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ABSTRACT 

The purpose of this study is to investigate the role of social media in consumers' decision-making processes empirically. A quantitative 

study looks into the extent to which social media alters people's experiences. Outsiders are increasingly influencing customer perceptions 
about products and services in advanced sectors, which has an impact on decisions in the disconnected space. Because advertisers have no 

control over the content, timing, or frequency of online discussions among customers, advertisers have turned to web-based social 

networking to engage buyers. Customer satisfaction is influenced by social media use during the stages of information search and 

alternative evaluation, with satisfaction increasing as the consumer progresses through the process toward a final purchase choice and post-

purchase review. 

1.1 INTRODUCTION 

The popularity of social media as a marketing tool has increased dramatically. Social media is regarded to be incredibly 

helpful when it comes to reaching out to clients. This is due to the rapid progress and evolution of technology, which has 

forced businesses to reconsider their digital marketing tactics. Customers have begun to adapt to online marketing as 

technology, high-speed internet, and the ease of shopping on the internet have advanced, and their purchase habits have 

changed as a result. The goal of this study is to find out how social media marketing affects client purchase patterns. 

 

 

The term "complex buying behaviour" refers to a consumer's infrequent purchases mixed with a high level of involvement, 

resulting in a significant brand difference. The use of social media is becoming more widespread. Over the last decade, user-

generated web technologies such as blogs, social networks, and social media websites have exploded on the World Wide 
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Web. This is known as social media, and these technologies are the driving force behind the spread of user-generated content 

and the development of a global community. 

Online platforms such as Facebook, Instagram, YouTube, and Twitter have sprung up as a result of social media, allowing 

individuals to communicate with one another and share ideas and content. This social media revolution has given people a 

new way to learn about businesses and services. Strangers on social media can have influence over a consumer's view and 

feedback on products and services, influencing opinions both online and offline. However, social media has undeniably given 

customers the ability to develop content purely through online dialogues, implying that consumers play a critical role in the 

success or failure of a company. 

 

1.2 SCOPE AND LIMITATIONS 

1.2.1 SCOPE OF CONSUMER BEHAVIOUR 

Individual buyer behaviour, consumer behaviour, and consumer buying behaviour are all phrases that can be used 

interchangeably. The study of individuals, groups, and organisations' performance in selecting, acquiring, and using goods 

and services, ideas, or experiences to suit the buyer's requirements and preferences is referred to as consumer behaviour. 

The following facts can aid you in comprehending client behaviour. In order to obtain knowledge on their target customers, 

businesses perform a number of research programmes. 

The scope of consumer behaviour are 

 Demand Forecasting 

 Marketing Management 

 Non-profit and Social Marketing 

 Selecting Target Market 

 Market Mix 

 Educating Customers 

 Assists in Designing Product Portfolio 

 

1.2.2 LIMITATIONS OF SOCIAL MEDIA MARKETING 

 Social media marketing isn't a new notion, but it's one that's always changing and evolving. There are countless 

publications and essays on the subject, but few of them link social media to consumer behaviour shifts. The results of 

the study are described in broad strokes. 

 Because the data sample was so tiny, the study's generalizability was limited. To cover more people in society and give 

more accurate results, the sample size should be raised. 

 The majority of the survey respondents were from Delhi, but the study may be expanded to include data from all around 

the world to gain a broader picture of the impact social media has on the consumer purchase process. 

 Due to cultural and value variations, consumer purchasing behaviour may vary from country to country. 

 A study encompassing numerous countries should be undertaken on this topic for more accurate and generalised results. 

Because the research was limited to a specified time period, namely May 2020. As a result, it can't be used to study 

behaviour over time because the timing can't be guaranteed to be accurate. 

 The objectives have been limited to raise the study's level of focus, and the research only includes information on what 

needs to be investigated in light of the objectives. 

 Data was collected from members of the public who were readily available and eager to take part in the research. This 

could lead to a bias inaccuracy as well as an erroneous population representation. 

