
International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page – 7006-7013

International Journal of Research Publication and Reviews

Journal homepage: www.ijrpr.com ISSN 2582-7421

A study on the Impact of social media on Consumer Buying Behavior

AASHI BHARDWAJ

Student, Department of Management, School of Business
Galgotias University, Greater Noida
DOI : https://doi.org/10.5281/zenodo.15671562

ABSTRACT :

The emergence of social media has significantly altered consumer behavior, influencing how people gather information, form opinions, and make purchasing
decisions. This research delves into the effects of social media on consumer purchasing behavior, specifically examining how platforms like Instagram, Facebook,
YouTube, and X (formerly Twitter) influence preferences, brand views, and intentions to purchase. Employing a mixed-methods approach that includes surveys
and interviews, the study examines the influence of social media influencers, online reviews, peer suggestions, and targeted ads. The results indicate that
consumers are greatly affected by user-generated content, with emotional involvement and trust within online communities being crucial factors in the decision-
making process. The research underscores the necessity for marketers to create authentic, engaging, and interactive strategies to sway their target audience
effectively. This study enhances the understanding of the digital consumer journey and provides practical recommendations for businesses looking to utilize
social media to boost customer engagement and increase sales.
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Introduction

The rapid growth of social media platforms has profoundly influenced consumer purchasing behavior, especially among the younger population. In
India, where internet penetration continues to rise, platforms such as Facebook, Instagram, Twitter, and YouTube have reshaped how consumers
discover, assess, and buy products. Influential factors like influencer endorsements, online reviews, personalized advertisements, and peer
recommendations play a key role in shaping buying decisions. This study explores the impact of social media on consumer behavior by analyzing
secondary data from academic research, industry publications, and marketing insights. It also addresses key concerns, including misinformation,
impulsive purchases, and data privacy. The findings highlight that social media has transitioned from being a promotional tool—it now serves as a
major driver of consumer preferences in the Indian market..

Literature Review

This chapter explains what other researchers have found about how social media affects the way people decide to buy products. Social media is not just
for chatting or entertainment anymore—it has become a major part of shopping and marketing. Many studies have shown that social media plays a big
role in shaping how people think about brands, products, and services. Earlier research focused mainly on how social media increases brand awareness.
But newer research looks deeper at trust, emotions, loyalty, and how social media changes buying decisions.
Appel et al. (2020) said that platforms like Instagram and Facebook help build stronger relationships between customers and brands.
Ismail (2017) found that people feel more loyal to brands when companies reply quickly and post interactive content on social media.
Cheung and Thadani (2012) showed that people trust other customers' reviews and feedback more than advertisements.
Hudson et al. (2016) said emotional connections built through social media can lead to long-term customer loyalty.
Mangold and Faulds (2009) called social media a new type of promotion that works better than traditional advertising.
Naylor et al. (2012) discovered that when people see their friends liking or commenting on a product, they are more likely to buy it.
Yadav and Rahman (2018) found that contests, reviews, and information shared online improve the way people feel about a brand.
Hajli (2014) confirmed that discussions, comments, and reviews online build trust and lead to more purchases.
Duffett (2017) showed that young people are especially influenced by fun, emotional, or entertaining social media ads.

Some psychological theories also help explain why social media works so well in influencing people:
AIDA Model (Attention, Interest, Desire, Action): Social media grabs people’s attention with visuals, builds interest through influencers, creates
desire with lifestyle posts, and drives action with “Shop Now” buttons.
Maslow’s Hierarchy of Needs: People want to feel included and respected. Social media helps them follow trends and be part of online groups, which
satisfies these emotional needs.
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Theory of Planned Behavior (TPB): People are influenced by what they believe, what others think, and how easy it is to take action, like buying a
product with one click.
Influencers, especially micro-influencers with fewer but loyal followers, have become trusted voices. Studies show that people find their reviews more
real and honest than traditional ads. For example, “Chatterjee & Mehta (2023)” found that 72% of Indian consumers trust influencers more than brand
messages.

Today’s social media ads are smart. They show users exactly what they are interested in. This is done using data and AI. According to a Nielsen (2024)
report, social media ads now bring in double the sales compared to older types of digital ads. Features like “shoppable stories,” reels, and live selling
make it easier for users to shop while scrolling.

Research Methodology

1. Research Design

The research uses a descriptive and analytical design:
Descriptive: It helps to describe what people do on social media and how it affects their shopping behavior.
Analytical: It helps to study patterns, trends, and connections—for example, between how often people use Instagram and how often they buy
something after seeing it online.

