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Abstract :- .
Social media has become an integral part of modern soci('f)‘.l ‘;’n
Platforms such as Facebook. Instagram. Facebook is P - a/or its brevity and its "¢
Instagram is popular among younger users. Twitter is /mo“'{l',' his. Social media hgg ';9 &
pr fo'SSiorza!s and thought leaders to share their opinions and ms%_ . chase decisions bad !
}V lgm}ﬁcanr impact on consumer behaviour, parricularly in terms of P * OFang
oyvalty, and product awareness. . i .
Keywords : Social media, consumer behaviour, decision-maKing purchasing beha""’un
brand loyalty.
Introduction : . e
Social media has become an integral part of modem society, WItl} mllll(')nSSOf p t130ple Usip,
platforms such as Facebook Insta«;ram, Twitter, and others on @ daily basis. Socia ".‘ed_'ﬂ has
not only changed the way people communicate and interact but has also had a S1gnificyy
. g y peop'e . t of social e
impact on consumer behaviour. This research paper aims (0 explore the 1mpac al med;,
on consumer behaviour, focusing on the analysis of three popular Platforms, Facebog
Instagram, and Twitter. Social me:ﬁa has become a powerful tool for bus.messes t_o reach the;;
target audience, buiid brand awareness, and increase sales. At the same time, soglal media
also given consumers more power and influence over brands, their reputation, and  they
products. Social media has changed the way consumers make purchasing dec181ons_and Interagy
with brands. The availability of user-generated content, social proof, f'md the influence (f
influencers has led to a shift in consumer behaviour. Social media has given consumers more
power and influence over brands, their reputation, and their products. _ '
Facebook, Instagram, and Twitter are three of the most popular social media platfoms
used by people around the world. Here's a bricf overview of each platform:

1. Facebook : Founded in 2004, Facebook is a social networking platform that allows
users to create profiles, share photos and videos, and connect with friends and family.
Users can also join groups, create pages, and participate in events. Facebook is known
for its newsfeed, which shows users updates from their friends, pages, and groups they
follow. Its key features include status updates, likes, comments, and messaging.

2. Instagram: Founded in 2010, Instagram is a photo and video-sharing app that allos
users to upload and edit images and videos, add captions and hashtags, and follow other
users. Instagram is known for its visual content, and it has become a popular platform
for influencers, businesses, and celebrities to showcase their products and services. It
key features include stories, reels, IGTV, and direct messaging.

3. Twitter : Founded in 2006, Twitter is a microblogging platform that allows users ©
share short messages or "tweets” of up to 280 characters. Twitter is known for its re2l
time updates and its use by poh'.licians, journalists, and celebrities to communicate Wi
their followers. Its key features include retweets, likes, hashtags, and direct messaging:

Although all'threc platforms are used for social qctworking and content sharing, they Siffer i
terms of their kgy features and user demographics. Facebock is popular among older users:
while Instagram is popular among younger users. Twitter is known for jts brevity and its us¢ by
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professionals and thought leaders to share their opinions and sights. Each platform offers

r businesses to reach their (

" arg Pl .
unique opportunitics fo arget audience and build brand aw

Objectives : i
S: , . enrrent state of social media ver
I. To investigate the currem S0 | medi I media usage among consumers and their
behaviour towards different social media platforms,
Clld

To identify the impact of social media on consumer behay

on purchq;c decisions, brand loyalty, and product awareness

S ook | |

3. To analyze the role of Faccbook, Instagram, and Twitter in shaping consumer
behaviour and their effectivencss In engaging consumers,

rs that affect the impact of social medi

4. To explore the factors ? |
such as age, gender, social status, and onlinc behaviour.

As per the Datarcportal January 2023 global overview we can see that social media growth has

continued to increase: . .
e More than half of the world now uscs social media (59%)

e 4.76 billion people around the world now use social media, 137 million new users have
come online within the Jast 12 months

e The average daily time spent qsing social media is 2h 31m,
Social media has had a significant 1mpact on consumer behaviour, particularly in terms of
purchase decisions, brand loyalty, a.nd product awareness.
Purchase Decisions: Social media has revolutionized the way consumers make purchase
decisions. With the help of social media, consumers can easily access product information,
reviews, and recommendations from their peers. Social media has also made it easier for
consumers to compare products, prices, and features, and to make informed decisions. Social
media platforms like Instagram and Facebook have also introduced shopping features, allowing
consumers to make purchases directly from the platform.
Brand Loyalty: Social media has had a significant impact on brand loyalty. Social media
provides brands with a platform to engage with their audience and build brand awareness. By
creating engaging content and fostering a community, brands can create a loyal following that
advocates for their products or services. Additionally, social media has made it easier for
consumers to voice their opinions about brands and products, which can either strengthen or
weaken brand loyalty.
Product Awareness: Social media has increased product awareness by making it easier for
businesses to reach their target audience. Social media platforms like Facebook and Instagram
allow businesses to target specific demographics and interests, making it easier for them to
reach potential customers. Additionally, social media influencers have become a powerful tool
for creating product awareness. Influencers can promote products to their followers, increasing
their reach and credibility.

several factors can influence the impact of social media on consumer behaviour,
including age, gender, social status, and online behaviour. Understanding these factors can help
businesses develop effective social media strategies that align with their target audience and
maximize the impact of social media on consumer behaviour,

Research Methodology :

The paper has been written on the basis of secondary data. The secondary data were
collected from published books, journals, research papers, magazines, daily newspaper, official
statistical documents, published and unpublished data, monthly and reference books, as well as
various types of reports and internet sources.

Conclusion:

Areness.
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tour, including its influence
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