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ARTICLE INFO ABSTRACT 
 These idays, ithe inumerous itechniques iused ito ibrand iand imarket iproducts 

ionly icomprise ia ismall ipercentage iof ithe itraditional imarketing ichannels. 
iTechnology ihas imde iit ipossible ifor icustomers ito ido iextensive iproduct 
iresearch ilabel iproducts iprovide i iconstructive ifeedback iand imuch imore. 
iTherefore isince icustomers iusually iinteract iwith ibusiness iafter ireading 
ireviews, ia ilot iof ibusinesses ithese idays ihave isocial imedia ipages ito iincrease 
ithe iknowledge ithat iconsumers ihave iabout itheir iproducts iand ibusiness. iThis 
ipaper's iprimary ifocus ifocuses ion iwhere isocial imedia iimpacts iconsumer 
ibehavior. iGiven iwidespread iuse isocial imedia iplatforms ilike iYoutube, 
iFacebook, iWikipedia, iMyspace, iand iothers iit iis itobe iexpected. 
 
Keywords: iSocial iMedia iMarketing, iConsumer iBehaviour, iSocial iNetwork. 

 
I.INTRODUCTION: 

 
A igrowing iemphasis ion iglobal idevelopment iand ithe ipervasive iuse iof itechnology iin imarketing, 
iadvertising iand ipromotion ihave icaused ia ishift iin ithe iway ibusinessess ispecialize iin iconsumers 
ithrough isocial imedia ibecause itechnology ihas ibecome ia imajor ifactor iin igrowing imarkets iresearchers 
ihave ideveloped ientire imarketing istrategies icentered iaround iglobal iaccess ito itechnology iadvertising 
iand ipromotion ialso ioften ihighlight ipsychological, iemotional iand isocial iaspects iof iconsumer 
ibehaviour ithese ielements imust ibe iincluded itechnology ibased imarkdeting ibecause iinspite iof iglobal 
iexpansion iand ithe idevelopment iof inew itechnologies ibusinesses istill ineed ito ifocus ion ithe ifour icore 
iPS i iof imarketing iproduct, iprice, iplace iand ipromotion. iBusinesses itypically iuse ifacebook, iyoutube, 
iand iTwitter ias itheir iprimary isocial imedia iplatforms ifor ibranding iand iproduct imarketing. iThese iare 
ithe ithree imost ipopular iplatforms. iSocial imedia iplatforms ihave ibecome ithe iprimary imeans iof 
idisseminating iproduct idata, iincluding istrategies ifor ichanging iconsumer ibehaviour, iintroducting inew 
iproducts iand ipromoting ibrand iawareness isocial imedia iprovides ia iunique iopportunity ito ileverage 
iword iof imouth imarketing ito ia iwide iaudience ithrough ia ilarge isocial inetwork, ienabling iconsumer ito 
iconsumer icommunications iand iraising ibrand iawareness. iNew ionline iinformation isources ithat iare 
iproduced iand iutilized iby iusers iwho iare iinterested iin isharing iinformation iwith iohters ion iany 
isubject ithat iinterests ithem iis ithe iway isocial imedia iis icommonly idefined. iSocial inetworking isites 
isuch ias ifacebook ihave ioffered ian ialternative iway ito iintroduct ibrand irelated icontent iand iencourage 
iconsumer iexchange ithrough iuser iinteractions. iThese idays, icustomers iare iencouraged ito iinteract 
iwith ibrands, ishare iinformation iamong ithemselves, iand icreate icontent ithat iembodies ithe ibrands 
ithey ichoose. iThe imore iinvolved ia icustomer iis iin ithis iprocess ithe imore ilikely iit iis ithat ithey iwill 
iencourage iothers ito ilook iinto ispecific ibrands. iRecognizing ithe irole iof isocial inetworks iin ibranding 
irequires irecognizing ithe iviewpoints iof i ibusiness iwith irespect ito ibranding iand imarketing istrategies 
itheir igoal ito icreate iconsumer iengagement iand ias ia iresult ithe iinfluence iof isocial inetworks ion 
iconsumer ipurchasing idecisions. iNowadays iusers iview ithe iinternet iworld imore ifrom ia ireplacement 
istandpoint iand ias ia icommercial ispace. iDue ito iits iexpansion iand ithe irise iof ionline iretailers, iusers 
ihave inow iturned iinto iconsumers ione iof isocial imedia’s imain ieffects iis ithat iit ihas ichanged ihow 
icustomers iand imarketers icommunicate iwith ione ianother. iIncome ithe irationale ibehind ithe ipurchase 
ithe ibrands ior icompanys isocial imedia ipresence, iand idemographic icharacteristics ilike iage, igender 
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iand iincome iare iadditional ipsychosocial ifactors ithat iaffect iconsumers. iIn ithis iarticle iresearcher ilook 
iat ihow isocial inetworks iinfluence ithe ipurchasing idecisions iof iinternet iusers. 
 

