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Abstract - A Consumers is an individual who buys labor and products for individual use. The consumer is
the person who pays something to burn-through items. Consumers, as a general rule, can be alluded as
people who buy or burn-through items and administrations; nonetheless, as far as purchaser and
consumer, there is a little contrast. It is consequently fundamental for organizations and brand
developers to treat social media showcasing in a serious way and accord it the right need in their
general promoting procedure. Organizations ought to likewise hope to use the developing notoriety of
social media among adolescents today by advancing the right sort of items, giving the right data,
separating their contributions (items and administrations) from their rivals (e.g., an incentive for cash,
better quality, empowering brand unwaveringness through limits and offers, and so on) and proliferating
the right messages about their image straight by them, just as by implication by their representatives

who are their current clients.
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INTRODUCTION
Meaning of consumer behaviour

Consumer conduct is the investigation of how singular
clients, gatherings or associations select, purchase,
use, and arrange thoughts, products, and
administrations to fulfil their necessities and needs. It
alludes to the activities of the consumers in the
commercial centre and the hidden thought processes
in those activities.

Advertisers anticipate that by getting what makes the
consumers purchase specific labor and products, they
will actually want to decide—which items are required
in the commercial centre, which are outdated, and how
best to introduce the merchandise to the consumers.

As indicated by Engel, Blackwell, and Mansard,
‘consumer conduct is the activities and choice cycles
of individuals who buy labour and products for
individual utilization'.

As per Louden and Bitta, ‘consumer conduct is the
choice interaction and active work, which people take
part in while assessing, getting, utilizing or discarding
labour and products'.

Consumer conduct has been characterized as "the
procurement, utilization and attitude of items,
administrations, time and thoughts by dynamic
units."(Institute of contracted investigation of India)

All in all, it is the assortment of information which
contemplates different parts of procurement and

utilization of items and administrations by people
with different social and mental factors at play.

As per Satish K Batra& S.H.H .Kazmi, "Consumer
conduct alludes to the psychological and passionate
interaction and the detectable conduct of consumers
during looking, buying and post utilization of an item
or administration."

CONSUMERS

A Consumers is an individual who buys labor and
products for individual use. The consumer is the
person who pays something to burn-through items.
Consumers, as a general rule, can be alluded as
people who buy or burn-through items and
administrations; nonetheless, as far as purchaser
and consumer, there is a little contrast. Purchasers
are individuals who are acting either as extreme,
modern, or institutional buyers. Furthermore, the
consumer alludes to people who are extreme client
of the item. Following are the means in consumer
buying measure

Consumer buying process

Unavoidably, organizations deal with issues where
the message isn't arriving at their consumers, with
the way that, on occasion, consumers are
confronting huge squares in their choice interaction.
If not, every one of them ought to be completely
dedicated, faithful, excited, rehashed consumers; in
any case, this isn't the situation. Today the openness
and straightforwardness of data has significantly
impacted the dynamic cycle; along these lines,
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analyze what are the obstacles and fiction focuses that
hold possibilities becoming consumers, or keeps
consumers delaying from repurchasing. (Silverman
2001.)

The Buyer Decision Process

Postpurchase Behavior |

Figure 1. Buyer Decision Process
1. Need recognition

The buying system begins with need acknowledgment
- the purchaser distinguish need or issue. A need can
be set off by inward or outside boosts like yearning,
thirst, sex and so forth Issue acknowledgment
happens at whatever point a consumer perceives a
huge contrast between the ideal and the genuine
situation, which is in adequate extent to excite and
actuate the choice cycle , or need set off by inner or
outside boosts. After the acknowledgment of an issue,
it starts the quest for data before any regular buying
choices. These days, the broad communications is as
of now not the solitary wellspring of data, which might
advance thoughts labor and products. Therefore,
consumers are presented to immense measure of data
to distinguish a case or guarantee about their
administrations or items, which are unequivocally
penetrative.

2. Information search

In case the consumer's drive is solid and a fantastic
item is within reach, the consumer is probably going to
buy the item to fulfil his need. If not, the consumer may
essentially store the need in memory or attempt a data
search. The last buy decision won't be made
immediately, in any event, when people recognize,
perceive their issues, and focus on the accessible
items; similarly, when possibilities have a specific
interest in an item or administration, they will in
general go through the accompanying strides prior to
doing any activity - distinguishing accessible
alternatives, examining data of chose choices, and in
the long run judging which of these choices can in all
probability convey the best result. The data sources
can be separated into two kinds: inward and outside.

