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Abstract 

This study investigates the effect of social media marketing on customer purchase behaviour, analysing how different 

platforms affect buying decisions. Social media has emerged as an essential instrument for enterprises to connect with 

consumers, facilitating direct connection, targeted advertising, and user-generated content. The study emphasizes the 

significance of elements such as brand awareness, social impact, customer engagement, and trust in influencing consumer 

behavior. It examines both beneficial and detrimental consequences, encompassing the propensity for impulsive 

purchasing, the significance of peer endorsements, and the impact of online evaluations. The study employs both 

quantitative and qualitative methodologies to examine the impact of social media marketing strategies on customer 

perceptions, preferences, and purchase intentions, providing insights into the dynamic realm of digital marketing. It 

analyzes the efficacy of Social Media Retargeting advertisements on consumer acquisitions. Primary data was obtained via 

a questionnaire administered to 25 respondents from the consumer population. The research indicate that age, gender, 

educational qualifications, and employment do not have a statistically significant association with purchasing behaviour in 

social media marketing. The methodologies employed in the study include frequency analysis, percentage analysis, and 

rank analysis. 
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1. Introduction 

Social media has transformed from a medium for communication to a potent marketing tool in recent years, 

changing the way that people behave as consumers. With more than 4.7 billion global social media users, sites 

like Facebook, Instagram, Twitter, and LinkedIn have become essential for individuals to discover, investigate, 

and interact with companies. The emergence of social media marketing (SMM) has fundamentally transformed 

company advertising and brand development, offering a distinctive platform for connection, participation, and 

immediate response. Consequently, consumer purchasing behavior has undergone significant changes, with 

social media impacting aspects ranging from brand recognition to post-purchase choices.  

The conventional paradigm of consumer behavior, which emphasized linear progression from awareness to 

purchase, has been supplanted by a more intricate and multifarious journey, significantly shaped by online 

interactions and digital touchpoints. Social media is pivotal in this shift, since it enhances engagement, cultivates 

trust, and produces peer influence, all of which shape consumer decisions. Social media marketing methods, 

including influencer partnerships, targeted advertisements, and viral campaigns, have become indispensable 

instruments for firms aiming to acquire and keep clients in a more competitive market. Consumers are 

increasingly affected by social media for genuine reviews, product endorsements, and personal engagement with 

businesses, rather than relying simply on direct advertising. This transition has fostered an atmosphere in which 

consumer choices are significantly influenced by social evidence, peer impact, and the perceived reliability of the 

material they encounter. Friend recommendations, celebrity endorsements, and user-generated content 

substantially influence purchase behaviour. Furthermore, the visual and interactive characteristics of social media 

platforms allow businesses to convey their brand message in more innovative and captivating manners, which 

frequently connect more with customers than conventional advertising methods. Brands today possess the 

capability to engage customers in real-time, providing individualized experiences that may augment customer 

pleasure and foster long-term loyalty. 
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2. Objectives of Study  
i. Comprehend the Influence of Social Media on the Consumer Decision-Making Process.  

ii. Examine the Impact of Social Media on Cross-Platform Purchasing Behaviour.  

iii. Evaluate the Efficacy of Social Media Retargeting Advertisements on Consumer Purchases.  

iv. Examine the Function of Social Media in Augmenting Consumer Experience and Satisfaction.  

v. Examine the Correlation Between Social Media Usage Frequency and Consumer Purchase Frequency. 

3. Review of literature  

Channappa Lamani et al. (2022) in their paper, “A Study on the Impact of Social Media Marketing on 

Consumer Buying Behaviour,” assert that social media has provided consumers with novel options to engage in 

online transactions. Contemporary consumers rely on social media for information and updates on several 

companies. In recent years, Social Media Marketing (SMM) has become a crucial element for businesses to 

effectively and swiftly reach target customers. In the current era of globalization, traditional marketing practices 

alone are unable to contend with intense competition. Businesses must modify their social media marketing 

strategies to remain competitive in the industry. Social media have altered the power dynamics in online 

marketplaces through marketing tools and strategies. 

