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Abstract 

The emergence of social networking platforms has revolutionised the manner in which 

enterprises communicate with consumers. Social media advertising has evolved into a 

fundamental element of marketing drives owing to its ability to allure patrons into purchasing 

merchandise. Social media has evolved into a pivotal marketing instrument for firms to 

establish contact with their customers. It was unearthed that social networking platforms such 

as Facebook, Instagram, and Twitter play a crucial role in ensnaring the attention of 

consumers towards shopping. By formulating pertinent content that strikes a chord with their 

target audience, businesses can foster a loyal following and heighten their brand exposure. 

This, in turn, results in augmented engagement and allegiance, eventually culminating in 

amplified sales. Social media marketing also facilitates enterprises to utilise user-generated 

content, such as product appraisals and customer affirmations, to vouch for their wares or 

amenities.This type of content can be incredibly powerful in influencing customers' choices 

to buy since it provides a level of social approval and authenticity that conventional 

advertising cannot match. Social media promotion empowers businesses to aim their 

advertisements at specific demographics and interests, guaranteeing that their message 

reaches the right audience at the appropriate time. This can lead to a higher return on 

investment and conversions. 

Keyword- Social media marketing use, Customer buying behaviour, Customer Purchasing 

intention, 

 

Introduction 

Social media promotions may have become an important, though considerably ambiguous, 

part of contemporary marketing techniques, particularly within the sales business. The 

function of such marketing tactics to lure customers into shopping is crucial, as social media 
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platforms offer companies a potent procedure to communicate and stimulate their desired 

clientele.  

According to Irshad and Ahmad (2019) with the emergence of digital social media platforms 

such as Facebook, Instagram, Twitter, and other analogous networks, organizations can now 

access a colossal and varied audience of potential clientele. By formulating pertinent and 

captivating content, enterprises can establish a devoted group of followers and amplify their 

brand's exposure. One of the most prominent advantages of leveraging social media 

marketing is that it provides enterprises with the ability to directly engage with their clients. 

(Bilgin, (2018) Direct interaction fosters trust and cultivates a personal association between 

the enterprise and the client. Consequently, clients are more inclined to patronize a business 

they deem trustworthy and have a personal attachment to. 

 

According to Ashley and Tuten (2015), creative strategies in social media marketing can be 

effective in increasing consumer engagement. In their exploratory study, the authors found 

that branded social content can play an important role in this process. Social media marketing 

further offers businesses the chance to use user-produced content, like product evaluations 

and client warrants.  

 

According to Lou and Yuan (2019), these  content conveys a high amount of power in 

persuading consumer-buying verdicts as it offers a level of social verification and credibility 

that traditional ads lack. Besides, social media marketing enables businesses to direct their 

ads to specific demographics and interests, guaranteeing their message only reaches the best 

audience and yields better returns on investment.  

 

Ansari, Ansari, Ghori, & Kazi, (2019) by focusing their ads, businesses see an increase in 

conversions and returns on investment, as they only pay for advertising that certainly results 

in a sale. 

 

According to Lim, Radzol, Cheah, and Wong (2017), social media marketing  help 

businesses to highlight themselves amidst a cluttered market by creating unusual and 

engaging content, setting them apart from their competitors, particularly small businesses 

with a limited budget for traditional advertising. 

 

Ziyadin et al., (2019) stated that social media marketing plays a crucial role in shaping 

consumer behavior.  Successful utilization of social media marketing requires consistency 

and resonant content. Regular and interactive posting is more likely to build a committed 

audience and keep the business at the forefront of the customers' minds, increasing the 

probability of them choosing to purchase from that business. The ever-changing algorithms 

of social media platforms pose a challenge for businesses. Remaining up to date with these 

developments and tailoring strategies accordingly is crucial to success. Managing negative 

feedback or reviews is another challenge, as user-generated content can both influence 

purchasing decisions and lead to negative feedback. Addressing these issues and maintaining 

a positive online reputation requires a well-prepared plan. Social media marketing undeniably 
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plays a crucial role in attracting consumers to shopping. By leveraging social media's power. 

Businesses can reach and engage with their target audience. This increase brand awareness 

and loyalty, and ultimately drive sales. 

 

Literature review 

Social networking promotion has had a momentous impact on the digital sphere. As of the 

present year, advertising through social media channels has amassed a worldwide revenue of 

$153 billion. With an anticipated escalation to $252 billion by 2026. 

 

The advent of social media has revolutionized the manner in which individuals procure 

information. It has become a primary source for consumers to remain abreast of current 

trends and commodities.  

 

Vinerean et al., (2013) social media platforms afford a plenitude of information in sundry 

formats, such as pictures, videos, and text-based content. This content is frequently 

engrossing, enlightening, and facilely shareable, rendering it an expedient approach for 

consumers to access and disseminate information with their networks. the benefits of social 

media is its capability to cater to particular consumer interests. Via sundry algorithms and 

tools, social media platforms can tailor content based on user inclinations and anterior 

conduct, assuring that consumers obtain content that is germane to their interests. 

