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Abstract

In this advertising world, social media marketing is the most effective 
strategy. This method will aid marketers in understanding the as-
pects that influence consumers' purchasing decisions. The primary 
purpose of this research is to look at how social media influences 
purchasing behaviour and to determine the link among various so-
cial media marketing efforts, customer actions, and customer be-
haviour. This paper uses a qualitative analysis approach to collect 
and analyse the data. Internet life display has become the foremost 
dominant mode for organisations trying to attach with their prospects 
and customers. There were 220 respondents in this case, and the 
immoderations were developed in terms of univariate and bivariate 
study from a factual standpoint. Similarly, after executing a com-
prehensive quantitative analysis using SPSS and research offered 
by the survey host's online platform, one may accurately determine 
what proportion is often influenced and, as a result, the actual effect 
of social media marketing portrayed in the process. Consumers pur-
chase higher cognitive processes. Throughout this evaluation, Pear-
son's correlation research analyses a positive vital direct connection 
between social media marketing and the higher cognitive process of 
customer purchase. The first level’s ratio coefficient (r2) was 30.9 
per cent. This means that social media marketing will be used to pre-
dict customer purchase decisions. Future studies will be conducted 
to distinguish between the two CBDMs can be clarified by adding 
more variables. To get a better grasp of the significant focus on core 
customer leadership behaviour, expand this research to include web 
life material as well as additional respondents, Expand this research 
by considering web life content in addition as other respondents for 
a much better understanding of the main focus on core customer 
leadership behaviour.
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INTRODUCTION

Globalisation can be portrayed as the switch to The formerly diverse and discrete local 
markets combined into one enormous global market due to increased global integration and 
interdependence. Marketplace (Hill, 2009). It is known that Shifts influenced the international 
market in exchange rates. Because of the changes in the economy, organisations are compelled 
to reorganise Using business tactics, brands may communicate with their audiences more 
successfully. According to Davis (2001), One of an organisation’s most precious resources 
is its reputation. Modern companies must understand how important it is to capitalise on 
their brands since doing so may help them achieve sustainability, growth, and profitability 
goals. Advertising, meeting specific client demands, connecting certain types of persons 
to merchandise, classifying and filling gaps that participants have yet to see, competitive 
relations, and valuing tactics as means that can build brands (Burger, 2009). Additionally, Chu 
et al. (2013) argued that buying behaviour often takes various forms, with consumer decisions 
varying depending on various criteria such as income, demography, and social and cultural 
aspects (Afthanorhan et al., 2021).

In the modern era, social media is necessary for supporting the activities of human life for 
example, people worldwide use social media to make more accessible their communication 
with others. Besides, people also use social media as media for marketing. It is known that 
the discipline of marketing has existed for thousands of years, and shopping has become 
a lifestyle of millennia. Before social media marketing became popular, people would sell 
their goods in stores or shops. It means that Historically, actual businesses or stores were 
used to sell products and services. According to Hardy (2016), Marketing increases quickly 
based on the progress of time, heading intensified From the early 20th century through the 
late 1940s, there was competitiveness involving current market techniques. To face the rising 
competition, marketing needed modern technology to communicate or reach consumers 
easily. Trademarking appeared as a marketing technique in the 1990s. Hardy (2016) said that 
branded companies must sell products that have high quality and get the gift of upgrading 
profit boundary and increasing their reputation. The advances follow the development of the 
era in technology. For example, the internet was born and must subsequently be an internet 
company. Consumers with limited purchasing strength and the ability to perceive significant 
differences between companies engaged in diverse shopping (Jibril et al., 2019).

Such businesses supply services and offer product information through their website. 
Companies can persuade consumers through their brand purchases. Many companies use 
digital marketing by using internet marketing. So, because of this, we deliver a new era in 
digital marketing today. Thus, internet marketing was launched. The usage of digital platforms 
or channels to promote or advertise goods and services to consumers and business unity 
is described as digital marketing by the Digital Marketing Institute (2020). Its development 
produced advantages that allowed it to increase its client base and reach many individuals 
quickly. With the rise of search engines like Google, the flow of information to many social 
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networking sites like Facebook, Twitter, and others was swiftly accelerated. With the help of 
computers, phones, and other internet-enabled devices, it could be viewed from anywhere 
equipment.

