\J hi International Journal of Advances in Engineering and Management (IJAEM)

- Volume 8, Issue 2 Feb. 2026, pp: 359-365

LJAEM

www.ijaem.net

A Study of Impact of Social Media Marketing on
Consumer Buying Behaviour

Dr. Shivakumar
Associate Professor, Department of Commerce, GFGC Mahagaov Cross, TQ: Kamalapur,
Dist: Kalaburagi- 585 316

Abstract

In the contemporary digital age, social media has
emerged as a powerful tool that significantly
influences consumer behavior and decision-making
processes. Social media marketing, encompassing
platforms like Facebook, Instagram, Twitter,
LinkedIn, and TikTok, has transformed traditional
marketing paradigms by allowing businesses to
engage directly with consumers in real-time. Unlike
conventional marketing methods that rely on one-
way communication, social media marketing is
interactive and personalized, enabling consumers to
voice their opinions, share experiences, and
participate in brand conversations. This interactive
nature has fundamentally altered the dynamics of
consumer buying behavior, as individuals are no
longer passive recipients of advertisements but active
participants in shaping brand perception. Companies
can now gather critical insights into consumer
preferences, purchasing patterns, and lifestyle
choices through data analytics, enabling them to
design targeted marketing strategies that influence
purchase intentions effectively. Consumer buying
behavior is deeply rooted in psychological, social,
and cultural factors, all of which are increasingly
shaped by social media interactions. Social media
platforms serve as spaces for consumers to seek
information, compare products, and evaluate
alternatives before making purchase decisions.
Reviews, testimonials, influencer endorsements, and
peer recommendations on social media platforms
have become vital sources of information that affect
consumers’ trust and confidence in a brand. For
instance, the phenomenon of influencer marketing
leverages the credibility and popularity of social
media personalities to sway followers’ purchasing
decisions.
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I. Introduction
In the contemporary era, the landscape of
commerce has undergone a radical metamorphosis,
driven by the meteoric rise of social media platforms.
No longer just a medium for personal
communication, social media has evolved into a

dominant marketing ecosystem that fundamentally
alters how consumers discover, evaluate, and
purchase products. Traditional marketing funnels—
once characterized by a linear progression from
awareness to purchase—have been replaced by a
"circular" and "always-on" model. (Akhtar, 2022)

The integration of social media into daily life
has empowered consumers with unprecedented
access to information, while providing brands with
sophisticated tools to influence behavior through
targeted content and real-time engagement. This shift
necessitates a deep dive into the psychological and
structural ways social media marketing dictates the
modern consumer's path to purchase.

Consumers often perceive recommendations
from influencers as more authentic and relatable than
traditional advertisements, which in turn enhances
brand loyalty and encourages repeat purchases.
Additionally, social media fosters community-based
interactions where users engage in discussions about
products, share experiences, and even co-create
content with brands. Such engagement creates a
sense of belonging and strengthens emotional
connections with brands, which plays a pivotal role
in shaping consumer behavior. (Chakravarty, 2023)

The first and most immediate impact of social
media marketing is the democratization of product
discovery. In the past, consumers relied on television,
print media, or physical storefronts to find new
goods. Today, platforms like Instagram, TikTok, and
Pinterest serve as virtual marketplaces where
discovery is often serendipitous.

Algorithmic  Personalization: ~ Advanced
algorithms analyze user data—Tlikes, watch time, and
search  history—to  deliver highly tailored
advertisements. This creates a "discovery-driven"
shopping environment where products find the
consumer, rather than the other way around.

Visual Dominance: The "visual revolution"
on platforms like TikTok and Instagram Reels has
made window shopping interactive. Short-form video
content allows consumers to see products in action,
reducing the ambiguity often associated with online
shopping.

