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ABSTRACT

This work has evaluated how marketing practice can affect the stock market performance 

in terms of how investors perceive it. The objectives in particular have been to determine 

the present position of SMMA, APA, CSRI and RDC and to evaluate their correlation with 

SMP and to determine the impact of the same on SMP. The research has taken a descriptive 

and causal-comparative research design. The sample has included stock market active 

investors and a final revised sample of 457 respondents has been surveyed through 

purposive sampling. Structured questionnaires have been used to collect primary data and 

data analysis has been done using reliability tests, demographic analysis, descriptive 

statistics, correlation analysis, and multiple regression analysis. The dependent variable has 

been SMP with the independent variables being SMMA, APA, CSRI and RDC. The results 

of reliability have shown that all constructs have acceptable internal consistency. 

Demographic results have revealed that majority of the respondents have the age of 25 to 

40 years with the majority of them being men, having education to +2 or bachelors level 

with 3-6 years’ investment experience and moderate awareness. The descriptive statistics 

have shown moderate to high ratings on the perceptions with RDC, APA, and SMMA rated 

strong and CSRI rated moderately and with low variability. Correlation analysis has shown 

that all the IVs significantly and positively correlated with SMP with the strongest 

relationships existing between CSRI and APA. The regression analysis has been used to 

establish the strong positive impacts of CSRI and APA, moderate effect of SMMA and 

moderate but significant effect of RDC on SMP. The paper has found that the investor 

confidence and the market performance have improved as a result of the strategic marketing 

practices, with significant policy and managerial implications.

Keywords: Social Media Marketing Activities, Advertising and Promotional Activities, 

Corporate Social Responsibility Initiatives, Research and Development Communication, 

Stock Market Performance.



CHAPTER I

INTRODUCTION

1.1 Background of the Study

In contemporary business, marketing is an important factor because it determines the 

manner in which companies and organizations interact with their investors, develop brand 

value, and the financial performance. The use of social media marketing, advertising, CSR, 

and R&D communication as the strategic tools to cue firm capabilities and performance 

grows (Angulo-Ruiz et al., 2018; Barney, 1991; Luo et al., 2022; Spence, 1973). Signaling 

Theory is the assumption that apparent corporate activities like marketing expenditures 

convey valuable information to investors that alleviate asymmetries and help investors 

make decisions. Similarly, the Resource-Based View describes that the marketing ability, 

CSR practices, and R&D communication are valuable resources that help distinguish firms 

and enhance competitive advantage (Angulo-Ruiz et al., 2018; Luo et al., 2022). All in all, 

such marketing activities are strategic resources, which impact on stock returns by 

demonstrating the quality of firms, their potential to innovate, and their interactions with 

stakeholders (Chen et al., 2020; Currim et al., 2018; Vitorino et al., 2014).

The independent variables are the adoption of social media marketing, advertising and 

promotional activities, the CSR activity and R&D communication, which play a different 

role in the stock market performance. The adoption of social media marketing enabled 

companies to reach a wide population of people and provide information quickly and 

impact investor perception (Maharjan, 2025). Traditional but important tools, advertising 

and promotion activities indicated the potential of growth of firms and brand equity, which 

influenced the short-term fluctuations in the stock price and the long-term value of the 

company (Chen et al., 2020; Currim et al., 2018). The CSR activities increased trust of the 

stakeholders and enhanced the reputation of the firms which decreased the perceived risk 

of investment and raised the market valuation (Kumar & Shah, 2015; Rasul et al., 2022). 

R&D communication informed about the desire to be innovative, which indicated the future 

profitability and competitiveness, thus influencing investor trust and stock returns (Luo et 

al., 2022; Vitorino et al., 2014). Together, these variables were the construct to consider 

the effects of marketing strategies on the stock market performance as measured in terms 

of stock price, market capitalization and investor perception.
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The findings of empirical research conducted worldwide revealed that there is a high 

connection between the performance of stocks and the marketing activities. Garcia et al. 

(2025) established that high asset turnover in firms was an effective indicator of marketing 

efficiency, which improved the short-term stock returns, and Qureshi (2023) established 

that digital advertising expenditures had a moderate, but the significant impact on stock 

performance, especially in high market capitalization firms. Srinivasan and Hanssens 

(2023) demonstrated that the changes in market values in relation to advertising were 

contingent on the conditions, which revealed that context-specific factors mediated the 

effectiveness of marketing. Agarwal et al. (2022) have found that the marketing strategies 

of online travel agencies in India have a positive effect on the equity values and competitive 

positioning, and the economic relevance of marketing investments is essential. Likewise, 

Luo et al. (2022) provided the conclusion that the practice of live-stream marketing had a 

positive impact on the share prices, as it increased brand awareness and sales with the 

increasing role of interactive digital marketing tools (Ang et al., 2019; Chen et al., 2020; 

Currim et al., 2018).

Other studies also stressed that CSR and relationship marketing are significant predictors 

of financial performance. In an article by Haghighinasab et al. (2019), the management of 

relationship marketing and investor relations showed that liquidity and stock returns in the 

emerging markets improved, which proved the strategic value of stakeholders’ 

engagement. Ang et al. (2019) found out that future operating performance and stock 

returns were predicted by marketing efficiency, meaning that the efficiency of firms in 

using marketing resources was value-relevant. Nath et al. (2015) and Angulo-Ruiz et al. 

(2018) supported the idea that marketing capability played a major role in higher firm 

performance with growth potential as its mediator. As shown by Rasul et al. (2022), the 

themes important in the research relating marketing to stock performance were CSR, brand 

equity, and product innovation.

Marketing strategies were also known globally to have a wide impact on a stock market 

performance by manipulating the perception of investors and the market valuation. 

Chinese, Indian, and American studies demonstrated positive correlations between 

advertising, digital marketing, live-stream marketing and CSRs and stock prices, firm 

value, and investor confidence (Chen et al., 2020; Currim et al., 2018; Luo et al., 2022). It 

was reported that the product market advertising enhanced the information efficiency of 

capital markets, and companies that continued with their spending on marketing achieved 
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better performance in their long-term stock returns (Currim et al., 2018; Vitorino et al., 

2014). These results showed that marketing was a signaling system coupled with a strategic 

tool that affected monetary results.

The effect that marketing has on the performance of the stock markets has started to attract 

some scholarly interest in the context of Nepal. Digital marketing proved to be relevant in 

stock market volatility by Maharjan (2025) who discovered that the activity of the social 

media, investor mood, and the fundamental in these capital markets played a role in 

influencing investor behavior in Nepalese capital markets. Nepalese stock market is in the 

maturity phase and retail investors are increasingly participating and more responsive to 

the information that leaks out through the online and social media platforms. This also 

indicated that the marketing approaches and, specifically, the use of social media and 

investor-oriented communication may have an influence on stock price changes and 

investor belief in the Nepalese environment (Garcia et al., 2025; Qureshi, 2023; Srinivasan 

& Hanssens, 2023).

According to the literature, marketing behaviors like social media adoption, advertising, 

CSR, and R&D communication affect the performance of the stock market by providing 

an indication of the quality of the firm, providing perception to the investors, and 

developing competitive advantage. Empirical research indicates that the positive 

association between the use of marketing resources and stock returns, market capitalization 

and long-term firm value is observed (Garcia et al., 2025; Kumar & Shah, 2015; Luo et al., 

2022). Theoretical Perceptions such as Signaling Theory and the Resource-Based View 

give further explanation that marketing initiatives are credible signals and strategic assets 

that influence investment decision and influence financial returns.

Thus, the research purpose of the current study is to research how marketing influences the 

stock market performance in the Perception of investors in Nepal. To be more precise, it 

examines the impact of the adoption of social media marketing, advertising and 

promotional campaigns, CSR initiatives and communication in R&D activities on the 

stock-price, market capitalization and the perception of the investors. The research has 

aimed at bridging the gap that exists in the Nepalese context in generating information 

about the possible utilization of marketing strategies in promoting investor confidence and 

company value in emerging capital market.
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1.2 Problem Statement

Marketing activities are quite fundamental to the firm in communicating with the investors, 

improving brand image, and impacting the performance of stocks in the stock market. In 

the global framework, researchers have observed that the adoption of social media, 

advertising, corporate social responsibility, and R&D communication are a strategic asset 

and a pointer that steer investor decisions (Angulo-Ruiz et al., 2018; Barney, 1991; Luo et 

al., 2022; Spence, 1973). Nevertheless, very little literature has been done to understand 

the operation of such practices in emerging economies such as Nepal, where market 

dynamics and investor awareness are not similar to developed markets. Signaling Theory 

implies that visible behaviors, including marketing investments, decrease information 

asymmetry and influence investor behavior, and yet the majority of empirical analysis is 

performed regarding mature markets, and the situation in Nepal is under-researched (Chen 

et al., 2020; Spence, 1973).

The empirical research demonstrated that marketing practices have various effects on stock 

performance. Garcia et al. (2025) established that the signaling of marketing efficiency was 

influenced by the asset turnover and impacted the short-term stock performance. According 

to Qureshi (2023), the stock performance showed a positive impact of digital advertising 

spending, especially in the companies with larger market capitalization. Srinivasan and 

Hanssens (2023) also established that advertising influenced the long-run firm value, and 

differences in firm characteristics and market environment. Regardless of these revelations, 

the overall effect of several marketing activities on Perception-based stock market returns 

by investors has not been well studied, particularly in the emerging markets (Agarwal et 

al., 2022; Luo et al., 2022; Maharjan, 2025).

Stakeholder engagement and corporate social responsibility are relevant to increase 

investor confidence and valuation of firms. CSR performance has a positive influence on 

the market performance, liquidity, and the long-term performance (Haghighinasab et al., 

2019; Kumar & Shah, 2015; Rasul et al., 2022). But little is known regarding the interaction 

of CSR with other marketing strategies like social media marketing, R&D communication 

to influence investor perception. Most authors consider individual practices, whereas the 

joint impact of various marketing practices on the stock performance is neglected (Ang et 

al., 2019; Currim et al., 2018), which leads to a lack of knowledge about the overall impact 

of marketing practices on the choice of investors.
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International studies went ahead to highlight that marketing efficiency was a predictive of 

future stock returns and operating performance. Nonetheless, few studies were conducted 

to investigate the interpretation of marketing signals and the corresponding change in 

investment behavior by the investors in the emerging markets (Angulo-Ruiz et al., 2018; 

Vitorino et al., 2014). According to Maharjan (2025), the activity on the social media 

affected the volatility of the stock market in Nepal but there is limited evidence on how the 

wider relationship between marketing practices and stock performance is based on the 

Perception of investors. Likewise, Luo et al. (2022) found that live-stream marketing did 

affect stock prices in China but it is not clear how it might affect the Nepal market, 

indicating that the situation requires context-specific research.

The effect of R&D communication on the stock performance that has been identified to 

imply innovation and future profitability to the investors (Luo et al., 2022; Vitorino et al., 

2014). Nevertheless, not many studies investigate the joint effect of R&D communication, 

CSR, advertising, and social media marketing on the investor perception and stock 

performance, particularly in Nepal (Chen et al., 2020; Currim et al., 2018). This is where 

the necessity to study the combined impact of marketing practices on the work of the stock 

market arises.

Past studies also have methodological shortcomings, as the majority of them are based on 

secondary data in the developed markets and rarely on investor perception as an indicator 

of stock performance (Garcia et al., 2025; Srinivasan and Hanssens, 2023). Most studies 

examined marketing practices separately without investigating their interrelationships on 

market performance, and left significant gaps in comprehending the relations between 

marketing practices and investor behavior (Ang et al., 2019; Agarwal et al., 2022; Luo et 

al., 2022).

As such, there are a number of gaps that are witnessed on the basis of the theoretical and 

empirical evidence. To begin with, the prevailing state of marketing activities and the 

impact on the performance of the stock market in an emerging economy such as Nepal are 

not well comprehended. Second, there is a lack of research on the relationship between 

various marketing practices and the stock market performance of the investors based on 

their Perception. Third, it is not clear how the combined effects of the adoption of social 

media marketing, advertising and promotional activities, CSR initiatives, and R&D 

communication affect the stock performance. These gaps need to be filled to know how 
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market practices determine how investors perceive the market and affect the market 

performance in an emerging market. Based on this, the following research questions that 

the present study establishes are:

i. What is the current situation of marketing practices and stock market performance 

from investors’ Perception?

ii. Is there a relationship between marketing practices and stock market performance 

from investors’ Perception?

iii. Do marketing practices have an impact on stock market performance from 

investors’ Perception?

