Emperor Journal of Marketing

Emperor Journal of Marketing
ISSN: 2583-0686 Mayas Publication® www.mayas.info
Volume-V Issue-X October 2025

A Role on Consumer Behavior on Social Media Advertising
for Online Marketing

Dr. S. Prabha Arockia Joans,
Assistant Professor of Commerce,
Holy Cross College (Autonomouns),
Trichy — 2.

Abstract

In the dynamic realm of online marketing, social media advertising has
emerged as a pivotal tool for influencing consumer behavior and shaping purchase
decisions. By integrating insights from consumer behavior theory with empirical
data on social media marketing, the study aims to provide a comprehensive
understanding of how social media advertising drives consumer choices and the
comparative effectiveness of various platforms. The first objective centers on
examining how social media advertisements affect consumer purchase decisions.
Social media platforms, with their extensive reach and sophisticated targeting
capabilities, enable advertisers to deliver highly personalized and contextually
relevant messages to specific audience segments. This paper explores the influence
of ad content, including visual elements, emotional appeals, and persuasive
messaging, on consumer attitudes and behaviors. It also assesses the role of targeted
advertising in enhancing relevance and engagement, thereby affecting the likelihood
of conversion.
Keywords: Social Media Advertising, Consumer Purchase Decision, Advertising
Effectiveness, Platform Compatison, Targeted Advertising, Consumer Behavior,
Online Marketing.

LINTRODUCTION

In today's digital landscape, social media has become a pivotal platform for
online marketing, allowing businesses to engage with consumers more directly and
effectively than ever before. The integration of social media advertising into
marketing strategies has transformed how brands communicate with their audiences,
creating new opportunities for consumer interaction and brand influence.
Understanding consumer behavior on social media is crucial for marketers to design
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impactful advertising campaigns that resonate with target audiences and drive
desired outcomes. Consumer behavior on social media is influenced by various
factors, including the content, frequency, and format of advertisements, as well as
the social and psychological aspects of the platforms themselves. Users on social
media are not just passive recipients of information; they actively engage, share, and
create content, making them co-creators of brand narratives. This dynamic
interaction necessitates a deeper understanding of how consumers perceive, react to,
and are influenced by social media advertising, the rise of personalized and targeted
advertising has shifted the focus from traditional mass marketing to a more
individualized approach, where data-driven insights guide the creation and delivery
of ads. This has made it increasingly important for marketers to analyze consumer
behavior patterns, preferences, and engagement levels on social media platforms.
The purpose of this research is to explore the impact of consumer behavior on the
effectiveness of social media advertising in online marketing. By examining key
behavioral trends, the study aims to provide insights into how brands can optimize
their social media strategies to enhance consumer engagement, brand loyalty, and
conversion rates. Understanding these dynamics is essential for businesses looking
to leverage social media as a powerful tool for driving growth and achieving
competitive advantage in the digital marketplace.

Objective of the study
e To study on the analysis the impact of social media advertisement on
consumer purchase decision.
e To study on the access the effectiveness of different social media platform
for advertising,

Hypothesis of the study
e Hypothesis on the Impact of Social Media Advertisement on Consumer
Purchase Decision
e Hypothesis on the Effectiveness of Different Social Media Platforms
for Advertising

Challenges and Opportunity
Challenges
e Consumer Privacy and Data Protection: With growing concerns over
privacy, gathering and analyzing consumer data for understanding purchase.
Many users are increasingly wary of how their data is used, which might
limit the availability of detailed insights for analysis.
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Attribution Complexity: Determining the exact impact of social media
advertisements on purchase decisions can be complex due to the
multichannel nature of modern consumer journeys. Consumers may
interact with various touch points (e.g., online reviews, word of mouth,
other digital ads) before making a purchase, making it difficult to isolate the
impact of social media ads alone.

Rapidly Evolving Platforms: Social media platforms frequently update
their algorithms, features, and advertising policies. This constant change can
make it difficult to maintain consistent metrics and require continuous

adaptation in research methodologies.

Opportunity

Targeted Advertising: Social media platforms offer advanced targeting
options based on demographics, interests, and behavior, allowing marketers
to reach specific consumer segments with personalized ads. This precision
can lead to more effective advertising strategies.