One of the most profound psychological
shifts caused by social media is the elevation of social
proof over traditional advertising. Consumers are
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inherently social creatures who look to their peers to
validate their choices. Social media marketing excels
at leveraging psychological triggers that accelerate
the decision-making process. (Tang, 2023)

FOMO (Fear of Missing Out): By
showcasing "limited-time" Instagram Stories or
"exclusive drops" on TikTok, brands tap into the
consumer's fear of regret. When a user sees their
peers engaging with a trendy product, the desire to
maintain social status or "belong" to a trend becomes
a powerful motivator.

Impulse Buying: The friction between
"seeing" and "buying" has been almost entirely
removed. Features like "Swipe Up" links and
integrated "Shop Now" buttons facilitate spontaneous
purchases, often driven by a dopamine rush rather
than logical necessity.

Social media influencers have become the
modern-day "opinion leaders." Unlike celebrities in
traditional ads, influencers are perceived as more
relatable and authentic. Research indicates that
roughly 63% of younger consumers trust influencer
recommendations more than  brand-direct
advertisements. Brands are increasingly turning to
micro-influencers (those with 10k—50k followers)
because their niche focus and high engagement rates
foster a deeper sense of community and trust, which
directly correlates to higher purchase intent.
(Bentley, 2023)

II.  Objectives of the study
i) To study the role of Social Media Marketing
ii) To study the impact of Social Media Marketing On
Consumer Buying Behaviour

III. Literature Review

Armstrong et al. (2022): Reviews, unboxing
videos, and "haul" posts created by everyday users
serve as digital votes of confidence. Potential buyers
often check comments and hashtags before

committing to a purchase; studies suggest that 93%
of consumers read online reviews before buying, and
social media is the primary source for this feedback.

Larimo et al. (2021): In the past decade,
social media platforms have evolved from simple
networking tools into powerful marketing channels,
fundamentally reshaping how businesses connect
with consumers and influence their purchasing
decisions.

Makrides et al. (2021): Social media
marketing (SMM) leverages platforms such as
Facebook, Instagram, Twitter, Pinterest, and TikTok
to create brand awareness, engage audiences, and
drive online sales. Unlike traditional marketing
methods, social media marketing offers highly
targeted approaches, enabling brands to reach
specific demographic segments based on age,
location, interests, and behavior patterns.

Kietzmann et al. (2022): The integration of
personalized content, interactive advertisements, and
influencer partnerships allows companies to build
meaningful relationships with potential customers,
which in turn fosters loyalty and drives conversions.
In this context, online shopping has grown
exponentially, with consumers increasingly turning
to e-commerce platforms to purchase products
seamlessly from their devices.

Trudel et al. (2022): Social media not only
serves as a promotional tool but also acts as a virtual
storefront, with features such as “Shop Now” buttons,
in-app catalogs, and social commerce integrations
bridging the gap between product discovery and
purchase.

IV. RESEARCH METHODOLOGY:
Sample Size

A total of 200 respondents were chosen from Delhi-
NCR.

Data Analysis

Regional Distribution of Respondents

Table No.- 1 Regional Distribution of Respondents

S. No. Area Name No. of Respondents
1. Delhi-NCR 200
Total 200

Analysis -

The above table shows the regional details of the respondents. For the study, a total of 200 respondents of Delhi-

NCR were selected.
Age

Table no. 2
Age-wise Classification of Selected respondents
S.No. Age-Group respondents
No. Percentage
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1. 20-30 54 27
2. 31-40 116 58
3 above 40 30 15
Total 200 100
Analysis: Interpretation-

It is clear from above Table no. 2 that out of total 200
respondents, the age group between 20-30 years were
54 (27 percent) and No. of respondents with age
group 31-40 years were 116 (58 percent). On the
other hand, there were 30 respondents with age
higher than 40.

The above chart shows the age percentage of
respondents in Delhi-NCR. According to which, the
percentage of respondents in the age group of 20-30
years is 54 and the percentage of age group 31-40
years is 116 While there were 15% respondents in the
age-group of above 40.