1.3 Objectives of the Study

The objectives of the study are as follow:

i. To assess the current situation of marketing practices and stock market performance 

from investors’ Perception.

ii. To examine the relationship between marketing practices and stock market 

performance from investors’ Perception.

iii. To analyze the impact of marketing practices on stock market performance from 

investors’ Perception.

1.4 Hypotheses

These hypotheses are informed by previous empirical research that marketing practices 

have an impact on stock returns, firm value, and investor perception (Angulo-Ruiz et al., 

2018; Chen et al., 2020; Luo et al., 2022; Maharjan, 2025; Srinivasan & Hanssens, 2023; 

Vitorino et al., 2014) and are based upon Signaling Theory (Spence, 1973), Resource-

Based View (Barney, 1991). The hypotheses formulated are the following:

Social Media Marketing Adoption on Stock Market Performance

The adoption of social media marketing can be defined as how well the companies use 

social media to interact with investors, market products, and create brand presence 

(Angulo-Ruiz et al., 2018; Luo et al., 2022; Maharjan, 2025; Srinivasan & Hanssens, 2023; 

Vitorino et al., 2014). According to Signaling Theory, these witnessed marketing behaviors 

reflect the plausible information about the firm quality, minimizing the information 

asymmetry and shaping the decisions of investors (Chen et al., 2020; Spence, 1973). It was 

shown that social media usage has an impact on investor sentiment and market volatility 
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and results in improved performance by the stock markets. The study is based on the 

following hypotheses:

H1: There is a significant impact of social media marketing adoption on stock market 

performance from investors’ Perception.

Advertising and Promotional Activities on Stock Market Performance

Advertising and promotion are crucial investment of firms in the visibility of the brand, 

promotion of the product, and positioning (Agarwal et al., 2022; Chen et al., 2020; Currim 

et al., 2018; Srinivasan & Hanssens, 2023). Resource-Based View recommends that these 

marketing strengths are valuable, rare and inimitable resources that can be used to gain 

competitive advantage and raise firm valuation (Angulo-Ruiz et al., 2018; Barney, 1991). 

Previous research has shown that advertising spending has a positive effect on the stock 

returns, firm value and market capitalization (Srinivasan and Hanssens, 2023). The 

hypotheses of the study are as follows:

H2: There is a significant impact of advertising and promotional activities on stock market 

performance from investors’ Perception.

CSR Initiatives on Stock Market Performance

Corporate social responsibility initiatives indicate that the firm is dedicated to ethical 

behaviour, social wellbeing and the involvement of stakeholders (Haghighinasab et al., 

2019; Kumar & Shah, 2015; Rasul et al., 2022; Srinivasan and Hanssens, 2023). The 

Stakeholder Theory is based on the fact that actions that are responsible foster trust and 

goodwill between investors and other stakeholders, which enhance better market 

performance (Freeman, 1984). Empirical research indicated that CSR activities positively 

influence investor confidence, liquidity and long-term stock returns. Hence, the hypothesis 

of the study is:

H3: There is a significant impact of CSR initiatives on stock market performance from 

investors’ Perception.

Research and Development Communication on Stock Market Performance

The term research and development (R&D) communication describes the way in which 

companies report their research efforts, innovation results, and future expansion 

opportunities to shareholders (Ang et al., 2019; Luo et al., 2022; Srinivasan & Hanssens, 

2023; Vitorino et al., 2014). The Efficient Market Hypothesis argues that such information 

is quickly reflected at the price of stocks by investors, which affects investor perception 
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and the value of the firm (Fama, 1970). It was emphasized in empirical evidence that R&D 

communication is an indicator of innovation capacity, improved brand reputation, and stock 

price performance. Therefore, the study hypothesis is:

H4: There is a significant impact of research and development (R&D) communication on 

stock market performance from investors’ Perception.

1.5 Rationale of the Study

The research is interesting and useful because it explores how the marketing activities such 

as the adoption of social media marketing, advertising and promotional activities, CSR 

activities, and research and development communication (R&D) influence the stock market 

performance based on the Perception of the investors in Nepal. Although previous literature 

has investigated the relationship between marketing and finance in the global market, little 

is available in the research on the relationship in the emerging markets especially Nepal 

where investor behavior and market dynamics do not conform to those of developed 

markets (Chen et al., 2020; Luo et al., 2022; Maharjan, 2025; Srinivasan and Hanssens, 

2023; Vitorino et al., 2014). The combination of various marketing dimensions with their 

connection to an investor perception and the stock market performance makes the study 

contribute to the current knowledge on the marketing-finance interface, informs the 

corporate managers of the most effective marketing strategies of increasing the firm 

valuation, and offers the policymakers an idea of the importance of transparent and strategic 

marketing in increasing the efficiency of the market. Moreover, the results of the study can 

also assist investors in making sound investments by being aware of how marketing 

practices are indicative of the quality of the firm, its future growth and its ethical 

accountability and therefore enhance comfort in the stocks market involvement.

1.6 Limitations of the Study

In this study, several limitations exist which are outlined as follows:

i. The study is focused on Impact of Marketing Practices on Stock Market 

Performance from Investors Perception.

ii. This study is based on primary data.

iii. The respondents are taken from Kathmandu valley.



CHAPTER II

LITERATURE REVIEW

This chapter aim is to review the applicable literature in an attempt to establish the 

correlation between marketing practices and stock market performance as perceived by 

investors in Nepal. The chapter is subdivided into two. Part one entails a theoretical review, 

which is a discussion of major theories that support the relationship between marketing 

practices and stock performance; and empirical review, which addresses national and 

international research on the effect of marketing practices, including social media 

marketing, advertising, CSR programs, and R&D communication, to stock performance. 

Research gaps are also identified in the chapter and it presents a clear ground and 

justification to the current research. These reviews are discussed below.

2.1 Theoretical Review

This part is a review of major theories that explain the impact of marketing activities on the 

performance of a stock market such as Signaling Theory (Spence, 1973), Resource-Based 

View (RBV) Theory (Barney, 1991), Efficient Market Hypothesis (Fama, 1970), and 

Stakeholder Theory (Freeman, 1984). These theories are explained in the following 

sections, summarizing their applications in an empirical study, and identifying their 

applicability in the current paper.

Signaling Theory

Signaling Theory Signaling Theory is a theory that describes how information asymmetry 

between informed and uninformed participants is minimized using observable actions, 

which was formulated by Michael Spence in 1973. Marketing expenditure, advertising, 

CSR activities, and R&D communication are some of the actions that firms in the corporate 

and financial environment use to indicate their standards and future. These indicators assist 

the investors in interpreting the value of firms by minimizing the uncertainty and making 

decisions. The theory presupposes the presence of information asymmetry, credible signals, 

and the possibility of investors to correctly interpret such signals. The empirical literature 

underpins this theory in marketing finance literature: Chen et al. (2020) discovered that 

advertising reduces the synchronicity of stock prices; Vitorino et al. (2014) found that 

advertising investment is positively associated with stock returns; Ang et al. (2019) 

discovered that marketing efficiency predicts future performance; and Kumar and Shah 

(2015) established that customer equity signals are positively related to the market 
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capitalization. Signaling Theory has been quite applicable in the current study because it 

defines the effects of marketing-related factors on investor perceptions as credible and 

observable signals to influence informed investment decisions and performance of stocks 

in the stock market through social media adoption, advertising, CSR activities and R&D 

communication. These signals minimize information asymmetry, increase transparency, 

build credibility and reputation of the firm in the financial market, and aid in portraying the 

quality of the firm, its growth prospects and its strategic plans, and thus, build investor 

confidence and contribute to the long-term value creation.

Resource-Based View (RBV) Theory

It is the Resource-Based View (RBV) Theory formulated by Jay Barney in 1991 that 

defines that a firm has a sustainable competitive advantage as a result of using valuable, 

rare, inimitable and non-substitutable resources effectively. The theory focuses on the 

tangible and non-physical resources, including marketing resources, brand equity, research 

and development power, and CSRs, as the highly important resources of high-quality firm 

performance. The assumptions of RBV are that there is heterogeneity of resources, 

immobility of the resources and that the unique resources have a direct relationship with 

the competitive advantage. The evidence confirms this opinion: Angulo-Ruiz et al. (2018) 

revealed that marketing capabilities with asset growth mediation have a positive impact on 

abnormal stock returns; Nath et al. (2015) discovered that marketing capability is a key 

driver of financial performance; Agarwal et al. (2022) discovered that marketing strategies 

increase equity value; and Luo et al. (2022) demonstrated that live-stream marketing 

positively affects stock prices. RBV Theory is applicable in the current research because 

the adoption of social media marketing, advertising efforts, CSR efforts and R&D 

communication are discussed as strategic organizational resources that give firms a strong 

competitive advantage in the market. Besides adding differentiation, operational efficiency 

and overall organizational capabilities, the resources also improve investor perception, 

stakeholder trust and engagement, build long term relationship and lead to long-term 

performance in the stock market by providing sufficient means of signaling the growth 

potential, innovation capacity, and strategic vision and long-term value creation within the 

competitive business environment.

Efficient Market Hypothesis (EMH)

Efficient Market Hypothesis (EMH), which was advanced by Eugene Fama in 1970, 

suggests that the stock prices are a complete and quick indication of all the available 
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information. The theory holds that in an efficient market, the new public information such 

as marketing related activities is instantaneously reflected in the prices of its stock and thus 

there is little room of abnormal returns. EMH has predicates of rational investors, fast 

access of information and no arbitrage opportunities. Its use in marketing-finance research 

is supported in empirical literature: Garcia et al. (2025) demonstrated that asset turnover 

plays an important role in attributing marketing behavior to stock performance, Maharjan 

(2025) identified that the social media activity influences the volatility of the stock market 

in Nepal, Qureshi (2023) established that digital advertising spending predicts stock 

performance, and Currim et al. (2018) demonstrated that firms maintaining marketing 

investment when under pressure have high-quality long-term stock performance. EMH can 

be applied to the current research because marketing efforts like adoption of social media, 

advertising, CSR efforts, and communication in R&D create timely, trustworthy, and 

dependable information that is instantly integrated into stock prices. The result of this fast 

integration is that the market can more clearly capture the actual performance, growth 

potential, and strategic positioning of the firm, depreciates information asymmetry, 

enhances market efficiency, informs investor decision-making, creates expectations, and 

directly relates marketing activities to visible stock market returns, firm valuation, and 

general investor confidence in the prospects of the firm over the long run.

Stakeholder Theory

Stakeholder Theory was introduced by R. Edward Freeman in 1984 that states the interests 

of all stakeholders are the issues that firms should focus on to realize sustainable 

performance and creation of value in the long-term. The theory holds that actions that are 

responsible like CSR programs, open advertisements, and good communication of R&D 

create trust and goodwill among stakeholders whose results would culminate in better 

organizational performance. It is premised on assumptions of salience of stakeholders, 

mutual interdependence, and moral responsibility. This position is substantiated by 

empirical studies: Rasul et al. (2022) have found that CSR- and brand-related advertising 

influence the performance of the stock; Srinivasan and Hanssens (2023) have revealed that 

advertising affects the long-term firm value; Haghighinasab et al. (2019) have discovered 

relationship marketing with the investors improves stock returns and stock liquidity; and 

Kumar and Shah (2015) have discovered that customer equity-related marketing competes 

with stock performance in terms of market capitalization. The Stakeholder Theory applies 

to the current research because it is stated that the development of CSR initiatives, social 
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media marketing, and R&D communication can lead to a stronger and more sustainable 

relationship with stakeholders, perceived reduced risks, increase in transparency, trust and 

engagement, enhance investor confidence as well as positive perceptions of the firm in the 

market, which results in a better stock market performance, long-term firm value and 

overall organizational reputation.