Rich Data for Analysis: Social media platforms generate vast amounts of
data, providing opportunities to gain deep insights into consumer behavior,
preferences, and responses to advertisements. This data can be used to
refine marketing strategies and improve ad performance.

Influencer Marketing: Collaborating with influencers can amplify the
impact of social media advertisements. Understanding how influencer
endorsements affect consumer decisions presents an opportunity to

leverage this trend effectively.

Review of literature

Consumer Engagement and Purchase Behavior: According to Ashley
and Tuten (2015), social media allows for two-way communication between
brands and consumers, which fosters greater engagement.

Advertising Content and Consumer Response: Research by De Vries,
Gensler, and Leeflang (2012) highlights the importance of content in social
media advertisements.

Personalization and Ad Effectiveness: Lambrecht and Tucker (2013)
examined the role of personalized advertising in driving consumer
purchases. Their findings indicate that personalized ads, which leverage
consumer data to tailor content to individual preferences, are more effective
in influencing purchase decisions.

Engagement Metrics Across Platforms: Schultz, Schwepker, and Good
(2012) examined how engagement metrics, their study found that platforms
with higher engagement rates, like Instagram and Facebook, tend to drive
better ad performance.
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Methodology

In this paper, survey method has been used. Data are collected through
primary sources. The study was conducted by issuing a questionnaire. The sampling
size is 63 respondents and convenience sampling method are followed. The data is
given below.

Table 1

which social media platforms you use regularly?

Particulars | No. of. respondents | Percentage (%)
Instagram 35 55.6
You tube 21 333
Facebook 4 6.3
Other 3 4.8
Table 2
What type of social media advertisements are mostly likely to catch your
attention?
Particulars No. of. respondents | Percentage (%)
Video advertisement 26 41.3
Images advertisement 20 31.7
Stories 16 254
Other 1 1.6
Table 3

Which social media platform do you find most effective for advertising?

Particulars | No. of. respondents | Percentage (%)
Instagram 46 73
Twitter 12 19
Facebook 5 7.9
Others - -

Table 4

which factors make a social media advertisement more appealing to you?

Particulars No. of. respondents | Percentage (%)
Discounts and offers 26 41.3
User reviews 21 33.3
High quality visuals 10 15.9
Brand reputations 6 9.5
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Table 5

Have you made a purchase as a result of an advertisement on social media?

Particulars No. of. respondents | Percentage (%)
Netural 25 39.7
Somewhat relevant 18 28.6
Very relevant 13 20.6
Very irrelevant 7 11.1

Tests for Hypotheses

Null Hypothesis H o 1: social media advertising significantly influences consumer

purchase decisions.

Alternative Hypothesis H . 1: Social media advertising has no significant impact

on consumer purchase decisions.
Chi-Square Test Table:

Table 6
Social media advertisements are mostly likely to catch your attention
Expected
T f Ob d
ype o serve Frequency (O-E)2 | (O-E)2/E
Advertisement | Frequency (O) (E)
Video (26 - 15.75) 2 | 104.06 / 15.75
2 15.
advertisement 6 573 = 104.06 = 06.61
Image (20-15.75)2 | 18.06 / 15.75 =
advertisement 20 1575 =18.06 1.15
. (16 - 15.75) 2 | 0.0625 / 15.75
16 15.7
Stories >7 = 0.0625 = 0.004
(1-15.75)2 | 216.56 / 15.75
Oth 1 15.7
et >70 = 216.56 = 1374

Calculate the Chi-Square statistic (y?)
X*=6.61+1.15+0.004+13.74=21.52
At the 0.05 significance level (x = 0.05) and 3 degrees of freedom, the

critical value from the Chi-Square distribution table is:

X2crrricar =7.815
If the calculated Chi-Square statistic (21.52) is greater than the critical value
(7.815), we reject the null hypothesis.

If the calculated Chi-Square statistic is less than the critical value, we fail to

reject the null hypothesis.

Since 21.52 > 7.815, we Reject the null hypothesis. There is a significant

preference for certain social media platforms for advertising.
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Null Hypothesis Ho1: The effectiveness of social media platforms for advertising

is equally distributed (no preference).

