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Abstract

It is essential to use social media marketing because it is one of the best tools and approaches for advertising of any
kind. It is common knowledge that every businessman's main objective is to sell more articles by utilizing a variety of
marketing strategies and techniques. It can undoubtedly boost the earnings of a range of businesses. The principal aims
of this study are to ascertain the expected correlations between different forms of social media marketing, customer
behavior, and activities, and to explore the ways in which social media marketing will ultimately impact the behavior of
the most frequent users of social media websites.

The usage of social media websites is always changing to meet the social demands of website users, in addition to
giving businesses more opportunities to market their products and services in a tailored way. Based on historical
statistics, social media has significantly changed customers' perceptions about the buying process.

Social media has changed the power dynamics at the place where products are bought and sold online. It outlines their
mindset and prospective role-playing as part of business marketing planning, and it illustrates several ways to handle
them as marketing tools and tactics. The passive focus is on how social media is changing consumer behavior, while the
active focus is on leveraging social media as a tool for personalisation and direct marketing. All clients now utilize
social networking websites to a large extent, and these websites have a huge impact on these customers in many
different ways.
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Introduction

Social media marketing has made a reputation for itself in the business sector as a result of the way social media has
altered how firms use computers to do business in recent years. Numerous social media platforms exist that influence
the actions of consumers. comparable to YouTube, LinkedIn, Google+, etc. Almost all consumer age groups use social
media these days, including working-class, college-student, and elderly individuals. Social media is used by millions of
millennials and young adults. Social media sites like Facebook and My Space include a variety of features that influence
and draw large numbers of users. Today's consumers use social media as a powerful and helpful tool while making
purchases. The lives of all customers have been altered by technology.

In the past, individuals didn't need a language to communicate with one another. Today's communication methods have
undergone a significant shift. Social media has become a useful tool for communication for people of all ages. The
Internet, particularly social media, has altered the communication channels that consumers and advertisers employ.
Among the many benefits of the Internet are its vast storage capacity at low cost across several locations, its powerful
search engines, its capacity to organize and disseminate information, its capacity to function as a physical software
distribution medium, and its affordable pricing. Thanks to the internet and the abundance of social media platforms,
businesspeople can now easily communicate with clients anywhere in the globe with a few clicks. With the use of
internet technology, consumers can now easily search for products online and see customer ratings and reviews before
to making a purchase. Today's consumers use technology excessively, as evidenced by the widespread usage of
computers and internet marketing. Group communication on social media influences consumer purchasing decisions.
Social networking sites serve to reinforce the strained relationships and bring old friends back together. Knowledge
about cultural, social, and economic facets expands thanks to social networking sites. The primary factor contributing to
the rise of social networking sites is their user-friendliness. Everyone is able to relate to everyone and have an account.
On social networking sites, people typically share their interests, images, and personal information.

Though they are still in their infancy, social networking sites have a plethora of widely used software applications. As
they mature, more apps will also be developed. Social media focuses on fostering relationships with users by allowing
users to share content and interests. Numerous social networking sites are accessible worldwide, such as Facebook,
LinkedlIn, MySpace, and Cyworld. With over 300 million registered members, Facebook is the most widely used social
networking site globally out of an ever-growing list of them.

It is an approach to grabbing people's attention that makes use of social media platforms. Focusing on creating content
that readers will find interesting and want to share on social media, these programs aim to create content that does just
that.

Digital word-of-mouth refers to any comment that is posted on social media that includes brief words and details about a
brand, product, service, or business. In social media, information shared by users about products, services, brands, or
companies is often reshaped by other users in other networks. Positive product promotion happens when trustworthy
sources, as opposed to paid ones, disseminate the information. That's how successful social media marketing is.
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In terms of social media signals, authoritativeness and trustworthiness are what the main search engines look for.
Authoritativeness is not the same as authorship. Authorship is a feature that Google introduced in 2011 that allows
writers and publishers to enhance search engine results pages with various elements, such as images, reviews, and more
information. Search engines interpret social signals based in large part on trust. Individuals with a high trust score on
their social media profiles are referred to as influencers.

