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Abstract—This research paper tries to understand how
social media marketing exerts an influence on
consumer’s behaviour in today's modern era where
people are dependent to a great extent on different
social media. Nowadays, thousands of people are using
platforms like Instagram, Facebook, and YouTube
daily for information, updations etc. Understanding the
need of the hour, companies have started changing their
marketing strategies. Social media helps businesses in
connecting directly with consumers and influence their
buying decisions to a great extent. This paper discusses
the impact of social media advertisements, influencer
marketing, reviews, and interactive content on
consumer choices.

Index Terms—Social media marketing, consumer
behavior, advertisements, influencer marketing, online
reviews, interactive content, digital world.

I. INTRODUCTION

Modern era is the digital era where social media has
become an influential tool in every person’s life. It is
not only used for chatting or picture sharing but also
to do business, market the products, and make
purchasing decisions. Businesses are using social
media to increase the number of customers, to market
their products, and also to gain brand recognition.

Social media marketing is that kind of marketing
through which businesses can utilize channels such as
Facebook, Instagram, Twitter, and YouTube in order
to connect with their consumers. It involves various
posts, videos, advertisements, reels, and even
influencers who speak about the products. These are
techniques that can shape the minds of individuals on
how to think, feel, and make decisions while making
a purchase. Therefore, social media is a marketing
communication tool that make possible to develop a
relation between sellers and buyers, using words,
signs, and symbols to attract potential customers'
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attention to their products and influence customers to
buy them.

II. OBJECTIVES OF THE STUDY

e To comprehend the influence of social media on
consumer purchasing habits.

e To determine what social media sites, work best
for marketing.

e To understand how influencer marketing and
reviews online alter customer choices.

e To learn how customer trust is established via
social media.

III. REVIEW OF LITERATURE

Kostov (2020) considered the strategies of business
process development and implementation to enhance
our knowledge about organizational effectiveness
through orderly methods. The Theseus repository
study offers information on how companies may
streamline  their  operational models using
methodological ordered approaches.

The study conducted by Chowdhury, Faruque, and
Sharmin (2024) and published in the Open Journal
examined modern business management issues, with
special emphasis placed on organizational behavior
and management styles. Their study adds to the rich
collection of literature addressing issues related to
multicultural business environments and their effects
on organizational performance.

Varghese and Agrawal (2021) in the Saudi Journal of
Business and Management examined strategic
management principles and their implementation in
contemporary organizational settings. Their study
contributes to the body of knowledge regarding the
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role of strategic planning in shaping business
performance and competitive edge.

Hanaysha (2022) examined the effects of social
media marketing attributes on fast-food consumers'
purchase intentions, using brand trust as the mediator.
The study, conducted by Elsevier and published in
the International Journal of Information Management
Data Insights, presents insight into internet marketing
efficiency and consumer behavior patterns.

The study by Rachmad (2022) analyzed the uptake of
technology solutions in business processes. It gave
information on  digital transformation and
organizational efficiency.

Mari, Mahfooz, and Yaqub (2023) discussed
numerous facets of organizational management and
human resource development. Their study, as
published in a global journal, contributes to
workforce ~ management and  organizational
development plans.

Erwin, Saununu, and Rukmana (2023) of West
Science Research carried out studies on management
innovation and process improvement, adding to the
organizational change management and process
optimization body of knowledge.

Palalic, Ramadani, and Gilani (2021) made a
publication in Management Studies (Emerald) on
leadership effectiveness and management
approaches. The publication makes a contribution to
realizing the challenges of leadership in
contemporary times and management techniques in
varied organizational environments.

The Impact of social media in Marketing

1. Target a Large Audience

Online platforms enable companies to reach millions
of individuals on global level. It has erased
geographical barriers that was a main constraint in
conventional marketing. Social media, search
engines, and web advertisements can target groups
over expanded networks.

2. Low-cost Promotion

Compared to older forms of advertising such as TV
commercials or print advertising, internet marketing
provides significantly more effective ROI. Small
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businesses can execute targeted campaigns with
minimal budgets, and can see exactly how money is
being used and what returns are being received.

3. Interactive Engagement

It is contrast to conventional advertising which was
one-way in nature. Online marketing facilitates
immediate discussion with customers. Individuals
can raise the query, ask questions, and share feedback
instantly, and thus opens a two-way conversation that
builds better relationships and loyalty to the brand.