Alternative Hypothesis H , 1: The effectiveness of social media platforms for

advertising is not equally distributed (preference exists).

Chi-Square Test Table:

Table 7:
Social media platform does you find most effective for advertising
Platform Observed Expected (O-E | (O-E) | (O-E)?/

(000) (E) ) 2 E
Instagram 46 15.75 30.25 | 915.06 58.08
Twitter 12 15.75 -3.75 14.06 0.89
Facebook 5 15.75 -10.75 | 115.56 7.34
Others 0 15.75 -15.75 | 248.06 15.74

Total Chi-Square x2

58.08+0.89+7.34+15.74=82.05.

Compare the calculated y2=82.05 with the critical value for df=3df ata significance
level (o) of 0.05 from the Chi-Square distribution table (7.815).
Critical Value: 7.815

Since 82.05>7.815 Reject the null hypothesis. There is a significant

preference for certain social media platforms for advertising.

Findings

Increased Engagement: Social media ads tend to be more engaging
compared to traditional forms of advertising. Interactive elements, such as
polls or clickable links, can boost user engagement and retention of the
advertisement’s message.

Targeted Advertising: Social media platforms offer advanced targeting
options based on user demographics, interests, and behaviors. This precise
targeting enhances the relevance of advertisements, which can significantly
influence consumer purchase decisions.

Immediate Purchase Behavior: Social media ads with clear calls to action
(CTAs) and easy-to-navigate purchase options can prompt immediate
purchase decisions, especially when promotions or discounts are involved.

Facebook and Instagram: Both platforms are highly effective due to their
large user bases and advanced targeting capabilities. Instagram, in particular,
is effective for visually appealing ads, while Facebook offers diverse ad
formats and in-depth targeting options.
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TikTok: TikTok is highly effective for reaching younger demogtraphics and

leveraging viral content. Creative, short-form videos can lead to high
engagement and brand visibility, but success depends on the quality and
creativity of the content.

Twitter: Twitter ads are useful for real-time engagement and driving
conversations. They are effective for time-sensitive promotions and
customer service interactions but may not be as effective for high-
involvement purchases.

LinkedIn: LinkedIn ads are particularly effective for B2B marketing and
reaching professionals. The platform’s targeting options cater to specific
industries, job titles, and company sizes, making it ideal for business-

oriented campaigns.

Suggestion

1.

Optimize Ad Targeting: Utilize the advanced targeting features of social
media platforms to reach your ideal customer profiles. Continuously refine
targeting criteria based on performance data to maximize relevance and
effectiveness.

Tailor Content to Platforms: Customize ad content to fit the unique
characteristics and user behaviors of each platform. For instance, focus on
visually compelling content for Instagram and TikTok, while using more
detailed, professional content for LinkedIn.

Monitor and Adjust Campaigns: Regularly analyze performance metrics,
such as click-through rates, conversion rates, and engagement levels. Use
this data to adjust your strategies and optimize ad spend across different
platforms.

Consider Multi-Platform Strategies: Employ a multi-platform approach
to reach diverse audience segments and reinforce your message through
various touch points. Ensure consistency in branding and messaging across
platforms to build a cohesive customer experience.

Innovate and Experiment: Stay updated with new trends and features on
social media platforms. Experiment with emerging formats, such as AR ads
on Facebook or interactive content on TikTok, to stay ahead of competitors
and engage users in novel ways.
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II.CONCLUSION

In the realm of online marketing, consumer behaviour profoundly
influences the effectiveness of social media advertising. As digital platforms
increasingly become the primary touch point between brands and consumers,
understanding how people interact with social media is crucial for optimizing ad
strategies. Consumer behavior on social media is characterized by a high degree of
engagement, personalization, and reliance on social proof. Users actively interact
with content by liking, sharing, and commenting, which means that advertisements
designed to be engaging and relevant have a higher likelihood of capturing attention
and driving action. Personalization further enhances this effect, as targeted ads that
align with users’ interests and behaviors are more effective at resonating with the
audience. This targeted approach increases the relevance of ads, making them more
likely to influence purchase decisions. By aligning advertising strategies with
consumer behaviour patterns and preferences, marketers can achieve greater impact,
drive more meaningful engagement, and ultimately enhance their online marketing
success.
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