II. REVIEW OF LITERATURE 
 

A ireview iof iliterature ihelps ithe iresearchers ito ihave ia ifirst ihand iknowledge iabout iparallel iwork 
idone iby iothers. iIn iorder ito ihave ia icomprehensive iunderstanding iof ithe iproposed istudy, ithe 
ifollowing iresearch istudies ihave ibeen ireviewed. 
Alba iand iHutchwison i(2023) ibelieved ithat iprice isensitivity iwould ibe ilower iin ionline ithan iin 
itraditional ioutlets iwhen ithe inon iprice iattributes ior iquality iattribute iare iof igreater iimportance. 
iWhen ithe iproducts iare irelatively icomparable ithe iprice iof icourse iwill iplay ia igreater irole. 
Han iet ial i(2022) ipointed iout ithat ia ihigh iconsumer iorientation ishould ilead ito imore i iintensive 
iadoption iof ie-business iinitiative iin icommunication iprocesses. iLikewise, ia icustomer ioriented ibusiness 
iis imore ilikely ito ifocus iefforts iand iresources isatisfy icustomer ineeds iand ito iadopt ia iproactive 
idisposition itoward iinnovation ithat ifacilitate iefficient icustomer itransactions iand irobust icustomer 
irelationship. 
Ariely iand icarmon i(2021) ireported ithat ia icrucial ipart iof ipurchaseing iexperience ioccur iat iend 
iof ithe iprocess iof ipurchase iwhere icritical ifactors iinfluence ione’s ilikehood iof ireturningt ito isame isite. 
iThis iargument iwould icontend ithat ithe ifulfillment iaspect iof ithe ipurchase iprocess imight iplay igreate 
irole ithan ithe ilevel iof iinformation iprovided ior ithe iamount iof ichoice ithat iis iavailable ito ithe 
iconsumers ion iwebsite. 
Lync iand iAriely i(2021) ishowed ithat ilowering ibuyers isearch icost ifor iinformation ion iproduct 
iquality iconductive ilowering ibuyers iprice isensitivity iwhen iproducts iare idifferentiated. iSuch iefforts 
iserve ito ihighlight isellers ineed iadapt ito ichanges iin ibuyers iinformation isearch iand ibuying ibehaviour 
ias ia iconsequences iof ichanges ioccurring iin ithe ibuying ibehaviour ias ia iconsequence iof ichanges 
ioccurring iin ithe ibuying ienvironment. 
Chaturvedi iand iDr. iSachin iGupta i(2021) iin itheir istudy ieffect iof isocial imedia ion ionline 
ishopping ibehaviour iin iJaipur icity ian ianalytical iview iconcluded ithat ionline imarketing ithrough isocial 
imedia iis igaining ipopularity iamong ithe ipeople ispecially ithe iyounger igeneration ibut iin itodays 
iscenario ito igain ipopularity iamong iall iage igroups isocial imedia imarketing iwill ihave ito iover ia ilonger 
idistance. iPeople ihave ihestitations iin iusing ionline ipurchaseing idue ito isecurity iconcerns idelays iin 
iproduct idelivery ialong iwith iprice iand iquality iconcerns. iMore iover ipeople ihesitant ito iadapt inewer 
itechnology. 
Christina iChung iand iAlexander iMuk i(2021) iin itheir istudy ionline ishopper isocial imedia iusage 
ishopping ibehaviour iconcluded ithat iactive iinteraction iand iuseful iinformation ion isocial imedia icreate 
ipositive iperception itowards iproducts imessage iin isocial imedia iwebsites. iProviding ipropaer iresponses 
ito ithe iconsumers iand ithe iinstant ifeedback igiven iby ithe ionline ishoppers iis ia ikdey ito isocial imedia 
ichannel. 
 