Nature of Consumer Behaviour:

Study on Consumer Buying Process ||}

Find out about consumer conduct the consumer
conduct is the investigation of how an individual
chooses to buy a specific item over the other and what
the hidden elements that form such conduct are. The
vast majority within recent memory is spent
straightforwardly in the commercial centre, shopping or
drawing in on social media, we invest enormous
energy about pondering items and administrations
while conversing with loved ones and watching
promotion and presently a days the greater part of
individuals (consumers) invest their significant time on
social media, which influence their buying conduct The
idea of consumer conduct is momentarily expressed
as follows

Influenced by various factors:

The various factors that influence the consumer
behaviour are as follows:

e Marketing components, for example, item
configuration, value, advancement, bundling,
situating and distribution.

e Individual factors like age, sex, instruction
and pay level.

e Mental factors like buying thought
processes, view of the item and
perspectives towards the item.

e Situational factors like actual environmental
elements at the hour of procurement, social
environmental elements and time factor.

e Social factors like social status, reference
gatherings and family.

Social Media and Consumer

Social media as a mean of giving consumers a voice
Having clarified the potential segments engaged with
the consumer decision measure, the nature and the
pith of social media, just as having a short
conversation of the noticeable elements in various
social media outlets, the specialist accepts that
social media is a fundamental touch point in the
present

Consumer decision measure, from stage one of
need recognizable proof to the phase of post buy;
moreover, organizations are drawing in determined
to make brand mindfulness, connecting with their
current clients, directing people to other marketing
properties and developing channel number. The
accompanying area examines on how consumers
are influenced by social media, and recognize which
would be the circumspect period of the buy cycle
that advertisers should take advantage of.
Concerning data handling hypothesis of consumer
decision, it is referenced that there are immense
measure of notices rivaling each other to get a
handle on people's consideration and the way that
individuals have a conspicuous restricted cerebrum
limit in preparing data; hence, it is a test for each
discrete message to get heard over the clamour
(unessential factors that occupy or mutilate the
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message), regardless of whether advertisers have the
right message.

OBJECTIVES OF THE STUDY

1. To study on Social Media and Consumer
2. To study on Consumer buying process

RESEARCH METHODOLOGY
Sources of Data

The concentrate basically relies upon the Primary
information gathered through an all around organized
Questionnaire conveyed to Adolescent Consumers in
Pune alone. The Secondary information was gathered
from diaries, magazines, books, articles, research
papers and sites.

Sampling Method

This review applies an accommodation testing
procedure as an inspecting strategy. Further comfort
inspecting strategy was utilized for two reasons-
initially, respondents were chosen since they turned
out to be extremely Ilucky and furthermore,
accommodation testing method isn't suggested for
graphic or easygoing Analysis, yet it very well may be
utilized in exploratory exploration for creating thoughts
(Malhotra2005). The analyst visited the homerooms of
schools and universities to appropriate the polls.

Data Instrument

A meeting plan was created in the wake of inspecting
related writing and thinking about the target of the
current review. During the time spent getting ready
and finishing the survey ideas were taken from subject
specialists. The survey was isolated into four
significant parts. The initial segment of the poll relates
to the segment status of the respondents, part Il
spotlights on the Social media utilization of the
juvenile, part lll gives impression of Social media
showcasing and part IV arrangements with Adolescent
customer mentality.

The exploration instrument had an aggregate of 150
inquiries.  Inquiries were posed under the
accompanying headings:

Section | Personal data or Demographic subtleties (14
inquiries)

Section Il Social media utilization,

e What causes you to acknowledge to join a
SM (Social Media) groupe (select all that
apply)? (6questions)

e How significant are the accompanying
elements in your choice to buy products
online dependent on SM (Social Media)
advertising? (Rank the accompanying

from 1 to 7, 1 — generally significant, 7 —
least significant),

e Where do you ordinarily get to social
media (select all that apply) (6 Options)

e How do you ordinarily get to social media
(select all that apply), (4 Options)

e Purpose of use of social media (select all
that apply), Frequency of web-based
media site visit,) (5 choices).

Data collection process

The analyst had actually visited every one of the chose
schools, universities, and other specialized, proficient
instructive establishments to direct the study.
Information was gathered from the young people
both on the grounds and off the grounds.

