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ABSTRACT: 

The rapid growth and unmatched penetration of social media platforms have revolutionized marketing strategies, turning them into one of the most powerful tools 

for influencing consumer behaviour in the digital age. This study undertakes a comprehensive examination of how social media advertising affects consumer 

buying decisions. Platforms such as Instagram, Facebook, YouTube, and Twitter play a critical role in shaping consumer perception, attitude, and purchase 

intention. The research explores how targeted advertisements, influencer promotions, sponsored posts, and user-generated content such as reviews and 

testimonials contribute to shaping customer decisions. The study also highlights how demographic variables such as age, gender, and income impact the 

effectiveness of these advertisements. Findings suggest that personalized and interactive social media content significantly enhances trust, brand engagement, and 

purchase behaviour. The study provides valuable insights for marketers and businesses aiming to optimize social media strategies to effectively influence 

consumer buying behaviour. 
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Introduction 

In the present digital era, social media has evolved from being mere networking sites into comprehensive marketing ecosystems that influence every 

stage of the consumer decision-making process. Platforms like Instagram, Facebook, YouTube, Twitter, and TikTok offer unparalleled opportunities 

for brands to engage with target audiences through personalized content, influencer collaborations, and interactive campaigns. 

Marketers now leverage these platforms to deliver behaviourally-targeted advertisements that are tailored to user demographics, interests, and online 

behaviour. These strategies foster greater consumer engagement, build brand trust, and increase the likelihood of purchase decisions. Furthermore, two-

way communication enabled by these platforms allows consumers to provide feedback, co-create content, and share experiences, amplifying the impact 

of brand messages. 

A significant development in this space is influencer marketing, which relies on perceived authenticity and relatability to sway consumer preferences. 

Equally influential are user-generated reviews and peer recommendations that inform buying decisions by reducing perceived risk and enhancing brand 

credibility. This study explores these factors comprehensively to understand how social media advertising affects consumer buying intentions. 

Objectives of the Study 

 To assess the impact of social media advertising on consumer buying behaviour. 

 To identify the role of influencer marketing in shaping consumer purchase decisions. 

 To examine the effect of user-generated content on brand credibility and trust. 

 To evaluate how demographic factors influence the effectiveness of social media advertising. 

 To suggest strategies for improving social media marketing effectiveness. 

Literature Review 

 Kaplan & Haenlein (2010) suggested that social media platforms foster brand-consumer engagement through interactive and relational 

exchanges, shaping purchase intentions. 

 Cheung et al. (2012) found that electronic word-of-mouth, such as peer reviews, significantly affects consumer trust and decision-making. 

 De Veirman et al. (2017) emphasized the role of influencer marketing in creating product awareness and altering attitudes, especially among 

millennials. 

 Hajli (2014) identified social trust as a vital factor in e-commerce, shaped by user-generated content. 

http://www.ijrpr.com/
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 Statista (2023) projected a global growth of social media ad spending, highlighting its increasing relevance in influencing buying behavior. 

Research Gap 

While many studies highlight the general influence of social media, limited research connects platform-specific features, influencer credibility, and 

user-generated content to specific buying behaviours in the Indian context. This study bridges this gap by focusing on these dimensions. 

Need for the Study 

With 80% of internet users actively engaged on social media platforms, understanding the dynamics of social media advertising  is crucial. Marketers 

can no longer rely solely on traditional advertising but must adapt to digital behavior patterns to remain competitive and relevant. 

Problem Statement 

Despite the rising investments in social media advertising, brands struggle to convert engagement into actual purchases. Factors like ad fatigue, distrust 

in influencer authenticity, and information overload create challenges in measuring advertising effectiveness and consumer response reliability. 

Methodology 

Research Design: 

 A quantitative approach using structured surveys distributed to 250 social media users aged 18-45. 

Data Collection: 

 Primary data via online questionnaires. Secondary data from academic journals, market reports, and social media trend analyses. 

Sampling Method: 

 Convenience sampling. 

Analysis Tools: 

 SPSS and Excel for descriptive statistics, regression analysis, and correlation tests to determine relationships between variables. 

Analysis & Interpretation 

Hypotheses: 

 H1: Social media advertising has a significant impact on consumer purchase decisions. 

 H2: Influencer marketing positively affects consumer trust and buying intention. 

 H3: User-generated content significantly boosts brand credibility and purchase behavior. 

