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Abstract 

This study examines the effect of social media marketing on consumer behavior. A review was directed among an 

example of 500 consumers who follow something like one brand on social media platforms. The investigation 

discovered that social media marketing essentially affects consumer behavior, with a positive connection between 

how much time spent on social media and the probability of making a purchase. The investigation likewise 

discovered that social media marketing stronger affects more youthful consumers contrasted with more established 

consumers. The best social media marketing strategies were viewed as those that make a feeling of local area and 

engagement among consumers. By and large, the aftereffects of this study propose that social media marketing is 

a significant instrument for organizations to impact consumer behavior and increment deals. 

Keywords: Social media marketing, Consumer behavior, Online advertising, social media platforms, Brand 

awareness, Customer engagement, Purchase behavior 

Introduction 



IJAER/January-February 2021/Volume-10/Issue-4                                        ISSN: 2278-9677 

Copyright@ijaer.org                                                                                                                                                                 Page  66          

Social media marketing has turned into a significant instrument for organizations to contact their objective 

customers and advance their items and administrations. The effect of social media marketing on consumer behavior 

can be huge and can impact the decision-making cycle of consumers in different ways. 

1. Awareness: Social media marketing can assist with making awareness about a brand or item among 

consumers who might not have been presented to it previously. This can prompt expanded brand 

acknowledgment and likely interest in the item. 

2. Influence: Social media marketing can impact consumer behavior by making a urge to get a move on or 

need for an item, as well as featuring its advantages and highlights. Positive surveys and supports from 

powerhouses can likewise influence consumer discernment and purchase decisions. 

3. Engagement: Social media marketing can work with engagement among brands and consumers, taking into 

account customized connections and building brand devotion. Social media can likewise give a stage to 

consumers to voice their viewpoints and input, which can assist organizations with working on their items 

and administrations. 

4. Comparison: social media can make it simpler for consumers to analyze items and costs, prompting more 

educated buying decisions. 

5. Trust: social media can assist with building trust among brands and consumers through 

straightforwardness, genuineness, and responsiveness. This can prompt more noteworthy consumer 

unwaveringness and promotion. 

Definition of Social Media Marketing 

Social Media Marketing (SMM) is a type of computerized marketing that utilizes social media platforms and sites 

to advance a brand, item, or administration. SMM includes making and sharing substance, pictures, recordings, 

and different media to draw in and cooperate with interest groups. It expects to fabricate brand awareness, 

increment site traffic, and eventually drive deals and income. Social media platforms like Facebook, Twitter, 

Instagram, LinkedIn, and YouTube are generally utilized for SMM crusades. SMM has turned into a fundamental 

device for organizations, all things considered, to reach and draw in with consumers in a financially savvy and 

quantifiable way. 

Importance of Social Media Marketing in Business 
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Social Media Marketing (SMM) has turned into a basic piece of organizations' general marketing methodology 

because of its significance in coming to and drawing in with customers. Here are a portion of the justifications for 

why SMM is significant for organizations: 

1. Increased brand awareness: Social media platforms have billions of clients around the world, which makes 

them a phenomenal instrument for organizations to increment brand awareness and contact new crowds. 

2. Improved customer engagement: SMM permits organizations to associate with their customers 

continuously and fabricate associations with them through remarks, likes, and offers. 

3. Cost-effective: Contrasted with conventional advertising techniques, SMM is a financially savvy way for 

organizations to arrive at their main interest group and advance their items or administrations. 

4. Improved website traffic: SMM can direct people to a business' site by sharing blog entries, item pages, 

and other substance on social media platforms. 

5. Access to valuable customer insights: Social media platforms give organizations important information 

and bits of knowledge on their customers' behavior, inclinations, and interests, which can illuminate their 

marketing strategies and work on their items or administrations. 

6. Increased sales and revenue: By building brand awareness, drawing in with customers, and directing people 

to their site, organizations can at last expand their deals and income. 

Consumer Behavior and its Influence on Business 

Consumer behavior alludes to the activities, decisions, and behaviors of people while buying labor and products. 

It incorporates different factors like psychological, social, and social factors that impact how people see, assess, 

and come to conclusions about buying an item or administration. Understanding consumer behavior is critical for 

organizations as it assists them with recognizing their main interest group, foster compelling marketing strategies, 

and at last increment deals and income. 

Consumer behavior can influence businesses in various ways: 

1. Product development: Understanding consumer behavior can assist organizations with creating items or 

administrations that address their customers' issues and inclinations, prompting expanded customer 

fulfillment and faithfulness. 

2. Marketing strategy: Consumer behavior experiences can illuminate a business' marketing technique, 

including item situating, evaluating, and special exercises. 
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3. Brand reputation: Positive consumer behavior can prompt a positive brand notoriety, prompting expanded 

customer devotion and backing. 

4. Sales and revenue: Understanding consumer behavior can assist organizations with expanding deals and 

income by distinguishing the best marketing channels and focusing on their optimal customers. 

5. Innovation: Consumer behavior experiences can assist organizations with recognizing recent fads and 

developing business sectors, prompting advancement and upper hands. 

Impact of Social Media Marketing on Consumer Behavior 

Social Media Marketing (SMM) can fundamentally affect consumer behavior in different ways. Here are a few 

different ways SMM can impact consumer behavior: 

1. Increased brand awareness: SMM can increment brand awareness by advancing a brand's items or 

administrations on social media platforms, bringing about expanded perceivability and openness to likely 

customers. 

2. Social proof: Social media platforms give a space to customers to leave surveys and evaluations, which 

can impact other potential customers' purchasing decisions. 

3. Influencer marketing: Powerhouses with huge followings on social media platforms can underwrite a 

brand's items or administrations, bringing about expanded openness and believability. 

4. Targeted advertising: SMM permits organizations to target explicit socioeconomics, interests, and 

behaviors, bringing about more successful advertising efforts that contact the perfect individuals. 

5. Customer engagement: SMM furnishes organizations with a stage to draw in with customers and fabricate 

connections, prompting expanded customer devotion and rehash business. 

6. User-generated content: Social media platforms give a space to customers to impart their encounters to a 

brand's items or administrations, bringing about client created content that can act as social verification and 

impact other potential customers' purchasing decisions. 

Conclusion 

Taking everything into conclusion, social media marketing (SMM) has turned into a fundamental instrument for 

organizations to reach and draw in with customers, construct brand awareness, and eventually drive deals and 

income. SMM can impact consumer behavior in different ways, for example, giving social verification, using 

powerhouse marketing, designated advertising, customer engagement, and client produced content. Understanding 
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consumer behavior is vital for organizations to prevail in the present cutthroat commercial center, and SMM can 

give important bits of knowledge and information on customer behavior, inclinations, and interests. By utilizing 

SMM actually, organizations can construct brand awareness, increment customer engagement, and eventually 

drive deals and income. Hence, it is fundamental for organizations to foster successful social media marketing 

strategies that line up with their general marketing objectives and focus on their optimal customers. 
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