Effects of social media marketing on consumer behavior

Every day, over seven lakh posts are published on Facebook, millions of searches are conducted on Google, thousands
of photos are shared on Instagram, a million tweets of various types are sent, and six hundred websites are hosted. Social
media's expansion and development have produced a wide range of commercial prospects. Because of social media's
dominance, consumers are now the focus of attention in the corporate sector. Several studies have been conducted to
examine the effects of social media, and the results of these investigations help firms make use of social media to
maintain a competitive edge.

Social networking websites

Social media enables people to connect with one another and establish positive relationships with others. It allows the
businesses to speak with their clients directly. Comparing this tactic to more conventional forms of advertising and
sales, the customers feel better. With social media, individuals can leave comments on items that are visible to others,
share information, and repost it to other users. A message might reach a larger audience on social media when it is
shared by numerous users.

Mobile phones

Products can be sold effectively on mobile phones that have social networking capabilities. The latest developments,
events, and conversations on social media were known to the public with the aid of mobile phones. Utilizing the
opportunity to update their products and services to clients through social media, businesses are taking use of mobile
phones' constant connectivity to social networking sites. Businesses use QR codes to provide conveniently accessible
information about their websites and other services to their clientele. Customers can access information more quickly
and easily with the use of smart phones that have supported QR code reading.

Facebook

It facilitates the posting of product information and allows comments on the post. It makes it easier for the user to share
and like pages and posts on Facebook with other people. The content is available in text, audio, video, and as
connections to websites. Facebook is made in a way that allows it to interact with Twitter pages.

Linkedin

Businesses can build professional and company accounts on this social networking site to engage with individuals.
Twitter accounts and LinkedIn sites can be merged. Customers gain from it since it allows them to produce leads. These
are Facebook-like pages that companies can use to promote their products and services.

Social media and consumer behavior

Social media has grown rapidly over the past five years and has established itself as a crucial medium for interpersonal
connection. Technology advancements also led to advancements in social media technologies. Social media companies
are always conducting research to enhance their communication strategies. While there are a lot of websites that offer
different tools for clients to advertise and purchase things, social media platforms also offer tools for networking among
users. Social media networks are becoming a vital tool for businesses in their marketing strategies.

Social marketing is important, yet a lot of professionals, enormous stores, tiny merchants, and large company houses
overlook it. They are unaware of the ways in which social media marketing is expanding into a wide range of industries
and service offerings. As an illustration, consider Linkdin, a website that was launched in the year 2000 and currently
has over 202 million members. You can get a current online professional identification with Linkdin. Facebook is an
additional tool for altering one's perspective. Everyone is aware of Facebook these days. Facebook marketing is being
used by a large number of college students in addition to customers and members of the business class. Facebook is a
unique platform for marketing that can draw in an unlimited number of clients. Numerous professional backgrounds, as
well as students and even housewives, have found access to Facebook. To effectively use Facebook for marketing, your
network must grow.

Literature Review

This research is pertinent to the many kinds of research that have been done on the subject of how social media
marketing affects customer purchasing decisions. Several phrases pertaining to social media, social media marketing,
and social networking sites' purchasing habits were mentioned.

The Ramsunder The study indicates that online brands have a significant impact on the decisions made by shoppers.
Consumer opinions will affect one another. Repurchases are impacted by the opinions of other customers. To obtain
additional information before making a purchase, consumers are turning to the Internet.
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Dehghani et al. (2019) Their research examines the impact of knowledge inheritance on consumer behavior and brand
reputation. On social media, knowledge is passed down when someone imitates the actions of others and decides to
choose a same course of action as someone else. One of the two consequences that information cascades are frequently
utilized to influence consumers is that they can make a brand appear high or low in terms of customer intention to
purchase, and they can also affect consumers' faith in the brand.The study targets consumers who have faith in a brand's
reputation. These clients are impacted by the decisions made by other people.

In 2021, Dr. Sourbhi Chaturvedi and colleagues According to their estimate, there could be as many as 100 crore social
media users. Social media platforms have grown in importance as a means of connecting businesses and customers and
exchanging product-related information. They also imply that social media has a significant impact on consumer
purchasing decisions. Many factors, including age, wealth, education level, and gender, affect how people buy on social
media.