Dr. Saradha A et al. (2022) in their paper, “Social Media and Its Impact on Consumer Buying Behaviour,” In 

the digital age, social media significantly influences communication and collaboration with clients, hence 

changing their purchase behaviour. Social media marketing has emerged as a prominent force, demonstrating its 

skill in attracting consumers. Consumers are 71% more inclined to purchase due to social media referrals 

(HubSpot). This study aims to investigate the elements affecting customers' purchasing intentions through social 

media. The aim of the research is to analyse the influence of social media on customer purchasing decisions. This 

study will critically analyse the personal, psychological, and social behaviours of customers on social media about 

their purchase decisions, based on primary data. This study will provide an overview of consumer utilization of 

social media in the decision-making process. Despite its inherent drawbacks, social media offers several 

advantages. This indicates the significant influence of electronic word of mouth.  

Kirti Sharma (2020) "Influence of Social Media Marketing on Consumer Purchasing Behaviour" Social media 

marketing has emerged as the most prevalent method for businesses seeking to engage with their prospects and 

customers. The study had 220 respondents, and the objectives were established based on univariate and bivariate 

analysis. Similarly, following the intricate statistical analysis conducted with SPSS and the insights provided by 

the online survey platform, one can discern the extent of influence and the actual impact of Social Media 

Marketing on the Consumer Buying Decision-Making process. This research of Pearson's Correlation reveals a 

significant positive direct relationship between Social Media Marketing and Consumer Buying Decision Making. 

The correlation coefficient (r²) was 30.9% at the 1% significance level. This indicates that Consumer Buying 

Decision Making may be predicted using Social Media Marketing. Future experiments may be designed to 

identify additional variables for elucidating the CBDM. Broaden this inquiry by using social media information 

and diverse respondents to enhance understanding of target clients' decision-making behaviour.  

Mr. Sony Varghese (2021) "Influence of Social Media on Consumer Purchasing Behaviour" This research 

examines the buying process of consumers' complicated purchases, with a particular focus on the effect of social 

media on this process. The intricate purchasing behaviour pertains to rare consumer acquisitions characterized by 

substantial participation, resulting in a notable distinction across brands. Social media is emerging as a novel 

trend. In the past decade, the World Wide Web has experienced a proliferation of user-generated web technologies 

such as blogs, social networks, and social media platforms. In summary, social media and these technologies are 

the primary catalysts for the proliferation of user-generated content within a global community. Social media has 

facilitated the emergence of online platforms such as Facebook, Instagram, YouTube, and Twitter, enabling 

individuals to communicate, exchange ideas, and share material. The change in social media has provided a novel 

means of acquiring information about companies and services. 
4. Research Methodology  

i. Data collection: The study relies on original data. This data was gathered through a questionnaire 

disseminated among college students. This poll assesses consumer purchasing behaviour regarding social media 

marketing. 
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ii. Sample size: The sample is chosen based on customer purchasing behavior influenced by social media 

marketing. This survey had a total of 25 college student responses. Samples are obtained from college student 

customers. The samples are selected using the convenience sampling approach. 

iii. Analytical instrument: Basic percentage analysis employing descriptive statistics. 
5. Data Interpretation and analysis 

Descriptive analysis and percentage analysis are employed to assess the correlation between demographic 

data and consumer purchasing behaviour. This investigation evaluated demographic characteristics, including 

age, gender, educational qualifications, occupational status, marital status, number of family members, and 

income, with factors influencing purchase behaviour (Fully aware, Aware, somewhat aware, not aware). The 

comprehensive analysis is shown in the following table. 
i. Personnel data of the respondent 

The respondents' personal information encompasses criteria such as gender, age, educational qualifications, 

occupational situation, and marital status. Table 1 delineates the personal information of the respondents. 

