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Abstract

In the digital era, social media has emerged as a powerful marketing tool influencing consumer behaviour and
decision-making processes. With the rapid growth of platforms such as Instagram, Facebook, and Twitter,
businesses are increasingly leveraging social media marketing (SMM) to engage with customers, promote
products, and build brand awareness. This study focuses on analysing the impact of social media marketing on
consumer purchase intention, evaluating how various factors such as content quality, online reviews,
influencer marketing, and brand interaction affect consumer decisions.

The research is based on primary data collected through a structured questionnaire. The study identifies that
social media marketing significantly influences consumer awareness, perception, and purchasing decisions. It
highlights that engaging content, positive customer reviews, and influencer endorsements play a crucial role in
shaping consumer attitudes toward products and services.

The findings reveal that a majority of consumers rely on social media platforms for product information,
reviews, and recommendations before making purchase decisions. Social media also enhances brand visibility
and customer engagement, which ultimately leads to increased purchase intention. However, the study also
identifies certain challenges such as misleading advertisements, information overload, lack of trust, and
privacy concerns, which may negatively affect consumer behaviour.

Furthermore, the study emphasizes that consistent interaction between brands and consumers on social media
builds trust and long-term relationships, which positively influence buying behavior. It also highlights the
growing importance of personalized marketing strategies in capturing consumer attention and improving
conversion rates. The results suggest that businesses that effectively utilize social media platforms can gain a
competitive advantage and strengthen their market presence.

Overall, the study concludes that social media marketing has a strong and positive impact on consumer
purchase intention. The research provides valuable insights for businesses to design effective social media
strategies that enhance customer engagement and drive sales in a competitive market environment.

Keywords: Social Media Marketing, Consumer Purchase Intention, Online Reviews, Influencer Marketing,
Brand Awareness, Customer Engagement, Digital Marketing, Consumer Behavior, Social Media Platforms,
Online Advertising
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Introduction

In today’s digitally connected world, social media has become an integral part of everyday life, significantly
influencing how consumers interact, communicate, and make purchasing decisions. Social media platforms
such as Instagram, Facebook, Twitter, and YouTube have transformed traditional marketing approaches by
providing businesses with direct access to a vast audience. These platforms enable organizations to promote
their products and services, engage with customers, and build strong brand relationships in a cost-effective and
interactive manner.

Social Media Marketing (SMM) refers to the use of social media platforms and websites to promote products
or services and connect with target audiences. It involves creating and sharing content, engaging with users,
running advertisements, and leveraging influencers to enhance brand visibility. Unlike traditional marketing,
social media marketing allows two-way communication, where consumers can actively participate by sharing
feedback, reviews, and opinions. This interaction plays a crucial role in shaping consumer perceptions and
influencing their purchase intentions.

One of the key advantages of social media marketing is its ability to increase brand awareness and reach a wider
audience. Through engaging content such as images, videos, and stories, businesses can capture consumer
attention and create a lasting impression. Additionally, social media platforms provide personalized content
based on user preferences, which enhances the effectiveness of marketing strategies and improves customer
targeting.

Another important aspect of social media marketing is the role of online reviews and user- generated content.
Consumers often rely on reviews, ratings, and recommendations from other users before making a purchase
decision. Positive reviews can build trust and credibility, while negative feedback may discourage potential
buyers. Similarly, influencer marketing has gained popularity, where social media influencers promote
products to their followers, significantly impacting consumer attitudes and purchase behaviour.

Furthermore, social media marketing contributes to enhanced customer engagement and relationship building.
Businesses can interact with customers in real time, address their queries, and provide personalized
experiences. This not only improves customer satisfaction but also increases brand loyalty and repeat
purchases. Social media also allows companies to track consumer behaviour, preferences, and trends, enabling
them to make data-driven decisions and improve their marketing strategies.

Therefore, this study aims to analyze the impact of social media marketing on consumer purchase intention,
evaluate the factors influencing consumer behaviour, and examine the challenges associated with social media
marketing. The study provides valuable insights into how businesses can effectively utilize social media
platforms to influence consumer decisions and achieve sustainable growth in a competitive market
environment.

Objectives of the Study

1. To analyze the role of social media marketing in influencing consumer purchase intention through factors
such as content quality, online reviews, and influencer marketing.