III. STATEMENT OF THE PROBLEM: 
 
Social imedia ihave iprovided inew iopportunities ito iconsumers iinteract iin isocial iinteraction ion iweb 
iconsumers iuse isocial imedia ilike ionline icommunities ito iget icontent iand ito inetwork iwith iother 
iusers. iThe istudy iof isocial imedia ialso ican iidentify ithe ibenefits ito ibe igained iby ibusiness. iBusinesses 
iare ieager ito icapitalize ion ithe itrend ias ithey iperceive ihuge iopportunities, iwhile isocial imedia iis 
ireplacing iconsumers iin ithe imiddle iof ithe ibusiness iworld. iThere iare inumerous istudies iexplaining 
iwhy iit iis ibeneficial ito iuse ithe imedia iand ihow iit ican ihelp irealize ia ibetter iposition iduring ithe 
itransition, ibut ia ifew iaim ito ireview ithem ifrom ithe iviewpoint iof ithe icustomer. iThe ipurpose iof ithis 
istudy iis ito ievaluate isocial imedia's iefficacy ias ia ibusiness imarketing itool. iSocial imedia's ieffectiveness 
iis iwidely iacknowledged.Hence, iit iis inecessary ito istudt ithe ibehaviour iof ithe iconsumers ithrough 
isocial i imedia iwhich iempower ithem ito iproceed ito ipurchase ionline isites. 
 

IV. Objectives of the Study: 
 

Based ion ithe istatement iof ithe iproblem ithe iresearcher ihas iframed ithe ifollowing iobjectives. 
1. To istudy iabout ithe ikind iof iproducts ipurchased iby ithe ie-consumers iusing isocial imedia isites. 
2. To ianalyses ithe ifactors iinfluencing ithe ie-consumers iwhile imaking ionline ipurchase ithrough isocial 
imedia isites. 
3. To idetermine ithe isatisfaction ilevel iof ithe ie- iconsumers itowards ithe ionline ipurchase ion isocai 
imedia isites. 
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V. METHOD OF DATA COLLECTION: 
 

A istructured iquestionnaire icreated iin iaccordance iwith ithe istudys iobjectives iis iused ito igather 
iprimary idata. iA itotal iof i294 icustomers iwith iat ileat ione iactive isocail imedia iaccount ihave iprovided 
idata ifor ithe icollection. iIn ioredr ito ipreserve isocial idistance, ithese iparticipants iare icontacted ivia 
iphone isurveys iand iinterviews ishared ivia iGoogle isheets. 
 

V.i. TECHNIQUE OF DATA COLLECTION: 
 

Convenient isampling iwas iused ifor ithe icollection iprocess. iDuring ithe iinitial istage, ievery iparticipant 
ireceived iinstructions ion ihow ito icomplete ithe iscale iquestionnaire. iThe iindividuals iwho ianswered ithe 
iquestionnaires iwere igiven ithem irespondents icompleted iquestionnaires iwere igathered ifor istatistical 
idata. 
V. iii i iSample isize: 
It iindicates iof ithe iquantity iof irespondents ichosen iat irandom ifrom ithe ientire ipopulation ito imake 
iup ia isample. iIt icomprises i294 irespondents ifrom icoimbatore icity ispread iacross ivarious isocio-
demographic iprofiles. 
V.iii. iSample iUnit: 
The iquestionnaire iwas idistribute iin icoimbatore itamilnadu. iThe iauthor ialso ideveloped ian ionline 
iquestionnaire iand iinvited iparticpation ithrough iemail. iThe itarget iindividuals iwere inumbers iof isocial 
inetworking isites isuch ias iFacebook, iTwitter, iLinkedin ietc. iTotal i320 iresponese iwere ireceived iout 
iwhich i26 iresponses iwere iincomplete i294 iresponses iwere ifinalized ifor istudy. 
V.iv. iData ianalysis: 
The idata icollected ifrom ithe ipotential irespondents iwere ianalyzed iby ithe itools: i 
1. Analysis iof iVariance 
2. Multiple iRegression iAnalsis 
 