Table no. 3
Gender Classification of Selected respondents
S.No. Gender respondents
No. Percentage
1. Male 134 67
2. Female 66 33
Total 200 100

Analysis:
It is clear from above Table no. 3 that out of total 200 respondents from Delhi-NCR, 134 were male and 66 were
females.
Interpretation-

The above chart shows the gender percentage of selected respondents in Delhi-NCR. According to which, the

percentage of male respondents is 67 and the female ones is 33.

Table 4
Analysis of respondents on the basis of Impact of social media marketing on the consumer buying
behaviour
Do you think that social
S. No. media marketing .affects No. Percentage
consumer buying
behaviour?

1. Agree 48 24
2. Strongly Agree 66 33
3. Disagree 46 23
5. Strongly Disagree 34 17
5. Neutral 6 3

Total 200 100

Analysis:

From above table no. 4, it is clear that out of
the total 200 respondents from Delhi-NCR, 48
respondents agreed that social media marketing
affects consumer buying behaviour while 66
respondents strongly agreed with this statement. On
the other hand, 46 and 34 respondents were
‘Disagree’ and ‘Strongly Disagree’ respectively
about social media marketing affects consumer

buying behaviour. While 6 respondents were neutral
about this feedback.

V.  Results and Findings

The rise of influencer marketing has
significantly amplified the impact of social media on
online shopping behaviors. Influencers, who are
individuals with substantial follower bases and niche
authority, can sway consumer opinions and
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purchasing decisions by endorsing products in
authentic and relatable ways. This approach contrasts
sharply with traditional celebrity endorsements, as

micro and nano-influencers often cultivate closer,
more trustworthy relationships with their followers.

The following table highlights the key drivers of consumer behavior and their relative influence on the final

purchase decision.

Factor Primary Impact | Effectiveness | Key Consumer Driver
Stage (2025)
Influencer Marketing Consideration Very High Trust and Relatability
Short-Form Video Awareness High Visual Storytelling
(Reels/TikTok)
Social Proof (Reviews) | Decision Critical Validation &  Risk
Reduction
Targeted Ads Awareness Moderate Algorithmic Relevance
Decision
User-Generated Advocacy High Authenticity &
Content Community

Social proof, reviews, and real-time
feedback shared on social media create a digital
word-of-mouth effect, further encouraging potential
buyers to make purchases online. Additionally,
targeted advertisements on social platforms employ
sophisticated algorithms that analyze user behavior,
browsing history, and engagement patterns to present
relevant  product recommendations, thereby
increasing the likelihood of purchase. This level of
personalization and immediacy is a critical factor in
the ongoing shift from offline retail to online
shopping.

Another transformative aspect of social
media marketing is its ability to provide businesses
with detailed analytics and performance metrics,
which are invaluable for strategic decision-making.
Platforms like Facebook Business Manager and
Instagram Insights offer data on reach, engagement,
click-through rates, conversion rates, and customer
demographics, allowing marketers to fine-tune their
campaigns for maximum effectiveness. These
insights are particularly vital in the context of online
shopping, where consumer attention spans are short,
and purchase decisions are highly influenced by
immediate gratification. Social media campaigns can
be adjusted in real-time, enabling businesses to
respond to trends, seasonal demands, and consumer
feedback with agility and precision. Consequently,
companies can optimize their marketing budgets,
enhance return on investment (ROI), and achieve
sustainable growth in an increasingly competitive
digital marketplace.

Moreover, social media platforms facilitate
interactive and immersive shopping experiences that
go beyond static advertisements. Features such as
live streaming, augmented reality (AR) try-ons, and
shoppable videos allow consumers to visualize
products, ask questions, and make purchases in an
engaging and convenient manner. For instance,
beauty and fashion brands frequently utilize
Instagram and TikTok to host live product
demonstrations, provide tutorials, and showcase real-
time customer reactions, which encourage viewers to
make instant purchases. Similarly, user-generated
content (UGC), including reviews, photos, and
videos posted by existing customers, serves as
authentic endorsements that can significantly
influence prospective buyers’ trust and confidence in
a product. These interactive and experiential
strategies not only boost sales but also enhance brand
perception and customer satisfaction, contributing to
long-term loyalty.

