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Abstract 

Social media marketing has emerged as one of the most influential digital strategies for businesses globally. With 

billions of active users on platforms such as Facebook, Instagram, YouTube, and Twitter, brands gain 

unprecedented access to consumers and can influence their decision-making in real time. This study investigates 

the impact of social media marketing on consumer behavior, brand engagement, and purchase decisions. Using 

a mixed-method approach—including surveys, descriptive analysis, and literature review—the study evaluates 

how social media tools affect brand visibility, customer trust, communication patterns, and online shopping 

behavior. 

The results indicate that social media significantly shapes consumer perceptions, provides valuable insights for 

businesses, and enhances brand loyalty. The majority of respondents rely on social media for product 

information, reviews, and peer recommendations. However, challenges such as misinformation, privacy 

concerns, and varying content quality still impact user trust. Overall, the findings confirm that social media 

marketing is a dominant force influencing modern consumer journeys, and businesses that strategically adopt 

social tools experience stronger engagement, improved sales, and increased competitiveness. 

1. Introduction 

Digital transformation has reshaped marketing systems across the world, making social media platforms central 

to modern communication and branding. For organizations today, a strong digital presence is not optional—it is 

essential for brand recognition, customer acquisition, and long-term sustainability. 

Social media platforms such as Facebook, Instagram, and Twitter enable businesses to share information, engage 

with consumers, gather real-time feedback, and promote their products at low cost. The interactive nature of 

these networks helps businesses build trust and influence consumer attitudes. 

The rise of social media has led to significant changes in consumer behavior. Customers now depend heavily on 

online reviews, peer recommendations, influencer content, and user-generated posts to make informed purchase 

decisions. As the use of smartphones increases, nearly all shopping-related research is conducted online. 

Consequently, understanding how social media affects purchase behavior has become a critical area of research. 
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This study aims to analyze how social media marketing influences consumer decisions, brand loyalty, 

perceptions, and attitudes. It also examines the role of social media tools in enhancing brand visibility and 

business revenues, especially for digital-first companies. 

2. Literature Review 

Social media's impact on marketing and consumer behavior has been examined extensively. Foundational studies 

by Kaplan and Haenlein (2010) describe social media as an interactive platform enabling information exchange, 

consumer-generated content, and collaborative communication. Similarly, Mangold and Faulds (2009) position 

social media as a key component of the promotional mix influencing buyer awareness and decisions. 

Stephen and Galak (2012) found that social and earned media significantly shape consumer perception and 

purchasing behavior. Tuten & Solomon (2017) expanded the practical understanding of social media marketing 

strategies, emphasizing engagement, content creation, and community building. 

Several empirical studies confirm that: 

 Consumers are more influenced by peer recommendations online than traditional ads. 

 Social media enhances brand visibility and trust (Gupta, 2013). 

 User-generated content and influencer marketing strongly impact purchase intention (Akar & Topcu, 

2011). 

 Millennials and Gen Z rely heavily on social networks for product evaluation (Greenleigh, 2012). 

Recent works highlight evolving trends in social commerce, personalization, mobile shopping, and AI-driven 

advertisements—reflecting the modern shift toward engagement-driven marketing ecosystems. 

3. Objectives of the Study 

Primary Objectives 

1. To understand the concept and evolution of social media marketing. 

2. To analyze the impact of social media on consumer purchase behavior. 

3. To identify which social media platforms influence consumers the most. 

4. To examine consumer preferences between social media channels and traditional channels. 

Supplementary Objectives 

 To assess the current status of e-commerce in India. 

 To identify barriers and challenges in social media adoption. 

 To understand customer behavior patterns in online shopping. 

 To examine the potential of social media marketing as a long-term promotional tool. 

4. Scope of the Study 

The study focuses on consumer behavior, marketing techniques, and the role of various social platforms. The 

geographic scope includes Sitamarhi, Bihar, where online purchasing trends are rapidly developing. The research 

evaluates: 

 influence of consumer engagement 

 social media tools for marketing 

 advantages of digital platforms 
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 shifts from traditional to digital buying behavior 

The study also includes a company case—Grocebin, an e-commerce grocery platform operating in Sitamarhi—

and examines how social media contributes to its growth. 

5. Company Profile: Grocebin.com 

Grocebin is an emerging online grocery platform catering to the Sitamarhi region. Being located in a traditionally 

underdeveloped market, Grocebin applies supply-chain optimization strategies to deliver affordable groceries 

directly to consumers. 

Its growth is heavily supported by: 

 social media promotions 

 customer feedback loops 

 targeted offers through digital ads 

 personalized communication with users 

The company’s operational model demonstrates the effectiveness of digital marketing in enhancing customer 

acquisition and retention, especially in rural and semi-urban markets. 