Social media marketing emerged as businesses started to pay attention to changes 
to promote their goods. Social media is a medium of technology that enables the digital 
transmission of information about goods and services from one person to another through 
the internet. Its sole marketing strategy relies on word-of-mouth (WOM). WOM is a service 
that allows information to be passed from one person to another, significantly impacting how 
customers behave while purchasing. (1998, Richins & Shaffer). According to Porter and 
Galon (2006), social marketing is a non-paying colleague-to-colleague connection that uses 
supportive content from a trusted source and the internet to reach its target market. This order 
to others.  It can be both deliberate and non-deliberate the facet of social media marketing. 

Social media like Facebook, Twitter, and YouTube are dynamic devices that simplify online 
connections (Golden, 2011). There are some benefits in marketing via social media because 
social media allows businesses to have a part in consumer and direct communication and 
is a very inexpensive type of marketing (Kaplan & Haeniein, 2010). Given the alternatives 
accessible to the consumer and the predominance of Customers, brands and internet 
advertising play essential roles in an organization’s economic strategy. A series of factors drive 
repeat purchases. For instance, brands influence consumer choice, and customers influence 
one another. A strong brand influences consumers' purchasing decisions and adds value by 
creating demand and securing the company's future financial success (Oliveira & Sullivan, 
2003). Social media marketing, therefore, reflects announcement chances and demands novel 
and unorthodox methods thought to ensure that consumer’s impression of brand orientation and 
product orientation. The paramount business strategy is the development of social agreements 
and digital communication. The marketing strategy must become more creative and seize 
possibilities to attract customers (Rockendorf, 2011). There have been some earlier studies 
done, the first being the study by Mayfield (2011) regarding how the development of social 
media has improved situational consciousness in terms of changing environments. This study 
discovered that Social media marketing is becoming increasingly significant in advertising. 
Fauser Weidehofer & Lorenz (2011) performed a second study on the premise that social 
media will affect the consumer's decision-making process The outcome demonstrated that 
social media might help influence the consumer at all points along the customer's path toward 
making a purchase. Fauser (2011) asserts that due to the rapid growth of social media and 
changes in customer behaviour, social media marketing is a crucial tool for promoting brands 
and goods. The fundamental element of venues for social networking, knowledge sharing, 
teamwork, and development was crucial to promoting regular dialogue.

LITERATURE REVIEW

Social networking sites, sometimes known as SNSs, allow users to connect with friends, 
establish personal web pages, and exchange information (Shen et al., 2016). The connections 
made on social network websites, like other social media platforms, are primarily focused on 
the real-world activities of social networking. Users or allowed to submit accurate personal 
information since online data and user-generated content significantly affect businesses’ 
market share and products (Kapferer & Bastien, 2012). Utilising social media analytics to 
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get insight into competitors' strategies, supplier performance, customer trust, and purchase 
intentions may provide businesses with a competitive edge (Fan & Gordon, 2014). Businesses, 
big and small, utilise social media to raise awareness of their initiatives and goods. Social 
media has meaningfully altered what way individuals interact. Smooth companies used public 
media boards as a component of united marketing tactics to grow their current clientele or draw 
in new ones, which led to a rise in market share and speedy expansion (Tiago & Verssimo, 
2014). Likewise, Arli (2017) stated that dissonance-reducing shopping behaviour is defined 
as buyers’ high buying involvement and incapacity to discern significant differences between 
brands (Bigne et al., 2018). 

Most businesses utilise Internet marketing strategies, including bloggers endorsement, 
social media advertisement, and user-generated content management or enhancing consumer 
awareness of a brand (Wang & Kim, 2017). User-generated content may be created and shared 
through social media, which is made ups of internet-connection apps based on technological 
and ideological ideas. Social media and Web 2.0 principles have a role in online work. Social 
media is the more significant communication medium to spread knowledge about brands due 
to its evolved variety. It makes transferring information, cooperation, and collaborative actions 
more widely available than conventional media formats like radio, TV, and print. Social media 
websites (Twitter et al.), as well as blogs and forums, there is every kind of internet site. (Arrigo, 
2018). Social networking makes it simpler to create contents The process involves encounters, 
exchanges, and collaborations.