Social media marketing also plays a crucial
role in shaping consumer behavior and expectations
in the online shopping environment. Consumers have
become accustomed to instant information,
personalized recommendations, and seamless
purchasing experiences. Platforms like Pinterest and
Instagram function as digital catalogs, where users
actively search for inspiration, explore products, and
make purchasing decisions without leaving the app.
This shift in consumer habits has forced brands to
rethink their marketing strategies, emphasizing
content creation, engagement, and digital storytelling
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over traditional advertising methods. Businesses that
successfully leverage social media to create
compelling narratives around their products can
foster emotional connections with consumers,
thereby enhancing brand recall and driving sustained
online sales.

However, the rapid growth of social media
marketing and online shopping also presents
challenges. The digital space is highly saturated, with
countless brands competing for consumer attention,
making it difficult to stand out. Privacy concerns,
data security, and algorithmic biases can impact user
trust and engagement. Additionally, the rise of fake
reviews, misleading advertisements, and influencer
fraud necessitates vigilant monitoring and ethical
practices to maintain credibility. Despite these
challenges, businesses that strategically integrate
social media marketing with e-commerce operations
can harness the full potential of digital platforms to
drive growth, improve customer experiences, and
maintain a competitive edge in the global
marketplace.

In conclusion, social media marketing has
emerged as a cornerstone of modern online shopping,
transforming the way consumers discover, evaluate,
and purchase products. Through personalized
content, influencer partnerships, data-driven
targeting, and immersive experiences, brands can
engage audiences effectively and drive substantial
online sales. The interplay between social media and
e-commerce not only facilitates convenience and
accessibility but also fosters emotional connections
and trust, which are critical for long-term success. As
technology continues to evolve, social media
marketing and online shopping are expected to
become even more intertwined, offering innovative
opportunities for businesses to reach consumers in
meaningful and impactful ways. The ongoing
integration of emerging tools such as Al-driven
personalization, AR experiences, and social
commerce innovations will further solidify the role of
social media as an indispensable driver of online
retail growth in the digital era.

Consumers are increasingly overwhelmed
by the sheer volume of sponsored content. This has
led to "banner blindness" and the rise of ad-blockers,
forcing marketers to create more "native" and
entertaining content that doesn't feel like a traditional
ad. In the wake of data privacy scandals, consumers
are more skeptical about how their data is used for
targeting. Brands that prioritize transparency and
authenticity are finding more success than those
relying solely on aggressive, data-mined tactics.

The impact of social media marketing on
consumer buying behavior is both deep and
permanent. It has shifted the power dynamic from the

brand to the consumer-social network, where
authenticity, peer validation, and instant gratification
are the primary currencies. To succeed in this
landscape, businesses must move beyond "selling"
and focus on "engaging," using social media not just
as a megaphone, but as a two-way street for building
community and trust.

As technology continues to evolve with Al-
driven personalization and augmented reality (AR)
shopping, the line between social interaction and
commercial transaction will only continue to blur,
making social media the undisputed engine of
modern consumer behavior.

The impact of social media marketing on
consumer buying behavior is also evident in the way
it influences cognitive and affective responses.
Exposure to visually appealing content, persuasive
messaging, and interactive advertisements triggers
both rational evaluation and emotional engagement.
Visual storytelling, interactive videos, and
augmented reality experiences on platforms like
Instagram and TikTok captivate consumer attention
and create memorable brand experiences, which
significantly increase the likelihood of purchase.
Furthermore, the social proof phenomenon—where
consumers are influenced by the behavior and
opinions of others—plays a crucial role in online
decision-making. When potential buyers observe
high engagement, positive reviews, and a large
following for a brand, their perception of product
quality and reliability is enhanced, thereby impacting
their buying choices. Social media marketing thus
serves as a catalyst for both impulse purchases and
planned buying decisions, as it constantly exposes
consumers to new products and promotions in an
engaging and persuasive manner.

