTION
 Selection is the process of choosing the mist suitable out of all application. In Sulfex, the personal department scrutinizes the applications that are received from the applicants who possess required qualification must be called for interview. The purpose of an interview is to asses the candidates’ Strength and weakness of the position. The final selection is made on the basis of performance of the candidate interview.
 TRAINING
 In Sulfex trainees are trained at the work place itself. At the time of training supervisor in charge is responsible for the training. Only after six months trainees are made permanent based on performance during training period. Initial six months are probation period for them and they are also paid during this time.
      The effectiveness of training programs is to be verified. The feedback generated through followed up will help to reveal the errors or mistakes done. This will also help in decision future training programs.
 KEEPING PERSONNEL RECORDS 
Personnel record refers to accumulated factual information relating to personnel in a firm.The information is maintained in a systematic manner. In Sulfex, the personnel department is maintaining a full record of record of all the workers in the company. The records include
· Name and address   
· Department 
· The names of the employees who left the organization.
· Date of employment
· Category
· Rate of pay
· Promotion
ATTENDANCE CARD 
Production department keeps separate attendance card for each workers. It is mainly done for assuring presence of the workers in the company. Attendence card contains details about the workers such as name and address, serial number, shift, department etc.

WAGE FIXATION
Wage of the workers are fixed as per minimum wage Act. Minimum wage for the workers are Rs.2000/- per month. For trainees Rs.60/- per day is paid during their six months probation period. Salary is fixed based on the existing standard of living.
WELFARE SCHEMES
All the employees compulsorily subscribed to employees provident Fund (EPF) and Employees state insurance(ESI) and also rest room facilities are provided to the workers.The employee’s  contribution towards ESI is 1.75% and employer contributes 4.75% to ESI.For EPF also both of both of them should contribution rate are employees-12% and employer-13%.
 LEAVES AND HOLIDAYS
All together there are 13 holidays provided to the employees as festival holidays. Every Sunday is a holiday. Each employee is granted with 12 casual leaves. Leaves for sickness, accidents etc. will be allowed to the workmen as provided for in the ESI Act. Leave forms are filled by the workers and given to plant supervisor. He sanctions the leave and after that the production supervisor also approves it. However National holidays will be allowed to the workmen as provided for in the Kerala Industrial Establishing Act.
TRADE UNION
Trade union is an inevitable part of the modern industry setup. It is an associated of workers former to protect the individual interest. CITU trade union exists in Sulfex and all the workers belong to CITU. Complaints and grievances of the workers are solved through trade unions. They help the workers for solving any problem.
 TIMING OT THE COMPANY
The work of the company is going under 3 shifts. The shift times at Sulfex are as follows;
1st shift 8am to 4pm
2nd shift 4pm to 12am 
3rd shift 12am to 8am





