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Abstract 

The promotion of a product or service using web-based social networking platforms and websites is known as 

social media marketing. The majority of these online social networking platforms have their own implicit 

information investigation tools, allowing businesses to monitor the progress, success, and engagement of 

promotions. The present study aimed to know the influences of social media marketing in buying intentions 

among the consumers of home appliances. 200 online customers in Erode district were purposively selected by 

applying convenience sampling. The study reveals that customers of home appliances will accept that the items 

are of top quality in view of the reasonable endorsement marks granted by outside organizations. Accordingly, 

they can guarantee that their web-based store is reliable by performing item assessments. Make a point to add 

the quality confirmation testament if any and furthermore attempt to definitively give every one of the insights 

concerning item. Online stores ought to offer 24×7 client assistance administrations and thoroughly prepared 

staff who can deal with the requests of clients without any problem. 

Keywords: Promotion, Online, Social media, Consumers, Quality. 

 

Introduction 

Communication has increased as 

technology has advanced. It is now less 

expensive and easier to communicate with 

people all over the world. Communication 

breakdowns are no longer justified by 

distance. Wireless devices have replaced 

wired ones in communication systems. 

Additionally, the internet has had a 

negative impact on the current and 

available means of communication. It is 

responsible for the rise of social networks. 

People's involvement with social networks 

is becoming increasingly apparent. Tweets 

and status updates from friends and family 

are increasingly being checked on tablets 

and smart phones by a large number of 

young people. People are under pressure to 

live differently as technology advances. 

Sites like Facebook and Twitter can help 

young people become more socially adept. 

However, they may also render them 
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impotent and clumsy. When dealing with 

such issues, therefore, extreme caution and 

restraint are essential. A collection of 

operations and strategies used to generate 

publicity through online communities and 

social media channels is known as social 

media marketing. The planning and 

execution of advertising campaigns 

through social media channels is known as 

social media advertising. The marketers 

are realizing that they need to go where 

their customers are, which is why 

marketing is changing so dramatically. 

 

 The fact of the matter is that 

customers are participating in online social 

communities. The significance of social 

media in India's business and consumer 

markets cannot be overstated. The role of 

social media in India is shifting as a result 

of consumer behavior shifts. As time has 

passed, social media usage has shifted 

significantly from being solely for 

amusement to being used for education 

and marketing. Facebook is the most 

important social media platform for 

businesses due to the engagement of 

customers, followed by Twitter, YouTube, 

and blogging. Brands use social media to 

build communities for interaction and 

news dissemination. Through web-based 

social networking marketing, businesses 

communicate with a wide range of 

partners, including current and potential 

customers, representatives, authors, 

bloggers, and the general public. Web-

based social networking advertising 

includes, on a fundamental level, the 

management of the use of a marketing 

campaign, the setting of the extension 

(such as more dynamic), and the 

foundation of an organization's coveted 

online networking "culture" and "tone." 

 

Aim of the study 

The present study aimed to know 

the influences of social media marketing in 

buying intentions among the consumers of 

home appliances. 

 

Need for the study 

Influencer marketing has exploded 

as social media has become more 

integrated into our lives. When it comes to 

making purchasing decisions, people are 

turning to their favorite YouTubers, 

Instagram stars, and Twitter personalities 

for guidance. Through engaging content 

and social media, ordinary people have 

had the chance to create their own brand. 

Compared to conventional celebrities, 

these new influencers are more relatable. 

After all, social media platforms are 

utilized in some way by nations all over 

the world. Companies have also realized 

that they can use social media platforms 

for marketing because more people are 

joining them every day. 

 

Problem of the study 

Social media is now more popular 

than ever during the COVID-19 pandemic 

and metaverse developments. Social media 

management is the third most sought-after 

job in marketing right now, which is not 

surprising. These additional 

responsibilities increase a company's 

reliance on its social media efforts. 

Besides, individuals need to relate to a 

brand that addresses comparable qualities. 

