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Abstract- 

In nowadays digital age, social media has turn out to be a powerful tool that influences the day by day lives and choice-making strategies of adolescents. This 

research paper explores the impact of social media marketing on the acquisition behaviour of younger purchasers. The have a look at investigates how structures 

like Instagram, Facebook, YouTube, and Snapchat shape buying decisions via influencer marketing, brand promotions, person-generated content, and 

advertisements. Primary data was amassed through a structured questionnaire targeting young people elderly 18–30. The findings imply that attractive content, peer 

impact, and interactive emblem presence on social media considerably have an effect on the purchasing alternatives of young individuals. The have a look at also 

highlights the role of accept as true with, logo loyalty, and perceived authenticity in shaping patron behaviour. This studies affords treasured insights for 

entrepreneurs to tailor their strategies extra effectively to seize and preserve the eye of adolescents on social media.  
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Introduction 

Social media has turn out to be an important part of regular existence, particularly for the more youthful technology. Platforms like Instagram, Facebook, 

YouTube, Snapchat, and Twitter are not just used for conversation however additionally for amusement, learning, and buying. With the growing use of 

smartphones and the net, young human beings spend a variety of time on social media structures, making them a key goal for marketers. Social media 

advertising and marketing is a method used by agencies to sell their products and services on-line. It includes one of a kind strategies like influencer 

advertising, paid commercials, promotions, giveaways, and growing enticing content material. These advertising activities can without problems seize 

the attention of younger customers and affect their buying selections.  

 

Youth are more likely to observe tendencies, take pointers from influencers, and get attracted to creative and attractive on-line classified ads. Their 

purchase behaviour is frequently laid low with what they see and enjoy on social media. Whether it is shopping for clothes, food, devices, or reserving a 

service, social media performs a massive function in shaping their possibilities and choices. This studies objectives to have a look at how social media 

advertising influences the purchase behaviour of adolescents. It will explore which systems are most influential, what kind of content material is simplest, 

and how on-line promotions lead to actual shopping for choices. By know-how this, entrepreneurs can design better techniques to connect with young 

purchasers in a extra effective manner. 

 

Objectives of the Study 

 

➢ To identify the most commonly used social media platforms by youth. 

➢ To understand the types of social media marketing strategies (e.g., influencer marketing, ads, promotions) that most affect their purchase 

decisions. 

➢ To examine how often youth make purchases influenced by social media content. 

 

Literature Review 

In Marketing Management, Kotler and Keller emphasize the importance of integrated marketing communication and highlight how digital channels, 

especially social media, have become essential tools for influencing consumer behaviour. They argue that social media marketing allows for direct 

engagement with target audiences, particularly the youth, who are highly active online. 
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Schiffman and Kanuk (2014) In their book Consumer Behavior, the authors explain the psychological processes behind buying decisions. They point out 

that peer influence, product visibility, and repeated exposure through digital platforms can significantly shape consumer attitudes and preferences—

factors that are deeply embedded in social media usage. 

 

Armstrong and Kotler (2017) 

The authors state in Principles of Marketing that traditional advertising is rapidly being replaced by more interactive, real-time strategies, such as 

influencer marketing and viral content, which are particularly effective among tech-savvy younger generations. 

 

Mangold and Faulds (2009) Their research article titled “Social Media: The New Hybrid Element of the Promotion Mix” discusses how social media acts 

both as a communication channel and a promotional tool. It reveals that word-of-mouth and user-generated content play crucial roles in influencing 

consumers, especially millennials and Gen Z. 

 

Kapoor et al. (2018) In their study on the Impact of Social Media on Consumer Buying Behavior, the authors found that consumers, especially youth, are 

highly influenced by influencer reviews, promotional offers, and peer recommendations shared over platforms like Instagram and YouTube. 

Statista (2024) According to statistics from Statista, over 70% of youth in India use social media daily, with platforms like Instagram, WhatsApp, and 

YouTube seeing the highest engagement. This widespread usage provides marketers a strategic opportunity to shape buying habits. 