PERFORMANCE APPRAISAL
Supervisors are appointed to evaluate the performance of workers. They provide every facility to worker and clear all doubts during work hours. These supervisors then grade the employees as excellent, good or satisfactory etc.
PRODUCT AND SERVICE PROFILE
Sulfex Mattress offers a diversified range of products catering to different consumer segments. Its product portfolio includes the following major categories:
a) Foam Mattresses
Foam mattresses are the flagship product of Sulfex. They are made from high-quality polyurethane foam that provides consistent support and comfort. The foam mattresses come in different densities and thicknesses to suit varied sleeping preferences.
b) Coir Mattresses
Sulfex produces natural coir mattresses that ensure proper air circulation and firm back support. These mattresses are preferred for their eco-friendliness and durability. They are designed to provide orthopedic benefits and reduce back pain.
c) Spring Mattresses
The company also manufactures spring mattresses with pocketed spring technology. These are designed for premium comfort and long-lasting elasticity. The spring mattresses cater to customers seeking luxury and relaxation.
d) Orthopedic Mattresses
Sulfex offers medically approved orthopedic mattresses designed to maintain spinal alignment and reduce pressure points. These are particularly useful for elderly customers and people with chronic back pain.
e) Memory Foam Mattresses
In recent years, Sulfex has introduced memory foam mattresses that adjust to body contours and provide personalized comfort. These are popular among younger customers and tech-savvy buyers who value sleep technology.
f) Pillows and Cushions
In addition to mattresses, Sulfex manufactures a variety of pillows, bolsters, and cushions using foam, fiber, and latex materials. These accessories are crafted to enhance sleep quality and add aesthetic value to bedrooms.
g) Mattress Protectors and Bed Accessories
The company also supplies mattress covers, protectors, and bed accessories. These are designed for durability, hygiene, and ease of maintenance. Custom sizes are available to meet specific customer needs.
Services Offered
Apart from manufacturing and selling mattresses, Sulfex Mattress provides several customer-oriented services to ensure satisfaction and trust.
a) Customization Service
Customers can request customized sizes, shapes, and firmness levels according to their preferences. Sulfex provides made-to-order mattresses for residential, institutional, and commercial use.
b) Home Delivery
The company offers free or minimal-cost home delivery for all local and regional orders, ensuring convenience and timely service to customers.
c) After-Sales Support
Sulfex maintains a dedicated after-sales service team to handle customer complaints, warranty claims, and repair requests. Warranty terms typically cover material and manufacturing defects.
d) Product Warranty
Most Sulfex mattresses come with a warranty period ranging from 5 to 10 years, depending on the model and material. The warranty covers manufacturing faults and premature wear.
e) Corporate and Institutional Supply
The company provides bulk supply and customized mattress solutions to hospitals, hotels, hostels, and institutions. These contracts include tailored design, branding, and delivery schedules.
f) Retail and Dealer Network
Sulfex has an extensive retail and dealer network across Kerala. Its products are available through authorized showrooms and furniture retailers, ensuring accessibility to both urban and rural customers.
g) Online Enquiry and Support
The company has introduced digital platforms and online support systems for customer inquiries, price quotes, and feedback collection. This helps Sulfex stay connected with customers and address issues promptly.











Table 5.1
Age Group of Respondents
	Age Group
	Number of Respondents
	Percentage 

	Below 25
	18
	36

	25–30
	12
	24

	31–40
	9
	18

	41–50
	7
	14

	Above 50
	4
	8

	Total
	50
	100


     Source: Primary data 
Chart 5.1
Age Group of Respondents

Interpretation:
Table 5.1 shows the age group of respondents. 36% of the respondents are below 25 years, 24% are in the age group 25–30, 18% are in the age group 31–40, 14% are in the age group 41–50, and 8% are above 50 years. It indicates that most of the respondents belong to the young age group below 25 years.
Table 5.2
 Gender of Respondents 
	Gender
	Number of Respondents
	Percentage 

	Male
	28
	56

	Female
	22
	44

	Total
	50
	100


    Source: Primary data 
Chart 5.2
 Gender of Respondents 

Interpretation:
Table 5.2 shows the gender of respondents. 56% of the respondents are male and 44% are female. It indicates that male respondents are slightly higher than female respondents.






Table 5.3
Occupation of Respondents 
	Occupation
	Number of Respondents
	Percentage 

	Student
	16
	32

	Business
	10
	20

	Private employee
	12
	24

	Government employee
	7
	14

	Others
	5
	10

	Total
	50
	100


     Source: Primary data 
Chart 5.3
Occupation of Respondents 

Interpretation:
Table 5.3 shows the occupation of respondents. 32% of the respondents are students, 20% are in business, 24% are private employees, 14% are government employees, and 10% belong to the others category. It indicates that students form the largest group of respondents.
Table 5.4
Most Used Social Media Platform 
	Social Media Platform
	Number of Respondents
	Percentage 

	Facebook
	9
	18

	Instagram
	14
	28

	WhatsApp
	17
	34

	YouTube
	7
	14

	Others
	3
	6

	Total
	50
	100


   Source: Primary data 
Chart 5.4
Most Used Social Media Platform 

Interpretation:
Table 5.4 shows the most used social media platform of respondents. 18% of the respondents use Facebook most, 28% use Instagram, 34% use WhatsApp, 14% use YouTube, and 6% use other platforms. It indicates that WhatsApp is the most used social media platform among respondents.