2.2 Empirical Review

Garcia et al. (2025) conducted a study on the impact of myopic marketing management on 

short-term stock performance and the moderating role of asset turnover. The objective of 

the study was to examine how asset turnover affects the influence of marketing myopia on 

short-term stock performance. The study used correlation coefficient and multiple 

regression to analyze the relationships among marketing myopia, asset turnover, and stock 

performance. The results showed that a high asset turnover makes a strong contribution to 

short-term stock returns in non-myopic firms where earnings are of a positive nature and 

no significant difference was found between non myopic firms where earnings are of a 

negative nature and myopic firms. The researchers came up with the conclusion that the 

asset turnover plays a significant role in discovering, monitoring, and analyzing marketing 

myopia in companies.

Maharjan (2025) conducted a study on the impact of social media on stock market volatility 

in Nepal. The objectives of the study were to examine how social media activity, market 

fundamentals, investor sentiment, market liquidity, and news coverage influence stock 

market volatility. The study used correlation coefficient and multiple regression to analyze 

the significance and strength of the relationships between these variables and stock market 

volatility. The results indicated that social media industry, market fundamentals, investor 

sentiment, market liquidity, and news coverage positively and significantly affect the stock 

market volatility, which means that the higher the above-mentioned factors, the higher the 

volatility. The researchers were able to conclude that social media and allied market drivers 

are significant in stock market volatility in Nepal.

Qureshi (2023) conducted a study on the influence of digital advertising expenditures on 

stock market performance in technology companies. The objective of the study was to 

examine whether digital advertising spending predicts short-term and long-term stock price 

performance. The study used correlation coefficient and multiple regression to analyze the 

relationship between digital advertising expenditures and stock market performance. The 
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results derived in the research indicated that there is a moderate correlation of relatively 

high level of significant statistical significance between stock performance and the digital 

advertising expenditure in high market capitalization firms. The paper has reached the 

conclusion that digital advertising can be considered as more than a marketing tool, but 

also a strategic asset that influences investor perception and market valuation.

Srinivasan and Hanssens (2023) conducted a study on the impact of advertising on a 

company’s stock price. The objectives of the study were to examine the long-term effects 

of advertising on company value and to investigate how changes in company value 

influence future advertising spending. The study used descriptive analysis to synthesize 

findings from more than 250 journal articles to analyze the relationship between advertising 

and firm value. The results of the study showed that advertising could positively, neutrally, 

or negatively affect the value of a company under certain circumstances and the 

modification in company value could affect subsequent advertising investments. The study 

ended with the conclusion that knowledge on the circumstances in which advertisement 

influences the firm value is vital in making an informed marketing investment decision.

Agarwal et al. (2022) conducted a study on the effect of marketing strategies on market 

performance with a comparative analysis of online travel agencies in India. The objectives 

of the study were to examine the relationship between marketing and advertising efforts 

and equity value, and to compare the popularity and acceptance of online services among 

major travel agencies. The study used correlation coefficient and multiple regression to 

analyze the impact of marketing strategies on market performance. The results of the 

research showed that the marketing and advertising activities have a positive impact on the 

equity value of online travel agencies and that it is evident that different online services are 

more popular and accepted by major firms. The research inference was that good marketing 

practices increase the performance of the market and competitive advantage of online travel 

agencies in India.

Luo et al. (2022) conducted a study on the impact of live-stream marketing on the stock 

prices of listed companies in China. The objective of the study was to examine whether the 

adoption of live-stream marketing has a positive and significant effect on stock prices. The 

study used multiple regression to analyze the impact of live-stream marketing on stock 

prices. The study results showed that the live-stream marketing events have a positive and 

significant impact on the price of listed companies. The research has found that Live-stream 
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marketing improves sales and brand awareness and has a strong impact on stock prices but 

it is essential to maintain a stable business model to predict its impact with much accuracy.

Rasul et al. (2022) conducted a study on the relationship between advertising expenditure 

and stock performance. The objective of the study was to review the progress and 

contributions of research on advertising expenditure and stock performance over the past 

six decades. The study used bibliometric analysis to analyze research trends, prolific 

countries, institutions, journals, authors, highly cited articles, and major research themes. 

The study findings showed that the available literature on advertising spending and 

shareholder returns is disjointed, and various major research clusters and themes are seen. 

The research established that the knowledge gained on the bibliometric analysis can inform 

future research directions to reinforce the knowledge on the overall effect of advertising 

expenditure on stock performance.

Chen et al. (2020) conducted a study on the spillover effect of product market advertising 

on stock price synchronicity in China. The objective of the study was to examine whether 

product market advertising transmits firm-specific information to the capital market and 

reduces stock price synchronicity. The study used multiple regression to analyze the impact 

of advertising expenditure on stock price synchronicity and to address endogeneity 

concerns. The research results indicated that companies with increased advertising levels 

have reduced stock price congruence particularly in companies with elevated information 

asymmetry and those that are in the consumer-product sector and advertising enhances 

informativity of stock prices about the future earnings. The research findings were that 

advertising of products products markets increases information efficiency in the capital 

market by relaying a firm specific information.

Ang et al. (2019) conducted a study on the efficiency of marketing and its impact on stock 

returns. The objective of the study was to examine whether a firm’s marketing efficiency 

predicts future operating performance and stock returns. The study used portfolio analysis 

and statistical testing of returns to analyze the relationship between marketing efficiency 

and stock performance. The study results indicated that the higher the marketing efficiency, 

the more promising the future operating performance and higher stock returns, especially 

in competitiveness industries, and predictability of returns is greater in firms with greater 

valuation uncertainty and less investor attention. The paper inferred that investors are 
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under-reactive to information that is contained in marketing efficiency, and marketing 

efficiency is a value-relevant variable when it comes to stock performance analysis.

Haghighinasab et al. (2019) conducted a study on the effect of relationship marketing on 

firm–investor financial performance in the Tehran Stock Exchange market. The objective 

of the study was to examine how investor relations management and relationship marketing 

with stockholders’ influence liquidity, stock return, and cost of equity capital. The study 

used correlation coefficient and multivariate linear regression to analyze the relationship 

between the dimensions of relationship marketing and financial performance. The results 

indicated that there is a positive significant relationship between liquidity and all the 

dimensions except relationship evaluation, stock return and reciprocity have a positive 

influence on the cost of equity capital. The research established that implementing 

relationship marketing strategies among investors improves liquidity, stock returns, and 

investor relations quality in the emerging markets.

Angulo-Ruiz et al. (2018) conducted a study on the impact of firms’ marketing capabilities 

on abnormal stock returns and the mediating role of growth. The objective of the study was 

to examine whether firm growth mediates the relationship between marketing capabilities 

and abnormal stock returns. The study used empirical modeling and statistical analysis to 

analyze merged marketing and financial data of firms. This study found out that the 

relationship between marketing capability and abnormal stock returns is mediated by asset 

growth, and that the direct and significant impact of marketing capabilities on the abnormal 

stock returns exists, and it is especially predominant in the case of retail firms. The research 

findings were that higher stock returns can be attributed to both marketing capabilities and 

the growth potentials they create and thus the need to consider mediating variables in 

marketing research which is relevant to finance research.

Currim et al. (2018) conducted a study on the effect of analysts’ earnings pressure on 

marketing spending and stock market performance. The objectives of the study were to 

examine how analysts’ pressure affects firms’ short-term marketing spending decisions and 

whether maintaining marketing expenditure under such pressure improves long-term stock 

market performance. The study used secondary data and multiple regression-based to 

analyze marketing spending, R&D spending, and stock market performance. The results 

indicated that overall marketing expenses are decreased by firms when under pressure by 

analysts and firms which do not cut marketing expenses produce better long-term 
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performance on their stock. The research determined that resistance to pressure to reduce 

marketing spending improves long-run share performance particularly amongst high-

growth, high-research, and low-market-share companies.

Kumar and Shah (2015) conducted a study on the role of marketing in linking customer 

equity to market capitalization. The objectives of the study were to examine whether 

customer equity predicts market capitalization and whether marketing strategies that 

enhance customer equity positively influence stock prices. The study used multiple 

regression and statistical modeling to analyze the relationship between customer equity and 

market capitalization while controlling for risk factors. The results showed that customer 

equity can be a predictor of market capitalization and a marketing strategy that raises the 

customer equity will result in higher stock prices and will exceed market expectations. The 

research has found that marketing contributes strategically to firm value improvement, and 

risk factors bolster the forecasting ability of customer equity.

Nath et al. (2015) conducted a study on the impact of marketing capability, operations 

capability, and diversification strategy on firm performance. The objective of the study was 

to examine the effects of marketing and operations capabilities on financial performance 

and to assess the impact of diversification strategies. The study used correlation coefficient 

and multiple regression to analyze archival data on functional capabilities, diversification 

strategies, and financial performance. The results showed that marketing capability is the 

most important factor to determine high financial performance and that a narrow focus of 

products with geographic diversification of firms is more successful. The research found 

that the market-driven approach is effective in increasing the firm performance and provide 

a standard of the managerial decision-making.

Vitorino et al. (2014) conducted a study on the effect of advertising on stock returns and 

firm value. The objective of the study was to examine the influence of advertising 

expenditure on stock returns and its impact on firm value through brand capital. The study 

correlation coefficients to analyze the relationship between advertising, stock returns, and 

firm market value. The results reported an important impact of the advertising expenditure 

as an investment in brand capital on the returns of stock markets and a significant 

proportion of firm market values in the industries. The research concluded that advertising 

is a major cause of brand equity and firm value which emphasizes the value of advertising 

in making the connection between marketing and the financial result.
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Table 1 

Review Matrix
Author(s) Titles Objectives Methodology Findings

Garcia et 

al. (2025)

Impact of 

myopic 

marketing 

management on 

short-term stock 

performance

To examine how asset 

turnover moderates the 

effect of marketing 

myopia on short-term 

stock performance.

Regression 

analysis and 

correlation 

analysis.

High asset turnover 

boosts stock 

performance in non-

myopic firms with 

positive earnings 

surprises.

Maharjan 

(2025)

Social media and 

stock market 

volatility in 

Nepal

To examine how social 

media activity, 

fundamentals, 

sentiment, liquidity, 

and news coverage 

influence stock market 

volatility.

Correlation 

analysis and 

multiple 

regression 

analysis.

Social media activity 

and related market 

factors positively 

increase stock market 

volatility.

Qureshi 

(2023)

Digital 

advertising 

expenditure and 

stock 

performance in 

tech firms

To examine whether 

digital advertising 

spending predicts short-

term and long-term 

stock performance.

Correlation 

analysis and 

regression 

analysis.

Digital advertising has a 

moderate but significant 

impact on stock 

performance, especially 

in large firms.

Srinivasan 

and 

Hanssens 

(2023)

Impact of 

advertising on 

company stock 

price

To examine how 

advertising affects long-

term firm value and 

how changes in firm 

value influence future 

advertising spending.

Meta-analysis 

of 250+ journal 

articles.

Advertising affects firm 

value differently across 

conditions, and firm 

value changes influence 

future advertising 

spending.

Agarwal et 

al. (2022)

Marketing 

strategies and 

market 

performance of 

online travel 

agencies in India

To examine the effect 

of marketing and 

advertising efforts on 

equity value and 

compare online service 

popularity.

Correlation 

analysis and 

regression 

analysis.

Marketing efforts 

positively influence 

equity value and differ 

across major travel 

agencies.
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Author(s) Titles Objectives Methodology Findings

Luo et al. 

(2022)

Live-stream 

marketing and 

stock prices of 

listed companies 

in China

To investigate whether 

adopting live stream 

marketing influences 

stock prices.

Regression 

analysis.

Live-stream marketing 

events significantly 

increase stock prices 

and enhance brand 

awareness.

Rasul et al. 

(2022)

Advertising 

expenditure and 

stock 

performance: A 

bibliometric 

review

To review six decades 

of research on 

advertising expenditure 

and stock performance.

Bibliometric 

analysis.

Research is fragmented 

but reveals several key 

clusters and major 

themes for future 

studies.

Chen et al. 

(2020)

Spillover effects 

of advertising on 

stock price 

synchronicity in 

China

To examine whether 

advertising transmits 

firm-specific 

information and reduces 

stock price 

synchronicity.

Regression 

analysis and 

robustness tests.

Higher advertising 

reduces stock price 

synchronicity and 

increases stock price.

Ang et al. 

