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ABSTRACT 

Social media stands as an essential instrument which modifies customer actions especially when they make purchases through online platforms. Businesses now 

reach consumers by using Instagram together with YouTube and WhatsApp platforms for delivering customized advertisements. Consumer choice in purchasing 

depends heavily on four traits including trust, visual attractiveness, personalized features and social evidence. Through relevant visuals and influencer endorsements 

and interactive content consumers become more aware and interested before their buying process is guided toward final purchase. The success of social media 

advertisements heavily depends on the establishment of trust by consumers. Relationships develop between consumers and advertising content when they receive 

useful information together with traits of perceived credibility and straightforward purchase procedures. Consumer interest stays sustained through design aspects 

and personalized marketing methods and controlled ad display frequency. Social media platforms offer mobile-friendliness and exclusive discounts which boost 

advertisement convenience thus making them more effective. The features enable consumers to speed up their purchasing process and strengthen their interaction 

with specific promotional efforts. Organizations can develop potent advertisements through these insights which engage their target market thus driving sales. 

Future research needs to examine how emerging platforms influence advertising and how demographic segmentation and psychological elements of new 

advertisement forms shape results especially through augmented reality modernities. Detecting these factors enables businesses to better develop marketing 

strategies which align with current changes occurring in social media platforms.  

Key words: Social Media, Consumer Behavior, Marketing, Trust and Engagement. 

Introduction 

The research investigation focused on “Impact of social media advertisement on online purchase decision of consumers.” Social media serves as a strong 

instrument that shapes consumer choices when they make buying decisions online. The advent of Facebook and Instagram and Twitter as business 

marketplace platforms has changed advertising methods through direct customer contact opportunities. The research evaluates how social media 

advertisements change customer purchasing choices during digital shopping activities. The research method examines important elements including 

visual effectiveness and targeted promotions along with customer feedback and influencer sponsorship because they influence consumer choices. Social 

media programming generates customized advertisement postings by matching users' preferences with their historic usage data. When advertising is 

personalized users tend to make stronger purchase choices rather than traditional marketing approaches. Consumer trust stands as the essential factor 

which governs this situation. People evaluate product reliability and value according to the social media interactions they see with their peers which 

include recommendations and likes. To analyze the results the study uses survey research and statistical assessment of advertisements along with their 

impact on purchasing decisions made by users. Businesses require this crucial research to understand how social media advertising enables consumer 

attraction and engagement and conversion thus making it vital for modern digital markets. 

Significance of the Study 

Research importance comes from revealing how social media advertisements alter consumer actions in our current digital market scenario. Through social 

media platforms businesses now have new tools to reach their customers through personalized advertising and instant online communication systems. 

This research seeks to establish the influence which visual aesthetics and peer reviews along with influencer recommendations and individualized 

experiences have on consumer purchasing behavior in e-commerce. The investigation into these factors will help businesses develop advertising methods 

which their audience responds to effectively. Academic knowledge receives benefit from this research because it identifies psychological along with 

http://www.ijrpr.com/


International Journal of Research Publication and Reviews, Vol 6, Issue 4, pp 12602-12607 April 2025                                     12603 

 

 

social elements that motivate consumers to make purchases through online channels. The research findings will assist consumers to better recognize how 

social media advertisements modify their perception and preference choices. The research serves practical value to marketers together with policymakers 

and researchers who focus on digital marketing optimization efforts. 

Statement of the Problem 

The research uses “IMPACT OF SOCIAL MEDIA ADVERTISEMENT ON ONLINE PURCHASE DECISION OF CONSUMER” as its foundation. 

Social media platforms revolutionized how advertising works because they give businesses new methods to connect with and influence customers. 

Research shows that people have an unclear understanding regarding the effects of social media advertisements on consumer choices for online purchases. 

The exact influence of ad personalization together with peer reviews and influencer marketing on consumer behavior remains unknown. The research 

investigates how social media advertisements influence consumer choices by studying their impact on consumer trust and advertisement appeal and 

buying impulsivity. 

• Social media advertisements may influence consumer trust and product perception. 

• The visual appeal and personalization of ads could drive consumer interest. 

• Peer reviews and influencer endorsements may shape purchasing decisions. 

Theoretical Framework 

The psychological and social aspects of trust and peer influence and impulsiveness influence consumer choice as defined by Consumer Behavior Theory. 

Social media serves to make these factors stronger because consumers base their perceptions on the recommendations of peers and the reviews and 

endorsement materials from influencers. According to the AIDA Model advertising influences customers to move through Attention Interest Desire and 

Action stages. Harsh visual elements along with popular cultural trends represent key features in social media advertising to lure viewers' attention. They 

awaken customer interest by featuring valuable elements that suit their requirements. Ads move consumers from interest to desire phase after features 

and offers and emotional elements together with endorsements appear in the advertisements before the purchase decision stage. Utilizing theories in 

Science and Structural Functionalism helps this study develop organized knowledge about consumer decision drivers which gives businesses strategic 

advertising insights and boosts academic research in digital consumer patterns. 