 

1.3 CONSUMER 

1.3.1 CONSUMERS 

Anyone who buys goods or services for personal use rather than for manufacturing or resale is referred to as a consumer. A 

customer is someone who makes a purchase in a store or is persuaded by advertising and marketing. In the goods and 

services distribution system, they are the final consumers. Buyers are persons who buy a product or service and then decide 

whether or not to use it. The consumer is the individual who consumes the goods or service in the end. The individual or 

entity for whom the services or products are ultimately intended is referred to as a consumer. Consumer Decision-Making 

Process People who buy or use products and services that are made available to them are referred to as consumers. Consumer 
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purchase behaviour can be perplexing and difficult to understand at times. The transparency and openness of data have had a 

big impact on the dynamic process; as a result, it's necessary to analyse what barriers and fiction emphasis prevent potentia l 

buyers from becoming purchasers or discourage buyers from repurchasing. As a result, the decision-making process of 

consumers discloses crucial features of individual purchasing behaviour. 1982, Sternthal and Craig. 

 

 

 

1.3.2 CONSUMER BEHAVIOUR 

Consumer behaviour is the study of individuals, groups, or organisations, as well as all behaviours related to the acquisition, 

use, and disposal of goods and services. The influence of a consumer's emotions, attitudes, and preferences on their purchase 

decisions is referred to as consumer behaviour. Consumer behaviour can be classified into five stages: 

1. Problem recognition 

2. Search of information  

3. Evaluation of alternatives 

4. Final decision  

5. Post-purchase decisions. 
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1.3.2.1 PROBLEM RECOGNITION 

Customers occasionally uncover a problem that they were previously ignorant of. If a driver sees an auto insurance 

commercial and realises they're overpaying, this could happen. You must grasp when and how your product or service is 

necessary as a brand marketer. 

The ultimate goal is to keep customers engaged as they go on to the next stage of the buying process. This is the process that 

a customer goes through when looking for more information. 

 

1.3.2.2 SEARCH OF INFORMATION 

When people recognise, perceive their issues, and focus on the available items, the final purchase decision will not be made 

immediately; similarly, when prospects have a specific enthusiasm for an item or service, they will generally go through the 

following steps before completing any activity – recognising available alternatives, considering data of chosen alternatives, 

and finally deciding which of these alternatives can unquestionably convey their enthusiasm. When considering their 

alternatives, purchasers consider both internal and external influences, as well as good and negative past experiences with a 

product or brand. In their hunt for information, they may consult physical resources or consult online resources such as 

Google or client audits. 

 

1.3.2.3 EVALUATION OF ALTERNATIVES 

After gathering the information, the customer evaluates and surveys the many item options before making a purchasing 

decision. During dynamic, however, the various stages of elective assessment and data search are unpredictably interwoven, 

and shoppers regularly move between them. The formulation of evaluative measures and the selection of choice possibilities 

are both part of elective assessment. When a decision is made, the exhibition of the considered decisions is considered in line 

with the significant rules, and then choice standards are utilised to narrow down the options in order to make the final 

selection. This stage leads to the organisation of convictions, perspectives, and objectives, which leads to the procurement's 

final phase. The alternative that is easier to use or arrange, or what the majority chooses, or numerous other reviews and 

activities include time available for decision making, information availability, and the retail environment. Unexpected 

situations, such as product availability (size, colour, and stock-outs), as well as the attitudes of family and friends, may 

compel a re-evaluation (Kotler and Armstrong, 2014). 
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1.3.2.4 FINAL DECISION PURCHASE 

The most recent decision or pick made regarding the thing to acquire is referred to as a choice. The act of purchase is the final 

significant stage, in which the customer chooses what to buy, where to buy it, and how to pay for it. Intentions, contextual 

influences, and personal situations all impact purchase decisions. The amount of time available for decision-making, the 

availability of information, and the retail environment are all elements that can impact a purchasing choice. Unexpected 

situations, such as product availability (size, colour, and stock-outs), as well as the attitudes of family and friends, may 

compel a re-evaluation (Kotler and Armstrong, 2014). 

