
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

REVIEW ARTICLE 
 

 
 
 

Study of Political Representations: 
Diplomatic Missions of Early Indian to 

Britain 

Journal of 
Advances and 

Scholarly 
Researches in 

Allied 
Education 

Vol. 3, Issue 6, 
April-2012, 
ISSN 2230-

7540 

 

 

 

 

Journal of Advances and 
Scholarly Researches in 

Allied Education 

Vol. XI, Issue No. XXI,   
April-2016, ISSN 2230-7540, 

ISSN 2230-7540 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

AN  

INTERNATIONALLY 

INDEXED PEER 

REVIEWED & 

REFEREED JOURNAL 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

AN INVESTIGATION INTO ANALYSIS OF SOCIAL 
MEDIA MARKETING ON PURCHASE INTENTION 

OF CONSUMERS 

 

 

 

 

 

 

 

 

 

 

 

 

 

www.ignited.in 

 



 

 

Ms. Anita Verma* 

w
w

w
.i
g

n
it

e
d

.i
n

 

1 

 

 Journal of Advances and Scholarly Researches in Allied Education 
Vol. XI, Issue No. XXI, April-2016, ISSN 2230-7540 

An Investigation into Analysis of Social Media 
Marketing on Purchase Intention of Consumers 

 

Ms. Anita Verma* 

Assistant Professor, Department of Commerce 

Abstract – The phrase’ social media' symbolizes communiqué programs that are created and nurtured by 
the community statement of entities over devices used by them. Social media symbolizes the procedures 
of infrastructures amid entities in which they engender, apportion, and converse regarding newscasts 
and verdicts in replicated cultures and systems. Digital interactions handle the crucial Facebook, Twitter, 
etc., Some widespread devices exercised to perform social media marketing are Twitter, Facebook, 
YouTube, etc., For corporate entities, social media marketing is the succeeding vast affair, a transitory 
but persuasive manner that principally is betrothed for the benefit of reaping the benefits. On the internet 
site, sellers can spring back huge facts regarding goods and supplies which is of remarkable aid to 
purchasers. Internationally businesses are progressively exercising and accepting innovative kinds of 
creativities to make use of evolving prospects. 

Keywords – Social Media, Marketing, Brand Awareness, Brand Preference. 
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INTRODUCATION 

Social media marketing has endured achieving 
standing amongst marketers in contemporary ages, 
with numerous businesses and brands expanding 
social networks to enhance their standing and link it 
with the audience while social media sites present a 
virtuous pedestal from which to push brand 
advancement and increase the customer base. These 
sites are expanded to advertise, achieve sales, make 
networks amid the business and target market, and 
deal with customer amenities. Some widespread 
devices exercised to perform social media marketing 
are Facebook, YouTube, etc. 

One of the chief tenacities in engaging social media in 
marketing is that it formulates companies reachable to 
those concerned in their product and yields noticeable 
to those who have no information about their products. 
These social media generate buzz, study, and target 
customers. Social media marketing offers 
organizations a method to link with a potential 
customer base. Social networking sites also comprise 
a massive amount of information about what products 
and services potential clients might like to buy. 
Amongst the practice of new semantic analysis skills, 
marketers can spot procurement indicators, such as by 
people and questions mailed online. Understanding 
purchasing signals can support salespeople to target 
pertinent prospects and marketers track micro-targeted 
campaigns. Consequently, social media in business 
lets anyone and everyone articulate and allot a view or 
an idea, somewhere all along the business's pathway 
to the marketplace. These days expertise is 

continuously fluctuating and when one's brand is a 
slice of social networks it is capable of modification. 
Internationally businesses are progressively 
exercising and accepting innovative kinds of 
creativities to make use of evolving prospects. 