Examples of social media platforms and applications include bookmarking, rating, video, 
photos, podcasts, wikis, microblogging, social blogs, and weblogs. Businesses, government 
agencies, and social networkers increasingly communicate through social media (Cheung et 
al., 2021). Businesses and government organisations utilise social media for marketing and 
advertising. Coordinated advertising efforts may be executed more effectively and inexpensively 
based on the continuous relationships and exchanges that the internet enables among customer 
collaborators, incidents, the media, online resources, and merchants. (Tafesse and Wien, 2018). 
Customisation, reputation, trendiness, interaction, and entertainment are all crucial elements of 
attempts to advertise expensive products. And engaging all constitutes essential components 
of campaigns to promote pricey goods, according to Liu et al. (2021). They all have a significant 
impact on consumers' purchase intentions as well as brand perception. Capital Communities’ 
advertising campaigns result from interactions among events and individual states of mind, 
whereas goods undergo external influences for customers. (Parsons and Lepkowska-White, 
2018). Even while people may engage in similar service activities, their thoughts and emotions 
about the experience are likely to differ, which can affect users and clients. Future marketing 
will put more of a focus on brand marketing activity. Thus, those activities could be sensories 
stimulating and have good themes for the clients. Organisations now need to concentrate 
on giving customers a memorable customer experience in addition to delivering high-quality 
features (Beig & Khan, 2018)

The phrase "social media" gained popularity after the launch of social networking websites 
like Napster in 2003 and Facebook in 2004. A new approach to using the internet as a platform 
where the material is continuously amended by a lot of users in a collaborative governance way, 
as opposed to being generated and produced by people, was coined about this time as "Web 
2.0." (Kaplan & Haenlein, 2010). Web 2.0 simplifies building user networks and exchanging 
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web ideas, information, and expertise (Constantinides, 2014). 2010 (Kaplan and Haenlein) 
User-generated content (UGC) is media that is freely available to the public and created 
by people. According to the OECD, It shall be developments independently of professional 
procedures or outsides of the setting of a commercial sector (2007). The latter alludes to the 
content's author; the UGC subjects can (and frequently are) a for-profit item or service to which 
users submit their reviews. A collection of web-based applications known as social media that 
expand Social networks are platforms based on the conceptual and technical foundations of 
Web 2.0 that permit the creation and sharing of content created by users. (UGC). Collaboration 
efforts (Wikipedia, blogs), content communities (YouTube), social media (Facebook), the online 
game world (World of Warcraft), and virtual social worlds (Second Life) are a few features of 
social media endeavours (Kaplan & Haenlein, 2010). E-commerces or consulting companies 
have become more and more popular recently. Multiple researchers give strong evidence to 
justify the relationship between social networking and the behaviour of consumers (Alalwan, 
2018; Arli, 2017; Bolat et al., 2016; Liu & Lopez, 2016; Naeem, 2021; Oumayma, 2019; Saeed 
et al., 2019).

The questionnaire's questions were carefully chosen to answer the study questions and 
goals (Saunders et al., 2012). Social media developed the questionnaire and ingesting buying 
behaviour, outlining the study goals, putting them into words, and the five-point Likert scale 
backed it up. A sequence of questions or statements with five answer options is used in the 
Likert scale. Strongly approve (1), approve (2), neutral (3), and dislike (4) are the available 
options (4) and strongly disagree with (5) (Likert, 1932). The complete questionnaire took a 
long time to create. In Pakistan, in the twin cities of Islamabad and Rawalpindi, for around two 
weeks.

Data collection

Primary data is used To accomplish goals for the study, like whether/if, The reasons and ways 
that the internet affects consumers' purchasing decisions or choices (Saunders et al., 2012). 
This survey link for an online questionnaire was emailed to several citizens of the twin cities 
who shared the quiz on Facebook. The Citizens of the two cities were invited to participate in 
the survey, but those not from either city were rejected. Those. This survey research approach, 
like most survey research, is longitudinal. Data is collected from the population multiple times 
over a lengthy period (Belle et al., 2004). Among all respondents, 137 provided valid data 
collected over three days. 