Authorization had been taken from the tops of the
instructive organizations to meet the young people
inside the grounds for the review. The analyst
invested significant energy with the young people for
getting the poll filled. Filled poll was gathered around
the same time. Teenagers who might co-work and
mindful of the field of social media . They all
addressed the poll with incredible interest,
contribution and responsibility. As respects off the
grounds teenagers filled the survey with the
assistance of their folks.

o Pilot Study (pre-test)

As a Pilot study was the first stage in quite a while
assortment cycle and it was led between the period
from April 2014 to June 2014 by conveying 100
Questionnaires to young adult customers, Reliability
test was led utilizing Cronbach Alpha Method which
uncovered the Reliability rate 92.7% and 93.8%
social media showcasing and juvenile purchasers'
demeanor individually.

Table 1: Reliability Statistics

5. No No. of Items Cronbach's Alpha
1 Social media marketing 44 0.927
‘ 2 Adolescent consumer attitude 43 0.938

DATA ANALYSIS
Adolescents Demographic Details

Segment attributes like age, sexual orientation, pay,
occupation, instructive capability and conjugal status
are frequently utilized as the reason for the market
study. Demography alludes to the imperative and
guantifiable measurements of the populace. The
segment subtleties truly affect the presentation and
improvement of the Social Media Marketing. The
impact of these subtleties on the different elements
of Social Media Marketing (SMM) and Adolescent
shoppers' mentality has been demonstrated in the
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succeeding sections through measurable investigation.
Different measurements taken for gathering individual
subtleties were sex, age, capability, guardians'
capability, guardians' pay and so on The profiles of the
youths are given in organized structure via Percentage
Analysis.

Adolescents Gender

Sexual orientation jobs are changing, and male and
female contrast as far as their purchaser qualities,
data preparing, dynamic disposition and purchasing
behaviors. Sexual orientation impacts buy and
utilization circumstances as physiological contrasts
among guys and females might prompt particular
assistance/item needs. Proof recommends that sexual
orientation contrasts exist in the guides used to show
up at purchasing decisions, just as in the actual
decisions. Guys and females need various items, and
they are probably going to have various perspectives
about getting these items. Male and Female are the
two sex groupings taken for the review. Sex shrewd
recurrence dissemination of the example populace
reviewed is displayed in the Table 2

Table 2: Adolescents Gender

Gender Frequency Percentage
Male 351 61.4

Female 221 38.6
Total 572 100.0

From the above recurrence conveyance Table 4.2, it is
seen that 351 (61.4%) of the juvenile shoppers were
male and the excess 221 (38.6%) were female.
Hence, it tends to be infer that from the example unit
overviewed larger part of young adult clients of social
media showcasing in Pune are male.

Adolescents Age

The age of an individual assumes a significant part in
spurring a person to utilize social media The
reception of new strategies and methods of shopping
are firmly identified with the age factor of the young
adult. In this review the youths are separated by their
age into four significant classes i.e., 15-17 years, 17-
19 vyears, 19-21 years and 21-23 vyears. The
recurrence dispersion given in Table 3 presents the
age subtleties of juvenile customers overviewed.

Table 3: Adolescents Age

Study on Consumer Buying Process ||}

Age in Years Frequency Percentage
15-17 Years 106 18.5
17-19 Years 206 36
19-21 Years 184 32.2
21-23 Years 76 13.3
Total 572 100.0

From Table 4.2, it can be stated that 206 (36%) of the
adolescent consumers studied belong to the age
group of 17-19 years and 184 (32.2%) were in the age
group 19-21 vyears. It is also observed that 106
(18.5%) respondents fall under the age group of 15-17
years and 76 (13.3%) of them are in the age group of
21-23 years.

Adolescents Academic Qualification

Capability of teenagers supports the everyday
dynamic just as in powerful use of web-based media.
Schooling assists with expanding the attention to
Social media advertising and tits different
advantages. Based on scholarly capability, young
people are gathered as follows. They are the people
who are meeting all requirements for School
instruction, Diploma, Under-Graduate and Post-
graduate. Table 4 gives the subtleties of the
recurrence dispersion of young people overviewed,
in light of their Academic Qualification.

