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Abstract

This study investigates how social media platforms such as Instagram have grown in
popularity for advertising as a result of technological and social media advancements. The
users, viewers, and goals of social media platforms have changed dramatically over the last
decade as their popularity has grown. Social media networks collect information and data
from their massive user base. As a result, regardless of language or nation, brands can
communicate with clients from all over the world. Instagram will have one billion users by
2023. Well-known global corporations use Instagram in their advertising efforts due to its
high user engagement rate and emphasis on visual material. The purpose of this study was to
investigate the relationship between Instagram advertising and Indian pet owners' purchase
intent. Instagram and the companies' marketing techniques persuade pet owners to buy their
items. The study focuses on analyzing this data qualitatively, identifying the firms' marketing
techniques, and determining how Instagram motivates pet owners to purchase the companies'
items. The purpose of this study was to investigate the relationship between Instagram
advertising and Indian pet owners' purchase intent. Instagram and the companies' marketing
techniques persuade pet owners to buy their items. The study focuses on analyzing this data
qualitatively, identifying the firms' marketing techniques, and determining how Instagram
motivates pet owners to purchase the companies' items.



Introduction

Social media marketing is the act of advertising a business, product, or service using
online forums and communities. It comprises developing and spreading information,
engaging followers, and implementing paid advertising campaigns. Because it provides
businesses with direct, low-cost access to a large audience, social media has changed the way
they market. Businesses can use it to engage with customers in real-time, develop brand
loyalty, and drive traffic to their websites. The benefits of social media advertising include
precise targeting, low costs, and the ability to track and examine results. Businesses can use
the complicated algorithms of social media sites such as Facebook, Instagram, Twitter, and
LinkedIn to target advertisements to certain demographics based on interests, behaviours, and
location.

Instagram is a popular tool for businesses to communicate with their target audience since
it is a visual platform that allows users to display their goods and services appealingly. With
over 1 billion active users per month, Instagram is one of the world's most popular social
networking services. Because of its emphasis on visual material, Instagram is a fantastic
platform for businesses attempting to visually display their products. Businesses may
improve the effectiveness of their Instagram advertising efforts by having clear goals,
focusing on the right demographic, using high-quality photos and captions, and connecting
with their followers. Instagram advertising success must be tracked and assessed to determine
what works and what needs to be improved.

Indian shoppers primarily use social media to make purchases. A Nielsen study found that
80% of Indian shoppers research products on social media before making a purchase. Social
media has an impact on brand loyalty and buying choices among Indian customers.

As more people opt to own pets, the market for pet care in India is rapidly expanding.
Euro monitor predicts that the Indian pet care industry would develop at a CAGR of 17%
between 2020 and 2025. The key market drivers are rising pet adoption rates, rising pet
healthcare costs, and rising consumer desire for high-end pet products.

Overall, social media marketing has transformed the way businesses offer their goods and
services. It is an efficient method of reaching a large audience, fostering brand loyalty, and
communicating with customers. Because of its emphasis on visual material, Instagram has
become a successful commercial platform. Businesses can improve their advertising
campaigns by establishing clear objectives, focusing on the right audience, and monitoring
the outcomes. Demand for high-end pet supplies as well as an increase in pet adoption, are
likely to drive the rapid expansion of the pet care industry in India in the next years, where
social media has a large influence on consumer purchasing decisions.

Literature Review

A sample of a "review article” is a narrative analysis of literature. A literature review is a
type of "scholar paper” that presents the state of the field. Most frequently associated with



educational content, like book articles. In almost every academic field, literature articles are
crucial for research.

Data collection and a review of the relevant literature are both done using thematic
research methodology. There is a secondary manner of approach. Websites, blogs, journals,
articles, and research papers were looked at in order to perform a literature review and obtain
more data on Instagram advertising and the marketing methods of pet care companies.