(2019)

Marketing 

efficiency and 

stock returns

To examine whether 

marketing efficiency 

predicts future 

performance and stock 

returns.

Portfolio 

analysis and 

statistical return 

testing.

High marketing 

efficiency predicts 

superior performance 

and stronger return 

predictability.

Haghighina

sab et al. 

(2019)

Relationship 

marketing and 

firm-investor 

financial 

performance

To examine how 

investor relations and 

relationship marketing 

affect liquidity, returns, 

and cost of equity.

Correlation and 

multivariate 

regression 

analysis.

Liquidity and stock 

return relate positively 

to most relationship-

marketing dimensions.

Angulo-

Ruiz et al. 

(2018)

Marketing 

capabilities, 

growth, and 

abnormal stock 

returns

To examine how 

growth mediates the 

link between marketing 

capability and abnormal 

stock returns.

Empirical 

modeling and 

statistical 

analysis.

Asset growth mediates 

the relationship, and 

marketing capabilities 

significantly raise 

abnormal returns.
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Author(s) Titles Objectives Methodology Findings

Currim et 

al. (2018)

Analysts' 

pressure, 

marketing 

spending, and 

stock 

performance

To examine the impact 

of analysts’ pressure on 

marketing spending and 

long-term stock 

performance.

Analysis of 

I/B/E/S, 

COMPUSTAT, 

and CRSP data.

Cutting marketing is 

common, but firms 

maintaining spending 

achieve higher long-

term stock performance.

Kumar and 

Shah 

(2015)

Customer equity 

and market 

capitalization

To examine whether 

customer equity 

predicts market 

capitalization and 

affects stock prices.

Regression 

analysis and 

statistical 

modeling.

Customer equity 

strongly predicts market 

capitalization and 

increases stock price.

Nath et al. 

(2015)

Marketing 

capability, 

operations 

capability, 

diversification, 

and firm 

performance

To examine how 

functional capabilities 

and diversification 

strategies influence 

financial performance.

Archival data 

analysis, 

correlation, and 

regression 

analysis.

Marketing capability is 

the strongest driver of 

financial performance, 

aided by geographic 

diversification.

Vitorino et 

al. (2014)

Advertising, 

stock returns, 

and firm value

To examine how 

advertising affects stock 

returns and contributes 

to firm value through 

brand capital.

Correlation 

Coefficients

Advertising 

significantly raises 

stock returns and 

contributes about 23% 

of firm market value.

2.3 Research Gap

The current study has also used a descriptive and causal-comparative design in 

investigating the relationships as well as impacts of marketing practices on stock market 

performance, unlike earlier studies that have utilized different research designs such as 

cross-sectional, archival, and meta-analytical designs to understand how marketing 

practices influence the performance of stock markets (Agarwal et al., 2022; Chen et al., 

2020; Luo et al., 2022; Maharjan, 2025; Srinivasan and Hanssens, 202 Previous studies 

concentrated on global or multi-country based and large heterogeneous samples (Angulo-

Ruiz et al., 2018; Agarwal et al., 2022; Currim et al., 2018), whereas the current study has 

concentrated on 457 stock investors in Kathmandu Valley and applied Cochran’s (1977) 
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formula and convenience sampling to provide context-specific results. Past research has 

referred to secondary data or archival report based on years of collecting data (Chen et al., 

2020; Vitorino et al., 2014), but the current research has conducted primary data by using 

online surveys in the year 2025, which gives the information of the individual investors on 

their perceptions. The past studies have used such methods as regression, correlation, 

portfolio analysis, and meta-analysis (Ang et al., 2019; Luo et al., 2022; Srinivasan and 

Hanssens, 2023), and the current research has used the measures of reliability tests, 

demographic statistics, descriptive statistics and inferential analyses to verify the impact of 

social media marketing adoption, advertising and promotional activities, CSR activities, 

and research and development (R&D) communication on stock market performance. Other 

independent variables, including advertising expenditure, product market signals, 

marketing efficiency, and CSR activities, were already studied in the previous research, but 

the present research was carried out considering four marketing practice dimensions as 

independent variables and stock market performance as a dependent variable to give a 

holistic picture of the situation in Nepal (Chen et al., 2020; Maharjan, 2025; Vitorino et al., 

2014). In general, the gap in the research design, population and sampling, nature and 

source of data, analytical methods and selection of variables have been adequately 

addressed in the current study to complete the unexplored areas of the past studies.



CHAPTER III

RESEARCH METHODOLOGY

The methodology section explains the methods, tools, and techniques that were employed 

to analyze the data and come up with the report. The methodology chosen in the study has 

been in a position to address both the general and specific purposes. The research 

methodology has included in this paper (i) research design, (ii) population and sample, 

sampling design, (iii) nature and source of data, and in data collection instruments, (iv) 

methods of analysis and research framework and definition of variables, (v). These are 

research methods as follows:

3.1 Research Design

According to the objectives set on the study, descriptive and causal-comparative research 

designs are used in this study. To determine the current state of marketing practices, which 

include social media marketing adoption and advertising and promotional activities, CSR 

initiatives and research and development (R&D) communication, and its effects on the 

stock market performance among investors as a result of the Perception, the first objective 

is fulfilled with the help of the descriptive research design that helps to evaluate the current 

situation of the marketing practices and identify the existing marketing practices and 

perception of the investors in Nepal. Moreover, causal-comparative research design is used 

since descriptive research could not help to study the relationships and establish the causal 

effect of variables. The design would suit the second and third objectives, which would 

typeset to test the relationship and assess the impact of the marketing practices on the 

functioning of the stock market. These research designs have been well chosen in 

accordance with the objectives of the study and other research designs have been perceived 

as ill-suited because of the constraints in probing the causal relationships and effects of the 

variables.

3.2 Population and Sample, and Sampling Design 

The population of the research are stock investors in Kathmandu valley. By mid-2025, 

some 6,965,561 (or 6.97 million) dematerialized (Demat/BOID) accounts have been 

registered in Nepal, with around 4,189,677 (or 4.19 million) of those account holders 

having access to trade in the secondary market (NEPSE, 2025; SEBON, 2025). 

Nonetheless, there are approximately 1,248,854 (or 1.25 million) active investors, or 

investors who made one or more transactions throughout the past year (NEPSE, 2025). In 
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Kathmandu Valley investors, the precise source that shows the number of investors does 

not exist. These investors are the active investors in the region; they form the target group 

of this study. Since it is not known how big this population is and access to investors is 

impractical, the approach based on a sample is required. A suitable formula, Cochran 

(1977) has been used to determine the sample size since it applies in large or undefined 

populations and provides an adequate and reliable sample. The general Cochran formula of 

two populations that are infinite is:

n = 
z2pq

e2

Where; 

n = Sample size for infinite population

Z = Critical value of desired confidence interval 

p = Estimated proportion of an attribute that’s present in population 

e = Level of significance

With Confidence Interval of 95% and 5% level of significance 

Here,

Z =1.96, p = 0.5, q = 0.5, e = 0.05

Now, 

n = 
(1.96)20.5 ×0.5

0.052  = 384.16 ≈ 384

In the case of Kathmandu Valley investors, the required sample size is about 384. In order 

to improve the representation and eliminate the possibility of non-responses, 457 stock 

investors have been surveyed and included in the analysis. The probability sampling was 

not possible as a full list of active investors in Kathmandu Valley is not available. 

Consequently, a non-probability convenience method of sampling has been used, where the 

participants are chosen according to their availability, willingness, and participation in 

stock market deals. Though this method might reduce the external validity of the results, it 

is feasible in the situations of resource and time limitations, and it is widespread in the 

similar research setting, which guarantees the validity and relevance of the information to 

analyze it.

3.3 Nature and Sources of Data, and the Instrument of Data Collection

This is a quantitative study, which is based totally on primary data gathered on stock 

investors in Kathmandu Valley, Nepal. The primary tool is a structured questionnaire that 

has been divided into two parts, namely, Section A, where demographic information of 
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respondents  be recorded, and Section B, which contains statements about the used 

marketing practices, such as social media marketing adoption, advertising and promotional 

activities, CSR initiatives, and research and development (R&D) communication, and the 

response have been recorded in a numeric level of a 5-point Likert scale on 1 (Strongly 

Disagree) to 5 (Strongly Agree). The questionnaire is also distributed online using Google 

Forms to cover a wide range of investors. This method has been used to gather information 

on 457 respondents to do additional statistical analysis.

3.4 Method of Analysis

The analysis method is the tools which are applied to interpret the data collected with the 

help of proper statistical tools. The reliability analysis is used to ensure that the questions 

in the questionnaire are always aimed at measuring the variables that are intended, the 

demographic profile analysis is applied to provide an overview of the characteristics of the 

participants, the descriptive statistics are used to analyze the distribution and variability of 

the variables and the inferential statistics are used to test the relationship between the 

independent variables, i.e. social media marketing adoption, advertising and promotional 

activities, CSR initiatives, and research and development (R&D) communication, and the 

dependent variable, stock market performance due to the influence of the perception of the 

investors. The individual and collective effect of the independent variables on the 

performance of the stock market is measured using regression analysis. Significant 

relationships and effects are validated by testing hypothesis using the standard significance 

level and the p-value and give a detailed insight on the trends and impacts of the study 

variables. These are all the key statistical tools whose specifics are outlined below.

Reliability Statistics

Internal consistency of the questionnaire items in relation to the study variables, which are 

SMMA, APA, CSRI, RDC and SMP were assessed using the value of Cronbach alpha (α) 

(Cronbach, 1951). In social science studies, alpha of 0.7 or more is regarded to be 

acceptable (Nunnally & Bernstein, 1994; Tavakol & Dennick, 2011). Alpha is normally 

taken as follows: an alpha of 0.9 and more is very reliable, 0.8 to 0.9 is good, 0.7 to 0.8 is 

acceptable, 0.6 to 0.7 questionable, 0.5 to 0.6 poor, and less than 0.5 is unacceptable 

(Cronbach, 1951). Reliability helps in creating consistency and dependability of 

measurement instruments and this gives good basis in further statistical analyses and helps 

in the precision and validity of the study results. The outcomes of the reliability test on the 

existing study variables are as shown below.
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Table 2 

Reliability Analysis

Variables No. of Items Cronbach’s Alpha

SMMA 5 0.703

APA 5 0.635

CSRI 5 0.683

RDC 5 0.711

SMP 5 0.664

(Source: SPSS Calculation)

Table 2 shows the findings of the reliability test of the study variables by the Cronbach 

alpha. The alpha of SMMA is 0.703, APA 0.635, CSRI 0.683, RDC 0.711, and the 

dependent variable, SMP, has 0.664. The values show that a majority of the variables are 

found to have acceptable to moderate internal consistency. RDC and SMMA can be 

considered to be reliable, whereas APA, CSRI, and SMP are a bit lower than the common 

0.7 mark yet they could be accepted as exploration research. Altogether, the findings 

indicate that the measurement tools are reliable enough and can be used to further 

statistically analyse the marketing practices and its influence on the performance of the 

stock market.

Respondents’ Demographic Profile

The paper has gathered demographic data of Kathmandu Valley, Nepal stock investors, 

based on variables that are relevant to the investment behavior and perception of the 

marketing practices. These variables are age, gender, education, years of experience in 

investing, number of times they participated and heard about marketing communications 

in the stock market. In Chapter IV, a comprehensive demographic picture of the 

respondents is given.