Another significant dimension of social
media’s impact is its role in reducing information
asymmetry between consumers and brands.
Traditional marketing often relied on advertisements
that provided limited information, leaving consumers
dependent on personal experiences or word-of-
mouth. Social media marketing, however, allows
consumers to access comprehensive information,
including product specifications, pricing
comparisons, user reviews, and brand narratives, all
of which contribute to more informed and rational
purchasing decisions. Additionally, social media
enables immediate feedback mechanisms where
consumers can interact with brands, seek
clarifications, and resolve issues promptly. This two-
way communication fosters trust and transparency,
which are critical determinants of consumer buying
behavior in the digital era. Companies that actively
monitor social media conversations can address
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negative feedback and enhance customer satisfaction,
thereby influencing long-term loyalty and advocacy.

The personalization capabilities of social
media marketing further amplify its impact on
consumer buying behavior. Advanced algorithms
analyze user data to deliver tailored advertisements
that match individual preferences, browsing history,
demographic  profiles, and online behavior.
Personalized marketing not only increases the
relevance of advertisements but also enhances
consumer engagement by addressing specific needs
and interests. For example, e-commerce platforms
utilize retargeting techniques to remind consumers of
products they viewed or abandoned in their shopping
carts, prompting reconsideration and purchase. This
strategic personalization leverages psychological
triggers such as scarcity, urgency, and reward, which
are known to influence buying decisions.
Consequently, consumers are more likely to make
purchases when they feel that the brand understands
their preferences and provides solutions aligned with
their requirements.

Social media marketing also affects
consumer buying behavior through the creation of
brand communities and social identity. Online
communities, fan pages, and brand groups allow
consumers to connect with like-minded individuals,
share experiences, and participate in brand-related
activities. Such interactions reinforce consumers’
sense of identity and affiliation with the brand, which
can drive loyalty and influence buying patterns.
Consumers often align their purchases with the
values and image projected by the brand community,
demonstrating the symbolic and social dimensions of
consumption. Moreover, the viral nature of social
media amplifies brand messaging and word-of-
mouth, as consumers actively share content,
promotions, and experiences with their networks.
This peer-to-peer influence often holds more sway
than direct advertising, highlighting the social
dimension of consumer buying behavior in the digital
age.

Despite its numerous benefits, social media
marketing also presents challenges that can affect
consumer behavior. The abundance of information,
advertisements, and endorsements can lead to
information overload, decision fatigue, and
skepticism among consumers. The prevalence of fake
reviews, misleading claims, and aggressive
marketing tactics may erode trust and negatively
impact purchasing decisions. Therefore, brands must
adopt ethical and transparent social media strategies,
maintain consistency in messaging, and focus on
authentic engagement to positively influence
consumer behavior. Furthermore, the rapid evolution
of social media platforms requires businesses to

continuously adapt their marketing approaches,
experiment with new content formats, and stay
attuned to shifting consumer preferences.

V1.  Conclusion

Social media marketing has fundamentally
reshaped consumer buying behavior by enabling
direct, personalized, and interactive engagement with
brands. It influences decision-making processes
through information dissemination, social proof,
emotional engagement, and community participation,
while fostering trust, loyalty, and brand advocacy. By
leveraging the power of social media, businesses can
not only enhance brand visibility and customer reach
but also drive purchase intentions and long-term
consumer relationships. However, the effectiveness
of social media marketing hinges on ethical practices,
authenticity, and the ability to adapt to changing
consumer expectations. As digital connectivity
continues to expand, the impact of social media
marketing on consumer buying behavior is expected
to grow, further emphasizing the need for strategic,
consumer-centric approaches in the dynamic
landscape of modern marketing.
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