Because they are a more affordable option than human influencers, pet influencers are a
promising development for the future of influencer marketing. These findings should be
positively accepted by firms that collaborate with these social media influencers. This study
uncovers precise ways in which pet influencer promotional posts can be created to promote
social media engagement. (Myers, Sen, Syrdal & Woodroof, 2022).

Social media marketing platforms are crucial for influencing pet owners' increasingly
frequent purchases of pet-related goods and services. Facebook, Instagram, and YouTube are
the three most important social media platforms for marketing, and these platforms allow
businesses to talk about the features, offerings, advantages, and benefits of their goods and
services as well as transmit promotions to their target market. Some key elements that are
directly related to how pet owners purchase is recognised to achieve the greatest outcomes for
social media marketing. These include the use of social media as a source of information,
positive word-of-mouth, brand communities, and purchasing patterns. Because acquiring pet
products is a useful strategy for making purchasing selections and showing an improvement
in the reaction from the pet market. (Venkatesh, 2020)

The study also surveyed previous Instagram stories ad users to see how they formed their
estimates of the advertising value of these ads, as well as their general opinion towards
Instagram stories ads. We discovered a strong positive influence of informativeness on
perceived advertisement value. We conclude that millennial Instagram users are most
concerned with the informational quality of the ads they see on their stories. Furthermore,
informativeness has a direct influence on attitudes towards Instagram story ads. The practical
implication for advertisers is that delivering relevant and timely product/service information
in stories ad visuals leads to a higher advertising value evaluation and a more positive attitude
towards this style of ad from users. (Mahatmavidya, Yasa, 2020)

Regarding Instagram reels, to isolate the effects of emotional valence and order, as well as
minimise outside noise, the entire investigation was conducted in a survey and lab setting.
There is no doubt that social media is a dynamic environment and the user experience there
may differ from that in a lab as a result. Aside from that, not many people use social media to
simply watch two videos and an advertisement; most of the time, the advertisement is part of
a lengthier experience. (Hong, 2022)

Research demonstrates that there is a strong correlation between Instagram users'
consumer sentiments and their experience as consumers. The study also shows a strong
correlation between Instagram users' perceptions towards brands and purchase behaviour.
The findings provide crucial perceptions and a preliminary look at Instagram users' and



SMES' decision-making processes in relation to how to engage consumers through marketing
personalisation to raise consumer engagements. (Sriyudha, 2022)

the usage of Instagram, which offers several practical features, like the Reels function. The
features of Reels substantially encourage the operations of these marketers since a rising
number of marketers are using social media as a platform to advertise to a larger group
without regard to time or space constraints. Consumer Buying Interest may be directly
impacted by Instagram's Reel function, or it may be indirectly affected by consumer brand
attitudes. (Ananda, Halim, 2022)

With the help of social media, which is frequently proven to be an efficient instrument and
a top marketing technique, old marketing strategies were transformed, ushering in a new era
for business. The first issue that sellers need to comprehend is how social media has affected
how consumers make purchasing decisions. The instantaneous publishing of comments on
social media, which is available and accessible to all web users regardless of time or location,
has an impact on consumer choice. Consequently, social media influences how consumers
make purchasing decisions. (kumara, Durai,& Phil, 2019)

The expansion of the pet market in India has been prompted by changes in purchasing
habits and lifestyles as well as an increase in household income. Growing pet humanization,
urbanisation among people, and shifts in consumer tastes and preferences are other market-
driving elements for pets. The likelihood of people owning pets increasing in the far future.
This raises the question of how knowledgeable pet purchasers are about the pet business and
the different factors to consider before getting a pet. (Priya, Nandhini, 2019)

Four factors were employed in this study to support the social learning hypothesis,
including source credibility, source attractiveness, product match-up, and meaning transfer,
all of which have the potential to affect customers' attitudes and subsequent purchase
intentions. As a result, Meaning Transfer, Product Match-Up, and Source of Attractiveness
were found to be powerful social media influencers that mediated the relationship between
customer attitude and purchase intention. (Lim, Radzol, Cheah, & Wong, 2017)