Research Gap 

Social media advertising serves as a fundamental business method to induce consumer behavior but researchers have addressed this topic only minimally 

when studying its direct effect on buying choices through online platforms. The majority of existing research about digital consumer behavior and 

advertising addresses broad concepts without specifics related to social media which include personalized marketing and influencer endorsements and 

peer reviews and social media validation. Researchers do not have clear findings about how these features affect individual trust levels and purchase 

decisions and impulsivity rates. Research remains incomplete regarding both the process algorithms use for group-based consumer targeting along with 

their impact on final purchasing decisions through social networks. Researchers need to perform an in-depth investigation that explores how consumer 

decisions happen when they encounter social media advertisements. The study targets unidentified research regions to advance knowledge regarding 

social media effects on consumer choice while delivering critical campaign strategies for businesses. 

Objectives of the Study 

• To identify the attributes of social media advertisement influencing online purchase decisions. 

• To examine the impact of social media marketing on online purchase intentions. 

• To identify the most impactful social media platforms for driving online purchase decisions. 

Research Methodology 

This study employs a quantitative research method to analyze how social media advertisements affect buyers when making purchase decisions on the 

internet. The research data collection method uses structured questionnaires to evaluate how components including personalized advertisements together 

with visual appeal and peer reviews along with influencer endorsements affect buyer conduct. Social media users who actively participate with ads and 

conduct online shopping activities make up the research target group. Stratified sampling methods will produce a diverse sample population by using age 

groups as well as gender and purchasing behavior. The gathered data will undergo SPSS statistical analysis which will detect associations and regularities 

between different social media advertising elements and buying choices. The effectiveness evaluation of advertisements will be possible through 

descriptive statistical analysis techniques paired with correlation analysis or regression methods. The research method produces trustworthy findings 

which both companies need to improve their advertising procedures and students need to deepen their knowledge of buying habits. 

Sample Area 
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Research investigates Vizianagaram as the study area to examine social media advertisement effects on consumer behavior in online buying. 

Sample Techniques 

The research implementation uses convenience sampling through participant selection of accessible attendees from Vizianagaram. Research data 

collection works smoothly because the individuals selected through this method understand social media use and online purchasing. 

Sample Size 

One hundred participants serve as the total number of test subjects within this research investigation. The research only included people who both use 

social media platforms and complete online purchases to create targeted and specific results. 

Limitations of the Study 

• The data collection process depends on structured questionnaires from participants yet such methodology exposes itself to possible errors 

because participants might distort information or express inaccurate opinions due to personal preferences or incomplete knowledge. 

• The study does not consider upcoming changes or upcoming social media and advertising strategies which continue developing at a fast pace. 

• The research examines personalization in ads together with peer reviews yet overlooks other germane elements that influence buyer choices 

such as cultural and economic factors. 

Data Analysis  

To identify the attributes of social media advertisement influencing online purchase decisions. 

1. KMO and Bartlett’s Test 

Table-01: KMO and Bartlett’s Test 

Measure Value 

Kaiser-Meyer-Olkin (KMO) 0.812 

Bartlett’s Test of Sphericity Sig. = 0.000 

The Kaiser-Meyer-Olkin (KMO) measure tests the adequacy of the sample size for factor analysis. It evaluates how well the variables are suited for 

structure detection by checking the proportion of variance among variables that might be common variance (shared among factors). A KMO value of 

0.812 falls in the “meritorious” range according to Kaiser’s scale (0.80 to 0.89), suggesting that the sampling is adequate and the data is suitable for factor 

analysis. Higher values (close to 1) imply that patterns of correlations are relatively compact and distinct, meaning factor analysis is likely to yield reliable 

and meaningful components. 

The Bartlett’s Test of Sphericity tests whether the correlation matrix is an identity matrix, which would indicate that variables are unrelated and therefore 

not suitable for structure detection. The test result is highly significant (p < 0.001), suggesting that the correlation matrix is not an identity matrix and that 

the variables do, in fact, share enough common variance to justify the application of factor analysis. 

Computing the Correlation Matrix 

Table-02: Computing the Correlation Matrix 

 Trust 

Ad 

Influencer 

Endorsement 

Visual 

Appeal 

Ad 

Relevance 

Ad 

Frequency 

Info 

Provided 

Social 

Proof 

Ease 

Purchase 

Past 

Experience 

Trust Ad 1 0.472 0.361 0.396 0.408 0.615 0.502 0.558 0.422 

Influencer 

Endorsement 

0.472 1 0.385 0.377 0.339 0.465 0.610 0.442 0.473 

Visual 

Appeal 

0.361 0.385 1 0.556 0.584 0.492 0.402 0.378 0.354 

Ad 

Relevance 

0.396 0.377 0.556 1 0.603 0.463 0.382 0.401 0.395 



International Journal of Research Publication and Reviews, Vol 6, Issue 4, pp 12602-12607 April 2025                                     12605 

 

 

Ad 

Frequency 

0.408 0.339 0.584 0.603 1 0.431 0.358 0.355 0.372 

Info 

Provided 

0.615 0.465 0.492 0.463 0.431 1 0.505 0.568 0.475 

Social Proof 0.502 0.610 0.402 0.382 0.358 0.505 1 0.460 0.468 

Ease 

Purchase 

0.558 0.442 0.378 0.401 0.355 0.568 0.460 1 0.491 

Past 

Experience 

0.422 0.473 0.354 0.395 0.372 0.475 0.468 0.491 1 

Moderate to high correlations exist among the variables, indicating suitability for factor analysis. 

