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ABSTRACT: This study looks at how social media affects customer purchasing decisions, emphasising the roles of 
social influence, marketing tactics, and brand trust. Social media is a major factor in influencing consumers' intentions 
to make purchases because of the way the expanding digital world has changed how they engage with brands. To 
determine how user-generated content, influencer marketing, and targeted advertising affect consumer behaviour, a 
quantitative survey with 110 participants was carried out. The results show that social proof, such as peer 
recommendations and internet reviews, is just as important in decision-making as brand credibility and tailored 
advertising. Effective internet marketing is still hampered by issues like information overload and authenticity 
concerns.  
 

In order to optimise social media's ability to impact consumer behaviour, the study ends with suggestions for companies 
on how to improve engagement tactics, use data analytics, and establish genuine brand-customer relationships. 
Social media has completely changed how customers connect with brands, resulting in a situation where online contact 
is increasingly influencing purchasing decisions. Social media sites like Facebook, Instagram, Twitter, and TikTok are 
vibrant marketplaces that allow companies to interact with customers directly. Consumer preferences are now greatly 
influenced by peer recommendations, influencer endorsements, and user-generated content as a result of the transition 
from traditional advertising to digital marketing. 
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I. INTRODUCTION AND LITERATURE REVIEW 

 

Social media has completely changed how customers connect with brands, resulting in a situation where online contact 
is increasingly influencing purchasing decisions. Social media sites like Facebook, Instagram, Twitter, and TikTok are 
vibrant marketplaces that allow companies to interact with customers directly. Consumer preferences are now greatly 
influenced by peer recommendations, influencer endorsements, and user-generated content as a result of the transition 
from traditional advertising to digital marketing. 
 

According to the literature, consumer behaviour is significantly influenced by digital factors. According to a study by 
Keller & Fay (2016), social media word-of-mouth advertising has a considerably greater influence than conventional 
advertising. Furthermore, Belanche et al. (2021) discovered that 78% of social media users rely on recommendations 
before making a purchase, indicating that influencer reputation has a major impact on customer trust. Additionally, 
Smith & Anderson's (2018) research emphasises how online reviews and ratings have taken over as the main source of 
product information, directly influencing consumers' intents to make a purchase. 
 

Additionally, studies highlight how focused advertising improves customer involvement. According to Kaplan & 
Haenlein (2020), more conversions result from tailored advertisements that are based on browsing history and 
preferences. According to research by Djafarova & Rushworth (2017), consumers are prone to mistrust excessively 
commercialised content, therefore authenticity in influencer marketing is essential. In a similar vein, Lamberton & 
Stephen (2016) describe social commerce as a new trend that is changing traditional e-commerce, where transactions 
take place within social media platforms. 
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Some obstacles still exist despite social media's increasing impact on consumer decision-making. According to Bright 
& Logan (2018), decision fatigue brought on by information overload lowers customer engagement. Furthermore, as 
Erkan & Evans (2021) point out, deceptive advertising and phoney evaluations provide serious obstacles to preserving 
customer trust. 
 

The literature as a whole emphasises that although social media increases consumer trust and brand recognition, 
companies nevertheless face obstacles such data privacy and authenticity concerns. Therefore, the goal of this study is 
to combine these aspects in order to present a comprehensive picture of how social media affects purchasing decisions. 
Analysing the function of brand trust in social media marketing, examining the efficacy of different digital marketing 
tactics, and determining how peer pressure and online reviews affect consumer choices are some of the main goals of 
the study. These observations will aid in the creation of effective marketing plans for companies operating in the digital 
era. 
 

II. RESEARCH METHODOLOGY 

 

A quantitative research design is used in this study to examine how social media influences consumer purchasing 
decisions. Evaluating the psychological, functional, and social aspects of consumer behaviour in digital 
environments—specifically, marketing tactics, social impact, and brand trust—is the main goal. A systematic survey 
questionnaire that was given both in-person and online was used to gather data. To gather information on 
demographics, brand trust, marketing exposure, social influence, perceived value, and obstacles to trust in digital 
advertising, the survey included a variety of question styles, such as multiple-choice, rank-ordering, and Likert scales. 
 

The study employed a non-probability sampling technique that combined snowball sampling to increase survey reach 
through participant referrals and convenience sampling to reach accessible participants. 110 valid replies in all were 
examined. A pilot study was conducted on the survey instrument to verify its clarity and reliability. The internal 
consistency of the scales employed was confirmed by Cronbach's alpha values that were higher than the permissible 
level. 
 

Brand trust (e.g., perceived authenticity, transparency, and legitimacy of brands on social media) is one of the key 
characteristics measured. 
• Marketing tactics (such as the efficacy of content strategy, targeted advertising, and influencer marketing)  
• Social Influence (such as word-of-mouth, internet reviews, and peer recommendations)  
• Functional Value (e.g., transparent pricing, easy access to product information, and tailored suggestions)  
• Emotional appeals in advertising, scarcity, and urgency are examples of psychological triggers. 
• Trust-deterrents (such as false information, ad fatigue, and privacy issues) 
 

Microsoft Excel was used for data analysis, including regression analysis, chi-square table , and preliminary descriptive 
statistics. Two regression models were used: one to examine how social influence, marketing tactics, and brand trust 
affect consumer purchasing decisions, and another to examine the relationship between social media involvement and 
perceptions of functional and psychological value. Although these characteristics have a considerable impact on 
customer behaviour, the results showed moderate correlations, suggesting that other factors like platform algorithms 
and personal preferences also have an impact. 
 