LITERATURE REVIEW: 

The purpose of the literature review is to judgmentally 
connect to the theoretic perception of the theme of 
social media, traditional marketing conduits, and 
brand awareness. The researchers have specified 
their understandings of social media, brand 
awareness. Cumin (2008), demonstrated that the 
users would practice social media platforms to 
endorse products via testimonies, to demeanor 
research and gather overall data on products or 
brands, completed a definitive acquisition decision 
grounded on the information they collected as of 
social media sites. Gay (2007), elucidated that social 
media marketing partakes a glut of potency the speed 
of retrieving information is very reckless and 
enormously cost-effective, Kotler (2008), pronounced 
social media marketing is” a  societal and 
administrative procedure by which entities and 
assemblages get what is a requirement and intend 
across. Barnes & Mattson (2009), suggested that 
social media marketing is a comparatively new arena 
and therefore it is tough to discover studies that have 
measured the efficiency of social media marketing 
sequencers. There is a cumulative number of 
organizations practicing supplementary social media 
marketing above time, including companies. Thurau 
(2010), explained that social media can be employed 
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to resolve purchaser-linked complications for unfetter, 
thereby intensifying customer service and quality while 
plummeting amenity costs. 

Barwise and Meehan's (2010), suggested four 
important potentials that result in improvement are (a) 
the customer potential (b) Build confidence by 
providing on that promise (c) Continual enhancement 
(d) innovating ahead of the familiar. Brandz, (2010), 
described that consumers need to sense, connect, 
show concern for buying. Past eminence and 
dependability, users are supposed to communicate 
connotations. Movements comprise instruments 
YouTube. Kaplan and Heinlein (2009), stated a 
collection of grounded apps erect on philosophical, 
technical specifications which permit discussion of 
content uploaded by users. Solis (2009), pointed out 
the novel market site to involve a cluster of customers 
who post their comments on websites. 
Constantinides & Fountain (2008), stated that social 
media convey novel challenges and chances to the 
marketers, permitting them to interrelate with their 
markets and study about and from them. Mathur 
(2012), recommended establishing a contemporary 
platform to affect purchase decisions. The loftier the 
incidence of publicizing, the further it affects user 
behavior. Chai, Potdar, and Chang (2007), analyzed 
those corporates are concerned in the 
accomplishment of their probable customers and 
retentive of their existing shoppers, societal media is 
as supple, lively, and adaptive as any enterprise 
progression approach. 

Evens and Mckee, (2010), suggested that marketers 
can prospect to involve in wider pioneering 
infrastructures by devising marketing instruments. 
Evans (2010), explained changes that are observed in 
the manner in which communication takes place 
throughout the world, by involving several networking 
sites which keep changing, by showing real-time 
conversations. Frey & Rodloss (2010), stated that it’s 
a tool to support communication and has huge growth 
potential about the description of platforms. Hague, 
Khatibi, and Mohmud (2009) recommended enticing 
users through modes like (a) Internet settings; (b) 
Publicity offers (c) Product faces (d) knowledge: (e) 
Poise. Joseph (2010), stated that the prospect to 
perform emotional touching in spheres that are 
capable to link and disclose experiences that are 
enormously emotive to propose the chance to link, 
involve directly to engender acquaintance regarding 
varieties. Lazer and Kelly's (1973), held that social 
media marketing is involved through the submission of 
information, perceptions, practices, investigates 
significances of conclusions. Mangold &Faulds, 
(2009), suggested for conventional dealing and 
contemporary activities, users converse with the firms, 
exploiting a source center to research buying 
beforehand for exercising choices. 

 

 

Rationale for Social Media Marketing: 

1. Improved Brand Appreciation: Social media 
marketing builds at ease to attract new 
customers to admittance brands online and 
creates brands more accustomed and familiar, 
customers. 

2. Enhanced Brand Trustworthiness: 
Companies benefit from the tools of social 
media which springs their loyalty, for linking 
with users. A tactical and accessible course of 
action could show dominance for transforming 
the user into brand loyal. 

3. Bigger Prospects to draw customers: Each 
completed post becomes a chance for 
customers to get attracted and indulge in 
buying and have entry of fresh users, current 
and old users and be able to interrelate 
entirely. With every post, communicated there 
is a likelihood for a response, and each 
rejoinder goes ahead and ultimately gets 
changed into a customer. 

4. Intensified conversion rates: Brands turn out 
to be further improved by networking through 
such networks. Brands are portrayed which is 
significant since users are akin to 
accomplishing more and more users as 
individuals. So, joining onlookers in social 
media increases transformation rates on 
current circulation. 