 

 

 

1.3.2.5 POST-PURCHASE DECISIONS 

Following consumption, the consumer expresses various levels of satisfaction or discontent and evaluates the rationality of 

the alternative choice. There are two possible outcomes from this phase: contentment or dissonance. When a consumer 

experiences dissatisfaction with a purchase, the choice is 'devalued,' and the consumer begins the process of searching for, 

getting information about, and assessing other options for future purchasing decisions, resulting in new behaviour. This step 

of the process, according to Sternthal and Craig (1982), demands initiative from both the customer and the seller, because the 

buyer's expectations must be precisely realised by the product, and the vendor must secure the consumer's future engagement 

and repurchase. 

 

 

1.4 SCOPE OF THE STUDY 

The scope of the study is based on various parameters like: 

 The study is done in various places of Tamil Nadu. 

 The study concentrates on the impact of social media on consumer behaviour. 

 

1.5 SOCIAL MEDIA 

People can use social media to generate and exchange information, ideas, hobbies, and other kinds of expression through 

virtual communities and networks. As social media grows more ubiquitous, it connects people and facilitates the transmission 

of information, consumer behaviour is changing. Thanks to social media, consumers may now quickly view a fascinating 

advertisement on YouTube while writing their own thoughts on Twitter and sharing it with friends on Facebook. Social 

media differs from traditional print media (such as magazines and newspapers) as well as traditional electronic media (such 

as radio and television) in a number of ways. Quality, frequency, engagement, usefulness, and performance are some of the 

distinctions. 
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1.5.1 TYPES OF SOCIAL MEDIA 

In this discussion regarding different categories of social media, 4 distinct types of social media outlets are focused on:  

1) Social networking sites  

2) Social news Website   

3) Media sharing Sites   

4) Blogs  

Each of these social media platforms unique features 

 

1. Social networking sites  

A social networking site is an online platform that allows people to develop social networks or relationships with others who 

share similar personal or professional interests, hobbies, backgrounds, or real-life connections. Some interpersonal interaction 

locales, such as LinkedIn, are used to form professional associations, while others, such as Facebook, blur the lines between 

personal and professional. Users are encouraged to post news stories, articles, and media to share with other users on social 

news websites. These stories are sorted according to how popular they are among other website users. These tales are also 

encouraged to have users, comments, and sharing. 

 

 

2.  Social news Website  

Individuals, businesses, and other organisations can use social networking websites to engage with one another and form 

online communities. When businesses join these social media platforms, customers have the opportunity to communicate 

with them directly. Users may find that this engagement is more personal than standard outbound marketing and advertising 

tactics. Word of mouth, or more accurately, e-word of mouth, is spread through social networking sites. Because of the 

Internet's potential to reach billions of people around the world, online word of mouth has a powerful voice and a wide reach. 

An influence network is characterised as the ability to swiftly modify buying patterns, product or service acquisition, and 

activity among a rising number of consumers. Followers of social networking sites and blogs can "retweet" or "repost" 

remarks made by others regarding a product being marketed, which happens rather regularly on some sites. By repeating the 

message, the user's connections will be able to see it, allowing the message to reach a larger audience. Because the product's 

content is widely disseminated and repeated, more traffic is directed to the product/company. 

 

3.  Media sharing sites 

Customers can store and share their interactive media files (photographs, recordings, and music) on this website. The media 

can be accessed via a secret key or by the entire public and can be played/viewed from any Web software. 