4. Marketing of products by influencers

Leveraging people with pre-existing audiences and
credibility to hawk products or services. This
leverages the trust and relationship an influencer has
developed with their audience, which is usually more
authentic and impactful promotional content than any
form of advertising.

Consumer Behavior and Social Media

Consumer behavior means how customers think, feel,

and decide before buying something. Social media

affects this in many ways:

e  Awareness: Awareness means being conscious
or knowing about something clearly. Awareness
helps in making better decisions and understand
things deeply. It is the first step toward change
and growth.

e Interest and Desire — Interest means having
curiosity or attention towards something. It's
when we start liking or wanting to know more
about it.

e Decision-making — Decision making is the
process of choosing the best option from
available choices. It involves thinking about
different alternative and selecting the most
suitable product.

e Post-purchase Experience — Post-purchase
experience explains how a customer feels and
behaves after buying a product or service. It
includes satisfaction of the customer, customer
support by the staff and customer feedback. A
positive post-purchase experience gains loyalty
of the customer, while a negative one can led to
complaints or returns.

Social media platforms and marketing:
Various social media sites are more effective for
marketing of different kinds. For instance, TikTok
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and Instagram are best suited for visual postings and
influencer marketing. Facebook is best for casting a
wide age net, and YouTube is -effective for
comprehensive product videos. LinkedIn is the most
effective for professional and business marketing.

Positive Impacts of Social Media Marketing

1. Instant Information: Social media facilitates instant
information regarding products, prices, deals, and
opinions. This makes it easier for customers to make
faster and wiser purchase decisions.

2. Simple Comparison: Social media facilitates
customers to compare products, prices, and brands
effortlessly by displaying opinions, specifications,
and user opinions at one point. This simplifies it and
assist customer in making the right choice.

3. Trust of Influencers: They trust influencers as they
appear to be common and have authentic
experiences. If an influencer is promoting something,
users consider it authentic and are more likely to
purchase it.

4. Reviews by Users: Reviews by users present
authentic sentiments of individuals who have bought
and used the product. Positive reviews develop trust,
and other people get to determine what to purchase
based on the guidance of negative reviews.

5. Brand Loyalty: When customers continue
purchasing the same brand because they trust it and
are fond of its product or service it is called brand
loyalty. Social media assists in creating this loyalty
by means of frequent updates, quality customer
service, and interesting content.

Negative Impacts

1. Misleading Reviews: Phony reviews are
fabricated or compensated remarks. They
attempt to make an item appear better or worse
than it actually is. A negative review sways the
customer sentiment and impact truthful
purchasing behavior.

2. Numerous Ads: Excess ads on social media can
frustrate people or cause them to lose trust in the
brand. It can also become difficult to pay
attention to genuine content or reviews.

3. Privacy Issues: Privacy issues occur when social
media gathers or discloses personal details
without consent. It can make users feel insecure
and lose trust in the brand or platform

4. Unrealistic =~ Expectations: ~ Social  media
frequently displays edited or perfect product
images, which may raise unrealistic expectations.
When the actual product appears differently,
customers are disappointed.

Impact of Social Media on Consumer Behaviour

Impulse Buying

10.0%

30.0%

Increased Brand Awareness

Customer Engagement

15.0%

Product Resear

20.0%

25.0%

Purchase Decisions Influenced

Picl: Impact of Social Media on Consumer Behaviour

IJIRT 184885

INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 4501



© September 2025 | IJIRT | Volume 12 Issue 4 | ISSN: 2349-6002

IV. CONCLUSION

Social media marketing has redefined the way

individuals behave when it comes to discovering

products and making purchases. It greatly influences

consumer behavior by exposing them to product

information, consumer opinions, and opinions of

influencers. Though it has numerous benefits, it also

possesses dangers such as false promotions and

privacy concerns. Firms ought to prioritize

developing genuine, interactive, and informative

content to draw and maintain customers for a longer

duration.

Suggestions

1. Brands should collaborate with those influencers
who can match their influence with the values of
organisation.

2. Transparency and honesty in advertising should
be maintained by all the organisations.

3. Customers should be aware of identifying fake
reviews.

4. Social media platforms must ensure privacy
protection and promote trusted content.
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