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Abstract — This study investigates the profound impact of Social Media Marketing (SMM) on consumer buying behavior,
with a specific focus on the Namakkal district in India. Utilizing a descriptive research design, primary data was collected
from 128 respondents through a structured questionnaire, employing stratified random sampling. The analysis, conducted
using percentage analysis, Chi-square tests, and ANOVA, reveals that an overwhelming majority (98.4%) of consumers
engage in online shopping, primarily driven by convenience and time savings (55.5%). Key challenges identified include
product quality issues (44.5%). The Internet is the dominant medium for consumer engagement, with most users possessing
intermediate to advanced proficiency. The study concludes that SMM is not merely an option but a necessity for modern
businesses, significantly enhancing brand awareness, loyalty, and purchase intention. It provides strategic insights for
marketers to leverage digital platforms effectively, address consumer concerns, and tailor strategies to the evolving digital

landscape.
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1. Introduction

In the contemporary business landscape, a brand is the
most valuable asset, and its effective utilization is
paramount for achieving growth, profitability, and
sustainability. The advent of continuous globalization and
digitalization has positioned social media as the most potent
channel for advertising and marketing [1].

Social Media Marketing (SMM) represents a paradigm
shift from traditional marketing, offering an affordable and
highly interactive means to reach and engage consumers.
SMM involves using platforms like Facebook, Twitter,
YouTube, Instagram, and LinkedIn to create content that
captures attention and encourages sharing, effectively
functioning as electronic word-of-mouth (eWOM).

This form of marketing has transformed the entire
framework of how products are sold and purchased online,
making it a crucial component of modern advertising
strategies [2]. It allows businesses to build brand authority,
foster loyalty, and directly influence consumer decision-
making processes.

This study aims to analyze the impact of SMM on the
final choices and actions of consumers, particularly those
who spend significant time on social networking sites. It
seeks to understand the predicted connections between
various SMM  strategies, consumer activities, and
purchasing behaviors in the specific context of Namakkal,
India.

; ’; %7’ Group of Journals

DOI: 10.30726/ijmrss/v12.i2.2025.12206

2. Literature Survey

The literature establishes a strong foundation for
understanding the influence of SMM. Bikhchandani et al.
(1998) explored how information cascades on social media
affect purchase intention and product recommendation,
noting that consumer involvement levels vary across
different situations and product attributes [3].

Manju Ahuja et al. (2003) focused on online consumer
behavior, investigating factors that influence browsing and
shopping on business-to-consumer websites. Their research
highlighted that social media is a dominant factor affecting
buying behavior, with demographic profiles leading to
different consumer approaches [4]. Conversely, Muhammad
Shafiqul et al. (2004) found no strong relationship between
customer buying behavior and social media in a study
conducted among students in Karachi, indicating contextual
nuances [5].

Ramsunder (2011) emphasized that online brands and
consumer opinions heavily influence purchase decisions,
driving consumers to the internet for information [6].
Raghuram lyengar et al. (2012) provided empirical
evidence from Korea on how friends influence purchases
within social networks, identifying three distinct categories
of consumers with different behaviors [7]. Mir et al. (2012)
and Dhegiha et al. (2013) further underscored the power of
user-generated content and knowledge cascades, where
positive opinions and observed behaviors of others
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significantly enhance brand image and trust, influencing the
decisions of like-minded consumers [8], [9].

3. Research Methodology

A descriptive research design was employed to
accurately describe the characteristics of the population
concerning their investment and consumption patterns
influenced by SMM.

3.1 Sampling Design and Data Collection

The study used Stratified Random Sampling, dividing
the population into strata and selecting a sample from each.
The sample size consisted of 128 consumers from
Namakkal. Primary data was collected through a pre-tested,
structured questionnaire distributed online. Secondary data
was gathered from social websites, literature reviews, and
national and international publications.

3.2 Analytical Tools

The collected data was analyzed using percentage
analysis to identify trends and patterns. To test hypotheses
and determine the significance of relationships between
variables, inferential statistical tools were employed:

Chi-square test: Used to assess the goodness of fit
between observed and expected frequencies. ANOVA
(Analysis of Variance): Used to compare the means of
different groups to determine if there are statistically
significant differences between them. The analysis was
conducted using Microsoft Excel and SPSS software.

4. Results and Discussions

The analysis of the survey data from 128 respondents
yielded the following key results:

4.1 Demographic Profile

The respondent pool was predominantly male (78.9%),
young (75% aged 20-30 years), and well-educated (87.5%
held undergraduate or postgraduate degrees). A significant
portion were students (43.8%) and had an annual income
below %2,00,000 (60.2%).

4.2 Online Shopping Behavior

An overwhelming majority (98.4%) of respondents
engaged in online shopping. Frequency was high, with
61.9% shopping at least monthly (monthly once: 31.7%,
monthly twice: 30.2%). Furthermore, 78.9% had been
shopping online for more than two years, indicating
established habits. The primary motivation for online
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shopping was Convenience and Time Savings (55.5%), far
outweighing price (21.9%) and other factors.

4.3 Challenges and Internet Usage

A significant challenge reported was Poor Product
Quality (44.5%). Respondents were highly active online,
with 40.6% using the internet for more than 4 hours daily
and 86.8% self-reporting intermediate to advanced internet
proficiency. However, internet use for shopping itself was
more occasional, with 40.6% shopping occasionally and
28.9% monthly twice.

4.4 Influence in Decision-Making

A large majority (89.8%) were involved in family
purchase decisions to some extent ("Completely": 20.3%,
"To a great extent": 32.8%, "To moderate extent": 36.7%),
highlighting their role as key influencers and decision-
makers.

Table 1: Primary Motivation for Online Shopping

Motivation Number of Percentage
Respondents
Convenience & Time | 71 55.5%
Savings
Price 28 21.9%
Fast Shipping 13 10.2%
Brand Consciousness | 9 7.0%
Trust 4 3.1%
Friend Referral 3 2.3%
Total 128 100%
5. Conclusion

This study concludes that Social Media Marketing
exerts a profound and multifaceted impact on consumer
behavior in Namakkal. The findings confirm that the
modern consumer is digitally savvy, heavily reliant on
online platforms for shopping due to convenience, and
actively involved in purchase decisions. While SMM
successfully drives engagement and sales, it also exposes
critical challenges, most notably concerns regarding product
quality, which can severely damage brand trust and loyalty.

The main limitation of this study is its geographical
confinement to Namakkal, which may limit the
generalizability of the findings to other regions with
different demographic and socio-economic profiles.

The applications of this study are significant for
businesses and marketers: Quality Assurance: Addressing
the issue of product quality is paramount. Robust quality
control and transparent return policies are essential to build
trust. Content Strategy: Marketing efforts should emphasize
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convenience, time-saving benefits, and value proposition
beyond just price.

Targeted Engagement: Strategies should focus on
young, educated males who are the primary users, while
also expanding reach to other demographics. Leveraging
eWOM: Encouraging positive reviews and leveraging user-
generated content can build brand authority and influence
potential customers effectively.

In essence, SMM is no longer an optional strategy but
a fundamental necessity for business success in the digital
age. A strategic, consumer-centric approach to SMM is
crucial for building lasting brand loyalty and achieving
sustainable growth.
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