Research design

The design of this study specifies how well the researcher will address the research 
questions. It logically arranges the measurement methods and makes suggestions regarding 
them. Frames of time and analysis There are three different sorts of research designs.

Design of experimental studies:

Because the issue is complicated, this research method is used. Its primary objective is to 
explore and clarify the issue.
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Descriptive Research Design:

This approach is used when a succinct and unambiguous summary of the original study 
issue is required.

Informal Research Methodology:

This study strategy is used whenever an academic attempt to alter any number of regression 
coefficients to see how they affect the dependent variable.

Sampling Design,

The residents of Rawalpindi and Islamabad region were included in the survey population.

A whole of 137 people took share in that study.

Questionnaire Design:

The questions in our surveys are set up as choice questions. This enables the researcher 
to assess the influences on social media and client purchase habits.    

The goals of that research,

The study aims to discover why, when, and how social media has affected consumer 
decisions. The conceptual framework was developed using previous research on marketing, 
customer writing, and social media. A quantitative method was applied in this investigation. 
Residents of Rawalpindi and Islamabad were sent a questionnaire in the second half of 2018 
to collect empirical evidence.

Internet users,

Online shoppers typically are not aware of the factors affecting their purchases. The report 
outlines the procedures that must be taken to guarantee that clients obtain the best goods for 
their needs.

Questions for Research:

1 How do purchasers pay attention to, evaluate, and choose data when purchasing?
2 What was the distinction between traditional marketing and social media market-

ing?
3 How has social networking impacted clients at different decision-making stages?
Often, those shopping online are ignorant of the factors that impact their purchase decisions. 

The research pinpoints the measures that must be followed to ensure that clients receive high-
quality products that suit their needs.

Analysing this data

Background

The consequences of this questionnaire data analysis are reported in the next section. The 



108 

International Journal of Emerging Business and Economic Trends

questionnaire was distributed to people living in Rawalpindi and Islamabad. The aggregate 
proportion of responses was 91.33 per cent since the survey was emailed to 150 people, and 
137 answered (per cent). The form has a total of eight questions.

Distribution of ages

The pie chart depicts the demographic breakdown of the questionnaire’s participants into 
five distinct age groups.

Figure 1: Distribution of ages

Figure 2: The following pie chart depicts the impact of gender on customer behaviour respons-
es.

We can identify the range of replies by posing these two broad questions, enabling us to 
offer a more comprehensive analysis.

The obtained data covers five distinct age ranges. They are between the ages of 15 and 
25. 45.3 (per cent). 26–35 years of age 8 (per cent). 36–45 years of age 18.2 (per cent). 46–55 
years of age, 19.7% (per cent). 56–65 years of age 6.6 (per cent). 65 years and older 2. (per 
cent).

Female respondents comprised 31.4 per cent of the replies, while male respondents 
comprised 68.6%. The preceding study uses the available data, which includes people of 
different ages, tastes, and genders, to examine normal consumer behaviour in Rawalpindi and 
Islamabad.

The frequency of online purchases is seen in the pie chart above. It shows that 24.1 per 
cent of consumers shop online only once a week, compared to 48.2 per cent who buy online 
often. Only 2.9 per cent of customers buy online daily, compared to 24.8 per cent who do it 
sometimes.

19.70%2%
8%

18.20%

45.30%

6.60%

35-45
25-35
15-25

45-55
55-65
65+

68.6%

Male Female

21.4%
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Figure 3: Incidence of online spending done by persons
Figure 4 On a typical day, how much time do you likely to spend regularly on internet 

websites?

Figure 4: Shows How long do you usually spend on the internet? On a typical day.
The question asked During our survey; we sought to ascertain how many hours people 

spend each day on social media.

This taught us that a % of individuals, 49.6 per cent, spend 0 – 2 hours of their time on 
Facebook. Furthermore, 30.7 per cent of people used social media for 2 to 4 hours. 15.3% of 
the population spent 4–6 hours a day on social, with the latest figure of 4, 4% spending 6 hours 
or more on social networks. Because of the rise in popularity of social media, it is now simple to 
allow people to communicate in an actual period, allowing them to expand their circle of online 
friends to any extent possible. Applications and websites are used most for buying products 
online.