 

This individualized experience aids consumers in remaining informed regarding the most 

recent commodities and trends that are most applicable to them. Additionally, social media 

furnishes a platform for consumers to interact directly with brands and enterprises. By 

monitoring their preferred brands on social media, consumers can remain informed of novel 

product launches, promotions, and exclusive offers. They can likewise provide feedback and 

engage with brands, which can facilitate enterprises in enhancing their commodities and 

amenities based on customer exigencies and inclinations. 

 

According to Barger, Peltier, and Schultz (2016) businesses can leverage social media 

platforms to promote their products and services and entice their followers with exclusive 

deals, such as transient discounts and complimentary shipping. Such tactics prove highly 

effective in driving sales and attracting fresh clientele, as the prospect of savings and benefits 

propels consumers to act. Additionally, social media marketing can foster a sense of urgency 

surrounding these promotions by advertising time-sensitive sales or short-lived offers, thus 

pressuring consumers to act with haste and make purchases before time runs out. Utilizing 

social media advertising to reach an intended audience also enhances sales potential by 

targeting consumers who possess a greater interest in a given product or service. By 

deploying cutting-edge targeting tools that consider factors such as demographics, interests, 

and prior behavior, businesses can optimize their advertising campaigns and maximize the 

likelihood of closing a sale. 
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According to Dessart, Veloutsou, and Morgan-Thomas (2015) social media offers an 

exceptional opportunity for commercial entities to attain valuable insights about their rivals 

and patrons without incurring the exorbitant expenses that come with customary market 

research. By meticulously monitoring the social media profiles of your competitors, you can 

procure valuable insights about their marketing tactics, products and customer engagement 

techniques. In addition, it is possible to keep a close eye on their followers and identify 

potential target audiences that may show interest in your products or services. It provides to 

real-time customer feedback and engagement data. By carefully scrutinizing the comments 

and responses to their posts, you can gain insights into the preferences and pain points of 

their clientele, ultimately aiding you in the development of products and services that better 

align with the needs of your own target audience. 

 

Nguyen, Nguyen, & Duong, (2020) social networking platforms offer a forum for 

commercial entities to directly interact with the clientele of their rivals. By participating in 

online discussions and leaving comments on their posts, one can foster relationships with 

potential patrons and establish their brand as a dependable and well-informed contender in 

the market. Moreover, social media can also assist in recognizing deficiencies in one's own 

promotional approach. Through scrutiny of the most engrossing posts of their competitors, 

one can determine the content and messaging strategies that resound with their adherents. 

This intel can aid in refining one's own promotional approach and crafting content that is 

more likely to result in engagement and conversions. 

 

Ferreira, Zambaldi, & Guerra, (2020) revealed that establishing a rapport with clients can be 

an arduous undertaking, but social media can act as a conduit bridging the gap between 

corporations and their target demographic. One approach to connect with customers on social 

media is via interactive posts and quizzes. These posts can be tailored to stimulate 

engagement from adherents, and they offer an occasion for enterprises to flaunt their brand 

persona and principles. As customers engage with these posts, they experience a greater sense 

of affiliation with the brand, thereby increasing the likelihood of future purchases. Another 

method of forging relationships with customers is through the dissemination of valuable 

content that aligns with their interests. 

 

Hajli, (2014) found   by creating informative, entertaining, or practical content, businesses 

can cement their position as industry thought leaders, thus establishing trust and credibility 

with customers.One can express their message in various forms, such as textual 

compositions, visualizations, multimedia productions, and auditory performances. Online 

networking services also present commercial entities with an opportunity to interact with 

their clientele directly. Answering inquiries and feedbacks promptly and beneficially can 

establish a sense of reliance and devotion with the customers. This personal gesture can elicit 

a feeling of appreciation and significance in the customers' minds, potentially transforming 

them into ardent brand advocates. 
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Small enterprises with budget constraints can leverage social media marketing to 

inexpensively promote their merchandise or services.  

 

According to Derham, Cragg, and Morrish (2011) found that in contrast to conventional 

advertising modalities, social media marketing is typically more economical and can yield 

superior ROI. The cost-effectiveness of social media marketing is attributable to its capability 

to reach a broad audience without incurring exorbitant expenditures. 

 

Businesses can establish a social media account free of charge and initiate content 

distribution to amass a following. Social media platforms also offer paid advertising 

alternatives that are often more budget-friendly than traditional advertising media such as TV 

or radio commercials. Another rationale behind the cost-effectiveness of social media 

marketing is that it streamlines targeting of specific audiences by businesses. 

 

Iankova, Davies, Archer-Brown, Marder, and Yau (2019) found that social networking 

platforms furnish enterprises with tools to formulate targeted promotional campaigns, 

allowing them to reach the appropriate audience for their commodities or amenities. This 

denotes that enterprises can circumvent squandering funds on promoting to people who are 

improbable to have an interest in their offerings. Moreover, social media marketing 

empowers enterprises to directly engage with their audience, which could lead to ameliorated 

customer relations and brand allegiance. By generating captivating content and responding to 

customer queries and feedback, enterprises can build a formidable online presence that 

retains their audience engrossed and fascinated in what they have to proffer. 