According to the study, customers' purchase intentions through social media are
significantly influenced by electronic word of mouth, perceived usefulness, and value
consciousness. Therefore, according to this study, marketers should emphasise the value of
good electronic word-of-mouth in spreading helpful information to consumers and boosting
interaction with those who are value conscious. (Ranawi, Yaakub, & Jusoh, 2019)

Instagram marketing has the potential to improve consumer engagement with brands.
Instagram can be a beneficial tool for improving customers' interactions with brands because
it is one of the most widely used social media platforms and is becoming an addiction for
users worldwide. The significance of Instagram marketing in fostering customers'
relationships with firms is emphasised in the article. The findings offer some pointers for
marketers to follow when advertising on Instagram given the high levels of ad avoidance that
many consumers have established for traditional advertising mediums. (Gaber, Wright &
Kooli, 2019)



The study found that electronic word-of-mouth, perceived utility, and value consciousness
have a significant impact on consumers' purchase intentions through social media. This study
concludes that marketers should stress the importance of positive electronic word-of-mouth
in educating consumers and encouraging interaction with value-conscious consumers.
Compared to mass media marketing, marketers may engage with and provide for their clients
in a more personalised way with the help of social networks. Social media businesses interact
directly with customers, therefore there is a great likelihood that the customer may leave if
they find the brand's products, postings, or social media activity irrelevant. (Bansal, Gupta,
2020)

The study identified several changes in pet owners' purchasing patterns as a result of the
COVID-19 pandemic limitations. Many pet owners have not reverted to their pre-pandemic
behaviours, even though there were certain relaxation measures implemented following the
lockdown period. Since the pet food industry has been expanding for a while, it is interesting
to observe the latest developments. (Cozma, Cosma & Valeanu, 2022)

Based on the results, the existing business or the new entrant should concentrate on
branding and engage in marketing initiatives that raise brand recognition and improve brand
image. For instance, joining a dog expo, holding a few lighthearted events, and providing free
samples of products are examples of marketing initiatives that fall under this category. The
advertiser should also be mindful that Bangkok's dog owners are not particularly price-
conscious, so an initiative like a discount might not be successful. (Limvinitchai, 2018)

The findings indicated that ingredient properties are what consumers appreciate the most.
They give input ingredient qualities like vitamins, the types of meat and grains used, and
grain processing qualities like naturalness and freshness less weight than input ingredient
qualities like these. This suggests that the rise in demand for premium goods, such as those
that are natural, healthy, and grain-free, is due to a rise in consumer demand for the raw
materials used to create these goods, not just the processing characteristics themselves, in
addition to the rise in humanization trends. The findings also showed that both businesses
focus their marketing efforts on the consumer-facing qualities of the input ingredients.
(Hobbs, Lonnie & Shanoyan, Aleksan, 2018)

The pet industry has received unheard-of economic support thanks to increases in
disposable income, pet owners' incomes, the market size of the sector relative to prior years,
and employment. We examine the pet sector from a social standpoint from four angles:
penetration, demography, consumer purchasing behaviour, and lifestyle. Work habits,
consumer preferences, and social trends all influence the pet sector. A company can
reposition its goods or services to meet shifting consumer expectations by keeping an eye on
social trends. Technology-wise, e-commerce is steadily gaining market share, and the quick
and comfortable purchasing experience helps encourage the use of pet products. Additionally,
technological advancements in pet grooming and health services, as well as ongoing
innovation and updating of pet appliances, boost the market for big pets on a technical level.
(Zhang, Cao, & Lin, 2022)



The most widely used social media network on the planet is Instagram. Many people
nowadays have decided to launch a business on the Instagram platform. But maintaining an
Instagram business profile requires knowledge of digital promotional dynamics and a focus
on the needs of the user, so it's not a simple task. To create a high-quality 1G page, numerous
tactics have been suggested. To help new Instagram users develop the best marketing
strategies for their business pages, several professional digital marketing companies,
including Quicksprout.com, lyfemarketing.com, and falcon.io, offer website and e-commerce
consultations, digital advertising services, as well as website and e-commerce consulting
services. (Chiang, 2020)