Analysis of Variance: 
The ianalysis iof iVariance iis ia ipowerful istatistical itool ifor isets iof ivariance iis ipowerful istatistical itool 
ifor itests iof isignificance. iThe itest iof isignificance ibased ion it-distribution iis ian iadequate iprocedure 
ionly ifor itesting ithe isignificance iof ithe idifference ibetween itwo isample imeans. iIn ia isituation iwherer 
iwe ihave ithree ior imore isamples ito iconsider iat ia itime ian ialternative iprocedure iis ineeded ifor 
itesting ithe ihypothesis ithat iall ithe isamples iare idrawn iform ipopulations iwith ithe isame imean. iThe 
ilogic ipurpose iof ithe ianalysis iof ivariance iis ito itest ithe ianalysis iof iseveral imeans. iThe ianova iused 
ifor istudying ithe idifferences iamong ithe iinfluences iof ivarious icategores iof i ione iindependent ivariable 
ion ia idependent ivariable iis icalled ione-way iANOVA. iThe iAnova iis idesigned ito itest iwhether ia 
isignificant idifference iexists iamong ithe ithree ior imore isample imeans.In ithis ianalysis ithe itotal 
ivariance iin ia iset iof idata iis idivided iinto ivariation iwithin igroups iand ivariation ibetween igroups. iThe 
ianalysis iof ivariance itechnique iis iused iwhen ithe iindependent ivariables iare ion inominal iscales iand 
iindependent ivariables iare iof inominal iscales iand idependent ivariable iis imetric ion iat ileast iinterval 
iscaled. 
 
DESCRIPTIVE iS TATISTIC 

Particular N Minimum Maximum Sum Mean Std. i iDeviation 
Overall i iOpinion i i#Product i 
iAdvertisements 294 10.00 46.00 8279.00 28.1599 8.70986 

 
(Based ion ithe iabove itable iLow, iMedium, iHigh iwas iarrived) 
 
The ishopping ibehaviour iscores iof ithe irespondents irange ifrom ia iminimum iof i10 ito i ia imaximium 
iof i46 ias ithe iabove itable iillustrates. iThe igoal iis ito iclassify ithe irespondents iinto ithree imain 
icategores ilow, imedium iand ihigh ilevels iof ifactors ithat itake iinto iaccount ithe ifact ithat irespondents 
iare imore ilikely ito ipurchase iproducts iafter iseeing iadvertisements ion isocial imedia. iTo iachieve ithis 
igoal. iThe imean iand istandard ideviation iare icomputed. iThe irespondents ihave iobtained iscores iof 
imean i-0.5 istandard ideviation iwere iclassified iinto ihigh ipurchasing ifactoros ito iconsider ifor 
ipurchasing ithrough iadvertisements ion isocial imedia isites. iThe iscores iof ithe irespondents ifalling 
ibetween imean i-0.5 istandard ideviationa iand imean i+0.5 istandard ideviationa iare igrouped ias ia 
imedium ilevel iof ithe irespondents ifalling ibetween imean-0.5 istandard ideviationa iand imean i0.55 iare 
iconsidered ifor ipurchasing ithrough iadvertisements ion isocial imedia isites. iThe idifferent ifactors ithat 
irespondents itake iinto iconsideration iwhen imaking ipurchases ithrough iadvertisements ion isocial imedia 
isites iwere icompared iacross ilow, imedium iand ihigh ioverall ifactors ithat irespondents iconsider iwhen 
imaking ipurchases ithrough iadvertisements ion isocial imedia isites. iThe ifindings iare idiscussed ibelow. 
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TABLE iNO:1.1 Age iand ikind iof iproducts ipurchase ithrough iadvertisements iof isocial 
imedia isites i( iTwo iway itable) 