2. Data Collection Methods

a) Primary Data
Primary data was collected directly from people using a Google Forms questionnaire. The form was shared through platforms like WhatsApp,
Instagram, and email.
The questionnaire included:
1. Demographic details (age, gender, job)
2. Social media usage (platforms used and how often)
3. Experience with ads and influencers
4. Whether they bought products after seeing them online
b) Secondary Data
To support the research, extra information was taken from:
1. Academic journals
2. Online articles and case studies
3. Industry reports (from Statista, Deloitte, Nielsen)
4. Government or institutional websites

3. Sampling Method

The research used non-probability convenience sampling. This means people were chosen based on availability and willingness to answer the survey.
Who was included?
1. People between 18–35 years old
2. Urban or semi-urban residents in India
3. Active users of social media
4. Those who made at least one online purchase in the past six months

4. Sample Size

The study collected data from 102 people. This number was enough to:
1. Understand buying behaviour patterns
2. Represent the views of Indian youth who use social media
3. Analyse results using simple charts and graphs.
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Data Analysis

Fig.1

Interpretation- Young adults are the most active group on social media and are more likely to be influenced by it while shopping. In this study we
found that maximum students are between the age group 18-25 and few are between the age group 26-25
2. Gender of Respondents

Fig. 2

Interpretation- Female respondents participated more, showing a slightly higher interest in social media-related shopping. About 57% were female,
and 40% were male. A small number chose “Prefer not to say”, and none chose “non-binary.”

3. Frequency of Social Media Usage

Fig.3
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Interpretation- social media is a regular part of most users' lives, which increases their chances of seeing ads, influencer content, and promotions.
Around 78% of people said they use social media multiple times a day. About 15% use it once a day, and the rest only a few times a week or never

4. Most Used Social Media Platforms

Fig.4

Interpretation- Instagram and YouTube are the leading platforms for influencing buying behavior due to their visual and interactive content.
Respondents were allowed to select multiple platforms. The most popular ones were: Instagram, YouTube Followed by Facebook and LinkedIn.

5. Have You Ever Bought a Product After Seeing It on Social Media?

Fig.5

Interpretation- Most people admitted that social media influenced them to make a purchase, proving its strong impact on consumer behaviour.

6. What Type of Content Influences You the Most?
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Interpretation- People trust influencers more than ads. They feel influencer content is more honest and relatable. Influencer Recommendations – Most
chosen (around 36%), Brand Posts, Viral Trends, Sponsored Ads – Least chosen

7. Impact of Live Shopping (e.g., Instagram Live Shopping)
.

Fig.7

Interpretation- Live shopping is a powerful tool. Watching a product demo live builds trust and encourages quick purchases. 1. 50% said it
significantly increases their chance of buying, 26% said it somewhat influences them, Others said it had no impact, or they don’t use live shopping

8. Do You Trust Influencers More Than Traditional Advertisements?

Fig.8

Interpretation- Almost half of the users trust influencers over ads, showing the power of peer-like content in decision-making. 48.5% trust influencers
much more than ads, About 14% trust both equally, 13.9% trust traditional ads more, Around 23% said they don’t follow influencers.
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9. What Is the Main Reason Social Media Influences You?

Fig.9

Interpretation- People are drawn to what is viral. They also like seeing real people reviewing products, which adds trust. Trending Content – Most
popular reason (around 39%), Peer/Influencer Reviews, Visual Appeal of Products, Easy Access to Product Links – Least chosen

10. Occupation of Respondents
.

Fig.10

Interpretation- Since students are very active online, the results are mostly focused on how youth respond to social media marketing. Most of the
participants were students and a few were working professionals, entrepreneurs, or freelancers