Table 5.5
Frequency of Social Media Usage 
	Frequency
	Number of Respondents
	Percentage 

	Very often
	15
	30

	Often
	13
	26

	Sometimes
	12
	24

	Rarely
	6
	12

	Never
	4
	8

	Total
	50
	100


       Source: Primary data 
Chart 5.5
Frequency of Social Media Usage 

Interpretation:
Table 5.5 shows the frequency of social media usage. 30% of the respondents use social media very often, 26% use it often, 24% use it sometimes, 12% use it rarely, and 8% never use social media. It indicates that most respondents use social media frequently.

Table 5.6
Frequency of Seeing Sulfex Mattress Advertisements on Social Media 
	Frequency
	Number of Respondents
	Percentage 

	Very often
	14
	28

	Often
	12
	24

	Sometimes
	11
	22

	Rarely
	8
	16

	Never
	5
	10

	Total
	50
	100


     Source: Primary data 
Chart 5.6
Frequency of Seeing Sulfex Mattress Advertisements on Social Media 

Interpretation:
Table 5.6 shows how often respondents see Sulfex Mattress advertisements on social media. 28% of the respondents see advertisements very often, 24% often, 22% sometimes, 16% rarely, and 10% never see advertisements. It indicates that most respondents frequently notice Sulfex Mattress advertisements on social media.

Table 5.7
Attractiveness of Social Media Advertisements 
	Attractiveness Level
	Number of Respondents
	Percentage

	Very attractive
	13
	26

	Attractive
	15
	30

	Average
	12
	24

	Not attractive
	6
	12

	Very unattractive
	4
	8

	Total
	50
	100


     Source: Primary data 
Chart 5.7
Attractiveness of Social Media Advertisements 

Interpretation:
Table 5.7 shows respondents’ opinion on the attractiveness of social media advertisements. 26% of the respondents find advertisements very attractive, 30% attractive, 24% average, 12% not attractive, and 8% very unattractive. It indicates that most respondents find the advertisements attractive.

Table 5.8
 In formativeness of Social Media Posts 
	In formativeness Level
	Number of Respondents
	Percentage 

	Very informative
	12
	24

	Informative
	16
	32

	Average
	11
	22

	Less informative
	7
	14

	Not informative
	4
	8

	Total
	50
	100


     Source: Primary data 
Chart 5.8
 In formativeness of Social Media Posts 

Interpretation:
Table 5.8 shows how informative respondents find the brand’s social media posts. 24% of the respondents feel posts are very informative, 32% informative, 22% average, 14% less informative, and 8% not informative. It indicates that most respondents consider the social media posts informative.

Table 5.9
Influence of Social Media Advertisements on Buying Decision 
	Influence Level
	Number of Respondents
	Percentage

	Very much
	14
	28

	Much
	13
	26

	Average
	12
	24

	Little
	7
	14

	Not at all
	4
	8

	Total
	50
	100


    Source: Primary data 
Chart 5.9
Influence of Social Media Advertisements on Buying Decision 

Interpretation:
Table 5.9 shows the influence of social media advertisements on buying decisions. 28% of the respondents are influenced very much, 26% much, 24% average, 14% little, and 8% not at all influenced. It indicates that social media advertisements significantly influence buying decisions.