Age  
Kind i iOf i iProducts i iPurchased 
Trhough i iAdvertisement TOTAL 
LOW MEDIUM HIGH 

Below i20 iyears 
 

No iof irespondents 26 24 33 83 
Percentage 53.1% 52.2% 62.3% 56.1% 

Between i20-25 iyears 
 

No iof i irespondents 13 16 15 44 
Percentage 26.5% 34.8% 28.3% 29.7% 

Between i25-30 i iyears 
No iof i irespondents 10 6 5 21 
Percentage 20.4% 13.0% 9.4% 14.2% 

Total 
No iof i irespondents 49 46 53 148 
Percentage 100.0% 100.0% 100.0% 100.0% 

i i i i i i iSource: iPrimary idata 
 

 iThe iabove itable istates ioverall iopinion ion ithe ikind iof iproducts ipurchased ithrough iadvertisements 
iwith iregards ito iage. iThe ihigh ilevel iof iopinion ion ithe ikind iof iproducts ipurchased ithrough 
iadvertisements iis ihigh iamong ithe iage icategory ibelow i20 iyears i(62.3 ipercent) iand ilow iamong ithose 
ibetween i25 i-30 iyears i(9.4%). iThe iabove itable istates ithe ioverall iopinion ion ithe ikind iof iproducts 
ipurchased ithrough iadvertisements iwith iregards ito iage. iThe ihigh ilevel iof iopinion ion ithe ikind iof 
iproducts ipurchased ithrough iadvertisements iis ihigh iamong ithe iage icategory ibelow i20 iyears i(62.3 
ipercent) iand ilow iamong ithose ibetween i25 iand i30 iyears i(9.4%). iIn iorder ifind ithe irelationship 
ibetween iage iand ioverall iopinion ion ikind iof iproducts ipurchased ithrough iadvertisements ia ichi-
square itest ihas ibeen iemployed ibelow. 
 
Chi-square Test 
Null ihypothesie i(Ho): iThere iis ino irelationship ibetween iage iand ikinds iof iproducts ipurchased 
ithrough iadvertisements iof isocial imedia. 

Pearson i iChi-Square 
Calculated i iChi-square i 
iValue DF P. i ivalue S/NS Remarks 

AGE 13.389 4 .000** S Rejected 
i** isignificant iat i1 i% ilevel 

 
It ihas ibeen irevelaed ifrom ithe ichi-square itest ithat ithe ip ivalue i0.000 ihas ibeen iless ithan i0.01 iand 
ithat ithe iresult ihas ibeen iless i0.01 iand ithe ipercent ilevel. iHence inull ihypothesis iHo ihas ibeen 
irejected iand ithe ialternative ihypothesis iH1 ihas ibeen iaccepted. iFrom ithe ianalysis iIt ihas ibeen 
iconcluded ithat ithere iis ia irelationship ibetween iage iand ithe ikind iof iproducts ipurchased ithrough 
iadvertisements ion isocial imedia. 
 
TABLE I1.2 GENDER Iand Ikind Iof Iproduct Ipurchased Ithrough Iadvertisements Iof Isocial 

Imedia Isites I( Itwo Iway Itable) 

GENDER  
KIND i iOF i iPRODUCTS i iPURCHASED 
TRHOUGH i iADVERTISEMENT 

TOTAL 

LOW MEDIUM HIGH  

Male 
No. i iof i irespondents 26 29 35 90 

Percentage 53.1% 63.0% 66.0% 60.8% 

Female 
No. i iof i irespondents 23 17 18 58 

Percentage 46.9% 37.0% 34.0% 39.2% 

Total 
No. i iof i irespondents 49 46 53 148 

Percentage 100.0% 100.0% 100.0% 100.0% 

 
 i iThe iabove itable istates ioverall iopinion ion ikind iof iproducts ipurchased ithrough iadvertisements 
iwith iregards ito igender. iThe ihigh ilevel iof iopinion ion ithe ikind iof iproducts ipurchased ithrough 
iadvertisement ihigh iamong ithe imale irespondents i(66.0 ipercent) iand ilow iamong ithe ifemale 
irepondents i(34.0 ipercent). iThe imedium ilevel iof iopinion ion ikind iof iproducts ipurchased ithrough 
iadvertisements iis ihigh iamong ithe ifemale irespondents i(37.0%). I 
 