The pet sector in India has grown by double digits in recent years. The main driver of this
expansion is an increase in internet-based pet awareness of branded pet care goods. A global
company that specialises in market research, Euromonitor International, predicts that the
domestic pet product market in India would expand at a rate of 10-15% over the next few
years. The startup industry has seen the emergence of Indian businesspeople who are working
to find solutions for the issue that they are most passionate about: pets. The current epoch-
breaking e-commerce boom in India has coincided with the expansion of the online pet care
retail business. (Priya, Nandhini, 2019)

In every household in India, there are animal companions. About 2 million and 16.5
million households, respectively, in 2019 have cats and dogs. Consumers' daily lives include
pets in a significant way. Additionally, owners' interactions with their pets draw more buyers
and sellers to the market. The pet industry has seen significant growth in Tamil Nadu during
the last ten years and is still expanding. Tamil Nadu has a total population of 6.8 million
people, and the study indicates that 78.6% of the respondents are interested in having an
animal companion. This Illustrates the Market Potential and Different Opportunities
Emerging With It. (V, Chandrasekar, Vinuvarshit, S L, & Kumar N, 2021)

The research found that pet owners who had a strong bond with their animals tended to
spend more money on upscale pet supplies and services. For millennial pet owners in
particular, this is true. Additionally, research indicated that social media is the ideal channel
for marketing to millennial pet owners since it allows for the use of genuine messaging that
connects with them. (Robillard, 2021)

This study focuses on factors influencing consumers' actual purchasing behaviour as well
as their stated preferences for pet food found online. Our findings show that consumers who
are younger, urban, better educated, married and have families typically use more internet
channels to purchase pet food. They are less concerned with imported goods and are more
concerned with brand, ingredients, and retailer reputation. (Yue, Liu, Zheng, Wang, 2021)

Through brand communities, social media platforms give customers access to the brand
and other customers online, enhancing information sharing. To build consumer trust and
brand loyalty, a company needs to be open in its communications. Building relationships and
repeat business with customers who will promote the brand is just as important as
communicating with consumers as a brand. Brand managers must accept that consumer



involvement in the brand message is a permanent trend and modify their strategies
accordingly. (Smith, T.M, 2015)

In-house production capabilities have been added by HUFT, which began producing
content in answer to the most frequent questions from pet parents. Including "Can my dog eat
peanuts? " and "How to deal with fleas and ticks. "HUFT's D2C website currently receives
60-70% of its traffic organically, with a spike following the publication of educational
content. Surprisingly, the corporation uses analytics like searches and saves to determine the
effectiveness of its content marketing. The number of Google searches for the brand increases
whenever fresh instructional content is posted on any platform. The business optimises for
"saves" on Instagram as a measure of the value of the material offered. A short glance at the
brand's Instagram profile demonstrates that pet parents are an ideal target market for the
company. The 122,000 followers are remarkable, but the numerous comments and frequent
tagging indicate actual interaction. (Gopalakrishnan, 2022)

Players in India's pet industry now have a tonne of new opportunities thanks to the
pandemic. Today, there is a greater than ever demand pets. With it, the demand for pet food,
accessories, grooming products and toys is also on the rise. According to the report titled
"India Pet Care Market Outlook, 2025", by Bonafide Research, the Indian pet care market is
expected to reach INR 5457 crore by the end of the year 2025. It will register a CAGR of
more than 19 per cent. The industry is becoming more digital as a result of increased
digitization and an increase in pet parents. This trend is accelerated by several startups in the
sector, including Heads Up For Tails, Supertails, Goofytails, Captain Zack, DoggieTheApp,
DogSpot, TailsLife, Boneafite, Woofilicious, and many others. (Shanthi, 2021)