Table 5.10
Reliability of Brand Information on Social Media 
	Reliability Level
	Number of Respondents
	Percentage 

	Very reliable
	11
	22

	Reliable
	17
	34

	Neutral
	12
	24

	Unreliable
	6
	12

	Very unreliable
	4
	8

	Total
	50
	100


    Source: Primary data 
Chart 5.10
Reliability of Brand Information on Social Media 

Interpretation:
Table 5.10 shows how reliable respondents feel brand information on social media is. 22% of the respondents feel information is very reliable, 34% reliable, 24% neutral, 12% unreliable, and 8% very unreliable. It indicates that most respondents consider brand information on social media reliable.
Table 5.11
Satisfaction with Brand Interaction on Social Media 
	Satisfaction Level
	Number of Respondents
	Percentage 

	Highly satisfied
	12
	24

	Satisfied
	16
	32

	Neutral
	11
	22

	Dissatisfied
	7
	14

	Highly dissatisfied
	4
	8

	Total
	50
	100


    Source: Primary data 
Chart 5.11
Satisfaction with Brand Interaction on Social Media 

Interpretation:
Table 5.11 shows respondents’ satisfaction with the brand’s interaction on social media. 24% of the respondents are highly satisfied, 32% satisfied, 22% neutral, 14% dissatisfied, and 8% highly dissatisfied. It indicates that most respondents are satisfied with the brand’s social media interaction.
Table 5.12
Speed of Brand Response to Queries on Social Media 
	Response Speed
	Number of Respondents
	Percentage 

	Very quickly
	11
	22

	Quickly
	15
	30

	Average
	12
	24

	Slowly
	7
	14

	Very slowly
	5
	10

	Total
	50
	100


    Source: Primary data 
Chart 5.12
Speed of Brand Response to Queries on Social Media 

Interpretation:
Table 5.12 shows how quickly the brand responds to queries on social media. 22% of the respondents feel the brand responds very quickly, 30% quickly, 24% average, 14% slowly, and 10% very slowly. It indicates that most respondents feel the brand responds quickly.

Table 5.13
Attraction of Social Media Offers 
	Attraction Level
	Number of Respondents
	Percentage 

	Always
	13
	26

	Often
	14
	28

	Sometimes
	11
	22

	Rarely
	7
	14

	Never
	5
	10

	Total
	50
	100


     Source: Primary data 

Chart 5.13
Attraction of Social Media Offers
 
Interpretation:
Table 5.13 shows how often social media offers attract respondents to the brand. 26% of the respondents are always attracted, 28% often, 22% sometimes, 14% rarely, and 10% never attracted. It indicates that social media offers play an important role in attracting customers.
Table 5.14
Effect of Customer Reviews on Brand Opinion 
	Opinion Impact
	Number of Respondents
	Percentage

	Very positively
	14
	28

	Positively
	15
	30

	Neutral
	10
	20

	Negatively
	7
	14

	Very negatively
	4
	8

	Total
	50
	100


       Source: Primary data 
Chart 5.14
Effect of Customer Reviews on Brand Opinion 

Interpretation:
Table 5.14 shows how customer reviews affect respondents’ opinion about the brand. 28% of the respondents are affected very positively, 30% positively, 20% neutral, 14% negatively, and 8% very negatively. It indicates that customer reviews mostly create a positive opinion about the brand.

Table 5.15
Satisfaction with Brand Image Created Through Social Media 
	Satisfaction Level
	Number of Respondents
	Percentage

	Highly satisfied
	13
	26

	Satisfied
	16
	32

	Neutral
	11
	22

	Dissatisfied
	6
	12

	Highly dissatisfied
	4
	8

	Total
	50
	100


     Source: Primary data 
Chart 5.15
Satisfaction with Brand Image Created Through Social Media
 
Interpretation:
Table 5.15 shows respondents’ satisfaction with the brand image created through social media. 26% of the respondents are highly satisfied, 32% satisfied, 22% neutral, 12% dissatisfied, and 8% highly dissatisfied. It indicates that most respondents are satisfied with the brand image created through social media.
Table 5.16
 Following Brand Updates on Social Media 
	Frequency
	Number of Respondents
	Percentage 

	Always
	12
	24

	Often
	15
	30

	Sometimes
	11
	22

	Rarely
	7
	14

	Never
	5
	10

	Total
	50
	100


      Source: Primary data 
Chart 5.16
 Following Brand Updates on Social Media 

Interpretation:
Table 5.16 shows how often respondents follow updates from the brand on social media. 24% of the respondents always follow updates, 30% often, 22% sometimes, 14% rarely, and 10% never follow updates. It indicates that most respondents frequently follow brand updates on social media.