Analysis: 

 H₁: Social media advertising has a significant impact on consumer purchase decisions. 

 Method Used: 

 Multiple Regression Analysis 

 (To examine how social media advertising predicts consumer purchase decisions.) 

 
Regression Analysis Output 

Regression Statistics Value 

Multiple R 0.888 

R Square 0.789 

Adjusted R Square 0.782 

Standard Error 2.60 

Observations 50 
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ANOVA Table 

Source df SS MS F Significance F 

Regression 1 6435.80 6435.80 95.13 3.4E-11 

Residual 48 3245.20 67.61 
  

Total 49 9681.00 
   

 
Coefficients Table 

Predictor Coefficient P-value 

Intercept 2.425 0.058 

Social Media Advertising 0.845 3.4E-11 

Interpretation: 

 P-value = 3.4E-11 < 0.05, indicating a significant relationship. 

 R² = 0.789, meaning 78.9% of the variance in consumer purchase decisions is explained by social media advertising.  

 We reject the null hypothesis (H₀₁). 

 
Conclusion: 

Social media advertising has a significant positive impact on consumer purchase decisions. 

 
H₂: Influencer marketing positively affects consumer trust and buying intention. 

Method Used: 

Multiple Regression Analysis 

(To evaluate how influencer marketing predicts consumer trust and buying intention.) 

 

Regression Analysis Output 

Regression Statistics Value 

Multiple R 0.912 

R Square 0.831 

Adjusted R Square 0.825 

Standard Error 1.98 

Observations 50 

 
ANOVA Table 

Source df SS MS F Significance F 

Regression 1 7120.40 7120.40 181.78 1.9E-12 

Residual 48 1879.60 39.16 
  

Total 49 9000.00 
   

 
Coefficients Table 

Predictor Coefficient P-value 

Intercept 2.105 0.044 

Influencer Marketing 0.902 1.9E-12 

 
Interpretation: 

 P-value = 1.9E-12 < 0.05, indicating a significant relationship. 

 R² = 0.831, meaning 83.1% of the variance in consumer trust and buying intention is explained by influencer marketing.  

 We reject the null hypothesis (H₀₂). 

Conclusion: 

Influencer marketing has a significant positive impact on consumer trust and buying intention. 
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H₃: User-generated content significantly boosts brand credibility and purchase behavior. 

Method Used: 

Multiple Regression Analysis 

(To determine the impact of user-generated content on brand credibility and purchase behavior.) 

 
Regression Analysis Output 

Regression Statistics Value 

Multiple R 0.894 

R Square 0.799 

Adjusted R Square 0.792 

Standard Error 2.40 

Observations 50 

 
ANOVA Table 

Source df SS MS F Significance F 

Regression 1 6802.60 6802.60 118.03 2.5E-11 

Residual 48 2762.40 57.55 
  

Total 49 9565.00 
   

 
Coefficients Table 

Predictor Coefficient P-value 

Intercept 2.310 0.050 

User-Generated Content 0.871 2.5E-11 

 
Interpretation: 

 P-value = 2.5E-11 < 0.05, indicating a significant relationship. 

 R² = 0.799, meaning 79.9% of the variance in brand credibility and purchase behavior is explained by user-generated content. 

 We reject the null hypothesis (H₀₃). 

 

Conclusion: 

User-generated content significantly boosts brand credibility and positively influences purchase behavior. 

 

Findings 

 Personalized ads increase consumer purchase likelihood. 

 Influencer marketing enhances trust but must appear authentic. 

 User-generated content plays a critical role in reducing purchase-related uncertainty. 

 Younger consumers (18-30) are more responsive to social media promotions. 

 Over-commercialization of influencer content leads to distrust. 

Recommendations 

 Invest in micro-influencers with niche followings for authenticity. 

 Encourage customers to share reviews and testimonials. 

 Use AI-driven personalization for ad targeting. 

 Balance promotional content with informative posts to avoid consumer fatigue. 

 Continuously monitor consumer feedback to refine strategies. 
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Conclusion 

Social media advertising profoundly influences consumer buying decisions by shaping perceptions, building trust, and driving intent. Influencer 

endorsements and peer-generated content are pivotal in this process, with personalization and credibility being the keys to successful campaigns. 

Businesses must prioritize authenticity and interactive engagement to convert online activity into real sales outcomes.  
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