Descriptive Statistics

The current state of marketing practices in terms of social media marketing adoption, 

advertisement and promotional activities, CSR activities, and research and development 

(R&D) communication has been evaluated through descriptive statistics and the stock 

market performance based on the Perception of the investors. Such analysis gives data on 

the minimum, maximum, mean, and standard deviation of the individual variable and 

assists in determining how the data is distributed and variability. The descriptive statistics 

provide a summary of general trends among respondents in terms of mean values and 
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variability in standard deviation as a base of further correlation and regression analysis that 

investigate the relationships and impacts of marketing practices on the performance of the 

stock market. The results of the descriptive analysis are as follows:

Arithmetic Mean

The most common central tendency measure is the arithmetic mean or average of a data 

set. It is also computed by adding together all values and dividing them by the total 

observations. The mean gives a single figure which is the general trend of the data which 

assists the researcher in streamlining large number of figures and in discovering the general 

trends. Nonetheless, in highly skewed data sets or where there are extreme values, outliers 

have the potential to bias the mean, and thus make it less representative. Arithmetic mean 

is computed as:

Arithmetic mean (X̄) = ∑ X
n

Where,

n = Total number of values in the dataset

∑ X= Sum of all values in the dataset

Standard Deviation

Standard deviation is used to estimate the spread or dispersion of a data set which shows 

how different the individual values are compared with the average. A low value (less than 

1) implies that the data points are near to the mean whereas a larger value implies more 

dispersion. It is significant in appraising consistency, reliability, and risk, which is essential 

in the decision-making process of investments and performance analysis. Standard 

deviation also is important to compare data sets, identify outliers and anomalies, quantify 

volatility and comprehend trends and predictability. It also enables the researcher to 

determine whether the changes are random or systematic. The standard deviation is 

obtained in the following way:

Standard deviation (σ) = ∑(X―X̄)2

n―1

Where,

X Represents each individual data point in the dataset

X̄  Represents the mean (average) of the dataset

n is the total number of data points in the dataset

Inferential Statistics
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The inferential statistics have also been integrated with both correlation and regression 

analysis and testing of hypothesis. The second objective of the study has been met through 

a correlation analysis, to establish the relationship between the independent variables, 

which include information quality, cost reduction, speedy decision making, as well as easy 

to use software, and the dependent variables and include financial performance of SMEs 

represented by ROA and ROE. These independent variables have been analyzed to 

determine the individual and collective effects that they have on financial performance, 

which is the third objective of the study through regression analysis. Hypothesis testing to 

verify the importance of the correlation and regression testing is done by a comparison of 

p-value and standard significance level. These statistical software applications have 

allowed the investigation of the impacts of e-accounting practices on the financial 

performance of SMEs. The assumptions of the inferential statistics are:

Correlation Analysis

The strength and direction of the associations between variables is reported using 

correlation analysis and the coefficient (r) may vary between -1 and +1. A positive value 

means that there is a direct relationship, negative value an inverse relationship and zero no 

relationship. This analysis is based on the second aim of the study, which is to consider the 

relationship between marketing practices, including social media marketing adoption, 

advertising and promotional action, CSR initiative, and R&D communication and the stock 

market performance based on Perception of investors. The SPSS version 29 was used to 

determine the Pearson correlation coefficient, which was used to determine the possible 

predictors and provide a direction in the further statistical analysis. The Pearson correlation 

coefficient is determined as follows:

r = n (∑XY)― (∑X) (∑Y) 

[n (∑X2)― (∑X)2] [n (∑Y2)― (∑Y)2]
   

Where;

n = the number of data pairs

∑XY = the sum of the product of each pair of scores

∑X  And ∑Y = the sums of X and Y scores respectively

Regression Analysis
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Regression analysis is a statistical method that is used to estimate the effect of independent 

variables on a dependent variable. It has been used in this study to respond to the goal of 

examining how marketing practices including adoption of social media marketing, 

advertising and promotional activities, CSR activities, and research and development 

(R&D) communication affect the performance of the stock market on the perception of 

investors. This methodology offers patterns, analyses the impact of predictors, and offers 

credible results. Regression analysis can also be used to predict, determine the comparative 

relevance of variables, and provide a direct insight on how each marketing practice 

influences the performance of stock market. Also, it makes a hypothesis testing easier and 

evaluates the strength and direction of correlations. This paper has utilized a multiple 

regression analysis, which is presented in the following section:

Models Specification

The dependent variable, in this case, is the stock market performance (SMP), which is 

affected by some independent variables, such as social media marketing adoption (SMMA), 

advertising and promotional activities (APA), corporate social responsibility initiatives 

(CSRI), and research and development communication (RDC). The combination of these 

two variables identifies the important marketing dimensions that can influence investor 

behavior and firm valuation, which guarantees a thorough analytical model. The model of 

the study has depicted as:

SMR = β0 + β1SMMA + β2APA+ β3CSRI + β4RDC + ε

Where;

β₀ = Intercept/constant term

SMP = Stock Market Performance

SMMA = Social Media Marketing Adoption 

APA = Advertising and Promotional Activities

CSRI = Corporate Social Responsibility Initiatives

RDC = Research and Development Communication

ε = Error term

The model parameters, denoted as β1, β2, β3 and β4 represent the coefficients of the 

respective independent variables.
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3.5 Research Framework and Definition of Variables

The research framework incorporates important dimensions of marketing practices and 

these are: social media marketing adoption (SMMA), advertisement and promotional 

practices (APA), corporate social responsibility initiatives (CSRI), and research and 

development communication (RDC) and their testable role on the stock market 

performance (SMP) by the Perception of investors in Nepal. It considers the individual and 

combined implications of such practices and demonstrates their influence on the perception 

and decision-making of the investors. The research is able to highlight key areas of strategic 

marketing, enhance communication with investors, reinforce valuation of firms and enable 

informed investment choices. The framework also incorporates the signaling, resource-

based theories, efficient market, and stakeholder theories in explaining how the marketing 

practices facilitate credible information flow, trust building, competitiveness, and 

performance of stocks in stock market. The framework beneath displays the research 

relationships:

Figure 1 

Research Framework

Independent Variables            Dependent Variable

(Source: Modified by Srinivasan & Hanssens, 2023)

Definition of Study Variables

Stock Market Performance

Perception Stock market performance is the net performance of the companies in the stock 

market as perceived by the investors such as stock price movements, market capitalization 

and investment returns. According to previous studies, such marketing activities as the 

adoption of social media, advertising, CSR, and communication related to R&D play a 

Social Media Marketing 
Adoption

Advertising and Promotional 
Activities

Corporate Social Responsibility 
Initiatives

Research and Development 
Communication

Stock Market Performance
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major role in investor perception and market performance of stocks in the stock market, 

both at the international and Nepal levels (Chen et al., 2020; Maharjan, 2025; Srinivasan & 

Hanssens, 2023; Vitorino et al., 2014). Good marketing practices consequently lead to 

better valuation of the firm, investor trust, and market stability, which encourages market 

growth in the long-term, competitive positioning, and encourages continued investor 

interest in the various market conditions.

Social Media Marketing Adoption

The adoption of social media marketing is the level of how companies use social media 

channels to interact with investors, advertise and build a stronger brand in the market. 

Signaling Theory emphasizes that these visible marketing behaviors do not only give 

plausible information on the quality and growth opportunities of a firm but also help 

minimize information asymmetry and make decisions by investors (Chen et al., 2020; 

Spence, 1973; Srinivasan & Hanssens, 2023; Vitorino et al., 2014). The literature has 

shown that the active use of social media enhances the investor sentiment, market 

recognition, and share price performance not only in the global market but also in emerging 

markets like Nepal (Angulo-Ruiz et al., 2018; Luo et al., 2022; Maharjan, 2025).

Advertising and Promotional Activities

Promotional and advertising activities entail the strategic investments made by firms in the 

advertising, promotional campaigns and positioning its brands in market and investor 

rating. Resource-Based View describes that these marketing capabilities are the useful 

organizational resources which generate the competitive advantage and improve the firm 

valuation (Angulo-Ruiz et al., 2018; Barney, 1991; Srinivasan & Hanssens, 2023). 

Empirical studies show that advertising and promotion activities have positive influence on 

the stock returns, firm value and investor confidence, in both developed and emerging stock 

markets (Agarwal et al., 2022; Chen et al., 2020; Currim et al., 2018).

Corporate Social Responsibility Initiatives

The corporate social responsibility activities are what a firm does in the guise of its 

participation in ethical activities, social welfare, and activities that are stakeholder-oriented 

so as to build trust in the long-term. Stakeholder Theory states that such responsible 

activities enhance the relationships with investors and other stakeholders and thus lead to 

better results in the market (Freeman, 1984; Haghighinasab et al., 2019; Srinivasan & 

Hanssens, 2023). The empirical research indicates that CSR activities lead to better investor 
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confidence, liquidity, and positive effects on long-term stock performance in a variety of 

industries and markets (Kumar & Shah, 2015; Rasul et al., 2022; Srinivasan & Hanssens, 

2023).

Research and Development Communication

Research and Development (R&D) communication can be defined as the way firms share 

the information about their innovation efforts, research findings, and future development 

prospects with the investors to indicate competitiveness of firms. This hypothesis is known 

as Efficient Market Hypothesis, according to which this information is readily reflected in 

the price of stocks, which pertains to the perception of investors and their valuation (Fama, 

1970; Srinivasan & Hanssens, 2023; Vitorino et al., 2014). Empirical studies point to the 

fact that proper R&D communication is an indicator of the ability to innovate, a successful 

brand image, and a strong effect on the performance of the stock market and investor 

decision-making (Ang et al., 2019; Luo et al., 2022; Srinivasan & Hanssens, 2023).



CHAPTER IV

RESULTS AND DISCUSSION

The current chapter systematically and organized analyzes and presents the data obtained 

as a result of the current study regarding 457 active investors who were the respondents of 

the current study. The analysis is expected to answer the research questions and test the 

hypotheses, which are defined in the first chapter, and more specifically, the effect of 

SMMA, APA, CSRI, and RDC on SMP. The findings of the descriptive and inferential 

statistics are made coherent and clear. The interpretation and discussion of these findings 

are then made in comparison with the relative marketing and finance theories, prior 

empirical studies, and the background of investor perceptions in Nepal to come up with 

meaningful conclusions. To be clear and coherent, this chapter is divided into two major 

parts Results and Discussion.

4.1 Results

The findings of this section have been made based on the primary data that has been 

gathered with the current study to achieve the main and specific research objectives. Data 

analysis was done in accordance with the study requirements using SPSS software version 

29. The analysis is based on demographic profile of respondents, descriptive statistics, and 

inferential analysis. The respondents are categorized in terms of gender, age, level of 

education, years of investment experience, frequency of stock markets, and marketing 

communications knowledge. The status of SMMA, APA, CSRI, RDC, and SMP is also 

evaluated using descriptive statistics, such as minimum, maximum, mean, and standard 

deviation. The inferential analysis includes correlation and regression analysis with the aid 

of hypothesis testing. Correlation analysis is applied to study the relationships between the 

independent variables SMMA, APA, CSRI and RDC on one hand and the dependent 

variable SMP on the other hand. Regression analysis is used to assess the impact of SMMA, 

APA, CSRI and RDC on SMP whereas hypothesis test is done by compared p-values with 

levels of significance of 0.01 and 0.05 to test the statistical significance. In-depth findings 

of the demographic profile, descriptive statistics and inferential statistics are provided in 

the succeeding paragraphs.

Respondents’ Demographic Profile

This section gives the demographic profile of the respondents depending on the primary 

data which is obtained through structured questionnaire. The variables are gender, age, 



32

level of education, years of investment experience, frequency of engaging in the stock 

market and awareness of marketing communications. This data gives the background of the 

targeted respondents and assists the researchers and the readers to have an idea of how the 

investors in Nepal are situated within a demographic Perception. The demographic 

information is described in the table below.

Table 3 

Demographic Profile of the Respondents

Demographic Factors Options Frequency Percent

Male 285 62.4Gender
Female 172 37.6
Below 25 years 29 6.3
25 –  40 years 253 55.4
41 –  55 years 143 31.3

Age Category

Above 55 years 32 7.0
Below +2 level 10 2.2
+2 level or equivalent 232 50.8
Bachelor’s level 134 29.3
Master’s level 55 12.0

Level of Education

Above master’s level 26 5.7
Less than 3 years 53 11.6
3 – 6 years 254 55.6
7 – 10 years 130 28.4

Years of Investment 
Experience

More than 10 years 20 4.4
Daily 15 3.3
Often 34 7.4
Weekly 222 48.6
Monthly 151 33.0

Frequency of Stock 
Market Participation

Rarely 35 7.7
Very high 25 5.5
High 143 31.3
Moderate 235 51.4
Low 44 9.6

Awareness of Marketing 
Communications

Very low 10 2.2
(Source: Online & Field Survey, 2026; SPSS Calculation) N = 457

Table 3 shows the demographic data of 457 investors that took part in the ongoing research 

on how SMMA, APA, CSRI, and RDC affect SMP. There is a preponderance of male 

investors in the sample with majority of the respondents being male (285, 62.4) and females 

constituting 172 (37.6). The majority of the respondents are aged between 25-40 years (253, 

55.4), and then 41-55 years (143, 31.3), and above 55 years (32, 7.0) and below 25 years 

(29, 6.3) meaning that its investor base is mostly mature and active with potential 

experience in stock market activities. Education wise, majority of the respondents are +2 

level or equivalent (232, 50.8%), then there is bachelor’s degree (134, 29.3%), master 
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degree (55, 12.0%), above master degree (26, 5.7%), below +2 degree (10, 2.2%) and 

therefore most of the respondents are in a position to understand marketing 

communications and make informed decisions in investing. In terms of investment 

experience, there are 254 (55.6) years of 3-6 years of experience, 130 (28.4) years of 7-10 

years’ experience, 53 (11.6) years of less than 3 years’ experience and 20 (4.4) years of 

more than 10 years’ experience which is good in terms of exposure to the stock market. 