 

4. Blogs  

A blog is an online discussion that comprises of posts, which are discrete, informal diary-style text entries. A blog allows you 

to communicate your opinions on a certain subject. There were about 156 million public blogs on February 16, 2011. 
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1.6 SOCIAL MEDIA AND CONSUMER 

Social media is being used as a means of providing customers a voice. Companies connect in order to raise brand awareness, 

engage existing customers, drive traffic to other marketing properties, and expand the number of channels available (Zarrella 

2010; Weber 2009; Weinberg 2009; Smith and Zook 2011). Each social media platform has a function to play in spreading, 

receiving, and sharing information without regard for boundaries, and social media, as previously stated, provides for a two-

way flow of information. Because the flow of communication affects not only how companies reach their target audiences, 

but also the entire decision-making process, from interpreting the message to searching for available alternatives, as well as 

actions taken after the purchase, it's important to keep in mind that rejection, misinterpretation, and misunderstanding are all 

potential pitfalls in the flow of communication (Smith and Zook 2011, 120). For advertising (PR) and organisations all over 

the world, online existence brings a new layer of potential outcomes and obstacles. It rebrands the network concept and 

reclassifies the communication channels between customers and brands. Prior to the advent of online networking, buyers had 

few options for expressing their dissatisfaction beyond contacting customer service or notifying others in their region. As a 

result of web-based social networking, this has altered. In a matter of seconds, customers can openly criticise businesses. 

Another section that has defied the noble purchasing conduct process concept is online networking, in which purchase 

decisions are impacted not only by traditional channels but also by online stages. Peer audits, referrals, websites, 

interpersonal organisations, and various sorts of client-produced content are all examples of information sources offered by 

people outside of online advertising' control. Facebook, Twitter, and YouTube are examples of dynamic social media 

platforms that allow people connect online (Golden, 2011). It's a low-cost marketing strategy that allows companies to 

communicate directly with their customers (Kaplan and Haenlein, 2010). Given the range of options accessible to consumers 

and the growing influence of social media marketing, brands and consumers are playing an increasingly important part in 

business strategy, as they now have a financial impact (Lindermann, 2004; Mayfield, 2008). Brands have an impact on 

customer decisions. Customers have an effect on each other. These occurrences have an impact on repurchases, which in turn 

have an impact on future earnings and the organization's long-term health (Oliveira and Sullivan, 2003). Another sort of 

buyer socialisation is peer correspondence over the internet, which has an impact on dynamic and thus advertising operations. 

The buyer socialisation hypothesis suggests that buyer correspondence has an impact on their psychological, emotional, and 

behavioural states. 
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1.7 RESEARCH METHODOLOGY 

1.7.1 Research Design  

The researcher's approach to the study questions is defined by the Research Design. In a logical order, it outlines the 

measuring processes, sampling strategy, frame of analysis, and time period. There are three different sorts of study designs to 

choose from: 

1.7.1.1 Exploratory research design: 

 This type of research design is used when the problem is ambiguous; its main goal is to investigate and gain clarity about the 

problem situation. It primarily entails a qualitative investigation. 

1.7.1.2 Descriptive research design 

This Design is used when a comprehensive and detailed explanation of the study's problem is required. It is possible to do so 

in the following ways: 

A. Longitudinal Research 

B. Cross-sectional research 
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1.7.1.3. Causal research design 

When a researcher manipulates one or more causative variables in order to assess their impact on the dependent variable, this 

research design is used. The nature of this cause-and-effect relationship is probabilistic. We are seeking to obtain insight into 

the Impact of social media on customer purchasing behaviour using surveys and published papers with relevant material, 

hence the research strategy for this work is exploratory. 

 

1.8 DATA COLLECTION METHOD 

Methods of primary and secondary data collection are used. We acquired primary data by conducting surveys on the Google 

Forms platform, which is a free web-based surveying application. We gathered secondary data by interviewing people about 

their purchasing habits and reviewing previous research articles on related themes. Exploratory research is a type of study 

that is used to look into a problem that isn't well defined. It is persuaded to feel that it has a greater comprehension of the 

current issue, but its results are inconclusive. The majority of the time, this type of evaluation is done when the problem is 

still in its early stages. As an example, consider the design of the Sampling Universe: The sample universe includes residents 

of the New Delhi region. 