2. To evaluate the impact of social media platforms on consumer awareness, brand perception, and decision-
making behaviour.

3. To examine the challenges and effectiveness of social media marketing strategies in shaping consumer

buying behaviour and overall business performance.
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Literature Review

Kaplan and Haenlein (2010) emphasized that social media has transformed the way businesses communicate
with consumers by enabling interactive and user-generated content. Their study highlighted that social media
platforms provide organizations with opportunities to build strong relationships with customers and enhance
brand engagement.

Mangold and Faulds (2009) stated that social media plays a crucial role in influencing consumer behavior by
acting as a hybrid element of the promotion mix. They suggested that consumers rely heavily on online content
and peer communication, which significantly affects their purchase decisions.

According to Hajli (2014), social media marketing contributes to the development of trust and social
interaction among consumers. The study found that user-generated content, such as reviews and
recommendations, positively impacts consumer purchase intention and increases the likelihood of buying
decisions.

A study by Kim and Ko (2012) examined the effect of social media marketing activities on customer equity
and purchase intention. The findings revealed that entertainment, interaction, trendiness, and customization are
key factors that enhance consumer engagement and influence buying behavior.

Furthermore, Dehghani and Tumer (2015) analyzed the impact of social media advertising on consumer
purchase intention. Their research indicated that social media advertisements significantly affect brand loyalty
and consumer attitudes, ultimately leading to increased purchase intention.

Evans (2012) discussed how social media platforms enable businesses to create personalized marketing
strategies. The study highlighted that targeted content and customer interaction improve brand awareness and
positively influence consumer perceptions.

Additionally, Solomon (2018) explored consumer behavior in the digital age and emphasized the role of social
media in shaping consumer preferences and decision-making processes. The research suggested that social
influence and online communities play a vital role in determining purchase intention.

Research Methodology

The research methodology outlines the systematic approach adopted to conduct the study on “Impact of Social
Media Marketing on Consumer Purchase Intention.” It explains the methods used for data collection, analysis,
and interpretation to achieve the objectives of the study.

1. Research Design

The study is based on a descriptive research design, which aims to describe the impact of social media
marketing on consumer purchase intention. This design helps in understanding consumer behaviours,
preferences, and the influence of social media platforms on buying decisions.

2. Nature of Data

The study is based on both:

- Primary Data: Collected through a structured questionnaire designed specifically for this research.

- Secondary Data: Collected from research papers, journals, articles, and online sources related to social media
marketing and consumer behavior.

© 2026, IJSREM | https://ijsrem.com [ Page 3


https://ijsrem.com/

.' ‘.?;\\
“h
¢ IISREM ] . . . . .
%ﬁ.. 77 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 10 Issue: 04 | April - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

3. Data Collection Method

- The primary data was collected using a survey method.

- A structured questionnaire consisting of 15 close-ended questions was prepared based on the objectives of the
study.

- The questionnaire was distributed among respondents through online and offline modes.

4, Sample Size

- The total sample size for the study is 100 respondents.
- The respondents include students, working professionals, and social media users who actively engage with
online platforms.

5. Sampling Technique

- The study uses a convenience sampling method, where respondents were selected based on ease of access and
availability.

6. Data Analysis Tools

- The collected data was analyzed using simple statistical tools such as:

- Percentage Analysis

- Tabular Representation

- The results were presented in the form of tables for better understanding and interpretation.

7. Variables of the Study

- Independent Variable: Social Media Marketing
- Dependent Variable: Consumer Purchase Intention (including awareness, perception, engagement, and
buying behavior)

8. Limitations of the Study

- The study is limited to a sample size of 100 respondents, which may not fully represent the entire population.
- The use of convenience sampling may lead to biased results.

- The study is based on respondents’ perceptions, which may vary.

- Time and resource constraints may have limited the depth of analysis.

Data Analysis and Interpretation

1. Influence of Social Media on Purchase Decision

Particular  [No. of Respondents Percentage
Yes 65 65%

No 20 20%

Not Sure 15 15%
Interpretation:

The majority of respondents (65%) agree that social media influences their purchase decisions, while 20%
believe it does not have an impact. A smaller portion (15%) remains unsure. This indicates that social media
plays a significant role in shaping consumer buying behavior.
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Most Preferred Social Media Platform

Particular  [No. of Respondents Percentage
Instagram 40 40%
Facebook 25 25%
YouTube 20 20%
Others 15 15%
Interpretation:

Instagram is the most preferred platform among respondents (40%), followed by Facebook (25%) and
YouTube (20%). This shows that visual and interactive platforms are more effective in influencing consumer
purchase intention.