The majority of the respondents are stock market users weekly (222, 48.6) or monthly (151, 

33.0) and some rarely, often, or daily meaning that they are generally active. Often, the 

awareness of marketing communications is moderate (235, 51.4%), high (143, 31.3%), or 

low (44, 9.6%), reflecting that the respondents are rather informed about the marketing 

practices that can affect their investment decisions. On the whole, it is possible to state that 

the demographic profile shows that respondents are quite experienced, highly educated, 

and active in stock market operations, which can be considered a sufficient basis of the 

demographic analysis of the impact of SMMA, APA, CSRI, and RDC on SMP among 

Nepalese investors.

Descriptive Statistics

The questionnaire data is analyzed with the help of descriptive statistics, such as minimum, 

maximum, mean, and standard deviation, so that the responses of the respondents could be 

understood. In the present research, SMMA, APA, CSRI, and RDC are assumed to be the 

independent ones, and SMP is supposed to be the dependent variable. Descriptive statistics 

can be used to establish the distribution, central tendency, and variability of the responses. 

The primary objective of the analysis is to analyze the existing level of the marketing 

practices and its effect on the performance of the stock market based on the perceptions of 

investors. The summary of the descriptive statistics of all variables and a detailed statistic 

of each variable are given in the table below and their interpretation are discussed in the 

following sections.

Summary of Descriptive Statistics

The descriptive statistics summary is a summary of the perceptions of the respondents on 

the marketing practices and their effects on the performance of the stock market. These are 

the independent variables, namely, SMMA, APA, CSRI, and RDC, and the dependent 

variable, SMP that was analyzed in terms of minimum, maximum, mean, and standard 

deviation. The analysis points out the trend and variability of the responses per variable in 

general. In general, the summary of descriptive statistics gives background information 



34

about the present state of marketing practices and their impact on the stock market 

performance as shown in the table below.

Table 4 

Summary of Descriptive Statistics

Variables Mean SD

SMMA 3.89 0.53
APA 3.92 0.467
CSRI 3.82 0.52
RDC 4.06 0.52
SMP 3.90 0.49

Valid N (listwise) = 457

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 4 shows the descriptive statistics of all variables for 457 investors in the current 

study, measured using a five-point Likert scale. The mean of SMMA is 3.89, which has a 

SD of 0.53, which depicts a general positive attitude towards the social media marketing 

adoption, thus the investors understand that it is essential in stock market performance. The 

mean of APA is 3.92 and SD is 0.47, indicative of good perceptions of advertising and 

promotional activities albeit with slightly less variability indicating some uniformity in the 

perception of the effect of this on investment decisions. CSRI presents 3.82 mean with SD 

of 0.52, which is a moderate positive perception of corporate social responsibility initiatives 

with special reference to their influence on investor confidence formation. The mean and 

SD of RDC are 4.06 and 0.52, respectively, and they show that the respondents regard 

research and development communication as a very important factor when making 

investment decisions and enhancing the perception of the market. The SMP, which is the 

dependent variable, has a mean of 3.90 with SD of 0.49 indicating that the investors are 

generally optimistic about the performance of stock market. On the whole, the findings 

demonstrate a positive trend in all of the variables of the marketing practices, where RDC 

could be viewed as the most impactful, and an intermediate variability is a good indication 

of reasonable consistency to further correlation and regression analyses to understand 

relationships and effects among the variables of the study.

Social Media Marketing Adoption

SMMA reflects respondents’ perceptions of how effectively companies use social media 

platforms to engage with investors, promote products or services, and enhance market 

visibility. It assesses the ability of firms to leverage social media for communication, brand 

building, and influencing investment decisions. In this study, SMMA is treated as a key 
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independent variable that may influence SMP. The descriptive statistics for SMMA, based 

on participants’ responses, are presented in the table below.

Table 5 

Descriptive Statistics of Social Media Marketing Adoption

Code Statements Mean S.D.

SMMA1 The companies I follow use social media well to share 

important updates.

4.06 0.85

SMMA2 Social media posts from companies raise my awareness 

of what they are doing.

3.75 0.81

SMMA3 The social media content shared by companies appears 

reliable and informative.

3.94 0.74

SMMA4 Social media marketing helps me understand how a 

company is performing.

3.77 0.81

SMMA5 A company’s social media presence positively influences 

my investment views.

3.92 0.71

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 5 shows the descriptive statistics of SMMA of 457 investors in the research. The 

mean of SMMA1, the companies I follow have good use of social media to provide 

important updates is 4.06 and SD is 0.85, implying that there is high consensus on the use 

of social media. The mean and SD of SMMA2, Social media posts by companies make me 

aware of what they are doing is 3.75 and SD 0.81 which are moderate positive perceptions. 

The social media content shared by companies seems reliable and helps to understand, 

SMMA3, which has the mean of 3.94 and SD of 0.74, demonstrates the general trust in the 

content. SMMA4, which is Social media marketing assists me to comprehend how a 

company is performing, has a mean of 3.77 and SD of 0.81, SMMA5 which is A company 

social media presence positively influences my investment views has a mean of 3.92 and 

SD of 0.71. In general, the attitude of the respondents towards SMMA is positive, as all the 

items are rated more than 3.7 and with moderate consistency, indicating that the use of 

social media marketing is effective in creating investor awareness and making decisions 

about SMP.

Advertising and Promotional Activities 

APA captures respondents’ perceptions of how well companies plan and implement 

advertising campaigns and promotional strategies to attract investors and improve market 
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performance. It measures the effectiveness of marketing communication in influencing 

investor decisions. APA is considered an independent variable in this study, potentially 

impacting SMP. The descriptive statistics for APA are presented in the table below.

Table 6 

Descriptive Statistics of Advertising and Promotional Activities 

Code Statements Mean S.D.

APA1 Company advertisements increase my confidence in their 

brand.

4.13 0.72

APA2 Promotional activities help me evaluate a company’s 

strength in market.

3.79 0.72

APA3 Advertisements shape my expectations of a company’s 

future performance.

3.91 0.72

APA4 Frequent promotions boost a company’s visibility and 

trustworthiness.

3.80 0.79

APA5 Advertising efforts improve how I view the company’s 

stock potential.

3.98 0.70

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 6 illustrates the descriptive statistics of APA of 457 investors. The mean of 4.13 with 

SD of 0.72 shows high agreement in APA1, where the company advertisements make me 

more confident in their brand. The mean and SD of the APA2, Promotional activities help 

me evaluate the strength of a company in the market, are moderate and equal 3.79 with SD 

of 0.72. APA3, Advertisements influence my expectations of future performance of a 

company, has 3.91 mean, and SD of 0.72. The mean of APA4, Frequent promotions boost 

a company visibility and trustworthiness is 3.80 SD=0.79, which is an evidence of the effect 

of promotions. The mean of APA5, which is Advertising efforts enhance my thinking about 

the stock potential of the company is 3.98 and SD 0.70 which entails a positive impact on 

the investor perception. On the whole, the impression of APA is positive, and all items are 

rated above 3.7 and consist of moderate values, which means that advertising and 

promotional procedures increase investor confidence and have an impact on SMP.

Corporate Social Responsibility Initiatives

CSRI reflects respondents’ views on companies’ CSR efforts, such as social, 

environmental, and ethical initiatives, and their role in shaping investor confidence. It 

assesses how effectively organizations communicate their CSR activities to stakeholders. 



37

In this study, CSRI is treated as an independent variable influencing SMP. The descriptive 

statistics for CSRI are presented in the table below.

Table 7 

Descriptive Statistics of Corporate Social Responsibility Initiatives

Code Statements Mean S.D.

CSRI1 CSR activities make companies seem more responsible and 

reliable.

3.95 0.89

CSRI2 CSR initiatives increase my confidence in a company’s 

long-term stability.

3.63 0.78

CSRI3 Companies with strong CSR efforts attract my investment 

interest.

3.85 0.75

CSRI4 Visible CSR programs strengthen my trust in company 

leadership.

3.66 0.81

CSRI5 CSR activities enhance my belief in better future market 

outcomes.

4.00 0.68

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 7 gives the CSRI descriptive statistics of 457 investors. The mean of CSRI1, which 

is- CSRI1, CSR activities make companies appear more responsible and reliable, is 3.95 

with SD of 0.89, which implies that investors consider CSR to increase the reliability of a 

company. CSRI2, CSRI CSR initiatives make me more confident about the long-term 

stability of a company, with a mean of 3.63 and SD of 0.78, which depict moderately 

positive evaluation of stability. Companies Strong CSR efforts attract my investment 

interest (CSRI3) has a mean of 3.85 and SD of 0.75, which demonstrates that CSR has an 

impact on the investment interest. The mean of CSR4, Visible CSR programs make me 

trust the leadership of the company, equals to 3.66 with SD 0.81, which means that there is 

recognition of the credibility of the leadership. CSRI5, CSR activities improve my belief 

in better future market outcomes, mean of 4.00 and SD of 0.68, which means that people 

have high beliefs in the positive influence of CSR on the future performance. In general, 

the perception of CSRI is positive as all items have more than 3.6 and moderate 

consistency, which means that CSR initiatives lead to increased investor trust and 

confidence, which affect SMP.
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Research and Development Communication

RDC captures respondents’ perceptions of how effectively firms communicate their 

research and development activities, innovations, and new product developments to 

investors. It assesses the role of R&D communication in building market credibility and 

influencing investment decisions. RDC is considered an independent variable potentially 

affecting SMP. The descriptive statistics for RDC are presented in the table below.

Table 8 

Descriptive Statistics of Research and Development Communication

Code Statements Mean S.D.

RDC1 R&D communication makes companies appear more 

innovative.

4.31 0.76

RDC2 R&D information helps me estimate a company’s future 

growth potential.

3.86 0.77

RDC3 Clear communication about R&D strengthens my trust in 

company strategy.

4.13 0.72

RDC4 R&D information boosts my confidence in investing in the 

company.

3.94 0.82

RDC5 R&D updates improve my view of a company’s long-term 

competitiveness.

4.08 0.72

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 8 shows a descriptive statistic of RDC on 457 investors. RDC1, R&D communication 

makes companies seem more innovative has a mean of 4.31 and SD of 0.76, which means 

the strong acknowledgment of the evaluation of growth through the R&D. RDC2, R&D 

information helps me estimate future growth potential of a company, has a mean of 3.86 

and SD of 0.77, which means moderately positive perceptions of the evaluation of growth. 

The mean of RDC3, Clear communication about R&D makes me trust the company 

strategy, is 4.13 with SD of 0.72 and this means that being told about the R&D creates 

strategic trust. The RDC4, R&D information increases my confidence in investing in the 

company with a mean of 3.94 and SD of 0.82 which means that it brings increased 

confidence in investing in the company. RDC5, R&D updates enhance my perception of a 

long-term competitiveness of a company, has a mean of 4.08 and SD of 0.72, which means 

that it has a positive impact on the perceived competitiveness. Comprehensively, RDC is 

viewed in a positive manner, and all the items are above 3.8, and moderately consistent, 
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which means that positive communication about R&D increases investor trust and 

positively affects SMP.

Stock Market Performance 

SMP reflects respondents’ perception of the overall performance of companies in the stock 

market, including share price growth, market value, and investor returns. It is the dependent 

variable in this study and represents the outcome influenced by SMMA, APA, CSRI, and 

RDC. The descriptive statistics for SMP are presented in the table below.