 

1.9 CASE STUDIES 

1.9.1 The Use of social media during the COVID-19 Pandemic 

A According to advertising platform Criteo [20], which studied the behaviour of Italian consumers during the lockdown, 61 

percent of Italian consumers downloaded the online store application during the lockdown (38 percent of them used it daily), 

59 percent of consumers downloaded the online food delivery application (26 percent of them used it daily and 26 percent 

several times a week), 46 percent of consumers downloaded the online food delivery application during the lockdown (26 

percent of them used it daily and 26 percent several times a week), and 46 percent of consumers downloaded the online As a 

result, it would be interesting to see if there are any differences in how Italian and Slovak customers utilise social media. In 

light of the foregoing, the following theory was proposed: 

1.9.1.1 HYPOTHESIS 1 (H1) 

During the first wave of the COVID-19 epidemic, there were statistically significant disparities in the usage of social media 

(in terms of the kind and intensity of use) between Italian and Slovak consumers (lockdown). 

 

Gender Differences in Social Media Use during the COVID-19 Pandemic Gender is a significant influence on consumer 

behaviour (not only during pandemics). In their studies, a number of researchers have highlighted gender differences as well 

as diverse goals for using social media. According to Krasnova et al. [21], women's use of social media is motivated by 

preserving social connections with close and distant acquaintances, access to social information, and a favourable attitude 

toward information sharing. Men, on the other hand, use social media to obtain broad knowledge because commitments are 

not as important to them as they are to women. Men regard social media as a tool for bolstering weak social ties, but women 

see it as a tool for bolstering bonding relationships [22]. When it came to social networking, women rated it higher than men 

in terms of ease of use, relative advantage, and compatibility [23]. When we look at how women perceive the privacy risks 

associated with sharing personal information on social media (e.g., full name, date of birth, home address, bank account 
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number, phone number, and so on), we find that they are significantly more concerned about their data being misused, which 

could lead to a refusal to make an online purchase. When it comes to image sharing privacy risks, women perceive a greater 

danger than men, especially on Snapchat and Reddit, but they see Facebook and Twitter as more trustworthy media [24]. In 

terms of ease of use, relative advantage, and compatibility, women rated social networking higher than males [23]. When we 

examine how women view the privacy risks associated with sharing personal information on social media (e.g., full name, 

date of birth, home address, bank account number, phone number, and so on), we discover that they are significantly more 

concerned about their data being misused, which could lead to a refusal to make an online purchase. Women perceive a 

bigger risk of picture sharing privacy hazards than males, particularly on Snapchat and Reddit, but they regard Facebook and 

Twitter as more trustworthy media [24]. Adolescent girls spend more time on social networking and texting via smartphones 

than boys, who are more interested in games and technological devices [26]. They have the highest expectations for honesty 

(as seen by increased social media trust) and strong connection with published information, particularly while utilising social 

media [27]. Hou et al. [28] discovered a higher incidence of melancholy and anxiety among the Chinese population during 

the COVID-19 pandemic, with females experiencing more severe anxiety symptoms than males. The authors also looked into 

social media as a source of COVID-19-related information and discovered that it was the predominant source of updates. 

While there were no gender variations in the amount of time spent looking for information on COVID-19, there were 

differences in the rate at which conventional media was used as the primary source of information. Individuals who spent 

more time (more than 60 minutes) searching for information on COVID-19 had more severe anxiety symptoms than those 

who spent less time. We hypothesised that men and women use social media in statistically significant ways based on the 

foregoing and suggested the following hypothesis: 

 

1.9.1.2 HYPOTHESIS 2 (H2) 

There were statistically significant gender differences in the use of social media during the first wave of the COVID-19 

outbreak (lockdown). Making Use of Social Media Generational Differences During the COVID-19 Pandemic Generation Y 

(also known as "digital natives" or "millennials") is the first to have grown up in a digital world; their lives and work are 

profoundly influenced by information technology [29], and they have witnessed long periods of economic prosperity as well 

as rapid advances in instant communication technologies, social networking, and globalisation [30]. Generation Y was 

shaped by these variables, which influenced their use of social media and purchasing behaviours [29]. Some scholars, such as 

Bento et al. [31], believe that Generation Y's relationship with social media is more natural and intuitive than Generation X's. 