2. Impact of Online Reviews on Purchase Decision

Particular INo. of Respondents  |[Percentage
Strongly Influence 45 45%
Moderately Influence 30 30%
Slightly Influence 15 15%

No Influence 10 10%
Interpretation:

A large majority (75%) of respondents are influenced by online reviews, either strongly or moderately. This
highlights the importance of customer feedback and reviews in building trust and guiding purchase decisions.

3. Influence of Influencer Marketing

Particular INo. of Respondents Percentage
Highly Influenced 35 35%
Moderately Influenced 40 40%
Slightly Influenced 15 15%

Not Influenced 10 10%
Interpretation:

Most respondents (75%) are influenced by influencer marketing to some extent, indicating that influencers
play a crucial role in shaping consumer preferences and increasing product visibility.

4. Type of Content That Attracts Consumers

Particular INo. of Respondents Percentage
Images 20 20%
Videos 45 45%
Text Posts 10 10%
All of the Above 25 25%

© 2026, IJSREM | https://ijsrem.com [ Page 5


https://ijsrem.com/

.' ‘.?;\\
“h
¢ IISREM ] . . . . .
%ﬁ.. 77 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 10 Issue: 04 | April - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

Interpretation:

Video content is the most attractive format (45%), followed by a combination of all content types (25%). This
suggests that dynamic and engaging content has a stronger impact on consumer attention and purchase
intention.

5. Frequency of Social Media Usage

Particular No. of Respondents  [Percentage
Daily 55 55%
Weekly 25 25%
Occasionally |15 15%
Rarely 5 5%
Interpretation:

The majority of respondents (55%) use social media on a daily basis, while 25% use it weekly. Only a small
percentage (5%) use it rarely. This indicates that social media has become an integral part of consumers’ daily
lives, increasing their exposure to marketing content. As a result, businesses have a greater opportunity to
influence consumer purchase decisions through consistent and engaging online presence.

6. Effectiveness of Social Media Advertisements

Particular INo. of Respondents Percentage
Highly Effective 30 30%
Moderately Effective 45 45%
Slightly Effective 15 15%

INot Effective 10 10%
Interpretation:

A significant portion of respondents (75%) consider social media advertisements to be effective, either highly
or moderately. This suggests that advertisements on social media platforms are successful in capturing
consumer attention and influencing their perceptions. However, the presence of 25% respondents who find
them less effective indicates that the quality and relevance of advertisements play a crucial role in determining
their impact.

7. Trust in Social Media Information

Particular INo. of Respondents  [Percentage
High Trust 25 25%
Moderate Trust {40 40%

Low Trust 20 20%

INo Trust 15 15%
Interpretation:

While 65% of respondents have either high or moderate trust in social media information, a considerable
portion (35%) shows low or no trust. This indicates that although social media is a powerful marketing tool,
issues such as misinformation, fake reviews, and misleading advertisements can affect consumer confidence.
Building trust through authentic and transparent content is therefore essential for businesses.
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8. Role of Brand Engagement on Social Media

Particular No. of Respondents  [Percentage
Very Important ~ [35 35%
Important 40 40%
Neutral 15 15%

Not Important 10 10%
Interpretation:

A large majority (75%) of respondents consider brand engagement on social media to be important or very
important. This shows that consumers value interaction with brands, such as responding to comments,
messages, and feedback.

9. Impact of Discounts and Offers on Social Media

Particular INo. of Respondents Percentage
Highly Influenced 40 40%
Moderately Influenced 35 35%
Slightly Influenced 15 15%

Not Influenced 10 10%
Interpretation:

Discounts and promotional offers shared on social media significantly influence consumer behaviour, with
75% of respondents being highly or moderately influenced. This indicates that price incentives are an effective
strategy to attract customers and encourage purchases. Social media platforms provide an ideal space for
promoting such offers, leading to increased sales and customer engagement.

