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The Influence of Social Media on Purchasing
Decisions
Abstract
Millennials and the next generation are the most enthusiastic about social media platforms and apps. The
development of internet usage among all individuals has been expanding day by day. The major goal of this
study is to look at the influence of social media on client purchasing decisions. This study included a
quantitative analysis with vital information acquired through a survey with prominent social media apps and
clients based on their insights, mentalities, points of view, and wants of all the social media applications to buy
anything online conveniently and without travelling. Analysts, including ourselves, have looked at the strategies
used by these companies and the influence of social media on people's purchasing decisions. This inquiry
focuses on the behaviour of consumers in relation to social media online delivery apps, which are rapidly
transforming the buying scenarios of customers in India and throughout the world. The attitudes, intentions,
preferences, and decisions made by customers while purchasing a product or service are referred to as consumer
buying behaviour. Purchases are regarded risky, and as a result, the decision-making process requires a lot of
information. With the rising popularity of social media sites such as Twitter and Instagram, the trend of living
life in fast succession through these portals by engaging socially with people through stories, tweets, and
photographs has boosted knowledge of social media promotion.

Introduction

According to statistics from RedSeer, the consumer internet segment in India declined from pre-Covid $75
billion GMV in January to $10 billion in April before rebounding to around $45 billions in June, around $65
billion in August, and eventually to $80 billion in December. It comprises visiting websites or using
applications, selecting from a variety of mobile devices and other equipment, purchasing products online, and
paying for them using a variety of online payment methods. YouTube, Instagram, and Facebook are some of the
top players, as noted in our study.
Customer happiness and behaviour on this service are at the heart of the online product. This case study
investigates consumer behaviour toward various online product delivery systems as well as the influence of
social media on product purchases.
The activities associated with the purchasing process have been fundamentally altered by social media.
Consumers are looking for items online, and social media shows that there are a variety of advantages to having
a social media presence that marketers are missing out on in traditional marketing . The major goal of this
research is to look at how social media influences customers during the purchasing process.
Consumers adapt to the Internet for a variety of reasons, including affordability, convenience, and variety. In the
last ten years, social media buying has become a major development in the e-commerce sector, with a
significant amount of money travelling via it. The usage of virtual social networks for purchasing is known as
social media shopping. In the purchasing process, reviews and other online social tools are useful. Consumers
who are increasingly spending money and time on the internet are the focus of this study report. At work, at
home, and on the go, they have constant opportunities to engage with people, organisations, and businesses.
Consumers are increasingly using social media sites to connect with companies, learn about them, exchange
information about them, and explore, purchase, and review them.
This study delves into it in depth. More than 54 million businesses are reported to have created online brand
communities on Facebook for marketing objectives. Firms are engaging in social media advertising by
providing a variety of material (e.g., information on a new product or a new deal) and arranging a variety of
activities to engage their customers.

Objectives
1. Investigate customer attitudes concerning online product delivery.
2. To comprehend the influence of technology on consumer behaviour, as well as the impact of social media
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buying selections and customer satisfaction delivery using these capabilities.
3. To comprehend the relationship between facilities and client purchasing behaviour.
4. To locate the most popular app on the social media platform for purchasing items online and receiving prompt
delivery.
5. Develop an understanding of the contributing elements, demands, and distinct characteristics of various social
media platforms.

Literature review:

The main goal of this study was to look at the relationship between buyer perceptions of online product services.
This is based on some past study on the subject. It is apparent that the majority of consumers prefer to place
their orders through internet administrations.
This research is based on primary data gathered through a poll with customers from all online product
conveyance stages and customers based on their perceptions, points of view, requirements of online product
conveyance administrations, how frequently they request products on the web, what days you request your
purchasing product, and so on. As the inquiry reveals, clients' or consumers' behaviour towards internet
shopping conveyance stages is rapidly transforming product selling in India.
Since we all know, online purchasing and delivery of products has grown increasingly popular in recent years,
as it provides a single window through which we can browse a large range of products and order products from
a wider number of cafés. As we can see, there are a wide range of restaurants that provide their products via
online services that provide the finest deals and provide us with any of our favourite products at genuinely
reasonable prices. As we can see, there are numerous online product delivery applications such as Instagram,
Facebook, YouTube, and other Social media platforms applications such as Amazon, Flipkart, and so on.
Individuals can plan through this application and request their most loved product from their favourite online
shopping apps from the internet.
Online Product Delivery (OPD) plays a critical role in the growth of online businesses. The advancement of
innovation is being aided by internet seeking. As a result, it will be absolutely accurate to argue that OPD has a
significant impact on a country's financial situation. The activities in malls and showrooms are strongly affected
by the Covid-19 episode. People have stopped going shopping and are instead relying on OPC (online product
conveyance). However, after 2 months, when over 20% of people, such as bachelors, tenants, and understudies,
were reliant on small shoppers and OPD for product, they began to run into issues because they lacked culinary
abilities or lacked adequate assets . A few restaurants opened at the same time and began operating. People are
still unsure whether or not to make an appointment, so the restaurant began displaying its OPD, which
disinfected malls, hotels, stores, and routine temperature checks by gourmet experts and employees. This review
specifically examines the various alternatives and gives acceptable rationale for all methodological decisions
made, outlining the research process in detail, based on the study aim, research objectives, and research
questions.
Because knowing research philosophy is seen as a requirement for performing research, the chapter begins with
a review of research inquiry paradigms. The researcher confesses his pragmatic orientations and gives
acceptable argum'entation for the social constructionism viewpoints selections in his endeavour to suit the
criteria of this study's unique research difficulty. The decision to use qualitative methodologies in the study is
therefore supported. The chapter goes on to explain why focus groups were chosen as one of the numerous
qualitative data gathering approaches.