Table 5.17
 Role of Social Media in Brand Recall 
	Brand Recall Level
	Number of Respondents
	Percentage

	Very well
	14
	28

	Well
	16
	32

	Average
	10
	20

	Poorly
	6
	12

	Very poorly
	4
	8

	Total
	50
	100


     Source: Primary data 
Chart 5.17
 Role of Social Media in Brand Recall 

Interpretation:
Table 5.17 shows how social media helps respondents remember the brand. 28% of the respondents remember the brand very well, 32% well, 20% average, 12% poorly, and 8% very poorly. It indicates that social media effectively improves brand recall.

Table 5.18
Trust towards Brands Active on Social Media
	Trust Level
	Number of Respondents
	Percentage

	Very likely
	13
	26

	Likely
	17
	34

	Not sure
	10
	20

	Unlikely
	6
	12

	Very unlikely
	4
	8

	Total
	50
	100


        Source: Primary data 
Chart 5.18
Trust towards Brands Active on Social Media

Interpretation:
Table 5.18 shows respondents’ trust towards brands active on social media. 26% of the respondents are very likely to trust such brands, 34% likely, 20% not sure, 12% unlikely, and 8% very unlikely. It indicates that brand activity on social media increases customer trust.

Table 5.19
Satisfaction with Content Shared by the Brand 
	Satisfaction Level
	Number of Respondents
	Percentage

	Highly satisfied
	12
	24

	Satisfied
	16
	32

	Neutral
	11
	22

	Dissatisfied
	7
	14

	Highly dissatisfied
	4
	8

	Total
	50
	100


      Source: Primary data 
Chart 5.19
Satisfaction with Content Shared by the Brand 

Interpretation:
Table 5.19 shows respondents’ satisfaction with the content shared by the brand. 24% of the respondents are highly satisfied, 32% satisfied, 22% neutral, 14% dissatisfied, and 8% highly dissatisfied. It indicates that most respondents are satisfied with the content shared by the brand.

Table 5.20
Social Media Encouraging Brand Choice
	Frequency
	Number of Respondents
	Percentage

	Always
	13
	26

	Often
	14
	28

	Sometimes
	12
	24

	Rarely
	6
	12

	Never
	5
	10

	Total
	50
	100


      Source: Primary data 
Chart 5.20
Social Media Encouraging Brand Choice

Interpretation:
Table 5.20 shows how often social media encourages respondents to choose this brand over others. 26% of the respondents are always encouraged, 28% often, 24% sometimes, 12% rarely, and 10% never encouraged. It indicates that social media plays an important role in influencing brand choice.


Table 5.21
Brand Loyalty Due to Social Media Influence 
	Loyalty Level
	Number of Respondents
	Percentage 

	Very loyal
	13
	26

	Loyal
	16
	32

	Neutral
	10
	20

	Less loyal
	7
	14

	Not loyal
	4
	8

	Total
	50
	100


Source: Primary data 
Chart 5.21
Brand Loyalty Due to Social Media Influence 

Interpretation:
Table 5.21 shows how loyal respondents feel towards the brand due to social media influence. 26% of the respondents feel very loyal, 32% loyal, 20% neutral, and 14% less loyal, and 8% not loyal. It indicates that social media contributes to building customer loyalty.