10. Influence of Social Media on Brand Awareness

Particular INo. of Respondents Percentage
Highly Increased 45 45%
Moderately Increased (30 30%
Slightly Increased 15 15%

No Impact 10 10%
Interpretation:

A significant majority (75%) of respondents believe that social media has increased their awareness of brands,
either highly or moderately. This indicates that social media platforms are highly effective in promoting brand
visibility and reaching a wider audience. The ability to share content quickly and interactively allows brands to
remain present in consumers’ minds, ultimately influencing their purchase decisions.

11. Time Spent on Social Media Before Purchase

Particular INo. of Respondents Percentage
Less than 30 mins 20 20%
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30 mins — 1 hour 35 35%

1-2 hours 30 30%

More than 2 hours 15 15%

Interpretation:

Most respondents (65%) spend between 30 minutes to 2 hours on social media before making a purchase
decision. This shows that consumers actively explore products, compare options, and read reviews before
buying. The time spent reflects the importance of social media as a research tool in the decision-making
process.

12. Preference for Buying Through Social Media Platforms

Particular INo. of Respondents  [Percentage
Yes 50 50%

No 30 30%
Sometimes 20 20%
Interpretation:

Half of the respondents (50%) prefer buying products directly through social media platforms, while 20% do
so occasionally. This highlights the growing trend of social commerce, where platforms are not only used for
browsing but also for actual purchasing. However, 30% still prefer traditional methods, indicating the need for
improved trust and convenience in online transactions.

13. Challenges Faced in Social Media Marketing

Particular INo. of Respondents Percentage
Misleading Advertisements 30 30%

Lack of Trust 25 25%
Privacy Concerns 20 20%
Information Overload 25 25%
Interpretation:

The responses indicate that misleading advertisements (30%) and lack of trust (25%) are the major challenges
faced by consumers. Privacy concerns and excessive information also contribute significantly. These
challenges can negatively impact consumer confidence and reduce the effectiveness of social media marketing
if not addressed properly.

14. Overall Satisfaction with Social Media Marketing

Particular INo. of Respondents Percentage
Very Satisfied |35 35%
Satisfied 40 40%
Neutral 15 15%
Dissatisfied 10 10%
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Interpretation:

A majority of respondents (75%) are satistied or very satisfied with social media marketing, indicating its
effectiveness in influencing consumer behavior. However, a small percentage remains neutral or dissatisfied,
suggesting that improvements in content authenticity, transparency, and user experience are still needed to
maximize its impact.

Findings of the Study

1. Strong Influence of Social Media on Purchase Decisions: The study reveals that a majority of
respondents (65%) are influenced by social media when making purchase decisions, indicating its
significant role in consumer behaviour.

2. Preference for Visual-Based Platforms: It was found that platforms like Instagram (40%) are the most
preferred among users, highlighting the effectiveness of visually engaging content in attracting
consumers.

3. Importance of Online Reviews: A significant proportion (75%) of respondents are influenced by

online reviews, showing that customer feedback and ratings play a crucial role in shaping purchase
intention.

4. Impact of Influencer Marketing: The study indicates that 75% of respondents are influenced by
influencers to some extent, demonstrating the growing importance of influencer marketing in modern
promotional strategies.

5. Preference for Video Content: Most respondents (45%) prefer video content, suggesting that dynamic
and interactive content is more effective in capturing consumer attention.

6. High Frequency of Social Media Usage: The findings show that 55% of respondents use social media
daily, indicating continuous exposure to marketing content and advertisements.

7. Effectiveness of Social Media Advertisements: A majority (75%) consider social media
advertisements effective, proving their role in influencing consumer perceptions and purchase
behaviour.

8. Moderate Level of Trust in Social Media: While 65% of respondents have trust in social media

information, a considerable portion still shows skepticism, highlighting the need for authentic and
reliable content.

9. Importance of Brand Engagement: The study reveals that 75% of respondents value brand interaction
on social media, indicating that engagement plays a key role in building relationships and influencing
buying decisions.

10. Influence of Discounts and Offers: Around 75% of respondents are influenced by discounts and
promotional offers, showing that pricing strategies significantly impact consumer purchase intention.

11. Increase in Brand Awareness: A majority (75%) believe that social media has increased their
awareness of brands, demonstrating its effectiveness as a branding tool.

12.  Time Spent on Social Media Before Purchase: Most respondents spend considerable time (30 minutes
to 2 hours) researching products on social media, indicating its importance in the decision-making
process.