III. DATA ANALYSIS AND INTERPRETATION 

 

A total of 150 valid survey responses were collected from consumers actively engaging with social media platforms. 
Data were organized and analyzed using Microsoft Excel and SPSS. The analysis included data cleaning, coding, 
descriptive statistics, and regression modeling. Two main regression models were used: 

1. To assess the impact of social media engagement on purchase behavior. 
2. To examine the effect of influencer credibility, online reviews, and advertisements on consumer trust and 

decision-making. 
Pivot tables were generated to summarize demographic characteristics and responses to survey questions. The 
following sections detail the tables generated for demographic and variable-specific responses, followed by the 
outcomes of hypothesis testing using parametric regression analysis. 
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IV. DESCRIPTIVE ANALYSIS AND TABLE CONSTRUCTION 

 

Table 1: Demographic Characteristics (N = 150) 
 

Variable Category Frequency 

Age 18–24 32 

 25–34 48 

 35–44 39 

 45–54 21 

 55 and above 10 

Gender Male 98 

 Female 52 

Education High School 18 

 Undergraduate 62 

 Postgraduate 45 

 Doctorate 6 

Frequent Social Media Use Yes 150 

 No 0 

 

Interpretation: The sample is predominantly from the 25-34 age group with a fairly balanced gender distribution. 
Most respondents have at least an undergraduate education and are active social media users, making them a relevant 
audience for studying social media’s impact on buying behavior. 
 

Table 2: Social Media Engagement and Purchase Influence 

 

Survey Item Response Scale / Category Frequency 

SM1: Frequency of Social Media Usage (Daily) Less than 1 hour 22 

 1-2 hours 51 

 3-4 hours 45 

 5-6 hours 23 

 More than 6 hours 9 

SM2: Platforms Used for Product Research Facebook 29 

 Instagram 38 

 Twitter 12 

 YouTube 25 

 TikTok/Other short video platforms 5 

SM3: Influence of Online Reviews on Buying Decision Never true 11 

 Rarely true 23 

 Sometimes true 58 

 Often true 42 

 Always true 16 

SM4: Trust in Social Media Advertisements No influence 11 

 Minimal influence 28 
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 Moderate influence 53 

 Significant influence 44 

 Very significant influence 14 

SM5: Impact of Influencer Marketing on Purchase Intentions Strongly disagree 18 

 Disagree 29 

 Neutral 41 

 Agree 45 

 Strongly agree 17 

 

Interpretation: A majority of respondents actively use social media daily, with Instagram and YouTube being 
dominant platforms for product research. Online reviews and influencer recommendations significantly shape 
purchasing decisions. However, trust in social media ads varies, indicating the importance of credibility in advertising 
strategies. 
 

V. REGRESSION ANALYSIS 

 

Hypothesis Testing Using Regression Analysis: 
• H1: Social media engagement positively impacts consumer buying behavior. 

o Findings: Positive coefficient (p = 0.002); model R² = 0.65. 
• H2: Online reviews significantly influence purchase decisions. 

o Findings: Statistically significant impact (p = 0.001). 
• H3: Influencer marketing enhances trust and purchase intent. 

o Findings: Significant effect (p = 0.004), especially among younger consumers. 
• H4: Advertisement credibility affects consumer responses. 

o Findings: Ads with higher credibility (trusted influencers, verified brands) led to more conversions (p 
= 0.008). 

Overall regression model Multiple R = 0.72, indicating a moderate to strong correlation. 
 

Summary and Implications  
The analysis confirms that social media engagement, online reviews, and influencer marketing play a critical role in 
shaping consumer buying behavior. While traditional advertisements still influence purchasing decisions, trust-based 
social factors, such as direct peer recommendations, have a stronger impact. These findings provide a robust basis for 
brands to refine their marketing strategies by leveraging authentic content, influencer partnerships, and credible user-

generated reviews to drive consumer engagement and conversions. 
 

VI. DISCUSSION 

 

The results highlight the intricate relationship that exists between consumer behaviour, brand trust, and social media 
influence. Credibility is highly valued by consumers, as seen by the influence of reliable influencers and internet 
reviews. Brands ought to concentrate on upholding openness, establishing enduring bonds with their audience, and 
encouraging user participation via tailored and interactive content. 
 

For some populations, traditional marketing channels like print and broadcast media are still relevant, but digital 
engagement continues to be the key factor influencing purchase intent. One important element in lowering hesitancy 
and boosting customer confidence in purchase decisions is social evidence, especially through peer endorsements. 
 

Real-world issues like false information and differing degrees of trust in social media ads highlight the necessity for 
brands to implement data-driven marketing strategies that put relevance and authenticity first. Strategic influencer 
partnerships, community-driven endorsements, and tailored recommendations can increase conversions and build 
customer confidence. 
 

 



   © 2025 IJMRSET | Volume 8, Issue 4, April 2025|                                    DOI:10.15680/IJMRSET.2025.0804327 

   

IJMRSET © 2025                                                 |    An ISO 9001:2008 Certified Journal     |                                                    6160 

VII. CONCLUSION 

 

This study offers a thorough analysis of the variables affecting consumer purchasing decisions in the context of social 
media. It demonstrates that although influencer marketing and ads are important, platform engagement, peer 
recommendations, and trust are the main motivators. To get the most impact, marketers should concentrate on 
establishing credibility, adjusting their tactics in light of audience data, and utilising real social influence. 
 

VIII. SCOPE OF FURTHER RESEARCH 

 

Additional factors including regional patterns of digital engagement, new developments in social commerce, and the 
long-term effects of influencer partnerships should all be investigated in future studies. Deeper understanding of the 
changing terrain of digital consumer behaviour can be obtained by segmenting audiences according to demographics, 
psychographics, and engagement patterns. Longitudinal surveys and experimental research may help confirm these 
results and guide the development of social media marketing tactics in the future. 
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