Total Variance Explained 

Table-03: Total Variance Explained 

Component Initial Eigenvalue % of Variance Cumulative % 

1 3.421 38.01% 38.01% 

2 1.727 19.19% 57.20% 

3 1.104 12.27% 69.47% 

The Total Variance Explained table helps to understand how much of the variability in the original dataset is accounted for by the extracted factors. In 

this analysis, three components have eigenvalues greater than 1, and they were retained for interpretation (as per Kaiser’s criterion). The first factor 

explains 38.01% of the total variance. The second factor adds 19.19%, and the third factor contributes 12.27%. Cumulatively, these three factors explain 

69.47% of the total variance in the dataset. This is considered a strong result, as a cumulative variance above 60% is typically acceptable in social science 

research. It indicates that these three factors adequately summarize the original 9 variables, reducing complexity while retaining most of the information. 

Rotated Component Matrix (Varimax Rotation) 

Table-04: Component Matrix 

Variable Factor 1 Factor 2 Factor 3 

Trust Ad 0.782   

Info Provided 0.721   

Ease Purchase 0.703   

Visual Appeal  0.805  

Ad Relevance  0.792  

Ad_Frequency  0.676  

Influencer Endorse   0.831 

Social Proof   0.775 

Past Experience 0.513  0.481 

Factor Analysis: 

Factor 1: Trust & Utility: This factor groups variables that reflect trust, usefulness, and ease of interaction with advertisements. It indicates that consumers 

are influenced by how reliable and convenient they perceive a social media ad to be. If users trust the ad, receive enough product information, and find it 

easy to buy the product, they are more likely to be influenced to purchase. 

Factor 2: Visual & Relevance Appeal: This factor represents the aesthetic, personalization, and exposure-based impact of advertisements. Visually 

attractive ads, ones that seem relevant to personal interests, and ads seen repeatedly tend to make users more interested and engaged. It shows how design 

and frequency play a role in maintaining attention and interest. 
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Factor 3: Social Influence: This factor captures the social validation aspect of online ads. Endorsements from influencers and visible social proof (likes, 

shares, comments) strengthen trust and encourage purchases. 

Findings 

➢ KMO (0.812) suggests adequate sampling, and Bartlett’s test confirms strong correlations, suitable for factor analysis. 

➢ Moderate-to-high correlations among variables indicate meaningful relationships, making factor analysis feasible and reliable. 

➢ Three components explain 69.47% cumulative variance, effectively summarizing variables with minimal complexity for strong interpretive 

results. 

➢ Three factors identified: Trust & Utility (ease, reliability), Visual & Relevance Appeal (design, personalization), and Social Influence 

(endorsements, validation). 

➢ 58% positively consider online purchases, with ideation (55%), attitudes (53%), and offers/discounts (52%) being key motivating factors. 

➢ Instagram (50%) and X (formerly Twitter, 50%) lead in influence, followed by YouTube (49%) and WhatsApp (46%) among platforms. 

Conclusion 

Social media advertisements serve as an influential instrument for influencing user purchasing decisions because of today's digital era. Social media 

advertisements use engaging images along with customized material along with endorsements from influencers to create trust and interaction with their 

audience. The widespread use of platforms such as Instagram YouTube and WhatsApp is crucial to consumer connection because these platforms achieve 

efficient delivery of targeted messaging to users. In order to grab attention ads must be attractive and relevant but added features like reviews and 

testimonials from users strengthen their credibility. Businesses use interactive social media platforms to create customized advertisements which match 

individual preferences and behavioral patterns of their target consumer group. Visual attractiveness in advertisements combined with influencer 

endorsements or believed user-generated content increases consumer chances of product purchases. Special offers along with exclusive discounts create 

greater appeal for consumers to take immediate action toward purchasing options.  

The convenience of mobile devices has increased social media advertising effects because consumers commit longer durations to smartphone usage 

across multiple platforms. Users benefit from an easy user experience that allows them to interact with ads while exploring products as well as making 

purchasing decisions leading to stronger social media impact on online buying decisions. Succinct decisions made by consumers result from effective 

social media advertisements which also need to be visually appealing and both relevant and credible to match audience preferences. Companies who 

apply these marketing methods optimally achieve online revenue growth together with sustained customer dedication. 
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