The majority of people value the 

company's advocacy efforts, particularly 

those that address diversity and social 

issues. Brands that make a stand on social 

media also build a strong identity and 

become culturally relevant online. 

Marketers, on the other hand, typically 

find it difficult to push for this, so they 
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leave it up to the leaders of their 

companies to decide. Brands run the risk 

of becoming stale or out of date if they 

don't take the initiative to review their 

identity. New approaches to engagement 

are constantly emerging as the online 

environment evolves. We learn new ways 

to read, watch, and even talk to other 

people because of our fast-paced lives. 

Brands that are unable to keep up with 

these trends risk completely losing their 

audiences and leads. 

 

Reviews of literature 

Sulaiman and Sreeya (2022) 

revealed that social media assumes an 

exceptionally basic part in the existences 

of purchasers from one side of the planet 

to the other. It is an web based stage which 

fills in as a correspondence and 

showcasing device for the purchasers as 

well as the business associations which has 

altogether added to the globalization of the 

market. It associates clients from one side 

of the planet to the other quickly in the 

blink of an eye. With the development of 

innovation, the most recent pattern in 

promoting has been the presentation of 

online entertainment. It has engaged the 

purchasers to audit items and post their 

viewpoint on these stages which are open 

by an enormous part of purchasers. This 

has made it vitally important for 

undertakings to keep a web-based presence 

to promote their items. Consequently, 

business associations should grasp the 

effect of web-based entertainment on 

purchaser conduct. Schiffman et al. (2014) 

stated that aadvertisers progressively 

utilize internet promoting to shape the 

mentalities of little and particular shopper 

specialties, in light of the fact that new 

advancements empower them to modify 

publicizing messages and furthermore a 

few items. Designated web based 

showcasing can shape perspectives more 

really than different media on the grounds 

that the special messages address the 

requirements and worries of exact 

miniature sections, while messages 

conveyed by customary media for the most 

part arrive at assorted and huge fragments, 

as well as numerous buyers who have 

neither requirement for nor interest in the 

item publicized. 

 

Methodology 

This study has used both primary 

data and secondary data. For collecting 

primary data field survey technique was 

undertaken in the study. The researcher 

has collected 200 samples from online 

shoppers in Erode district by means of 

questionnaire. The research design adopted 

for this study is descriptive research. 

Descriptive method was adopted because it 

deals with description of the state of affairs 

as it exists at present.  If the population 

from which a sample is to be drawn does 

not constitute a homogenous group, then 

convenience sampling technique was 

applied so as to obtain a representative 

sample. SEM analysis and correlation 

analysis were used for further analysis. 

 

Results and discussion 

CHART 1 MODEL 
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A regression coefficient of 1.56 for 

constructive brand affiliation indicates a 

strong relationship with the buying 

intentions of online customers of home 

appliances. A regression coefficient of 

1.55 for making a brand personality 

indicates a strong relationship with the 

buying intentions of online customers of 

home appliances. The factors ‘raising 

brand mindfulness’ and ‘information 

availability’ are having a strong 

relationship on buying intentions of online 

customers of home appliances with the 

regression coefficients of 1.61 and 1.53 

respectively. The social media platforms 

are having a close relationship on the 

buying intentions of online customers of 

home appliances with the regression 

coefficients of 1.00. A regression 

coefficient of 1.63 for marketing products 

indicates a strong relationship with the 

buying intentions of online customers of 

home appliances. The overall regression 

coefficient value for manifest variable is 

0.55 indicates a substantial relationship 

with the buying intentions of online 

customers of home appliances.  