Research Methodology



Data used - Primary Data.



The total number of answers There were 72 answers from various Indian states.
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The descriptive research design was adopted in this study.. It is research that describes a
population or sample that is being studied. Before looking into why a research problem occurs, it's
critical to have a thorough grasp of it.



Data used – Secondary data.

POPULATION- Online consumers from the Pune region who are engaged on social media about their favourite
products and services make up the demographic. Sample Size: A total of 100 people were considered for the
study. Random sampling from the Chandigarh region's population was used to determine sample size.

Type of Research:

The Reserch Design used the in this Research is a Descriptive Research Design. It is Conclsive
Reserch type .
Sample Size: 234 People
Sample Area: Pune
Sampling Method: Convenience Method

Research Scope:
• To determine which of the most popular social media platforms are used by marketers.
• Investigate the impact of social media on consumer purchasing decisions.
• To determine the elements that impact customer purchase intentions as a result of social media.

Social media has had a meteoric rise in popularity in recent years: Facebook, a social networking website,
claims to have 1.3 billion active users worldwide, with more than half of them logging in every day; Twitter, a
microblogging website, claims to have 225 million users who post on average 500 million tweets per day
(Twitter 2014); More than 1 billion unique users visit YouTube each month, watching more than 6 billion hours
of video (YouTube 2014); and there are over 181 million blogs worldwide (Wikipedia 2014). (Nielsen 2012). In
the context of tourism, two-thirds (67%) of US travellers appear to read reviews published by other travellers
during their travel-related search process (Google 2014), whereas 15% of US adults submit hotel evaluations
after coming home from a trip (Google 2014). (Expedia 2013). TripAdvisors, a travel review website, appears to
be the obvious leader in social media-related travel.
The goal of this study was to create hypotheses in order to gain a more complete picture of Kean University
student activity on social media platforms. The limits were utilised to see how they were persuaded to make
online purchases as a result of their interaction.

Data collection



Population Size: The total population size is indefinite.



The sample size for this study was 88 persons, with the majority of them being between the ages
of 18 and 24.
Statistical tool: Both primary and secondary sources were used to acquire the data. The
questionnaire, which collects information based on consumers’ behaviour toward online
product delivery, is considered primary data.. Secondary data include information
collected from various journals, news articles, etc.
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Secondary data is used.

• The activities associated with the purchasing process have been fundamentally altered by social media.
Consumers are searching for items online through social media, indicating that there are no benefits to having a
social media presence that marketers lack in traditional marketing (Renu and Bansal, 2019). The main goal of
this study is to examine the impact of social media on consumers during the purchase decision-making process,
as well as their attitudes toward social media, so that businesses can decide whether to pursue social media
marketing strategies or stick with traditional marketing strategies.
• Purchase intent is a measure of customer retention that is influenced by extrinsic factors such as brand image,
customer satisfaction, product quality, and so.
Swinyard (1993) and Mcquitty investigate the impact of purchase intentions on customer satisfaction. Sweeny
et al. (1999) investigated how customer satisfaction affected consumer purchase intent. Parasuraman et al.
provided an empirical analysis to evaluate the association between product quality and purchase intention
(1996). People are more active and engaged on social media platforms, forcing businesses to begin looking for
technologically effective mechanisms to communicate more with their consumers (Renu and Bansal, 2018).