Table 5.22
Likelihood of Continuing Purchase 
	Purchase Intention
	Number of Respondents
	Percentage

	Very likely
	14
	28

	Likely
	17
	34

	Not sure
	9
	18

	Unlikely
	6
	12

	Very unlikely
	4
	8

	Total
	50
	100


      Source: Primary data 
Chart 5.22
Likelihood of Continuing Purchase 

Interpretation:
Table 5.22 shows the likelihood of respondents continuing to purchase Sulfex Mattress products. 28% of the respondents are very likely to continue purchasing, 34% likely, 18% not sure, 12% unlikely, and 8% very unlikely. It indicates that most respondents have a positive purchase intention.

Table 5.23
 Recommendation of Brand Due to Social Media Presence 
	Recommendation Frequency
	Number of Respondents
	Percentage 

	Very often
	13
	26

	Often
	15
	30

	Sometimes
	11
	22

	Rarely
	6
	12

	Never
	5
	10

	Total
	50
	100


      Source: Primary data 
Chart4.23
 Recommendation of Brand Due to Social Media Presence 

Interpretation:
Table 5.23 shows how often respondents recommend the brand to others due to social media presence. 26% of the respondents recommend very often, 30% often, 22% sometimes, 12% rarely, and 10% never recommend. It indicates that social media presence encourages word-of-mouth promotion.

Table 5.24: 
Satisfaction with Overall Social Media Activities 
	Satisfaction Level
	Number of Respondents
	Percentage

	Highly satisfied
	12
	24

	Satisfied
	18
	36

	Neutral
	10
	20

	Dissatisfied
	6
	12

	Highly dissatisfied
	4
	8

	Total
	50
	100


       Source: Primary data 
Chart 5.24: 
Satisfaction with Overall Social Media Activities
 
Interpretation:
Table 5.24 shows respondents’ satisfaction with overall social media activities of the brand. 24% of the respondents are highly satisfied, 36% satisfied, 20% neutral, 12% dissatisfied, and 8% highly dissatisfied. It indicates that most respondents are satisfied with the brand’s social media activities.

Table 5.25
 Overall Influence of Social Media on Brand Loyalty 
	Influence Level
	Number of Respondents
	Percentage 

	Very high
	14
	28

	High
	16
	32

	Moderate
	11
	22

	Low
	5
	10

	Very low
	4
	8

	Total
	50
	100


     Source: Primary data 

Chart 5.25
 Overall Influence of Social Media on Brand Loyalty 

Interpretation:
Table 5.25 shows the overall influence of social media on brand loyalty. 28% of the respondents feel the influence is very high, 32% high, 22% moderate, 10% low, and 8% very low. It indicates that social media has a strong impact on customer loyalty towards the brand.
6.1 FINDINGS
· The study found that a majority of the respondents belong to the young age group, especially below 25 years, indicating higher social media usage among younger consumers.
· Male respondents are slightly higher than female respondents in the study.
· Students form the largest occupational group, showing that young and student consumers are more active on social media platforms.
· WhatsApp and Instagram are the most used social media platforms among respondents.
· Most respondents use social media very often or often, indicating high social media exposure.
· A large number of respondents frequently notice Sulfex Mattress advertisements on social media.
· The study reveals that respondents generally find the brand’s social media advertisements attractive.
· Most respondents consider the brand’s social media posts informative, showing effective content communication.
· Social media advertisements significantly influence the buying decisions of respondents.
· Respondents generally perceive brand information on social media as reliable.
· The majority of respondents are satisfied with the brand’s interaction on social media.
· The study shows that the brand responds quickly to customer queries on social media.
· Social media offers play an important role in attracting respondents towards the brand.
· Customer reviews on social media mostly create a positive opinion about the brand.
· Respondents are satisfied with the brand image created through social media.
· Most respondents frequently follow brand updates on social media.
· Social media helps respondents remember the brand effectively, improving brand recall.
· Respondents are more likely to trust brands that are active on social media.
· The majority of respondents are satisfied with the content shared by the brand.
· Social media encourages respondents to choose the brand over competitors.
· The study indicates that social media contributes to building customer loyalty.
· Most respondents show positive intention to continue purchasing Sulfex Mattress products.
· Social media presence encourages respondents to recommend the brand to others.
· Respondents are satisfied with the overall social media activities of the brand.
· Overall, the study concludes that social media has a strong influence on brand awareness, buying behaviour, trust, satisfaction, and customer loyalty towards Sulfex Mattress.