HubSpot (2023), HubSpot outlines that social media marketing strategies such as storytelling, visual content, and influencer endorsements create 

emotional connections with consumers, increasing brand recall and influencing purchase intent. 

Forbes (2023) An article on The Power of Influencer Marketing states that influencers bridge the trust gap between brands and consumers. Youth, in 

particular, follow influencers for product advice, which significantly affects their buying decisions. 

Sprout Social (2023), Sprout Social’s reports show that consumers expect brands to be transparent and responsive on social media. When brands interact 

positively and post engaging content, they are more likely to convert viewers into buyers. 

India Today (2023) The article discusses how digital marketing campaigns are increasingly targeting young users who rely on social media for product 

discovery, reviews, and offers. The youth segment is found to be highly responsive to content that feels authentic and relatable. 

 

Research Methdology 

The research methodology is the systematic process through which this study was carried out to explore the impact of social media marketing on the 

purchase behaviour of youth. This section outlines the research design, sampling technique, data collection method, and tools used for analysis. 

 

1. Research Design 

The study follows a descriptive research design, which aims to describe the current behaviour, preferences, and opinions of youth regarding social media 

marketing and its influence on their buying decisions. The research is both quantitative and primary in nature, relying on first-hand data collected directly 

from the target audience. 

 

2. Source of Data 

• Primary Data: Collected through a structured questionnaire circulated among youth. 

• Secondary Data: Collected from books, academic journals, online articles, and previous research papers to support the theoretical foundation 

of the study. 

 

3. Sampling Technique 

The study used a convenience sampling technique. Respondents were selected based on their availability and willingness to participate. This non-

probability sampling method was ideal for collecting responses quickly and effectively within the target group. 

 

4. Sample Size 

A total of 100 respondents were surveyed, primarily consisting of individuals aged between 18 to 30 years, who actively use social media platforms. 

 

5. Data Collection Method 

The primary data was collected using a Google Form questionnaire, which included close-ended multiple-choice questions based on the study objectives. 

The questionnaire was divided into sections covering: 

 

• Social media usage 

• Brand engagement 

• Influence of advertisements and influencers 

• Trust in social media content 

• Impact of content formats 

 

6. Tools for Data Analysis 

Data collected was compiled in Microsoft Excel and analyzed using percentage analysis. The responses were interpreted with the help of tables to present 

a clear understanding of each question's outcome. 
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Data Analysis & Interpretation 

Q1. Which social media platforms do you use regularly?  

Particular No. of Respondents Percentage (%) 

Instagram 85 85% 

YouTube 75 75% 

WhatsApp 70 70% 

Facebook 40 40% 

Others 10 10% 

Interpretation: 

The data shows that Instagram is the most popular platform among youth, used by 85% of respondents. YouTube and WhatsApp also have high usage 

rates. 

 

Q2. How many hours do you spend on social media daily? 

Particular No. of Respondents Percentage (%) 

Less than 1 hour 10 10% 

1–2 hours 25 25% 

2–4 hours 40 40% 

More than 4 hours 25 25% 

Interpretation: 

The majority of youth (40%) spend 2 to 4 hours daily on social media, followed by 25% who use it for more than 4 hours. This indicates a significant 

daily presence on these platforms, making them effective channels for marketing. 

 

Q3. Which types of social media promotions catch your attention the most?  

Particular No. of Respondents Percentage (%) 

Influencer/product reviews 60 60% 

Discount/promotional posts 50 50% 

Brand-sponsored reels/stories 40 40% 

Giveaways and contests 30 30% 

Paid advertisements 20 20% 

Interpretation: 

Influencer reviews and discounts/promotions are the most attention-grabbing marketing strategies for youth, with 60% and 50% respectively. This 

suggests that trust-based and value-based marketing are more effective than standard paid ads. 

 

Q4. Have you ever bought a product/service because it was promoted by a social media influencer? 

Particular No. of Respondents Percentage (%) 

Yes 68 68% 

No 32 32% 

Interpretation: 

A majority of respondents (68%) have made purchases based on influencer promotions, indicating that influencers have a strong impact on youth 

buying behaviour. 