Mohammad Rehmani et al. (2020) looked into the many social media factors that have a big impact on customers'
decisions to buy. Determining the impact of social media on customers' purchasing decisions was deemed important by
the analysis. The study's goals were stated by the authors, who also said that in order to achieve these goals, a suitable
research model was anticipated and research hypotheses were tested on it.

Obijective of the Study

1. To examine how social media affects the purchasing decisions of consumers.
2. To determine which social media platform is more popular with clients.

3. To ascertain how social media affects customers in the Delhi area.

Hypothesis for the study
1. H1: Consumers favor social media marketing over traditional marketing platforms.
2. H1: Social media has a beneficial effect on customer purchasing behavior.

Research methodology

The primary point to note is that research methodology is a strategy for resolving linked issues. The process of
conducting scientific study is both an art and a science. The use of this concept is appropriate in a research setting. The
different literature evaluations and prior knowledge can be used to identify the problem in this instance. To answer the
problem, the researcher needs to have a thorough understanding of it. A research technique is a set of procedures or
actions required to conduct research activity in an efficient manner. It covers not only research methodology but also the
reasoning behind the methodologies we employ in the context of research.

The investigator has endeavored to gather data based on multiple criteria, and different regions within the Delhi Region
are chosen. Data gathered from different groups of men and women is the demographic ratio.

Methods of Data Collection

The two basic approaches of gathering data are primary and secondary sources. Hence, the two methods through which
data can be obtained are primary data, which is firsthand information, and secondary data, which has already been
published.

1. Primary Data: Using first-hand knowledge to determine a problem's solution is known as primary data. The sources
from which primary data originates and is generated are called primary sources. This is the first time its scientist is
gathering it for statistical analysis.

2. Secondary data: Secondary data are those that are really recorded in documents, have previously been gathered, and
have undergone statistical analysis. To put it briefly, it is the data that has previously been gathered, processed,
presented, and located using analytical tools by various government departments, agencies, and research personnel.
Records, books, official publications, journals, and other sources may provide it.

Data Analysis and Interpretation
Demographic Profile
Age group wise distribution

Count Percentage
less than 25 years 35 35.0
25 years to 35 years 45 45.0
More than 35 years 20 20.0

The age range of 18 to 25 years old comprises 35% of the participants in the study. The higher age group, which
comprises of 45% of those between the ages of 25 and 35 and 20.4% of those over 35, is what's left.

Gender-wise distribution:

Count Percentage
Male 55 55.0
Female 45 45.0
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Interpretation

Since gender is a significant moderating factor, it is one of the critical parameters. Therefore, consideration is given
when selecting survey respondents. One can see that there is roughly a 55 percent male to 45 percent female gender
split.

Hypothesis Testing
1. H1 Consumers favor social media marketing over traditional marketing platforms.
Comparison of social networking sites

Social Networking Sites N Mean Rank
Facebook 30 3.13
Twitter 35 3.67
LinkedIn 35 3.01

The number of users across various social networking sites is displayed in this table: There are 35 users on Twitter, and
their ranking is just 3.13 points. Only thirty-five people utilize LinkedIn, which has a mean rank of 3.67. Facebook only
covers 30.

Interpretation: The null hypothesis should be rejected since the association between social media and consumer
purchasing behavior has a p-value of less than 0.05, indicating that social media positively influences consumer
purchasing behavior. The path diagram displays the model used for the analysis.

The table above explains the differences between traditional and social media marketing. A few instances of traditional
and social media are provided. Traditional marketing methods include television, radio, pamphlets, newspapers, and text
messages. Social media includes sites like Twitter, Facebook, blogs, LinkedIn, internet marketing, and email. For any
topic, product, or service, this provides accurate information.

Kruskal Wallis test result:

Test Statistics? Value
Chi-Square 16.32
Df 3
p-value .000
a. Kruskal Wallis Test

The test statistics and their value are demonstrated by the Kruskal-Wallis test result. The chi square result is 16.32,
whereas the Df shows three, with a p-value of 000. Thus, it is the outcome.