Table 9 

Descriptive Statistics of Stock Market Performance 

Code Statements Mean S.D.

SMP1 The companies I follow show steady improvement in stock 

value.

4.01 0.86

SMP2 Their market capitalization grows consistently over time. 3.69 0.77

SMP3 Strong marketing practices seem related to better stock 

returns.

3.95 0.69

SMP4 Stock price trends indicate strong market confidence. 3.74 0.73

SMP5 Overall, these companies display promising stock 

performance.

4.10 0.73

(Source: Online & Field Survey, 2026; SPSS Calculation)

Table 9 demonstrates the descriptive statistics of SMP of 457 investors. SMP1, the 

companies I follow demonstrate stable growth in stock value, with a mean of 4.01 and SD 

0.86, signifying that they have positive perception towards the stock growth. SMP2, the 

market capitalization increases steadily during the time has a mean of 3.69 and SD of 0.77, 

which is moderate in its attitude to the market capitalization patterns. SMP3, Strong 

marketing practices appear to be connected with higher stock returns, its mean values are 

3.95 and SD of 0.69, which shows that investors associate returns with marketing practices. 

SMP4, Stock price trends indicate strong market confidence has a mean of 3.74 and SD of 

0.73 which means that people have perceived that these companies have confidence in the 

market. The means of SMP5, Overall, these companies with a mean of 4.10 and SD of 0.73 

have shown promising stocks performances. On the whole, the attitude towards SMP is 

positive, and all items exceed 3.6, with moderate consistency, which proves that investors 

are aware of the stable growth and the impact of marketing practices on the performance 

of a stock market.
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Inferential Statistics

Correlation and regression analysis and hypothesis testing are among the inferential 

statistics in the present study. Correlation analysis is used to determine the strengths and 

the direction of relationships between the independent variables, namely SMMA, APA, 

CSRI, and RDC, and the dependent variable, namely SMP. Regression analysis determine 

the effect of the SMMA, APA, CSRI and RDC separately on SMP. The testing of 

hypotheses works out the statistical significance of these relations at the level of 0.01 and 

0.05. These tests have answered the study objectives of evaluating the relationships among 

the independent variables and SMP, and their influence on the stock market performance 

based on the perception of the investors. The detailed findings of the correlation, regression, 

and tests of hypothesis are given in the rest of the sections.

Correlation Analysis

Correlation analysis examines the strength and direction of the relationships between the 

independent variables, namely SMMA, APA, CSRI, and RDC with the dependent variable 

SMP. This analysis helps determine whether the marketing practice variables move in the 

same or opposite direction as SMP and the extent of their association. The results of the 

correlation analysis are presented in the table below.

Table 10 

Correlation Matrix

Variables SMMA APA CSRI RDC SMP

SMMA 1
APA 0.677** 1
CSRI 0.675** 0.758** 1
RDC 0.626** 0.689** 0.616** 1
SMP 0.655** 0.715** 0.727** 0.613** 1

**. Correlation is significant at the 0.01 level (2-tailed).

(Source: SPSS Calculation)

Table 10 illustrates the correlation between SMMA, APA, CSRI and RDC and SMP. There 

is a high and significant positive correlation between SMMA and SMP (r = 0.655, p < 0.01) 

and it means that the adoption of social media marketing has a high association with better 

performance in stock markets. APA also has close and considerable positive correlation 

with SMP (r = 0.715, p < 0.01) which means that advertising and promotional activities are 

closely correlated to the performance of the stock market. The positive correlation of CSRI 

and SMP (r = 0.727, p < 0.01) implies that the corporate social responsibility programs 

have a highly relevant and strong correlation with the market performance. There is a strong 
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and significant positive correlation between RDC and SMP (r = 0.613, p < 0.01) meaning 

that a successful communication in research and development is highly correlated with the 

performance in the stock market. Broadly, the findings indicate that the independent 

variables such as SMMA, APA, CSRI, and RDC are all positively related with SMP with 

strong relationships. The findings are a strong basis to the further regression analysis to 

look at the individual and the joint effect of marketing practices on the stock market 

performance.

Regression Analysis

Regression analysis is used to analyze the influence of the independent variables, which 

are SMMA, APA, CSRI and RDC on the dependent variable SMP. The study possesses a 

single dependent variable, and therefore, a regression model is used to determine the extent 

to which all of these independent variables, and each in particular explain fluctuations in 

stock market performance due to the perceptions of people who invest in the stock market. 

The analysis involves the model summary, ANOVA and regression coefficient of 

individual independent variables to establish the level and statistical significance of the 

effect of each individual independent variable on SMP. The specific outcome of the 

regression analysis is given in the table below.

Table 11 

Regression Analysis

Unstandardized 
Coefficients

Standardized 
CoefficientsVariables

B Sd. error Beta
t Sig.

(Constant) 0.501 0.130 3.840 0.000
SMMA 0.167 0.040 0.180 4.149 0.000

APA 0.273 0.054 0.258 5.088 0.000
CSRI 0.325 0.045 0.341 7.171 0.000
RDC 0.108 0.041 0.112 2.659 0.008

Model Summary: R Square = 0.619 Adjusted R Square = 0.615

ANOVA: F Statistics = 183.462 Sig. (p value) = 0.000

a. Dependent Variable: SMP
b. Predictors: (Constant), SMMA, APA, CSRI, RDC

(Source: SPSS Calculation)

SMP = 0.501 + 0.167SMMA + 0.273APA + 0.325CSRI + 0.108RDC + ε

Table 11 shows the regression analysis of effect of SMMA, APA, CSRI, and RDC on SMP. 

The overall model is robust and the R square is 0.619 which means that the combined effect 

of the independent variables accounts 61.9 percent of the variation in the performance of 
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stock market whereas the rest 38.1 percent is explained by other factors not covered in this 

model. The Adjusted R Square of 0.615 is indicative of an adequate model. The results of 

the ANOVA indicate the F value to be 183.462 with = 0.000 which proves that the 

regression model as a whole is not significant.

Concerning individual effects, SMMA positively and significantly influences SMP (B = 

0.167, p = 0.000 < 0.01), which states that the impact of one unit of social media marketing 

adoption on the stock market performance is positive and 0.167 units, which reveals the 

importance of social media in forming investment perception. APA exhibits a positive and 

significant aspect on SMP (B = 0.273, p = 0.000 < 0.01), which means that an improvement 

in advertising and promotional activities of one unit leads to an increase of 0.273 in SMP 

which highlights the role of marketing communications in investor confidence. The most 

significant positive and highly significant impact of the CSRI is observed on SMP (B = 

0.325, p = 0.000 < 0.01), which means that every one unit higher in corporate social 

responsibility initiatives increases SMP by 0.325 units, which is why the importance of 

CSR in developing investor trust and positive stock performance cannot be overestimated. 

Another significant way in which RDC influences SMP is also positive (B = 0.108, p = 

0.008 < 0.01) so that the one-unit change in the communication of the research and 

development leads to the increase in the performance of the stock market by 0.108 units, 

which is a remarkable impact of the open R&D communication.

According to the standardized coefficients of the significant predictors, CSRI has the 

highest influence on SMP (Beta = 0.341) then APA (Beta = 0.258), SMMA (Beta = 0.180), 

RDC has the least influence on SMP (Beta = 0.112) of the significant predictors. In general, 

the results show that CSR initiatives have the greatest effect on stock market performance 

whereas R and D communication have the lowest impact among the key predictors, which 

supports the importance of the collaborative roles of the social media, advertising, CSR, 

and R and D communication when it comes to improving perceptions and stock market 

performance of the investors.

Hypotheses Testing

The hypotheses used in the present study are formulated due to the theoretical background 

and the empirical data; they are concerned with the impact of the marketing activity on the 

stock market performance as viewed by the investors. The hypotheses are: H1: SMMA is 

a significant source of SMP effect; H2: APA is a significant source of SMP effect; H3: 
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CSRI is a significant source of SMP effect and H4: RDC is a significant source of SMP 

effect. The hypotheses are tested using the statistical significance of each of the 

independent variables on the dependent variable at a confidence level of 99 and 95. 

Significant variables have p-values that are below 0.01 or 0.05, and their corresponding 

hypotheses are accepted and the insignificant variables are accepted and the hypothesis not 

accepted. The following table summarizes the hypothesis that were tested in the present 

study.

Table 12 Summary of Hypotheses

Hypotheses Direction of Impact Sig. (p-value) Remark

H1 SMMA → SMP 0.000 Accepted

H2 APA → SMP 0.000 Accepted

H3 CSRI → SMP 0.000 Accepted

H4 RDC → SMP 0.008 Accepted

(Source: Regression Analysis)

Table 12 presents the summary of the hypothesis testing the effect of marketing practices 

on the stock market performance based on the perceptions of the investors. The hypothesis 

H1 that tests the effect of SMMA on SMP is accepted at the 99 percent level (p = 0.000 < 

0.01) with strong positive effect observed. At the 99 percent level of confidence (p = 0.000 

< 0.01), hypothesis H2 that examines the effect of APA on SMP is accepted and has a 

strong positive influence on advertising and promotion. Hypothesis H3, which measures 

the impact of CSRI on SMP, is accepted at a level of 99 percent (p = 0.000 < 0.01), which 

has the greatest positive contribution to the variables. The H4 hypothesis of the impact of 

RDC on SMP is also accepted at the 99 percent confidence level (p = 0.008 < 0.01) with a 

strong positive impact of research and development communication on the stock market 

performance. In general, as the outcomes show, all the marketing mechanisms, such as 

SMMA, APA, CSRI, and RDC, have a great positive impact on SMP, and all the mentioned 

social media, advertising, CSR, and R&D communication are important to optimize the 

perceptions and stock market performance of investors.

4.2 Discussion

The paper has been able to assess the impact of marketing behavior on the Perception-based 

stock market performance (SMP). Social Media Marketing Adoption (SMMA), 

Advertising and Promotional Activities (APA), Corporate Social Responsibility Initiatives 

(CSRI), and Research and Development Communication (RDC) have been used as 
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independent variables, whereas SMP is used as the dependent variable. Structured 

questionnaires were used to gather primary data of 457 investors who were active in the 

stock market. The SPSS version 29 was used to perform statistical tests, such as descriptive 

statistics, correlation, regression analysis, and hypothesis testing, to ensure that the research 

objectives are addressed in detail.

The demographic profile shows that most respondents are male (62.4%) and aged 25–40 

years (55.4%). The majority hold education up to +2 level (50.8%) or bachelor’s degree 

(29.3%) and have 3–6 years of investment experience (55.6%). Most participate in the stock 

market weekly (48.6%) and have moderate awareness of marketing communications 

(51.4%). These characteristics indicate an educated, experienced, and active investor base 

capable of effectively evaluating the influence of marketing practices on stock market 

performance.

Descriptive statistics show that the most common perception of the marketing practices and 

SMP is generally positive. The central tendency scores are SMMA =3.89 (SD = 0.53), 

APA=3.92 (SD = 0.47), CSRI=3.82 (SD = 0.52), RDC=4.06 (SD = 0.52) and SMP=3.90 

(SD = 0.49). The highest mean was awarded to RDC as it depicts that the investors feel that 

research and development communication is the most powerful marketing practice in 

making investment decisions. The standard deviations are moderate indicating fairly 

consistent perceptions among the respondents.

In relation to correlation analysis, SMMA is strongly positively correlated with SMP (r = 

0.655, p < 0.01), which can be interpreted as reasonable according to Signaling Theory 

(Spence, 1973) and results of Chen et al. (2020) and Kumar and Shah (2015), but not 

according to Maharjan (2025). The correlation with SMP is high (APA = 0.715, p < 0.01) 

in line with the earlier research by Vitorino et al. (2014) and Qureshi (2023), but not with 

Currim et al. (2018). CSRI demonstrates the best positive relationship with SMP (r = 0.727, 

p < 0.01), which is in line with Stakeholder Theory (Freeman, 1984) and works by Rasul 

et al. (2022) and Haghighinasab et al. (2019), in contrast to Angulo-Ruiz et al. (2018). The 

mean value of RDC positively correlates with SMP (r = 0.613, p < 0.01), which is consistent 

with Resource-Based View (Barney, 1991) and previous research at Angulo-Ruiz et al. 