6. Research Methodology 

Research Design 

A descriptive research design was adopted, focusing on analyzing consumer characteristics, preferences, and 

online behaviors. 

Sample Design 

 Population: 200 consumers 

 Sample size: 128 respondents selected by stratified random sampling 

 Area: Sitamarhi district, Bihar 

 Duration: January–March 2021 

Data Sources 

 Primary Data: Online questionnaires 

 Secondary Data: Journals, articles, websites, company reports, and academic publications 

Data Analysis Tools 

 Percentage analysis 

 Chi-square test 

 ANOVA 

 Statistical tools (MS Excel, SPSS) 

7. Conceptual Framework 

The conceptual model focuses on how social media influences consumer purchase intentions through: 

http://www.jetir.org/


© 2026 JETIR January 2026, Volume 13, Issue 1                                                         www.jetir.org  (ISSN-2349-5162)  
G H Raisoni International Skill Tech University Pune 

G. H. Raisoni College of Arts, Commerce and Science, Wagholi, Pune, Maharashtra-412207, India. 

JETIRHG06005 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 50 
 

Independent Variables 

 Social media usage frequency 

 Platform type: Facebook, Instagram, etc. 

 Content formats: videos, text, reviews 

 Engagement metrics: likes, shares, comments 

Mediating Variables 

 Consumer engagement 

 Brand trust 

 Brand perception 

Dependent Variables 

 Purchase intention 

 Loyalty and retention 

 Online shopping frequency 

 Sales growth 

8. Analysis and Interpretation: Key Findings 

Based on survey responses from 128 consumers: 

8.1 Demographics 

 75% of respondents aged 20–30 

 78.9% male 

 77.3% unmarried 

 45.3% postgraduate 

 43.8% students 

 60.2% earn below ₹2,00,000 annually 

8.2 Online Shopping Behavior 

 98.4% shop online 

 31.7% shop monthly 

 39.8% have been shopping online for 2–5 years 

 55.5% shop due to convenience & time saving 

 64.1% face problems (poor quality, delays) 

 44.5% reported poor product quality as the primary issue 

8.3 Internet Usage 

 40.6% use the internet more than 4 hours per day 

 55.5% consider themselves intermediate users 
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8.4 Social Media Influence 

 37.5% rely on social media when unsure about purchases 

 47.7% change decisions after researching online 

 45.3% believe social media opinions have more credibility than traditional ads 

 78.9% agree social media has the highest marketing potential 

8.5 Statistical Testing 

 Chi-square test: Significant relationship between online shopping behavior and social media usage 

(p=0) 

 ANOVA: Confirms differences in purchase intention across user groups 

9. Discussion 

The results highlight that social media is a powerful influencer in shaping consumer decisions. Consumers 

engage with brands through posts, ads, testimonials, and influencer endorsements more actively than through 

traditional media. Personalized interactions build trust, while influencer collaborations bring authenticity. 

Key discussion points: 

1. Social media increases brand exposure — 93% of marketers report increased visibility. 

2. Customers trust peer reviews more than company advertisements. 

3. Younger consumers rely heavily on social proof such as comments, likes, and reviews. 

4. Influencer marketing plays a critical role in promoting products, especially lifestyle and beauty 

categories. 

5. Content quality determines engagement; videos outperform images and text. 

6. Social media enhances brand loyalty by building long-term communities. 

7. E-commerce depends heavily on digital promotions for visibility and competitive advantage. 

10. Recommendations 

Based on the findings, the following strategies are recommended: 

 Choose the right social media channels (Instagram, YouTube, Facebook). 

 Use user-generated content to build trust. 

 Adopt live videos and reels for maximum engagement. 

 Utilize social-friendly images and visual storytelling. 

 Use relevant hashtags and SEO-driven captions. 

 Implement employee advocacy programs. 

 Engage in influencer collaborations, especially micro-influencers. 

 Post consistently and at optimal timings. 

Businesses should also ensure transparency, fast responses to feedback, and improved customer service. 

11. Conclusion 

Social media has fundamentally transformed marketing systems by enabling real-time, personalized 

communication with consumers. This study confirms that social media significantly influences consumer buying 

behavior, trust, and loyalty. Consumers increasingly rely on online reviews, peer recommendations, and 

influencer content to make decisions. 
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The findings clearly show that: 

 Social media enhances brand recognition 

 Builds customer loyalty 

 Increases sales and revenue 

 Improves customer engagement 

 Provides low-cost marketing opportunities 

Businesses that invest strategically in social media marketing are more likely to sustain growth, attract new 

customers, and remain competitive in the evolving digital marketplace. 
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