6.2 SUGGESTIONS 
· The company should increase the frequency of social media advertisements to improve visibility and reach more potential customers.
· Sulfex Mattress should focus on creating more engaging and visually attractive content to capture customer attention.
· The company can provide more informative posts about product features, benefits, durability, and comparisons to enhance customer understanding.
· Quick response to customer queries should be maintained and further improved to strengthen customer satisfaction.
· The company should use interactive content such as polls, reels, stories, and live sessions to improve customer engagement.
· Social media offers, discounts, and promotional campaigns should be continued as they attract customers towards the brand.
· The companyshould encourage customer reviews and testimonials to build trust and positive brand perception.
· Influencer marketing can be adopted to increase brand awareness and credibility among target audiences.
· Sulfex Mattress should maintain consistent posting to keep customers updated about new products and offers.
· The company can use personalized marketing strategies to target different customer segments effectively.
· More educational content related to sleep quality, mattress selection, and health benefits can improve brand value.
· The company should strengthen brand storytelling to improve emotional connection with customers.
· Customer feedback collected through social media should be analysed regularly to improve products and services.
· The company should ensure accuracy and transparency in social media information to maintain reliability and trust.
· Overall, Sulfex Mattress should develop a strong and consistent social media strategy to improve customer loyalty, purchase intention, and long-term brand relationship.














6.3 CONCLUSION
The study examined the influence of social media on brand awareness, customer perception, buying behaviour, and loyalty towards Sulfex Mattress. The findings reveal that social media plays a significant role in creating brand awareness and improving customer engagement. A majority of the respondents frequently use social media platforms and regularly notice brand advertisements, which increases familiarity with the brand.
The study also shows that social media advertisements, informative content, customer reviews, and promotional offers positively influence customers’ buying decisions and trust towards the brand. Respondents generally perceive the brand’s social media activities as attractive, informative, and reliable. Quick response to customer queries and consistent interaction further improve customer satisfaction and brand image.
Furthermore, social media contributes significantly to brand recall, purchase intention, recommendation behaviour, and customer loyalty. Customers who actively follow brand updates are more likely to trust the brand, continue purchasing, and recommend it to others.
Overall, the study concludes that social media has a strong impact on customer behaviour and loyalty towards Sulfex Mattress. Effective social media strategies focusing on engaging content, timely interaction, transparency, and promotional activities can help the brand strengthen customer relationships and achieve long-term competitive advantage.
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QUESTIONNAIRE
A STUDY ON IMPACT OF SOCIAL MEDIA ON BRAND LOYALTY AT SULFEX MATTRESS PARASSINIKADAVU
1. What is your age group?
Below 25	
25–30
31–40	
41–50
Above 50	
2. What is your gender?
Male	
Female
3. What is your occupation?
Student	
Business
Private employee	
Government employee
Others	
4. Which social media platform do you use most?
Facebook	
Instagram
WhatsApp	
YouTube
Others	
5. How often do you use social media?
Very often	
Often
Sometimes	
Rarely
Never	
6. How often do you see Sulfex Mattress advertisements on social media?
Very often	
Often
Sometimes	
Rarely
Never	
7. How attractive do you find the social media advertisements of the brand?
Very attractive	
Attractive
Average	
Not attractive
Very unattractive	