Generation Y consumes more information on Facebook brand pages than Generation X, according to their findings. 

Generation Z (also known as the "iGeneration" or "post-millennials") is tech adept, with an average of five devices against 

three for millennials: cellphones, PCs, tablets, laptops, TVs, tablets, and iPods [32]. Members of this age group are referred to 

as "gamers" and "extremely smart phoners" [33] since they predominantly use cell phones for fun. The Criteo Global App 

Survey [20] revealed significant differences in consumer preferences between generations during the first lockdown (first 

wave of the pandemic) in Italy—the youngest generations (Y and Z) focused on applications aimed at increasing and 

maintaining physical activity, mobile games, and streaming services, all of which were primarily related to leisure time. 

Because of the expanding tendency of home offices, Generation X (1965–1980) showed a heightened interest in video 

conferencing programmes (Zoom, WhatsApp, Skype). The most significant differences between respondents were seen in the 

social media platforms Instagram and TikTok, where up to 45 percent of the youngest customers (Gen Y and Z) and just 33% 

of the older generation customers reported more interest in these platforms (Gen X). Similarly, podcasting and music-related 

apps have grown in popularity among younger generations. When it came to online shopping, all generations showed an 

increased interest, albeit Generations Y and Z were more interested in food delivery, whilst Generation X preferred food and 

drink delivery (during the first lockdown). As a result, various generations' use of social media during the initial wave of the 

COVID-19 pandemic is expected to differ. We came up with the third hypothesis as a result of this assumption: 

 

1.9.1.3 HYPOTHESIS 3 (H3) 

There were statistically significant age differences in the usage of social media during the first wave of the COVID-19 

outbreak (i.e., differences between selected generations of respondents) (lockdown). Social Media's Influence on e-

Commerce Preference There were social media posts made. Most businesses and organisations now rely on digital 

advertising and marketing methods because, when compared to previous kinds of advertising and marketing, it appears to be 

more productive and efficient [34]. Online communication via social media is one of the most often used and helpful ways 

for product promotion [35] since it is reasonably inexpensive and helps businesses to not only communicate a message to 

customers/clients but also connect with their stakeholders. It makes sense to display products on social media platforms since 

using contemporary technology to communicate increases the likelihood of purchase [36]. In their study (which was mostly 

focused on consumers' views of different types of advertising in Slovakia), Korenkova et al. [37] discovered that social media 

is the most influential advertisement among 21 types of advertisement. The study also discovered a difference in how older 

and younger generations (Y and Z) see different types of internet advertising. Advertisements are perceived as more 

obtrusive by older generations (Gen X) than by younger generations (e.g., pop-ups on the internet). This applies to social 

media and other forms of internet advertising as well. This could be because younger people are more acclimated to 

advertising because they spend more time online. There were significant limits on retail opening hours or entire closures 

during the COVID-19 epidemic, which enhanced the appeal of online purchasing (particularly during the lockdown). During 
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the lockdown, 44 percent of Italian consumers (31 percent from generation Y and Z) downloaded a shopping app to their 

mobile phone, which was promoted through social advertising (26 percent), television advertising (16 percent), or was 

suggested when using another app, according to the portal Criteo [20]. (15 percent). In this context, we looked into whether 

respondents prefer to purchase at e-stores and stores created specifically for them as part of social media advertising or 

promoted on TV, radio, or the online (in the period after the outbreak of the COVID-19 pandemic and the subsequent 

introduction of a restriction on opening hours complete closure of stores). Two research hypotheses were created based on the 

foregoing. 