Interpretation:

Given that the Kruskal-Wallis test's p-value is less than 0.05, it is appropriate to reject the null hypothesis and come to
the conclusion that respondents do not use all social networking sites equally—rather, some are used more frequently
than others. The Mean Rank Table confirms that the respondents are using these sites more frequently than others,
leading us to believe that their mean rank score is highest. Facebook, Twitter, and Linkedin are the next most popular
sites, in that order.

2. H1: Social media has a beneficial effect on customer purchasing behavior.

Dependent Independent | Standardized | Unstadardized | S.E. | C.R. P value
Consumer buying Social 1.00 3.3547 1.21 | 2.5967 | .0049
behaviour Media

Interpretation: We should reject the null hypothesis and come to the conclusion that social media has a positive
influence on consumer purchasing behavior since the p-value for social media and customer behavior is less than 0.05.
The model that was utilized for the analysis is shown in the path diagram.

Conclusion

Based on a comparative analysis, social media advertising channels outperform traditional channels in terms of overall
advertising. In every facet of the advertising process, participants concur that traditional media advertising is inferior to
social media advertising sites on social media that are Using the Internet to facilitate social contact, marketing is a form
of online communication. In two aspects, it is a one-kind communication. In addition to sales, goods, and services,
social media marketing facilitates the interchange of user-generated content. The way buyers and sellers communicate
has evolved as a result of social media marketing. There are numerous extraordinary benefits that come with social
media, including lower marketing costs, more leads, more sales, increased traffic, enhanced search engine results,
expanding business partnerships, and much more.

Social networking sites have a variety of uses; some of them are similar to user-generated content. Microblogging,
posting updates, local forums, profile-based social networks, white-cable social networks, content-based social
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networks, and many more. There has been significant advancement in the information society in terms of societal
development. Too much reliance is placed on communication and other forms of transportation in many societies, even
industrial societies. Globalization and technology are having a significant impact in the current environment. The ease
of use of social networking sites has been facilitated by both of them. Castells covered a few significant factors that have
contributed to the rise in social networking sites. The evolution of science and technology, the network economy,
internal organizational structures, the emergence of interest diaries, and—above all—the ease with which individual
nodes can propagate throughout an internet network are the primary causes. The current social structure is undergoing
change as a result of these new social media platforms. Different nodes allow for the viewing of interaction. Given the
current circumstances, social networking sites have become an essential aspect of peoples' lives. The adoption of a
modern perspective is a hallmark of a modern manner of living.

References

1. Vinerean, S., Cetina, ., Dumitrescu, L., & Tichindelean, M. (2013). The effects of social media marketing on online
consumer behavior. International journal of business and management, 8(14), 66.

2. Voramontri, D., & Klieb, L. (2019). Impact of social media on consumer behaviour. International Journal of
Information and Decision Sciences, 11(3), 209-233.

3. Putter, M. (2017). The impact of social media on consumer buying intention. Marketing, 3(1), 7-13.

4. Varghese, S., & Agrawal, M. M. (2021). Impact of social media on Consumer Buying Behavior. Saudi Journal of
Business and Management Studies, 6(3), 51-55.

5. Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer purchase
intention. International journal of information management, 42, 65-77.

6. Zulqurnain, A. L. I., Shabbir, M. A., Rauf, M., & Hussain, A. (2016). To assess the impact of social media
marketing on consumer perception. International Journal of Academic Research in Accounting Finance and
Management Sciences, 6(3), 69-77.

7. Xhema, J. (2019). Effect of social networks on consumer behaviour: complex buying. IFAC-PapersOnLine, 52(25),
504-508.

8. Almohaimmeed, B. M. (2019). The effects of social media marketing antecedents on social media marketing, brand
loyalty and purchase intention: A customer perspective. Journal of Business and Retail Management
Research, 13(4).

9. loands, E., & Stoica, I. (2014). Social media and its impact on consumers behavior. International Journal of
Economic Practices and Theories, 4(2), 295-303.