Data Interpretation and Data Analysis

Interpretation: With this review we could comprehend that the proportion of male and females
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concerning effects of social media on consumer buying behavior is extraordinary. The female
respondents are 36.1% and the male were 65.9% respondents.
Age

Interpretation: Most of the respondents i.e; 80% are of between 20-25 years of age. 7.5% are
of between 25-30 years of age, and 12.5% are of above 35 years and above.

Ease and Convenience

Interpretation:
63.4 percent of respondents are indifferent when it comes to paying attention to advertisements on social media,
while 19.5 percent of respondents say that they do. 17.1 percent of respondents disagree, claiming that they do
not pay enough attention to social media advertisements while making purchasing decisions.

Preferred Social Media Platforms
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Interpretation:
We learned from this study that the majority of respondents, 47.5 percent, prefer to utilise the Instagram app.
You Tube users make up 37.5 percent of the respondents, while Facebook users make up 7.5 percent. For their
online product delivery service, the remaining 3.75 percent of respondents utilise blog posts and 3.75 percent
use various platforms

Preferred Time
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Interpretation: We learned from this poll that over half of the respondents (61%) are inclined to order
any goods on occasion. i.e. 29.3 percent of respondents ordered often, i.e. only on rare occasions, and 7.3
percent of respondents ordered products online on a regular basis. 2.4 percent of people never buy
anything online through a social networking platform.

Preferred Changes

Interpretation: We discovered that 56.1 percent of respondents said they occasionally modify their buying
choices as a result of relevant information obtained from social media sites. Those 29.3 percent who
adjust their preferences to order products after acquiring relevant information from social media sites
are frequently replied to. On the other hand, 9.8% of respondents said they always ordered products
online. After seeking and getting relevant social networking site information, 4.8 percent said they would
never modify their purchasing habits.

Purchase Information
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Interpretation: We deduced that 36.6 percent of respondents changed their buying choices as a result of
relevant information obtained from social media sites. Those 29.3 percent who frequently modify their
preferences to order products after getting relevant information from social media sites are frequently
replied to. On the other hand, 9.8% of respondents said they always ordered products online. After
exploring and getting relevant social networking site information, 4.8 percent of respondents said they
would never modify their purchase choices.
Source of Informations

Interpretation: user reviews are 28% so the before buying any product online customer must look the
review of that product
.
Source of Information

Interpretation: We learned how much money customers spend purchasing products online from this poll. 35.6
percent of respondents said they get a lot of promotions via social media, 17.1 percent from internet, 29.3
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percent said they get them through the mail, and 17.1 percent said they get them on other platforms.
Feedback of customers

Interpretation: 70.7 percent of those polled agreed. 26.9% said they were neutral, while the rest said they
disagreed.

Source of Information

Interpretation: 63.4% Agree respondents and 34.1% are responded neutral and remaining are
disagree
Findings
A total of 41 persons from various areas of India participated in this study.
• Males made up the majority of the responders (65.9%).
• The majority of those who responded were between the ages of 18 and 30.
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• According to the poll, the customer's favourite channel is Instagram.
• Once or twice a week, 54.4 percent of respondents place an order for an online product.
• Statistical, which necessitates the use of a representative sample, which is only found in quantitative
approaches
• Tentative or occurrence, when researchers uncover common results across a social category and presume that
the people inside that social category is likely to hold similar beliefs, resulting to the formation of hypotheses
rather than a definite conclusion.
• Presence generalisation refers to the existence of a certain reaction while also acknowledging the possibility of
others.
• Theoretical generalisation happens when a researcher goes to theoretical claims with a high level of
universality based on focus group data.
• Analogical generalisation happens when findings from a small group with certain features are applied to a
comparable small group.
• The goal of Duangruthai Voramontri and Leslie Klieb's study was to assess the impact of social media on
consumers' buying decision processes for complicated products, as well as the extent to which decisions are
influenced by social media use. The findings demonstrated that social media has the greatest effect in the first
and second stages of the buying behaviour process (information search and search for alternatives), but not in
the purchase decision stage or post-purchase assessment. Malls are preferred by customers over showrooms and
branded stores for shopping. The most influential factors in purchasing branded apparels include family, social
media, peer reviews, and celebrity endorsements. Discounts were chosen by customers of all ages over any other
promotional technique.
• When compared to those who rely on other information sources, social media users prefer and enjoy the
decision-making process. During the decision-making process, social media users are happy and confident, and
information overload has no detrimental influence on customer satisfaction.