According to the poll, amazon is the most popular online buying site, receiving 87.6% of the 
votes. Then there is Flipkart (30.7). (per cent). Myntra 28.5 (per cent). Others 21.9 (per cent). 
According to most of our responses, Alibaba is currently the most significant general online 
interaction place.

48.2%

24.8%
24.1%

9%
1.2 times 
in year

Everyday
Monthly

Weekly

49.6%

30.7%
15.3%

1.2%
6 hours 

and above

4.6 hours
2.4 hours

0.2 hours



110 

International Journal of Emerging Business and Economic Trends

Figure 5: 

Figure 6: Prepare the persons’ shadow brands on social media?
Social networking websites offer information about various products, offers, discounts, and 

bargains. Social media and websites are an excellent way to learn about anything without much 
effort. 58.4% of people utilise online platforms for following people. Numerous companies.

Figure 7: Do you take communal media as a microelectronic word of opening?
The influence of word of mouth on client purchase objectives has been recognised for 

some time, but through the arrival of web-based living, microelectronic word of mouth has 
grown in another measurement. Electrical word-of-mouth inspirations buying choices. 60.6% of 
that populace thinks this social media affects consumer decisions and acts as electronic word-
of-mouth. Additionally, it possibly was chosen as a response by 32.1% of those who did not 
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want to voice strong opinions. 7.3% of participants said social media should not be considered 
electronic word-of-mouth. 

FINDINGS

Given that this age group spends that much time online, most responders were between 
15 and 25. That much period a social media. According to study outcomes, about a quarter of 
respondents undertake internet shopping once or twice a month. According to study results, 
over half of the respondents spend 0-2 hours daily on social media sites. According to the study 
results, about 60% of respondents follow businesses on social media to be informed about 
deals, new items, etc. According to study findings, social media is used as an electronic word-
of-mouth medium by roughly 61% of individuals. 

CONCLUSION

Interest in how consumption patterns have changed the Digital Stage, primarily in esteem 
through social media, encouraged that study. This research focuses on buyer discernments 
in Rawalpindi and Islamabad by determining how social media influences various phases 
of their decision-making process. The study focuses on consumer views in Rawalpindi and 
Islamabad to understand how social media influences different phases of their decision-making 
process. The theoretical basis for this study was built around buyers procuring classical and 
the changes social media have typically carried toward advertising. This study evaluated how 
social media affected Rawalpindi and Islamabad’s digitalisation across the board. Consumers 
are influenced by trends and personalities, according to studies. Due to the prominent rapidly 
changing market characteristics, there are fewer attributes considered and brand recognition 
in the market, requiring the industry to look for new ways to stand out. Businesses give a more 
uncertain experience for their clients. This research can help other academics understand how 
various elements, including, in theory, people’s buying behaviours, have changed in the digital 
world. Rawalpindi and Islamabad are progressively establishing themselves as a significant 
player. Product purchasing behaviours of consumers.

LIMITATIONS AND SUGGESTIONS

Today’s era is an era of social media and e-commerce. Social media plays a positive and 
vital role in consumer buying behaviour, which means that people are more likely to search, buy 
and share products using social media channels. The study suggested that marketers, to attract 
and retain customers, must build and maintain their social media presence. For this purpose, 
they may hire a digital marketer. A Digital marketer is an employee who builds and maintains 
the online presence of the company or brand. Instagram and Facebook are by far the most 
popular social media platforms. The study looked into the effect of social media on Pakistani 
consumers’ purchasing habits considering their detailed demographic and socioeconomic 
factors. It adds the historical literature and the findings to the present domain of the study. Due 
to the limited time, the number of respondents was less. The number of responses could have 
increased if the survey size had been concise, not detailed. Furthermore, the salary of the 
respondents was not included in the questionnaire, which could have given more information. 
The study’s findings suggest that future researchers create a precise yet comprehensive survey. 
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Similarly, the respondent’s salary can be included in the survey to determine the behaviour of 
the respondents having different salary levels. The occupation of the respondents can also be 
included in future research.
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