The ilow ilevel iof iopinion ion ikind iof iproducts ipurchased ithrough iadvertisements iis ihigh iamong ithe 
imale irespondents i(53.1) iand ilow iamong ithe ifemale irespondents i(46.9%) iIn iorder ifind ithe 
irelationship ibetween igender iand ioverall iopinion ion ikind iof iproducts ipurchased ithrough 
iadvertisements ia ichi-square itest ihas ibeen iemployed ibelow. 
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Chi-square Test 
Null ihypothesis: i(Ho) iThere iis ino irelationship ibetween igender ikinds iof iproducts ipurchased 
ithrougth iadvertisements iof isocial imedia. 

Pearson i iChi- 
Square 

Calculated Chi-square 
Value DF P. i ivalue S/NS Remarks 

GENDER 11.939 2 .000** S Rejected 

** iSignificant iat i1 ipercent ilevel 
 
It ihas ibeen irevealed ifrom ithe ichi-square itest itat ithe iP i-value i0.000 ihas ibeen iless ithan i0.01 iand 
ithat ithe iresult ihas ibeen iless ithan i0.01 iand ithe i1 ipercent ilevel. iHence, inull ihypothesis i(Ho) ihas 
ibeen irejected iand ithe ialternative ihypotheis i(H1) ihas ibeen iaccepted. iFrom ithe ianalysis iit ihas ibeen 
iconcluded ithat ithere iis ia irelationship ibetween igender iand ithe ikinds iof iproduts ipurchased ithrough 
iadvertisements ion isocial imedia. 
 

TABLE i1.3 EDUCATION Iqualification Iand Ikind Iof Iproduct Ipurchased Ithrough 
Iadvertisements Iof Isocial Imedia Isites (TW0 Iway Itable) 

EDUCATIONAL 
QUALIFICATION 

 
KIND i iOF i iPRODUCTS i iPURCHASED i 
iTRHOUGH i iADVERTISEMENT TOTAL 
LOW MEDIUM HIGH 

UPTO i iHSC 
No. i iof i iRespondents 15 8 11 34 
Percentage 30.6% 17.4% 20.8% 23.0% 

UNDER GRADUATE 
No. i iof i iRespondents 15 22 32 69 
Percentage 30.6% 47.8% 60.4% 46.6% 

POST i iGRADUATE 
No. i iof i iRespondents 11 13 5 29 

Percentage 22.4% 28.3% 9.4% 19.6% 

OTHERS 
No. i iof i iRespondents 8 3 5 16 

Percentage 16.3% 6.5% 9.4% 10.8% 

Total 
No. i iof i iRespondents 49 46 53 148 

Percentage 100.0% 100.0% 100.0% 100.0% 

 
The iabove itable istates ithe ioverall iopinion ion ithe ikind iof iproucts ipurchased ithrough iadvertisemnets 
iwith iregards ito ieducational i iqualification. iThe ihigh ilevel iof iopinion ion ithe ikind iof iproducts 
ipurchased ithrough iadvertisement iis ihigh iamong ithe iundergrade irespondents i(60.4 ipercent i) iand 
ilow iamong ithe ipostgraduates ian iother iqualified irespondents i(9.4 ipercent). 
The imedium ilevel iof iopinion ion ikind iof iproducts ipurchased ithrough iadvertisements iis iamong ithe 
iundergtraduate irespondents i( i47.8 i%) iand ilow iamong ithe iother iqualified irespondents i6.5 ipercent. 
iThe ilow ilevel iof iopinion ion ikind iof iproducts ipurchases ithrough iadvertisements iis ihigh iamong 
irespondents iwho icompleted iupto iHSC iand iundergraduate i30.6 ipercent iand ito iamong ithe iother 
iqualified irespondents i16.3 ipercent. iIn iorder ito ifind ithe irelationship ibetween ieducational 
iqualification iand ioverall iopinion ion ikind iof i iproducts ipurchased ithrough iadvertisements ia ichi-
square itest ihas ibeen iemployed ibelow. 
 