Table-1: Personal Details of the Respondent 

Particulars Total Users 
No of Respondents Percentage 

Gender Male 2 8 

Female 23 92 

Total 25 100 
Age Below 20 years 5 20 

20-30 years 19 76 

30-40 years 1 4 

Total 25 100 
Educational 

Qualifications 
School Level 5 20 

Under Graduate 5 20 

Post Graduate 11 44 

Professional 3 12 

Others 1 4 

Total 25 100 
Occupational 

Status 
Student 20 80 

Employed 2 8 

Un-Employed 3 12 

Total 25 100 

Marital status Married 5 28 
Unmarried 20 72 

Total 25 100 
Source: Primary data 
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Analysis: The data presented in Table 1 indicates that of the 25 respondents, 23 (92.0 percent) are female, 

19 (76.0 percent) belong to the middle age group of 20-30 years, 11 (44.0 percent) possess a postgraduate 

qualification, 20 (80.0 percent) are students, and 20 (72.0 percent) are unmarried. 

ii. Family details of the respondent  
 The respondents' family data encompass parameters such as family income, family size, and number of dependents. 

These are the percentages in Table 2. 

Table-2: Family Details of the Respondents 

Particulars Total Users 

No of Respondents Percentage 

Family Income 
(₹) 

Below 20000 6 24 

20000-30000 15 60 
30000-40000 4 16 

Total 25 100 
Family Size Up to 3 7 28 

4-6 17 68 
Above6 1 4 

Total 25 100 

No. of 
Dependents 

Upton 3 19 76 

4-6 4 16 

Above6 2 8 

Total 25 100 

Source: Primary data 

The conclusion is derived from the aforementioned table.Among the 25 respondents, 15 (60 percent) have a family 

income between 20,000 and 30,000, while 17 (68 percent) have 4 to 6 members in their household. 

iii. Use of Social media 

Table-3: Social Media Usage 
Particulars Total Users 

No of Respondents Percentage 
Which social media 
platform do you use 
regularly 

Facebook 1 4 
Instagram 19 76 

Telegram 3 12 
others 2 8 
Total 25 100 

Are you familiar with 
social media sites such as 
WhatsApp, Facebook, 
Instagram etc. 

Fully Aware 11 44 

Aware 9 36 
Somewhat aware 3 12 

Not Aware 2 8 

Total 25 100 

http://www.neuroquantology.com/


Neuroquantology | Jan 2025 | Volume 23 | Issue 1 | Page 431-437| Doi: 10.48047/nq.2025.23.1.NQ25048 
Ashish Bhatnagar, An Examination of the Influence of Social Media Marketing on Consumer Purchasing Behaviour 

EISSN 1303-5150                                                                                                                                                              www.neuroquantology.com 

          

435 

Often do you come across 
advertisement or 
promotional Post on 
social media 

Rarely 3 12 

Sometimes 16 64 

Often 2 8 

Very Frequently 4 16 
Total 25 100 

Type of social media 
content that influences 
your purchasing decision 
the most 

Sponsored ads 9 36 

User-generated 
content (reviews, 

photos, testimonials) 

12 48 

Others 3 12 
Video ads 1 4 

Total 25 100 
Customer reviews and 
ratings to buy a product 
on social media 

Not Important 2 8 

Slightly Important 6 24 

Moderately important 1 4 

Very important 16 64 

 Total 25 100 

Source: Primary data 

Analysis: Based on the preceding table.3. Among the 25 respondents, 19 (76.0 percent) utilize the social media 
platform Instagram, 11 (44.0 percent) are familiar with social media sites, 16 (64.0 percent) frequently encounter 
advertisements or promotional posts on social media, 12 (48.0 percent) identify the type of social media content that 
most influences their purchasing decisions, and 16 (64.0 percent) rely on customer reviews and ratings when purchasing 
products on social media. 

iv. Iv.  FACTOR ANALYSIS 

Consumer Buying Behaviour 
Table-4: Consumer Buying Behavoir 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .430 

Bartlett's Test of Sphericity Approx. Chi-Square 54.270 

Df 10 

Sig. .000 

 

 
 
 
Component 

 
Initial Eigenvalues 

Extraction Sums of Squared Loadings 

 
Total 

% of 
Variance 

Cumulative 
% 

 
Total 

% of 
Variance 

Cumulative 
% 

1 2.385 47.700 47.700 2.385 47.700 47.700 

2 1.589 31.776 79.476 1.589 31.776 79.476 

3 .511 10.211 89.687    

4 .416 8.323 98.009    

5 .100 1.991 100.000    
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v. PROBLEMS FACED BY SOCIAL MEDIA MARKETING ON CONSUMER BUYING BEHAVIOUR 

 
Table-5: Problems Faced by Social Media Marketing on Consumer Buying 

Behaviour 
Particulars Total Users 

No of 
Respondents 

Percentage 

Distraction 
frombuying 
information. 