Table 4: Adolescents Academic Qualification

Academic Qualification Frequency Percentage
School education 28 10.1
Diploma 247 432
Under-graduation 228 399
Post-graduation 39 6.8
Total 572 100.0

The frequency distribution in Table 4 given above
depicts that 247 (43.2%) of adolescent consumers
are diploma holders, followed by 228 (39.9%) of the
respondents being under-graduates, 58 (10.1%) of
the adolescents surveyed are up to school education
and 39 (6.8%) are post-graduates.

CONCLUSION

The concentrate unmistakably demonstrates that the
present young people access social media every
now and again for chatting, getting data, sharing
updates and communicating with companions and
friends this is one more justification behind the
developing impact of social media on their
purchasing decisions. It is consequently fundamental
for organizations and brand developers to treat
social media showcasing in a serious way and
accord it the right need in their general promoting
procedure. Organizations ought to likewise hope to
use the developing notoriety of social media among
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adolescents today by advancing the right sort of items,
giving the right data, separating their contributions
(items and administrations) from their rivals (e.g., an
incentive for cash, better quality, empowering brand
unwaveringness through limits and offers, and so on)
and proliferating the right messages about their image
straight by them, just as by implication by their
representatives who are their current clients. This load
of angles will be instrumental in deciding the future
achievement of organizations in the advanced age
which is seeing an ever increasing number of
adolescents depending on social media and web
based shopping beginning from an exceptionally
youthful age.

REFERENCES
1. Peluchette, J and Karl, K. (2010), “Examining

students' intended image on Facebook: 'what
were they thinking?!”, Journal of Education for

Business, 85(1), 30-37.
doi:10.1080/08832320903217606.
2. Priyank Sinha and savmya singh (2014),

“Determinants of consumers perceived risk in
online shopping: A study”, Indian Journal of
marketing, January 2014.

3. Prompongsatorm C, Sakthong N, and Combs
H (2012), “The factor influencing consumer
trust of internet shopping in Thailan”,

Proceeding of ASBBS Annual Conference,
Lasvegas, February 2012 19(1) 736-745
Retrieved from
http://asbbs.org/files/ASBBS2012VI/PDF/P/pro
mpongsatornc.pdf.

4, Puja Mehra and Debapriya (2009), “Blue tooth
— An emerging marketing tool’, marketing
mastermind, Nov 2009.

5. Puji Astuti, Ira Puspitawati, S.Psi.,, M.Si
(2008), “Relations between Attitudes towards
Adolescent Princess Products with Mult —
Level Marketing Behavior in the Purchase of
Goods Cosmetica Consumptive”, Gunadarma
University http://www.gunadarma.ac.id.

6. Rama Rani (2014), “Impact of social media in
India” , International journal of Business
Quantitative economics and applied
management research; ISSN:2349- 5677, Vol
1, June 2014. (Department of Economics).

7. Rajdeep Singh (2016), “A study of customer’s
Behavior towards Social Media Marketing”
IJARIIE — ISSN (0)2395-4396, Vol 2 Issue — 4,
www.ijariie.com.

8. Rehan Azam & Suleman Akbar, Muhammad
Danish (2012), “Consumption Style Among
Young Adults Toward Their Shopping
Behavior: An Empirical Study in Pakistan”,
Business and Management Research,
September 20, 2012 Vol. 1, No. 4; 2012, pp.
109-116.

9. Ranganathan, C. and Jha, S (2007),
“Examining Online Purchase Intentions in B2C
E-Commerce: Testing an Integrated Model”,

Information Resources Management Journal,
2007, 20(4), 48-64.

10. Rosemary Thackeray Brad L. Neiger &
Hidikeller (2012), “Integrating social media and
social marketing” a four — step process
Brigham young university.

11. Roush,W.(2006), Fakesters, Technology
Review. Retrieved from,
http://www.technologyreview.com/InfoTech/17
713/

12. Sachin Borgave and Chaudhari J.S.(2010),
“Adolescents’ Preferences and attitudes
towards Perfumes in India”, Journal of Policy
and Organizational Management, ISSN:
0976-7738 & E-ISSN: 0976-7746, Vol. 1,
Issue 2, 2010, PP-01-08

Corresponding Author
Samal Vishal Kumar Sarat*

Research Scholar,
Chhattisgarh

Kalinga University, Raipur,

Samal Vishal Kumar Saratl*, Dr. R. Shridhar?

www.ighited.in

385