5. Enlarged Brand knowledge: when customers 
acclaim, by going to social media. As soon as 
users put up names, fresh members would 
track updates. The further the number of 
people talking on such base the more new 
customers will be produced. 

6. Probabilities to add users: The sophisticated 
the gratification of old customers, the added is 
the figure of new customers. 

7. Decreased marketing costs: Advertising 
through social media channels like Facebook 
Twitter is economical as rivaled to 
conventional advertising media like TV etc. 
Once an encouraging rejoinder is received 
budget can be amplified to catch more 
responses. 

8. Improved search engine rankings: Google 
and supplementary searches might determine 
their statuses as a substantial feature since 
robust brands practically continuously practice 
social media. Being dynamic on such modes 
could turn as a signal to quest for data that 
shows that that one is genuine, reliable as well 
as responsible. 
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9. More affluent Customer Knowledge: Social 
media acts as a communiqué mode each user 
communication is a chance to publically 
determine customer facility level and enhance 
the association with customers. Forex, if some 
customer complaints regarding a product 
through social media, one can instantly make 
an apology publically and tender remedial 
action, this helps in attracting more customer 
experiences. 

10. Enhanced customer insights: It makes 
available a chance to obtain treasured 
statistics about what users are concerned 
about performing via social listening. One 
screens observations regarding consideration. 
One can wedge, substance syndication lists, 
and see which type of matter creates the 
greatest attention, and then harvest more of 
that kind of content. 

11. Encompassed Competitors: If competitors 
are previously on social media and one is 
not availingthe benefits. It means competitors 
are going to reap benefits that can’t be 
afforded by the business houses. 

12. The quicker one begins, the quicker the 
gains are secured: Social media is regarding 
association nurturing, fostering exponentially 
one's customers explicit to their networks, and 
their friends express their friends, and so on. 

13. Probable losses are immaterial: The amount 
of phase and funds acquired to generate 
outlines and start posting is typically negligible, 
in comparison to erstwhile media. 

Therefore, the lengthier one delays the additional one 
has to be unable to find social media marketing when 
completed right, can head to further customers 
resulting in additional traffic, and more adaptations and 
is at this juncture to stay. As soon as one revenues 
assistance the better it is. 

The following are points about social media marketing: 

1. A noticeable line marketing instrument for 
business. 

2. Proposals are a lively way to involve a novel 
audience. 

3. Matches prevailing marketing events. 

4. Releases business to new commercial 
openings. 

5. Offers feedback from customers 

6. Appeals quality staff 

7. Tell customers. 

OBJECTIVES OF THE STUDY: 

• To analyse the influence of social marketing 
on customer purchase behavior. 

• To analyse the challenges for social media 
marketing. 

• To analyse the opportunities for social media 
marketing. 

• To study consumer involvement in the network 
of social media marketing. 

Research Design: It comprised of the following: 

RESEARCH METHODOLOGY: 

The study was conducted with the help of primary 
data. 

Primary Data: 

The primary data for the study was collected with the 
help of a questionnaire The Questionnaire were 
collected from one hundred ninety-seven 
respondents. 

Size of Sample: An overall one hundred ninety-seven 
respondents arbitrarily were selected from South 
Delhi. 

Tools and Techniques: For collecting the primary 
data field survey was used whereby a structured 
questionnaire was given to respondents for giving 
responses. 

TABLE I: Displaying the Age (in years): 

 

Interpretation: 

Table I denotes those 30-40 years age group 
includes the maximum percentage of respondents 
(36%). 
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TABLE II: Displaying Fondness and Preferences: 

 

Interpretation: 

Table II indicates that Facebook is the greatest 
favoured represented by 56 %. 

TABLE III: Displaying Varied Gadgets Employed: 

 

Interpretation: 

TABLE III: displays the majority of respondents found 
to be using apps of mobiles access (67%). 

TABLE IV: Displaying the frequency of usage of 
websites: 

 

Interpretation: 

TABLE IV displays the highest users use daily 
represented by 93%. 