Strongly Satisfied 6 24 
Satisfied 9 36 
Neutral 5 20 

Dissatisfied 2 8 
Strongly Dissatisfied 3 12 

Total 25 100 
Lack of 
engagement 
with ads. 

Strongly Satisfied 3 12 
Satisfied 8 32 
Neutral 11 44 

Dissatisfied 1 4 
Strongly Dissatisfied 2 8 

Total 25 100 
Misleading 
information in 
social media. 

Strongly Satisfied 9 36 
Satisfied 7 28 
Neutral 2 8 

Dissatisfied 6 24 
Strongly Dissatisfied 1 4 

Total 25 100 
Limited reach 
without paid 
advertising. 

Strongly Satisfied 1 4 

Satisfied 4 16 
Neutral 9 36 
Dissatisfied 5 20 

Strongly Dissatisfied 6 24 
Total 25 100 

Credibility and 
trust issue. 

Strongly Satisfied 5 20 
Satisfied 6 24 

Neutral 7 28 

Dissatisfied 3 12 

Strongly Dissatisfied 4 16 
Total 25 100 

Source: Primary data 

Conclusion: The data presented in Table 5 indicates that among 25 respondents, 9 

(36.0 percent) agree that distraction from purchasing information is an issue, 11 (44.0 

percent) concur with the lack of engagement with advertisements, 9 (36.0 percent) 

acknowledge misleading information on social media, 9 (36.0 percent) recognize limited 

reach without paid advertising, and 6 (24.0 percent) identify credibility and trust issues. 
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vi. RANK ANALYSIS 

The study reveals that respondents see a significant issue with Social Media Marketing: 

"The challenge of locating preferred Social Media Marketing detracts from purchasing 

information." Gets a score of 9 (36%) and occupies the top place; the subsequent issue is 

"Insufficient engagement with advertisements that failed to meet expectations." The issue 

"Limited reach without paid advertising" ranks fourth with a score of 6 (24%), while 

"credibility and trust issue" ranks fifth with a score of 9 (36%). The problem "Misleading 

information from social media" ranks third with a total score of 11 (44%). The highest rank is 

held by the first issue, which has a score of 9 (36%). 

6. Conclusion and suggestion  
a. Conclusion 

It examines both beneficial and detrimental consequences, encompassing the propensity 

for impulsive purchasing, the significance of peer endorsements, and the impact of online 

evaluations. The study employs both quantitative and qualitative methodologies to examine the 

impact of social media marketing strategies on customer perceptions, preferences, and purchase 

intentions, providing insights into the changing dynamics of digital marketing. Social media is 

pivotal in this shift, since it promotes participation, cultivates trust, and produces peer 

influence, all of which shape consumer decisions. Social media marketing methods, including 

influencer partnerships, targeted advertisements, and viral campaigns, have become 

indispensable instruments for firms aiming to acquire and keep clients in a more competitive 

market. 
b. Suggestion  

i. Discover new activities like knitting, photography, or gardening. Learning something 
new will keep your mind engaged. 

ii. Ensure your ads are reaching the right people. Consider using behaviour, interests, 
or demographic targeting to reach individuals most likely to engage with your brand. 

iii. Share tips and resources on how to identify misleading or fake content, such as fact- 
checking tools or warning signs of false information. 

iv. Ensure your posts are visually appealing, valuable, and relevant to your audience. 
High-quality images, videos, or graphics are more likely to get shared. 

v. Showcase real feedback from satisfied customers. Positive reviews, whether in the 
form of written testimonials, video reviews, or user-generated content, help build trust. 
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