(2018) and Luo et al. (2022) but not with that of Qureshi (2023).

In a regression model, SMMA positively and significantly influences SMP (B = 0.167, p = 

0.000) that validates H1, which is in line with Signaling Theory and the works by Chen et 
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al. (2020) and Kumar and Shah (2015), but is contrary to those of Maharjan (2025). APA 

influences SMP in a positive and very significant way (B = 0.273, p = 0.000), which 

supports H2, which is in line with Signaling Theory and works by Vitorino et al. (2014) 

and Qureshi (2023), to the contrary of Currim et al. (2018). In accordance with Stakeholder 

Theory and empirical works by Rasul et al. (2022) and Haghighinasab et al. (2019), but in 

opposition to Angulo-Ruiz et al. (2018), the CSRI presents the most significant and positive 

influence on SMP (B = 0.325, p = 0.000). RDC positively and significantly impacts SMP 

(B = 0.108, p = 0.008), which supports H4 in accordance with Resource-Based View 

Theory and the works of Angulo-Ruiz et al. (2018) and Luo et al. (2022), but contradicts 

Qureshi (2023).

All in all, this research achieves its aims with the help of descriptive statistics, correlation, 

and regression studies. The results indicate that the strongest determinants of stock market 

performance include CSRI, APA and SMMA with RDC playing an intermediate but 

significant role. Successful marketing by adoption of social media, advertising, CSR 

activities, and R&D communication increase the investor perception and confidence and 

decision-making, which eventually lead to better stock market performance. These findings 

demonstrate the worth of combining the marketing plans with investor communications to 

indicate the quality of the firm, the development of trust in the company, as well as the 

improvement of stock valuations based on the Perception of investors.



CHAPTER V

SUMMARY AND CONCLUSION

This chapter is trying to give a brief introduction of the study which includes its key 

findings. This has been achieved by dividing it into three sections like summary, conclusion 

and implications:

5.1 Summary

This study has considered the effects of significant marketing behaviors on the performance 

of the stock market due to investor perception. The purpose of the specific objectives was 

to determine the current state of the marketing practice and stock market performance, to 

investigate the correlation between SMMA, APA, CSRI and RDC with SMP, and to study 

the influence of the specified practices on the general performance of stock markets. The 

research design of the study was descriptive and causal-comparative. The sample was 

constituted of investors who were actively involved in the stock market. Purposive 

sampling has been applied to the 457 respondents who have been surveyed to have 

sufficient representation of active investors. Primary data were collected using structured 

questionnaires and analyzed in accordance with the objectives of the study by conducting 

reliability tests, analyzing demographic profiles, descriptive statistics, correlation analysis, 

regression analysis, and hypothesis testing.

The reliability of all the study variables is acceptable, and it proves the consistency of the 

measurement tools. The demographic data indicates that the majority of the respondents 

are male between 25-40 years, mostly have an education level of +2 or bachelors degree, 

have experience of 3-6 years in the stock market in terms of investment, and are in the stock 

market every week. Marketing communications are moderately well known by most 

investors.

Descriptive statistics show that there are moderate high perceptions of marketing practices 

by investors. The strongest are considered to be RDC and APA, and the moderate variation 

is observed in the case of CSRI, indicating the dissimilarity in the awareness of investors. 

Altogether, the results represent a clear picture of the existing situation in the sphere of 

marketing practice, which fulfills the first goal and outlines the strategies with the greatest 

impact on investors.
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Correlation analysis demonstrates that SMMA, APA, and CSRI, as well as, RDC, are 

positively correlated with SMP, which proves these marketing practices are related to the 

improved stock market results. Of them, the connections with CSRI, APA and SMMA are 

the most positive, which confirms that responsible corporate actions, efficient advertising 

and active social media use are particularly important in forming investor confidence and 

impressions. RDC has a moderate, but significant positive relationship, and it is important 

to highlight that effective communication of research and development should be 

transparent to inform investors and help them make informed decisions. The above 

relations demonstrate the essentiality of thorough marketing plans that enhance awareness, 

trust, and a general improvement in the performance of the stock market among the 

investors.

Regression analysis shows that CSRI has significant positive impacts on SMP, and APA 

also, which means that the positive results in corporate social responsibility activities and 

advertisement can have a significant impact on the stock market as it is the sign of quality 

and reliability of the firm and draws investors. The effect of SMMA is moderate positive, 

meaning active social media marketing has a value contribution to the performance of the 

stocks, but this effect is somewhat lower than the effects of CSR and advertising. RDC has 

been moderate yet significant impact, which means that communication on research and 

development aids stock performance through improving transparency and informing 

investors, which is not the best compared to other marketing practices.

Generally speaking, the research has met all its particular goals and proved all hypotheses. 

The results indicate that the strongest stock market drivers are CSRI, APA, and SMMA, 

whereas RDC has a moderate yet significant influence. This highlights the need to 

concentrate on strategic marketing activities, the CSR practice, the adoption of social media 

and the communication of R&D to build investor confidence, perception, and the overall 

stock market performance.

5.2 Conclusion

The initial aim of the research is to evaluate the existing situation of the marketing practices 

and stock market performance (SMP) by the way of Perception of investors. The results 

indicate moderate to higher perceptions of marketing practices, with the largest perceptions 

on RDC, APA, and SMMA, and a moderate fluctuation in CSRI, which represents a 

promising basis of improving investor confidence and stock market performance. Such 
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findings are an indication that companies have successfully adopted the main marketing 

tactics especially in advertising, social media marketing and R&D communication, which 

investors identify as key factors driving stock performance. The second goal is to test the 

association between marketing practice and SMP. Findings indicate that CSRI, APA, and 

SMMA are strongly linked in a positive way with the strongest interrelation of CSRI and 

APA and moderate but significant interrelation of RDC. This makes CSR activities, 

advertisement and the use of social media significant in influencing the stock market 

performance and investor perception.

The third goal is to examine the effect of marketing practices on SMP. Results of these 

studies prove that CSRI and APA are working with strong positive effects, SMMA works 

with moderate positive effect and RDC works with moderate and significant impact. The 

strongest predictor is the CSRI, then APA and SMMA, indicating that responsible 

corporate practices, successful advertising, and social media marketing are some of the 

determinants of the performance of the stock market. A meaningful contribution is also 

provided by RDC, which demonstrates the importance of effective communication of the 

research and development in the information of the investors. Overall, the research meets 

its goals, demonstrating that CSRI, APA, and SMMA have the most significant impact on 

the stock market performance, whereas RDC affects it in the middle term. These results 

demonstrate the significance of the strategic marketing activity to increase investor 

confidence, perception, and the overall performance of the stock market.

5.3 Implications

The research results of this study have various ramifications on policy makers, practitioners 

and on the academic community in addition to future research.

Policy Implications: The paper identifies that CSR activities, advertising and social media 

marketing and R&D communication affect the performance of stock markets. To minimize 

information asymmetry, enhance investor-confidence and the market efficiency, regulators 

and policymakers can persuade firms to engage in transparent and strategic marketing 

practices. Corporate disclosure and responsibility marketing guidelines can be used to 

facilitate better informed investment environment.

Practical Implications: To the corporate managers, through prioritizing CSR activities, 

targeted advertising, and active presence in the social media are some of the factors that 

can improve the perception of the investors and the performance of the stock. It is also clear 
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and transparent R&D communication that facilitates the decision-making of investors, even 

though its influence is moderate. The companies are advised to incorporate these marketing 

approaches into corporate strategies to develop trust, enhance the brand image and market 

valuation.

Academic Implications The research offers empirical data concerning the association of 

marketing practices and stock market returns, which support Signaling Theory, Resource-

Based View, Efficient Market Hypothesis and Stakeholder Theory. The future study might 

investigate other marketing variables, other sectors or the moderating nature of investor 

financial literacy or market conditions.

Future Research Areas: Future research can focus on the long-term impacts of the 

marketing practices on the stock returns and compare them with the cross-country, or 

longitudinal research can be used to experience the dynamic market responses. Surveying 

how the traditional and the digital marketing approaches interact or how corporate 

governance enhances marketing implications might be very informative as well.
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APPENDIX

Questionnaire

Dear Respondent,

I am Karuna Limbu, a Master of Business Studies (MBS) student at Shanker Dev Campus, 

Putalisadak, Kathmandu. As part of my dissertation, I am conducting a research titled 

Impact of Marketing on Stock Market Performance: A Perception of Investor. I am 

collecting primary data for this research and kindly seek your valuable participation in 

completing this questionnaire. The information you provide will be kept strictly 

confidential and used solely for academic purposes. I sincerely request you to take a few 

minutes to complete the following sections.

Section A: Demographic Information 

Please select the option for each demographic factor that exactly describes you from the 

choices below:

1. Gender

a) Male

b) Female

2. Age Group

a) Below 25 years

b) 25 – 40 years

c) 41 – 55 years

d) Above 55 years

3. Level of Education

a) Below + 2 level

b) + 2 level or equivalent

c) Bachelor’s level

d) Master’s level 

e) Above master’s level

4. Years of Investment Experience

a) Less than 3 years

b) 3 – 6 years



c) 7 – 10 years

d) More than 10 years

5. Frequency of Stock Market Participation

a) Daily

b) Often

c) Weekly

d) Monthly

e) Rarely

6. Awareness of Marketing Communications

a) Very high

b) High

c) Moderate

d) Low

e) Very low

Section B:  Statements for Study Variable

The following statements are related to the variables of this study, where the independent 

variables include Social Media Marketing Adoption (SMMA), Advertising and 

Promotional Activities (APA), Corporate Social Responsibility Initiatives (CSRI), and 

Research and Development Communication (RDC) and the dependent variable is Stock 

Market Performance (SMP). Please indicate your level of agreement with each statement. 

Your responses will be measured numerically using a five-point Likert scale, defined as 

follows: 

Likert scale items Ratings

Strongly Disagree 1

Disagree 2

Neutral 3

Agree 4

Strongly Agree 5

(Source: Likert, 1932) 



Social Media Marketing Adoption (SMMA)

RatingsCode Statements
1 2 3 4 5

SMMA1 The companies I follow use social media well to share 
important updates.

SMMA2 Social media posts from companies raise my awareness of 
what they are doing.

SMMA3 The social media content shared by companies appears 
reliable and informative.

SMMA4 Social media marketing helps me understand how a 
company is performing.

SMMA5 A company’s social media presence positively influences 
my investment views.

Advertising and Promotional Activities (APA)

RatingsCode Statements
1 2 3 4 5

APA1 Company advertisements increase my confidence in their 
brand.

APA2 Promotional activities help me evaluate a company’s 
strength in market.

APA3 Advertisements shape my expectations of a company’s 
future performance.

APA4 Frequent promotions boost a company’s visibility and 
trustworthiness.

APA5 Advertising efforts improve how I view the company’s 
stock potential.

Corporate Social Responsibility Initiatives (CSRI)

RatingsCode Statements
1 2 3 4 5

CSRI1 CSR activities make companies seem more responsible and 
reliable.

CSRI2 CSR initiatives increase my confidence in a company’s 
long-term stability.

CSRI3 Companies with strong CSR efforts attract my investment 
interest.

CSRI4 Visible CSR programs strengthen my trust in company 
leadership.

CSRI5 CSR activities enhance my belief in better future market 
outcomes.



Research and Development Communication (RDC)

RatingsCode Statements
1 2 3 4 5

RDC1 R&D communication makes companies appear more 
innovative.

RDC2 R&D information helps me estimate a company’s future 
growth potential.

RDC3 Clear communication about R&D strengthens my trust in 
company strategy.

RDC4 R&D information boosts my confidence in investing in the 
company.

RDC5 R&D updates improve my view of a company’s long-term 
competitiveness.

Stock Market Performance (SMP)

RatingsCode Statements
1 2 3 4 5

SMP1 The companies I follow show steady improvement in stock 
value.

SMP2 Their market capitalization grows consistently over time.
SMP3 Strong marketing practices seem related to better stock 

returns.
SMP4 Stock price trends indicate strong market confidence.
SMP5 Overall, these companies display promising stock 

performance.

Thank you for your participation and for filling out the questionnaire!
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