 

1.9.1.4 HYPOTHESIS 4 (H4) 

There is a statistically significant link between the type of social media used (in terms of network and degree of use) and the 

preference for purchasing through social network-designed e-shops inside advertising. Social Media's Influence on 

Preference for E-Commerce Promoted on Other Platforms To be profitable, competitive, and "visible," companies must 

employ a combination of marketing communication activities to advertise their products in order to attract the greatest 

possible spectrum of potential customers. The current client is demanding, and competition in all areas of sales is tough, 

therefore all hinges on the company's promotion's appeal. Customers can buy and view items or services at any time and from 

any location, which is why answers to their inquiries must be readily available, rapid, and correct. Customer assistance must 

be available seven days a week, 24 hours a day. These factors contribute to the increasing popularity of social media 

advertising and the usage of social media in marketing strategies [37]. Several studies on social media marketing 

communication have been undertaken. For example, Duffet [38] investigated the impact of YouTube marketing 

communication on the attitudes of Generation Z consumers and discovered that YouTube marketing communication has a 

positive impact on the Generation Z cohort's purchase intentions. Viewers who completed TrueView advertising (i.e., 

watched till the end or for at least 30 seconds) were 23 times more likely to visit or subscribe to a brand channel, watch more 

by that brand, or share the brand video, according to Smith's [39] study. Even viewers who stop watching but are exposed to 

TrueView advertising are 10 times more likely to conduct one of these things. Additionally, when businesses use TrueView, 

views of previously published material rise by up to 500% once new videos are posted. 

 

1.10 LITERATURE REVIEW 

1. Nasir, S., Vel, P., and H. Mateen [1] According to this article, spreading a message to consumers via social media does 

not always include the use of language or words. The context in which a product or service is advertised can be 

interpreted by the potential buyer. Based on this knowledge, the buyer responds. It can take the shape of buying 

something, repurchasing something, or not buying anything at all. As a result, the customer's need, understanding and 

liking for the product, brand loyalty and brand value, word of mouth, and demand all play a role in this process. 

 

2. Nima Barhemmati et al., [2] 18 observed that the most effective and successful technique of advertising is social media 

marketing. The study's goal is to figure out what elements influence consumers' purchasing behaviours when they utilise 

social media and engage in Social Network Marketing. The relationship between a company's selling activity, customer 

engagement, and buying behaviour is investigated in this study. A survey of 50 Malaysian National University students 

was undertaken for this study. According to the data, there is a link between customer purchasing behaviour and social 

media activity. 

 

3. S. Gupta, A. K. Agarwal, and A. K. Chauhan [4] In light of the fifth social media week, which took place in September 

2011, the article explores the past and future influence of social media. The inventor of social media week, Toby 

Daniels, noticed a rise in the use of social media in people's lives. As a result of the rising use of social media in the 

Middle East and how it is radically transforming business models, SMW is now present in 21 locations around the 

world. 

 

1.11 CONCLUSION 

Despite the fact that social media provides a lot of data and knowledge, the consumer's personal attitude plays a key part in 

product selection and purchase. The relevance of social media content has a significant impact, thus it should be relevant to 

the consumer. It's not simply about generating consumer awareness or selling a product when it comes to social media 

marketing. It goes beyond that, as it also entails maintaining and deepening existing ties between potential buyers and 

businesses. Consumers are now kings, and they may get all the knowledge they need about a product or service by just 

talking to one another. As a result, businesses and marketers must be extremely cautious when it comes to badmouthing on 

social media, as it can harm a company's brand. Many people feel that utilising social media allows them to voice their 

thoughts and engage with other consumers and businesses more efficiently. Without a doubt, social media has closed the gap 

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 5 May 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRDA001113 International Journal of Novel Research and Development (www.ijnrd.org)  

 

804 

between brands and customers. Because of this, businesses are now making every effort to make customers feel connected to 

the brand by allowing them to offer their thoughts, opinions, feedback, and reviews. Companies that are employing an 

integrated strategic strategy with the purpose of acquiring, engaging, influencing, and retaining customers at the highest 

levels. The techniques that lead to the consumer's perspective, as well as the opinion of people who create material on social 

media, can affect a customer's brand perception and propensity to purchase. As a result, these techniques necessitate a high 

level of upkeep, and businesses who employ them should be prepared to fix all marketing services in order to maintain 

existing consumers and boost client lifetime value. 
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