 

Q5. How often do you buy something after seeing it on social media? 

Particular No. of Respondents Percentage (%) 

Very often 20 20% 

Sometimes 50 50% 

Rarely 25 25% 

Never 5 5% 

Interpretation: 

Half of the respondents (50%) sometimes purchase products seen on social media, while 20% do so very often, showing that social media influences 

buying decisions in a moderate to strong way for most youth. 

 

Q6. What kind of products are you most likely to purchase after seeing them on social media? (Select all that apply) 

(Multiple responses allowed – Total responses exceed 100) 

Particular No. of Respondents Percentage (%) 

Clothing and fashion 70 70% 

Beauty and skincare 55 55% 

Electronics and gadgets 40 40% 
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Food and beverages 35 35% 

Online courses/subscriptions 25 25% 

Interpretation: 

Clothing and fashion products are the most purchased category influenced by social media (70%), followed by beauty/skincare (55%). This indicates 

that youth are highly influenced by trends and visual appeal in consumer goods. 

 

Findings 

  Popular Social Media Platforms 

• Instagram emerged because the maximum widely used platform among teenagers (85%), accompanied with the aid of YouTube (75%) and 

WhatsApp (70%).  

• Platforms like Facebook, Snapchat, and Twitter have incredibly decrease engagement amongst young users. 

  Daily Time Spent on Social Media 

• A massive portion of respondents (40%) spend 2 to 4 hours every day on social media, indicating a strong presence and ability exposure to on 

line advertising.  

• An additional 25% use social media for extra than four hours, similarly strengthening the have an impact on of these structures on their 

shopping behaviour.  

  Effective Social Media Marketing Strategies 

• Influencer/product opinions (60%) and discount/promotional posts (50%) are the most attention-catching advertising techniques.  

• Youth reply much less to paid classified ads (20%), suggesting that genuine and fee-pushed content material is extra impactful. 

  Influencer Impact on Purchase Decisions 

• 68% of the respondents admitted to purchasing a services or products after seeing it promoted by a social media influencer.  

• This demonstrates the strong influence that social media personalities have over teenagers buying selections. 

  Frequency of Social Media-Driven Purchases 

• 50% of the youngsters sometimes make purchases after seeing a product on social media, even as 20% accomplish that very frequently.  

• Only a small percent (five%) said by no means shopping something based totally on social media content. 

  Most Purchased Product Categories 

• Clothing and style (70%) and splendor and skincare products (55%) are the maximum usually purchased gadgets influenced by using social 

media.  

• Electronics, meals items, and online subscriptions also show mild ranges of interest.  

 

Conclusion 

In the modern-day digital age, social media has evolved from being simply a verbal exchange device to a powerful platform that influences patron 

behavior, in particular among adolescents. This take a look at aimed to look at the effect of social media marketing on the purchase choices of young 

individuals through primary studies. The findings have highlighted several big insights into how and why social media shapes the buying behavior of this 

demographic. The research discovered that structures like Instagram, YouTube, and WhatsApp dominate teens engagement, suggesting that those are the 

handiest channels for entrepreneurs concentrated on this age group. It turned into also discovered that a enormous wide variety of young people spend a 

large amount of time daily on social media, which increases their exposure to diverse types of advertising and marketing content material. 

 

One of the most influential advertising strategies diagnosed turned into influencer marketing. A majority of the respondents stated being motivated to 

purchase products or services that had been encouraged by using social media influencers. This shows a high degree of trust and relatability that the 

youngsters companion with influencers, making it a essential issue of social media advertising strategies. Promotions including reductions, giveaways, 

and subsidized content material additionally attract good sized interest, indicating that value-primarily based and interactive techniques are greater 

effective than conventional commercials. Furthermore, the take a look at showed that social media at once impacts the acquisition frequency of youngsters, 

with many reporting that they every so often or very regularly purchase products after viewing related content on these systems. Fashion, beauty, and 

electronics were many of the pinnacle product classes inspired by using social media content, showing a clean fashion within the form of purchases being 

made. 
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