13.  Growth of Social Commerce: The study shows that 50% of respondents prefer purchasing directly
through social media platforms, reflecting the rise of online shopping trends.

14. Challenges in Social Media Marketing: Major challenges identified include misleading
advertisements (30%), lack of trust (25%), privacy concerns (20%), and information overload (25%),
which may affect consumer confidence.

15. Overall Positive Satisfaction: A significant majority (75%) of respondents are satisfied with social
media marketing, confirming its effectiveness in influencing consumer purchase intention.
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Conclusion

The present study on “Impact of Social Media Marketing on Consumer Purchase Intention” clearly establishes
that social media marketing has become a powerful and essential tool in influencing consumer behavior in the
modern digital environment. The findings indicate that businesses are increasingly using social media
platforms to connect with consumers, promote their products, and enhance brand visibility.

The study concludes that social media marketing significantly affects consumer purchase intention by improving
brand awareness, engagement, and access to information. Consumers rely heavily on social media platforms to
explore products, read reviews, and compare alternatives before making purchase decisions. The presence of
engaging content, influencer recommendations, and positive customer feedback plays a crucial role in shaping
consumer perceptions and increasing the likelihood of purchase.

Furthermore, social media marketing contributes to stronger customer relationships and improved
communication between brands and consumers. Interactive features such as comments, likes, shares, and
direct messaging allow businesses to engage with customers in real time, enhancing trust and loyalty. The
study also highlights that promotional strategies such as discounts and offers shared on social media platforms
significantly influence buying behavior and encourage purchases.

Another important conclusion is the growing importance of content quality and platform selection. Visual and
video-based content, particularly on platforms like Instagram and YouTube, has a greater impact on consumer
attention and engagement. Additionally, the study emphasizes the role of influencer marketing, which has
emerged as an effective strategy for reaching target audiences and building credibility.

However, despite its numerous benefits, social media marketing also faces certain challenges. Issues such as
misleading advertisements, lack of trust, privacy concerns, and information overload can negatively affect
consumer confidence and decision-making. These challenges highlight the need for businesses to adopt
transparent, ethical, and customer-focused marketing practices.

Overall, the study concludes that social media marketing has a strong and positive impact on consumer
purchase intention. It serves as a valuable tool for businesses to enhance brand awareness, engage customers,
and drive sales. With continuous advancements in digital technology and increasing user engagement, social
media marketing is expected to play an even more significant role in shaping consumer behaviour and
business success in the future.

Future Scope of the Study

1. Integration with Advanced Technologies: Future studies can explore the integration of social media
marketing with emerging technologies such as Artificial Intelligence (Al), Machine Learning (ML), and
Data Analytics to better understand consumer behavior and improve marketing effectiveness.

2. Platform-Specific Analysis: The scope can be extended to analyze the impact of different social media
platforms such as Instagram, Facebook, and YouTube individually to understand their unique influence
on consumer purchase intention.

3. Real-Time Consumer Behaviour Analysis: Further research can focus on real-time tracking of
consumer interactions and behaviour on social media to provide more accurate insights into decision-
making patterns.

4. Global Consumer Perspective: Future studies may examine the impact of social media marketing on
consumer purchase intention across different countries and cultures to understand global trends and
variations.

5. Impact on Different Industries: Researchers can explore the role of social media marketing in specific
sectors such as fashion, e-commerce, healthcare, and education to identify industry-specific strategies and
outcomes.
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Recommendations of the Study

1. Focus on High-Quality Content: Businesses should create engaging, informative, and visually appealing
content to capture consumer attention and influence purchase decisions effectively.

2. Leverage Influencer Marketing: Companies should collaborate with credible influencers to promote
their products and build trust among target audiences.

3. Enhance Customer Engagement: Organizations should actively interact with customers through
comments, messages, and feedback to build strong relationships and improve brand loyalty.

4. Ensure Transparency and Authenticity: Businesses must avoid misleading advertisements and provide
accurate information to build consumer trust and credibility.

5. Address Privacy Concerns: Companies should implement strong data protection measures to ensure
consumer privacy and increase confidence in online platforms.

6. Use Targeted Advertising: Marketers should utilize data analytics to deliver personalized advertisements
based on consumer preferences and behavior.

7. Continuous Monitoring and Improvement: Businesses should regularly analyze social media
performance and update their strategies to stay competitive and relevant in the market.
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