Supertails is seizing this chance by developing a network of resources where pet owners
can turn for the best goods, medical treatment, instruction, and guidance. Supertails is
creating a community of pet parents and professionals where providing care is accessible and
effective, even though pet parenting can be difficult at times. Supertails is a portal that aids
the community of pet parents by offering a one-stop shop for all of their pet care
requirements. Supertails is a portal that aids the community of pet parents by offering a one-
stop shop for all of their pet care requirements. (Social Samosa, 2022)

The millennial and Gen Z generations have been seen to predominate in the present pet
parent community. This demographic, which is of the digital age, is quite active on social
media and sees it as a platform for improved connectivity. In keeping with current trends,
Supertails selects intriguing campaigns across various social media platforms to engage a
wider audience and increase its awareness of the audience. Sadana claimed, "We have
attained the highest reach, impressions, and engagement on our social media platforms.”
(Sharma, 2022)

People love it, which explains why they are buying it and talking about it. If they are
unhappy, they return to us. For us, social involves paying attention to others. You can see
how thoughtfully each comment is answered on our Instagram, where 95% of our direct
messages receive a response within four to six hours. How the market has developed during



the previous 18 months. Two to three events have taken place. Younger individuals are now
more likely to adopt dogs and cats and to start spending more money as a result of a
demographic shift. We are also observing a growth curve between the age ranges of 18 and
24, which was previously between 24 and 45. Said the chief marketing officer of
HeadsUpForTails (Tandon, 2021)

The nation's pet-care companies strive to offer modern pet owners a one-stop shop for all
their needs. Influencer marketing is a key component of the strategy being used by these
firms to inform and educate consumers about their services on social media. Due to India’s
demographic dynamics, most pet-care firms see millennials and Generation Z as their key
target market. As a result, they use social media to engage with creators and influencers to
connect with these groups. Additionally, there are numerous companies like Wiggles, Zigly,
Supertails, PetKonnect, and HeadsUpForTails. (Negi, 2022)

Tier 1 and Tier Il Indian cities have more expensive pet supplies and pet owners who
spend more money on their pets. Depending on the city and how much the pet has been
“humanized,” the average monthly expense for pet care ranges from Rs. 4,500 to Rs. 50,000.
New pet owners often spend between Rs 20,000 and Rs 50,000 on necessities like
vaccinations, beds, and leashes in the first year. Because many pet owners now commute or
work onsite, they must spend an additional Rs 5,000 to Rs 12,000 per month to board their
animals. Pet grooming, dietary supplements, pet couture, and even pet-friendly hotels have all
entered the ecosystem of pet care. (Bhatia, 2022)

Methods

The goal of the study methodology for the topic “Influence of Instagram advertising on
sale of pet care product” is to comprehend the marketing methods used by pet care companies
and to ascertain how Instagram affects pet owners’ purchasing of pet supplies.

To collect primary data, a poll of 100 Instagram-using pet owners will be conducted. The
study’s major goals are to understand pet owners’ opinions and actions regarding pet care
goods sold on Instagram, the efficacy of Instagram advertising, and the factors influencing
their purchasing decisions.

The websites, blogs, and Instagram accounts of the companies headsupfortails, upertails,
pawsindia, and drools will be used to gather secondary data. Secondary data will reveal
details about the Instagram advertising tactics used by pet care businesses, the products they
advertise, their target market, and the success of their marketing efforts.

In conclusion, the research methodology used to answer the question “Influence of
Instagram advertising on sale of pet care product” takes a qualitative approach, collecting
primary data from a survey of Instagram-using pet owners and secondary data from articles,
journals, websites, and the Instagram pages of pet care companies. To learn more about the
advertising strategies used by pet care providers and how Instagram affects pet owners’
shopping decisions, the data will be analyzed.



Result

Brands Instagram Analysis

HeadsUpForTails: Instagram content mostly consists of do-it-yourself projects and pet
care advice. They publish 6.55 posts on average each month with hashtags like
#HUFTForFamily, #HeadsUpForTails, and #PetParents. With 153,492 followers, they
receive 11.71% of interactions. One of their Instagram methods is to interact with influencers
and user-generated material. This helps their followers feel a sense of belonging and trust. Its
material focuses on providing value to its audience and is typically educational and
informative.