Popular Social Media Channels by Marketers
• In this digital world, there are number of social networking sites like Facebook, YouTube, Pinterest, LinkedIn,
Pinterest, Instagram, Google+ and Twitter available for the individuals and have also been adopted worldwide
for business purposes.
Facebook
According to Statista (2018), Facebook, which was created by Mark Zuckerberg in February 2004, has 2.27
billion members, with 294 million of them from India, making it the most popular social networking site on the
planet.
Twitter
After Facebook, Twitter is the most popular social networking site. It was founded in March 2016 by Jack
Dorsey. This social media platform has over 326 million active members, according to Statista. Users can
connect or engage using messages known as tweets, which are limited to 140 characters in length in order to
share information.
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Figure: 1. Popular Social Media Platforms [Social Media Examiner Report (2018)]

Instagram
Kevin Systrom created Instagram in 2010 as a visual social networking platform, and it is currently owned by
Facebook. According to Statista, it has over 700 million active users, with 71 million of them from India (2018).
This social network is a popular marketing platform that provides members with a variety of useful services
such as online video and photo filtering and editing. The average user interaction rate on Instagram is 3.31
percent, compared to 0.09 percent .
Google Plus
With more than 111 million users worldwide, Google+, the online social network owned by Google, is a major
player in online marketing. Individuals may add their brands to their Google Plus circles, share with their
networks, and interact with merchant content.
YouTube
Steve Chen, Chad Hurley, and Jawed Karim, three former PayPal workers, launched YouTube in February
2005. In November 2006, Google Inc. purchased the company. With over 1.8 billion monthly users, YouTube is
the most popular video-based social networking platform. Users may upload, rate, share, and comment on
videos.

Conclusion
In light of their true convictions, the customer's approach varies as represented by various likenesses and
contrasts. It is also observed that the majority of people prefer to order products from Amazon rather than
Flipkart. The shopper's perspective on online product ordering vary from person to person, and discernment is
limited to some extent by the availability of acceptable availability and receptivity to online product services. In
summary, the majority of respondents use this online product delivery service, demonstrating the rising
popularity of online services among teenagers. Changes in product seeking patterns are occurring as a result of
customers' shifting lifestyles in India.
We looked at the impact of purchase intention on customer buying behaviour on social media in a consumer
purchase intention case study. We conclude from our research that rewards, interaction, entertainment,
electronic word of mouth, customer reviews, trust, and satisfaction are the factors that have a positive impact on
purchase intention and consumer buying behaviour via social media, with trust having the most impact and
satisfaction having the least impact.
This research on the influence of social media on Christmas shopping decisions adds to our understanding in

16180

www.ijariie.com

487

Vol-8 Issue-2 2022

IJARIIE-ISSN(O)-2395-4396

four ways. First, to consumer behaviour theory, by proposing information exchange as a nine-component larger
consumer behaviour construct. Second, there's the concept of technological fluidity. Fluidity is currently
presented as a property of the sets of behaviours and cognitive functions connected with the use of a certain
technology or media, rather than being a feature of the technology itself. Third, to holiday travel-related social
media research by distinguishing six functional spaces that encompass active users' distinctive behaviours and
cognitive functions: inspiration, cooperation, decision-making, self-expression, communication, and
amusement. Brands utilise advertising to manipulate their clients' emotions in order to persuade them to spend
money on their products. The US market is a wants-based market; it thrives on consumers' need to want more,
to appear like their favourite star, to have the latest technology, and to keep up with current trends. The study
illustrates how social media impacts brand-to-customer interactions, as well as whether or not social mediabased influence resulted in desired outcomes such as customer happiness, referrals, and loyalty. They performed
a three-country study to evaluate how customers who connect with companies through social media vs those
who interact through traditional means think about those brands, as well as how those interactions effect
intended promotional outcomes.
Consumers in France, the United Kingdom, and the United States who engage in brand-related social media
have greater emotional attachment to the brands, are more likely to humanise the brands, have higher quality
brand relationships, and are more satisfied with, willing to recommend, and loyal to the brands, according to
their findings. Their research backs up the advantages of social media involvement on brand-customer
connections with solid worldwide evidence.
Social media allows for two-way conversation, consumer reviews, and quick access to product information. It
also allows users to review and compare options using a variety of social media platforms. Purchase intent is a
crucial aspect in determining a consumer's purchasing behaviour.
We looked at the impact of purchase intention on consumer buying behaviour on social media in our consumer
purchase intention on social media study. We conclude from our research that rewards, interaction,
entertainment, electronic word of mouth, customer reviews, trust, and satisfaction are the factors that have a
positive impact on purchase intention on consumer buying behaviour via social media, with trust having the
most impact and satisfaction having the least effect. Marketers may use social media to study consumer buying
behaviour by offering prizes, entertainment, customer reviews, and satisfaction. On the other side, with social
media, businesses interact directly with customers, and the chances of a customer finding a brand's goods,
postings, or social networking activity irrelevant are significant.
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