Findings

Influencer Marketing and Trust: Approximately 70% of consumers acknowledge that influencer marketing substantially impacts their purchasing
decisions. Influencers' authentic and relatable endorsements foster trust, leading to increased brand awareness and consumer engagement. For instance,
Blue Apron collaborated with over 200 influencers, resulting in 7.4 million impressions and a 1.9x return on investment.
User-Generated Content (UGC) and Social Proof: User-generated content serves as a powerful form of social proof, with 60% of consumers
considering it the most authentic content. Brands like Daniel Wellington leverage UGC by showcasing customer photos on their websites, enhancing
credibility and influencing purchase decisions.
Parasocial Interactions: Consumers, particularly younger generations, form emotional connections with influencers, known as parasocial interactions.
These connections substantially influence purchase intentions, often outweighing product credibility.
Conspicuous Consumption: Social media platforms amplify conspicuous consumption, where individuals purchase products to display social status.
This trend is prevalent among younger users, influenced by peers and influencers showcasing luxury items.
Social Commerce and Direct Purchases: The integration of shopping features within social media platforms has streamlined the purchasing process.
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In the UK, TikTok has become a significant player in the beauty industry, with one product sold every second via TikTok Shop UK.
These findings underscore the transformative role of social media in shaping consumer buying behavior, highlighting the importance for brands to
engage effectively with digital-savvy consumers.

Recommendations

1. Enhance Influencer Partnerships
Collaborate with influencers who align with your brand values to build trust and authenticity. For instance, Hailey Bieber's Rhode brand gained
popularity through her social media presence, leading to its $1 billion acquisition by ELF Beauty.
2. Encourage User-Generated Content (UGC)
Promote UGC by encouraging customers to share their experiences with your products. UGC serves as powerful social proof, influencing consumer
perceptions and purchase decisions.
3. Utilize Social Proof
Showcase positive reviews, testimonials, and user-generated content on your social media platforms to build credibility and influence potential buyers.
4. Implement Personalized Advertising
Leverage data analytics to create personalized and targeted advertising campaigns that resonate with individual consumer preferences, enhancing the
likelihood of conversion.
5. Foster Emotional Connections
Share stories, values, and behind-the-scenes content to humanize your brand and build emotional connections with your audience, driving brand loyalty.
6. Integrate Augmented Reality (AR) Experiences
Incorporate AR features in your social media platforms to allow consumers to virtually try products, enhancing their shopping experience and
influencing purchase decisions.
7. Monitor and Adapt to Trends
Stay updated with emerging social media trends and consumer behaviors to adapt your strategies accordingly, ensuring relevance and engagement with
your audience.

Limitations

1. Sampling Bias and Generalizability
Many studies rely on convenience sampling, often targeting specific demographics or regions, which may not represent the broader population. For
instance, research focusing solely on urban youth may overlook the perspectives of rural or older consumers, limiting the applicability of findings
across diverse groups.
2. Self-Reported Data and Response Bias
Data collected through surveys and interviews are susceptible to self-reporting biases. Consumers may overstate their engagement with social media or
underreport impulsive buying tendencies due to social desirability, leading to inaccuracies in understanding actual behaviors.
3. Rapid Technological Evolution
The dynamic nature of social media platforms means that consumer behaviors can change swiftly. Research findings may become outdated as new
features, platforms, or trends emerge, posing challenges in maintaining the relevance of studies over time.
4. Cultural and Regional Variations
Consumer responses to social media marketing can vary substantially across different cultures and regions. What influences consumers in one country
may not have the same effect elsewhere, necessitating region-specific studies to gain accurate insights.
5. Ethical and Privacy Concerns
The collection and analysis of consumer data raises ethical issues related to privacy. Consumers may not be fully aware of the extent to which their
online activities are monitored, leading to concerns about consent and data security.
6. Overemphasis on Quantitative Metrics
Many studies focus on measurable aspects such as likes, shares, and comments, potentially overlooking qualitative factors like emotional engagement
and brand perception, which are crucial in understanding consumer behavior.
7. Influence of Algorithms and Filter Bubbles
Social media algorithms curate content based on user preferences, potentially creating echo chambers. This can skew consumer exposure to information,
affecting the diversity of influences on their buying decisions.
8. Difficulty in Establishing Causality
While correlations between social media activity and purchasing behavior are evident, establishing direct causality is challenging due to the multitude
of external factors influencing consumer decisions.

Conclusions And Future Research

Social media has substantially transformed consumer buying behavior, influencing purchase decisions through factors such as influencer marketing,
user-generated content, and social commerce. Platforms like TikTok and Instagram have become integral to product discovery and brand engagement,
particularly among younger demographics.
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Future research should explore the long-term effects of social media on brand loyalty and consumer trust. Investigating the role of artificial intelligence
in personalizing consumer experiences and its impact on purchasing decisions will provide valuable insights. Additionally, examining cross-cultural
differences in social media influence can enhance the understanding of global consumer behavior patterns. Addressing ethical considerations, such as
data privacy and the psychological effects of social media marketing, is also crucial for developing responsible marketing strategies.
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