 

Social validation alludes to the propensity of individuals to mimic the actions of those around 

them or those who wield authority over them. This notion has become increasingly germane 

in the era of social media, wherein consumers are incessantly exposed to the viewpoints and 

exploits of others. Previously, buyers relied on conventional forms of promotion such as 

televised advertisements and printed ads to arrive at their purchasing decisions. However, 

with the advent of social media, consumers are now inundated with a vast array of user-

generated content including product evaluations, influencer commendations, and social media 

posts from their peers. This category of content has transformed into a pivotal source of 

social validation for consumers, thus exerting influence over their perceptions and buying 

choices. 

 

Social media platforms have facilitated the dissemination of customers' experiences and 

opinions, fostering a scenario of collaborative and participatory consumption. Consumers can 

exert their influence on peers by expressing their viewpoints and sharing content on social 

media through reviews, photos, and stories. This user-generated content carries significant 

weight in validating products and brands and can decisively sway consumers' purchase 

decisions.  
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Moreover, social media has spawned a new marketing paradigm with the emergence of 

influencer marketing, whereby individuals with substantial followings on social media can 

act as endorsers for products and services, reaching out to their audience with a powerful 

message. These influencers have nurtured a loyal following that values their judgments and 

recommendations, and their support for products can be a potent social proof. Companies can 

get a big boost from social proof when they get customers to talk about them and team up 

with influencers on social media. It's all about encouraging customers to give their feedback, 

share their stories, and connect with the brand on social media. That builds up a solid 

reputation and earns trust with the right people. 

 

Objective 

To investigate the role of social media marketing in attracting consumers towards shopping 

 

Methodology 

This research is a descriptive type that collected data from 203 participants, including 

individuals who have already shown an interest in products or services, and engaging them 

through social media can lead to repeat purchases and positive word-of-mouth, lookalike 

Audiences and influencer Audiences. The data were analyzed using a checklist question, 

which required respondents to answer with either a "Yes" or a "No" for each question. 

 

Data Analysis and Interpretations:  

Table 1 Role of Social Media Marketing in attracting consumers towards shopping 

SL 

No.  

Role of Social Media Marketing in 

attracting consumers towards 

shopping 

Yes % 

Yes 

No % 

No 

Total  

1 Social media platforms provide a vast 

and active user base, allowing 

businesses to increase their brand 

visibility.  

173 85.22 30 14.78 203 

2 Social media platforms provide 

advanced targeting options, allowing 

businesses to reach specific 

demographics, interests, and behaviors.  

161 79.31 42 20.69 203 

3 Social media marketing helps 

businesses build brand awareness by 

creating and sharing engaging content.  

167 82.27 36 17.73 203 

4 Influencer marketing can attract 

consumers towards shopping, as people 

often trust recommendations from 

influencers they follow. 

192 94.58 11 5.42 203 

5 Positive user-generated content and 

testimonials may act as social proof, 
155 76.35 48 23.65 203 
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influencing potential customers' 

purchasing decisions.  

6 Social media platforms provide a two-

way communication channel between 

businesses and customers.  

187 92.12 16 7.88 203 

7 Social media allows for easy sharing of 

promotions, enabling existing 

customers to spread the word and attract 

new shoppers. 

190 93.60 13 6.40 203 

8 Social media platforms provide robust 

analytics tools that offer valuable 

insights into consumer behavior, 

preferences, and trends.  

183 90.15 20 9.85 203 

 

Table 1 shows the role of social media marketing in attracting consumers towards shopping. 

It was found that around 94.5% respondents accept that influencer marketing can attract 

consumers towards shopping, as people often trust recommendations from influencers they 

follow. Additionally, social media allows for easy sharing of promotions, enabling existing 

customers to spread the word and attract new shoppers (93.6%). Moreover, social media 

platforms provide a two-way communication channel between businesses and customers 

(92.1%). Social media platforms provide robust analytics tools that offer valuable insights 

into consumer behavior, preferences, and trends (90.1%). Furthermore, social media 

platforms provide a vast and active user base, allowing businesses to increase their brand 

visibility (85.2%). In addition, social media marketing helps businesses build brand 

awareness by creating and sharing engaging content (82.2%). However, social media 

platforms provide advanced targeting options, allowing businesses to reach specific 

demographics, interests, and behaviors (79.3%). Lastly, positive user-generated content and 

testimonials may act as social proof, influencing potential customers' purchasing decisions 

(76.3%). 

 

Conclusion 

This quantitative investigation has underscored the pivotal function of social media 

promotion in enticing customers towards purchases. By scrutinizing data sourced from the 

academic community, it has been determined that social media platforms exert significant 

influence on shaping consumer behavior and proclivities. The investigation has additionally 

established that businesses ought to capitalize on social media promotional schemes to 

efficaciously target their intended audience and cultivate brand recognition.  

With the growing prevalence of social media engagement in our daily routine, it is imperative 

for enterprises to adapt and optimize their promotional endeavors to remain competitive in 

the commercial arena. As a result, it is advisable for companies to channel investments into 

social media promotion as a fundamental element of their promotional strategy in order to 

lure and retain customers. 
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