10. Palalic, R., Ramadani, V., Mariam Gilani, S., Gérguri-Rashiti, S., & Dana, L. P. (2021). Social media and consumer
buying behavior decision: what entrepreneurs should know?. Management Decision, 59(6), 1249-1270.

11.Husnain, M., & Toor, A. (2017). The impact of social network marketing on consumer purchase intention in
Pakistan: Consumer engagement as a mediator. Asian Journal of Business and Accounting, 10(1), 167-199.

12. Jashari, F., & Rrustemi, V. (2017). The impact of social media on consumer behavior—Case study Kosovo. Journal
of Knowledge Management, Economics and Information Technology, 7(1), 1-21.

13.Pop, R. A., Saplacan, Z., & Alt, M. A. (2020). Social media goes green—The impact of social media on green
cosmetics purchase motivation and intention. Information, 11(9), 447.

14.Bansal, M., & Kumar, S. (2018). Impact of social media marketing on online impulse buying behaviour. Journal of
Advances and Scholarly Researches in Allied Education, 15(5), 136-139.

15. Aragoncillo, L., & Orus, C. (2018). Impulse buying behaviour: an online-offline comparative and the impact of
social media. Spanish Journal of Marketing-ESIC, 22(1), 42-62.

16. Manzoor, U., Baig, S. A., Hashim, M., & Sami, A. (2020). Impact of social media marketing on consumer’s
purchase intentions: the mediating role of customer trust. International Journal of Entrepreneurial Research, 3(2),
41-48.

17. Maria, S., Pusriadi, T., Hakim, Y. P., & Darma, D. C. (2019). The effect of social media marketing, word of mouth,
and effectiveness of advertising on brand awareness and intention to buy. Jurnal Manajemen Indonesia, 19(2), 107-
122.

18. Hanaysha, J. R. (2022). Impact of social media marketing features on consumer's purchase decision in the fast-food
industry: Brand trust as a mediator. International Journal of Information Management Data Insights, 2(2), 100102.

19. Arora, L., Singh, P., Bhatt, V., & Sharma, B. (2021). Understanding and managing customer engagement through
social customer relationship management. Journal of Decision Systems, 30(2-3), 215-234.

20.Sharma, B. K., Bhatt, V. K., & Arora, L. (2021). Influencer marketing-an instrument to proliferation of the digital
occurrence. International Journal of Enterprise Network Management, 12(4), 340-357.

21.Umer, H. N. U. D., Shahzad, N., Arora, L., & Khalid, A. (2021). Analyzing the Determinants of Household’s
Micronutrients Consumptions in Pakistan. Indian Journal of Economics and Business, 20(2).

22.Arora, L., &, B. K. S. (2018). Influence of review quality, review quantity and review credibility on purchase
intention in context of high involvement products. European Journal of Applied Business and Management, 4(4).

23.Singh, P., Sharma, B. K., Arora, L., & Bhatt, V. (2023). Measuring social media impact on Impulse Buying
Behavior. Cogent Business & Management, 10(3), 2262371.

24.Soni, P., & Arora, L. (2023). Determinants Of Female Purchasing Behaviour Concerning Clothing Products. Journal
of Pharmaceutical Negative Results, 632-639.

675



Impact Of Social Media Marketing On Customer Buying Behavior

25.Singh, P., Arora, L., & Choudhry, A. (2022). Consumer Behavior in the Service Industry: An Integrative Literature
Review and Research Agenda. Sustainability, 15(1), 250

26. Arora, L., & Sharma, B. K. (2018). Social customer relationship management: A literature review. Eurasian Journal
of Analytical Chemistry, 13(6), 308-316.

27.Sharma, B. K., Mishra, S., & Arora, L. (2018). Does social medium influence impulse buying of Indian
buyers?. Journal of Management Research, 18(1), 27-36.

28.Sharma, B. K., Arora, L., & Parmar, S. (2017). Impact of Trust and Security on Purchase Intentions with Reference
to Online Purchase through Social Media. The Indian Management Researcher, 4(2), 1-9.

676