 

 

TABLE 1 REGRESSION WEIGHTS 

Measured  

Variable 
 Latent  Variable Estimate S.E. C.R. P 

Social media 

platforms 
<--- Buying intentions 1.000   

 

Marketing 

products 
<--- 

Buying intentions 
1.632 .229 7.139 

Significant 

at 1% level 

Information 

availability 
<--- 

Buying intentions 
1.531 .216 7.082 

Significant 

at 1% level 

Raising brand 

mindfulness 
<--- 

Buying intentions 
1.609 .228 7.052 

Significant 

at 1% level 

Making a brand 

personality 
<--- 

Buying intentions 
1.552 .222 6.992 

Significant 

at 1% level 
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Constructive 

brand affiliation 
<--- 

Buying intentions 
1.560 .219 7.120 

Significant 

at 1% level 

Social media 

platforms 
<--- 

Buying intentions 
.771 .103 7.503 

Significant 

at 1% level 

Marketing 

products 
<--- 

Buying intentions 
.915 .108 8.443 

Significant 

at 1% level 

It is clear that all the variables are significantly associated with buying intentions of 

the consumers of home appliances.  

 

TABLE 2 MODEL FIT INDICES 

TEST FACTOR CALCULATED VALUE 

RMSEA (Root mean square error of approximation) 0.08 

GFI (Goodness-of-fit-index) 0.965 

AGFI(Adjusted goodness-of-fit-index) 0.919 

CFI(Comparative fit index) 0.981 

NFI (Normed fit index) 0.969 

TLI (Tucker-Lewis index) 0.965 

Chi-square 21.736 

The above table value shows the model fit indices of the study and it proves that the 

model is perfectly fit for further study. 

 

TABLE 3 CORRELATIONS 

 

Social 

media 

platfor

ms 

Marke

ting 

produ

cts 

Information 

availability 

Raising 

brand 

mindfulness 

Making a 

brand 

personality 

Construct

ive brand 

affiliation 

Social 

media 

platforms 

Pearson 

Correlation 
1 .480** .428** .390** .337** .375** 

Sig. (2-

tailed) 
 .000 .000 .000 .000 .000 

Marketing 

products 

Pearson 

Correlation 
.480** 1 .671** .699** .617** .712** 

Sig. (2-

tailed) 
.000  .000 .000 .000 .000 

Information 

availability 

Pearson 

Correlation 
.428** .671** 1 .631** .708** .674** 

Raising 

brand 

mindfulnes

s 

Pearson 

Correlation 
.390** .699** .631** 1 .660** .674** 

Sig. (2-

tailed) 
.000 .000 .000  .000 .000 
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Making a 

brand 

personality 

Pearson 

Correlation 
.337** .617** .708** .660** 1 .655** 

Sig. (2-

tailed) 
.000 .000 .000 .000  .000 

Constructiv

e brand 

affiliation 

Pearson 

Correlation 
.375** .712** .674** .674** .655** 1 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000  

**. Correlation is significant at the 0.01 level (2-tailed). 

 The above correlation study reveals 

that all the variables are significantly 

associated with each other. 

 

Recommendations and conclusion 

Social media has totally changed 

the procedures of the business associations 

aswell as the way of behaving of the 

customers. A wide range of promoting 

accompany their own arrangement of 

difficulties. Online entertainment 

promoting is no exception. Moreover, 

every office ought not be siloed. All things 

considered, online entertainment 

advertisers ought to have the option to 

connect with deals, HR, innovative work, 

client assistance, and different divisions 

while making promoting objectives. 

Imparting information to these offices can 

assist them with working on the brand's 

social presence. Give significant assets and 

bits of knowledge to assist the group with 

understanding what the brand's online 

entertainment presence means for deals. 

Know which proficiencies are deficient in 

every division, audit measurements with 

them, and track down valuable open doors 

for coordinated effort across the group. 

Customers of home appliances will accept 

that the items are of top quality in view of 

the reasonable endorsement marks granted 

by outside organizations. Accordingly, 

they can guarantee that their web-based 

store is reliable by performing item 

assessments. Make a point to add the 

quality confirmation testament if any and 

furthermore attempt to definitively give 

every one of the insights concerning item. 

Online stores ought to offer 24×7 client 

assistance administrations and thoroughly 

prepared staff who can deal with the 

requests of clients without any problem. 
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