Supertails: Instagram posts deliver humorous and valuable stuff that is both current and
future relevant. They frequently post 30 times each month and include hashtags such as
#supertails, #pet, #dogs, and #dogsofinstagram. They have 18,537 followers and 1.74%
interaction. One of their effective advertisements was the 'Crime Master Doggo' campaign,
which horrified the audience. They built their platform fully online and tailored it to the Gen
Z consumer. Their primary goal is to create viral campaigns that appeal to a younger
audience, and their content is usually engaging and humorous.

Droolsindia: The majority of Droolsindia's Instagram content is made up of influencer
marketing and celebrity endorsement. They use hashtags like #droolsindia, #petnutrition,
#petfood, and #pets and post 40 times per month on average. They have 53,736 followers and
a 30.98% interaction rate. One of their successful campaigns was a celebrity-endorsed
donation drive for animal rescue organizations. Their goals were to acquire clients and raise
awareness of their charitable efforts. Their programming is visually pleasing overall, with an
emphasis on social responsibility and celebrity backing.

Pawslindia: Instagram material includes jokes, bargains, and discounts that promote the
applications and benefits of their products. They use hashtags like #PawslIndiaOfficial,
#Pawslndia, #reelitfeelit, and #trendingreels and upload 3.21 times every month on average.
They have 42,642 followers and a 4.49% interaction rate. One of their goals is to develop a
sense of community and trust among their followers by utilizing topical memes, offers, high-
quality product displays, user-generated material, and practical pet care advice. To appeal to
their target population, their content is visually appealing, with an emphasis on humor and
discounts.

In conclusion, When the four brands are compared, Droolsindia has the highest
engagement rate, followed by HeadsUpForTails, Pawsindia, and Supertails. DroolsIndia
appears to be succeeding with its celebrity endorsements and social responsibility agenda.
Through user-generated content, relevant memes, and helpful pet care advice, both
HeadsUpForTails and PawslIndia attempt to foster a sense of community and trust among
their users. Supertails, on the other hand, concentrates on developing viral advertising that
appeals to a younger demographic. DroolsIndia, Supertails, HeadsUpForTails, and PawsIndia
are the most active in terms of posting frequency. Overall, each company has a distinct social
media strategy that corresponds to its target demographic and brand image.



7.2 On the basis of Gender
Gender Percentage
Male 47%
Female 53%

Based on the above data, we can conclude that females own more pets than males.

7.3 On the basis of Age

Age Percentage
18 - 25 53%
25-30 24%
30-35 8%
35-40 4%

40 - 45 4%

45 - 50 7%

From the above data we analyze that between the age group of 18-25yrs people own pet

most.

7.4 On the basis of Which Pet Owned

Which Pet Owned

Percentage

Dog

71%

10



Cat 26%
Bird 2%
Fish 1%

11

From the above data we analyze that the pet owned by most people are Dog followed by

cat.

7.5 On the basis of the number of years that the pet has been owned by the owner.

Number Of Year Percentage
1-2 37%

2-3 11%

3.4 27%

4-5 3%

5+ 22%

From the above data we analyzed that number of years pet owned are of 1 to 2 years by

most pet owner.

7.6 On the basis of Pet related Ads on Instagram

Pet related Ads Percentage
Yes 82.7%
No 17.3%

From the above data we analyzed that most pet owners see pet related advertisement.



7.7 On the basis of which type of product Ads seen on Instagram.

Type of Products Percentage
Food 29.2%
Accessories 34.8%
Health 12.4%
Grooming 18%

Toys 5.6%

12

From the above data we analyzed that type of product ads seen on Instagram are related to

Accessories.

7.8 On the basis of Purchases made after seeing Instagram ads.

Purchases made Percentage
Yes 55%
No 45%

7.9 On the basis of purchasing habit after seeing Instagram Ads

Purchasing Habit

Percentage

Regular

8.4%




Sometime 50.6%
Once 18.1%
No 22.9%

From the above data we analyzed that the purchases habit of owners is occasionally.