TABLE V: Displaying the Occurrence of Usage of 
social media 

(in hours): 

 

Interpretation: 

TABLE V displays there is a considerable usage of 
social networking sites for more than 

3 hours a day, (46%) 

TABLE VI: Displaying the kind of items bought: 

 

Interpretation: 

TABLE VI displays the kind of products purchased by 
respondents. Fashion wear is the leading category of 
products. (32%) 

TABLE VII: Displaying Paying Attention to 
Advertisements: 

 

Interpretation: 

TABLE VII displays largely users saw advertisements 
and specifies intensity support motivation. (64 %). 

TABLE VIII: Drives in which users partake: 

 

Interpretation: 

TABLE VIII displays the majority of the respondents 
didn’t participate in the social media drives. (65 %). 

TABLE IX: Composing and Posting a comment on 
the platform: 
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Interpretation: 

TABLE IX displays at writing a comment on social 
networking sites. The majority of the respondents 
didn’t write a comment on the social media platform. 
(66%) 

TABLE X: Displaying reading customer comments 
former to buying any product: 

 

Interpretation: 

TABLE X: depicts preferences 62% are in favour of 
reading comments before purchasing online 

To know the experiences of others. 

FINDINGS: 

The findings of the study are as summarised below: 

1. Maximum Favored - The maximum favored 
amongst users is Facebook followed by 
Youtube. The cause of Facebook as the 
maximum favoured is it furnishes a variety to 
users, one can communicate through blogs, 
pictures, videos, compose pages it is 
significantly trouble-free to comprehend. 

2. Preferences of Young people - Preferences 
of Young people employing contracted 
blogging; tranquil to share and modest to post. 

3. Posting Comments- Admittance of personal 
experiences of users via mobile apps which 
give an insight to others too. 

4. Confidence of Users – It boosts the 
confidence of users who first read comments 
of other users before buying online purchases. 

5. Need to Strengthen -There is a necessity to 
reinforce the impetus for consumers to 
participate in uploading posts concerning the 
products to obtain the paybacks in developing 
the brand image. 

6. Create Engagement - Marketers need to 
generate posts with consumers through social 
media operations. 

SUGGESTIONS FOR MARKETERS: 

1. Societal Voyage -Social voyage of a brand 
ought to continue to commence with social 

heeding. Social media snooping tools can 
abridge prime initiation by pronouncing such 
potential customers. 

2. Design and Execute -To design and execute 
marketing activities to recognize feelings 
potential concerning the brand. 

3. Understand Brand -Ensuring that consumers 
not only recognize concerning the brand but 
also associate with it. 

4. Fragment of Consumer’s Lives-Marketing 
endeavors should be a fragment of 
consumer’s lives. It should influence out them 
as it will lead to the ultimate acquisition. 

5. Two-way communications -The unbeatable 
method to produce preparations with 
consumers is to flinch a discussion. Two-way 
communications are extremely significant. 
Businesses are wanting to generate a 
negotiation with consumers. Companies must 
activate comments as it aids in cultivating the 
superiority of the brand and the product. 

6. Create Content -The creation of content on 
websites is very significant as it is read by 
numerous Readers serve as a groundwork 
on which many users rely. 

7. Monitoring Actions of Competitors -By 
surveying the activities of companies online 
can help to recognize entirely strategies 
concerning different goods, services, 
suggestions, or processes, the feelings 
adjoining them. 

8. Publicity Management -Social media is 
Active virtually as a foundation for publicity 
Management currently. 

CONCLUSION 

Nowadays organizations are to a greater extent 
concerned with positioning and feedback to 
interconnect with the customers. The mass of the 
consumer’s squared advertisements, share 
advertisements, like/comment on pictures, blogs but 
be uncertain to contribute to social media drives. 
Social media marketing is an extremely influential 
instrument of marketing that is nevertheless to 
encounter its complete latent in the marketplace. It is 
significant to shape a societal association somewhat 
than a transactional connection. The majority of the 
respondents don’t favor transcribe comments they 
use what's an app in the survey approved that they 
are inclined by ads. The males are receptive to the 
marketing of products on social media.  This study 
restates the power and intensity effect of it to 
withstand and hold the market situation. Corporate 
houses want to concentrate on evolving the accurate 
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type of instruments to connect and endorse their 
products. Marketers can utilize social media to 
broaden the customer foundation and create products 
and advance products by the intellectual strategy of 
using social media platforms. 
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