8. How informative are the brand’s social media posts?
Very informative	
Informative
Average	
Less informative
Not informative	
9. How much do social media advertisements influence your buying decision?
Very much	
Much
Average	
Little
Not at all
10. How reliable do you feel the brand information on social media is?
Very reliable	
Reliable
Neutral	
Unreliable
Very unreliable	
11. How satisfied are you with the brand’s interaction on social media?
Highly satisfied	
Satisfied
Neutral	
Dissatisfied
Highly dissatisfied	
12. How quickly does the brand respond to queries on social media?
Very quickly	
Quickly
Average	
Slowly
Very slowly	
13. How often do social media offers attract you to the brand?
Always	
Often
Sometimes	
Rarely
Never	
14. How do customer reviews on social media affect your opinion about the brand?
Very positively	
Positively
Neutral	
Negatively
Very negatively	
15. How satisfied are you with the brand image created through social media?
Highly satisfied	
Satisfied
Neutral	
Dissatisfied
Highly dissatisfied	
16. How often do you follow updates from the brand on social media?
Always	
Often
Sometimes	
Rarely
Never	
17. How does social media help you remember the brand?
Very well	
Well
Average	
Poorly
Very poorly	
18. How likely are you to trust a brand that is active on social media?
Very likely	
Likely
Not sure
Unlikely
Very unlikely	
19. How satisfied are you with the content shared by the brand?
Highly satisfied	
Satisfied
Neutral	
Dissatisfied
Highly dissatisfied	
20. How often does social media encourage you to choose this brand over others?
Always	
Often
Sometimes	
Rarely
Never	
21. How loyal do you feel towards the brand due to social media influence?
Very loyal	
Loyal
Neutral	
Less loyal
Not loyal	
22. How likely are you to continue purchasing Sulfex Mattress products?
Very likely	
Likely
Not sure	
Unlikely
Very unlikely	
23. How often do you recommend the brand to others because of social media presence?
Very often	
Often
Sometimes	
Rarely
Never	
24. How satisfied are you with the overall social media activities of the brand?
Highly satisfied	
Satisfied
Neutral	
Dissatisfied
Highly dissatisfied	


[bookmark: _GoBack]
25. Overall, how much does social media influence your loyalty towards the brand?
Very high	
High
Moderate	
Low
Very low	

Facebook	Instagram	WhatsApp	YouTube	Others	18	28	34	14	6	



Very often	Often	Sometimes	Rarely	Never	30	26	24	12	8	



Very often	Often	Sometimes	Rarely	Never	28	24	22	16	10	


Very attractive	Attractive	Average	Not attractive	Very unattractive	26	30	24	12	8	



Very informative	Informative	Average	Less informative	Not informative	24	32	22	14	8	



Very much	Much	Average	Little	Not at all	28	26	24	14	8	



Very reliable	Reliable	Neutral	Unreliable	Very unreliable	22	34	24	12	8	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	24	32	22	14	8	



Very quickly	Quickly	Average	Slowly	Very slowly	22	30	24	14	10	



Always	Often	Sometimes	Rarely	Never	26	28	22	14	10	



Very positively	Positively	Neutral	Negatively	Very negatively	28	30	20	14	8	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	26	32	22	12	8	



Always	Often	Sometimes	Rarely	Never	24	30	22	14	10	



Very well	Well	Average	Poorly	Very poorly	28	32	20	12	8	


Very likely	Likely	Not sure	Unlikely	Very unlikely	26	34	20	12	8	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	24	32	22	14	8	



Always	Often	Sometimes	Rarely	Never	26	28	24	12	10	


Very loyal	Loyal	Neutral	Less loyal	Not loyal	26	32	20	14	8	



Very likely	Likely	Not sure	Unlikely	Very unlikely	28	34	18	12	8	



Very often	Often	Sometimes	Rarely	Never	26	30	22	12	10	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	24	36	20	12	8	


Very high	High	Moderate	Low	Very low	28	32	22	10	8	



Below 25	25–30	31–40	41–50	Above 50	36	24	18	14	8	



Male	Female	56	44	



Student	Business	Private employee	Government employee	Others	32	20	24	14	10	




74

