
Copyright © 2025, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited.

193

Chapter 10
Social Media Strategies 
for Start-​Ups to Attract 
Middle-​Aged Customers

V. K. Kavi Raaj
Hindustan Institute of Technology and Science, India

B. Senthil Kumar
Hindustan Institute of Technology and Science, India

Sandhya Tumma
Vignan's Foundation for Science, Technology, and Research, India

ABSTRACT

Social media platforms are essential for organisations to reach their audiences and 
succeed online. This study describes and critiques social media methods for attracting 
middle-​aged clients for start-​ups. New entrepreneurs face social media obstacles when 
building brand awareness in a saturated market. This study analyses survey data and 
an online focus group to understand middle-​aged customers' expectations, interests, 
and behaviour across SNS. The current study surveys and interviews middle-​aged 
consumers to determine how they react to marketing messages and methods. It also 
analyses successful start-​ups. The goals include assessing the relevance of certain 
social media, establishing how content affects customer response, and determining 
customer community involvement to develop trust and loyalty among middle-​aged 
customers. This research offers practical advice for start-​ups using social media 
marketing to improve customer interactions with middle-​aged customers and grow 
their business.
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INTRODUCTION

In the current dynamic environment of digital marketing communication, it is 
found that challenges arise for start-​ups when applying social media tools to acquire 
middle-​aged clients (Sabarirajan et al., 2023). Today, social media platforms are 
one of the essential tools by which companies can actively establish a brand image 
and effectively engage customers; for start-​ups, it provides cheaper customer base 
access (Geethanjali et al., 2023; Vashishtha & Dhawan, 2023). Nonetheless, because 
of the scarcity of funds, competition pressure in the virtual realm, and ambitious 
goals, start-​ups need to implement tightly rationed social media activities that are 
compatible with the behaviors and needs of middle-​aged people, usually aged 35 
to 54 (Singh et al., 2023; Velmonte, 2023). This demographic is a large group that 
exhibits high purchasing power but is often not targeted adequately or engages in a 
way that is not suitable for the given context (Tripath & Al -​Zubaidi, 2023). Despite 
using technology comfortably most of the middle-​aged clients demonstrate different 
usage patterns that can be characterized as traditional, preferring clear and reliable 
information and demonstrating higher brand loyalty than youth audiences (Tripathi 
& Al-​Shahri, 2023). Social media targeting is thus crucial for the acquisition of this 
segment, and by engaging the segment, start-​ups have an opportunity to achieve 
greater growth and start dwelling on brand recognition and loyalty (Lishmah Dom-
inic et al., 2023; Vashishtha & Kapoor, 2023).

This research task is to determine which social media platforms, types of content, 
and types of engagement in the community are more suitable for targeting middle-​
aged consumers through such platforms as Facebook, LinkedIn, Instagram, Pinterest, 
Twitter, and YouTube (Kolachina et al., 2023; Venkateswaran & Thammareddi, 
2023). Considering that middle-​aged consumers make rational and pragmatic con-
sumption decisions and expect credible product encounters, content strategies for 
start-​ups need to address educationally, value-​oriented, and user-​generated content 
(Lavanya et al., 2023; Venkateswaran & Viktor, 2023).

Reviews of literature

In the article Mahoney & Tang (2024) strategic social media is discussed as a 
marketing tool and also as a tool for change. They point out the following; it is dif-
ficult to determine the effectiveness of social media campaigns in driving its given 
objectives, such revenue generation or influential behavior change. However, they 
have painted an innovative picture of how they support changing the role of social 
media from focusing on profits and as a tool for promoting commercialism as well 
as a way of promoting social causes and effecting social change as supported by 
Mahoney and Tang, (2024). This dual focus highlights the shift from seeing social 
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