7.10 On the basis of Type of Product Purchased made by Pet Owners

Type Of Products Percentage
Toys 12.2%
Food 28.4%
Accessories 50%
Treats 9.5%

13

From the above data we analyzed that the type of product purchased most by pet owners is

Accessories.

7.11 On the basis of Spontaneous purchases made.

Spontaneous Purchases Percentage
Satisfied 81%
Regret 19%

From the above data we analyzed that almost all pet owners are satisfied by the

spontaneous purchases made by them after watching Instagram ads.



7.12 On the basis of paying attention towards brand while purchasing the products.

Paying Attention Towards | Percentage
Brands

Yes 58%

No 28%
Maybe 14%

14

From the above data we analyzed that the pet most pet owners pay attention towards brand

while purchasing the products.

7.13 On the basis of Brands

Brands Percentage
HeadsUpForTails 24.4%
Supertails 10.3%
Drools 30.8%
PawslIndia 12.8%
Others 21.7%

From the above data we analyzed that the brands from which pet owners mostly purchase

the products are Drools, HeadsUpForTails, respectively.

7.14 On the basis of Buying experience of Instagram.

Buying Experience Percentage
Best 12.9%
Good 48.2%
Average 36.5%
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Bad 1.2%

Worst 1.2%

From the above data we analyzed that the buying experience of most pet owners is good
followed by average.

Discussion

1. Marketing on Instagram is essential for the sale of pet supplies.

2. All of the companies under investigation use Instagram as a marketing tool, and they all
make use of different advertising strategies.

3. With the highest interaction rate and a successful celebrity-endorsed donation drive,
Droolsindia shows how Instagram can be used for social responsibility and company
development.

4. To build community and trust among its followers, HeadsUpForTails and PawsIndia
integrate user-generated content and helpful pet care advice.

5. Instagram's potential for brand awareness and engagement is highlighted by Supertails'
focus on viral marketing to a younger audience.

6. Pet owners almost universally indicate their satisfaction with the impulsive purchases
they made as a result of seeing Instagram ads for goods and services.

7. The majority of pet owners make infrequent purchases, and the most publicized and
well-liked pet care products are accessories.

8. Pet owners typically have positive purchasing experiences with Drools and
HeadsUpForTails.

9. Brands should focus on creating compelling content that suits their image and target
market, provides value, and fosters trust among followers.

10. By analyzing how Instagram influences pet owners' purchases of pet products, brands
may be able to build more successful marketing programs and increase sales.

Here are some potential areas for future research on the evolution of the Instagram esports
industry.

11.1 Cross-cultural research:

A comparison of the various social contexts in which Instagram can be utilized to develop
the market for pet products. As a result of this data, we can investigate changes in customer
behaviour, presentation techniques, and the efficacy of Instagram advertising in various
social contexts.
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11.2 Comparison with other social media tiers:

In comparison to other social media platforms such as Facebook and Twitter, Instagram
has the potential to advance the market for pet-care products. By conducting research, you
can identify quality and defects at all levels, as well as variances in client behaviour and their
impact on the market.

Conclusion

In conclusion, The Researcher understands that Instagram marketing can help pet care
firms reach their target demographic and increase revenue. According to the data study, all of
the organizations under review use Instagram as a marketing platform, employing a variety of
promotional methods such as influencer marketing, user-generated content, celebrity
endorsements, and engaging content. Droolsindia received the most interactions, while
HeadsUpForTails and PawslIndia focused on creating community and trust through user-
generated content and practical pet care recommendations. Pet owners are drawn to
Instagram's marketing and product advertising, and they often appreciate the items they
purchase. Drools and HeadsUpForTails are the most well-known pet accessory makers, as
well as the most advertised and purchased goods. Examining Instagram's impact on pet
owners' purchase decisions may assist firms in developing more effective marketing
campaigns and increasing sales.
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