Chi-square Test 
Null ihypothesis i(Ho) iThere iis ino irelatioship ibetween ieducational iqualification iand ikind iof 
iproducts ipurchased ithrough iadvertisements iof isocial imedia. 

Pearson i iChi-Square Calculated Chi-square i iValue DF P. i ivalue S/NS Remarks 

OCCUPATIONAL i iSTATUS 18.185 6 0.021* S Rejected 

 
It ihas ibeen idivided iby ithe ichi-square itest ip-value i0.021 iwhich iis iless ithan i0.01 iand ithe iresult ihas 
isignificance iat ithe i1 ipercent ilevel. iHence ithe inull ihypothesis iHO ihas ibeen irejected iand ithe 
ialternative ihypothesis iH1 ihas ibeen iaccepted. iFrom ithe ianalysis iit ihas ibeen iconcluded ithat ithere iis 
ia irelationship ibetween ioccupational istatus iand ikind iof iproducts ipurchased ithrough iadvertisements 
iof isocial imedia. 
 

Table i1.5 Annual iIncome iand iproducts ithrough iadvertisements iof isocial imedia isites ( 
iTwo iway iTable) 

Annual i iincome  

KIND i iOF i iPRODUCTS i iPURCHASED 
i iTRHOUGH i iADVERTISEMENT TOTAL 
LOW MEDIUM HIGH 

Lessthan i iRs.2,00,000 
No. iof i irespondents 21 12 19 52 

Percentage 42.9% 26.1% 35.8% 35.1% 

Between i i# i iRs.2,00,000 i ito iRs.4,00,000 
No. iof i irespondents 13 16 14 43 

Percentage 26.5% 34.8% 26.4% 29.1% 

Between i i# iRs.4,00,000 i ito iRs.6,00,000 
No. iof i irespondents 9 10 12 31 
Percentage 18.4% 21.7% 22.6% 20.9% 

More ithan i i#Rs.6,00,000 No. iof i irespondents 6 8 8 22 
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Percentage 12.2% 17.4% 15.1% 14.9% 

TOTAL 
No. iof i irespondents 49 46 53 148 

Percentage 12.2% 17.4% 15.1% 14.9% 

 
 iThe iabove itable istates ioverall iopinion ion ikind iof iproducts ipurchased ithrough iadvertisements iwith 
iregards ito iannual iincome. iThe ihigh ilevel iof iopinion ion ikind iof iproducts ipurchased ithrough 
iadvertisement iis ihigh iamong ithe irespondents iwho iearn iless ithan iRs. i2,00,000 i(35.8 ipercent) iand 
ilow iamong ithe irespondents iwho iearn imore ithan iRs.6.00.000 i(3.8 ipercent) imedium ilevel iof 
iopinion ion ikind iof iproducts ipurchased ithrough iadvertisement iis ihigh iamong irespondents iwho iearn 
imore ithan iRs.6,00,000 i(17.4%). i iThe ilow ilevel iof iopinion ion ikind iof iproducts ipurchased 
iadvertisement iis ihigh iamong ithe irespondents iwho iearn iless ithan iRs.2,00,000 i(42.9%) iand ilow 
iamong ithe irespondents iwho iearn imore ithan iRs.6,00,000 i(12.2 i%). iIn iorder ito ifind ithe 
irelationship ibetween iannaul iincome iand ioverall iopinion ion ikind iproducts ipurchased ithrough 
iadvertisement ia ichi-square itest ihas ibeen iemployed ibelow. 
 
Chi-square test 
Null ihypothesis i(H0) iThere iis ino irelationship ibetween iannual iincme iand ikind iof iproducts iurchased 
ithrough iadvertisements iof isocial imedia. 
 

PEARSON i iCHI- 
SQUARE 

Calculated 
Chi-square i iValue 

DF P. i ivalue S/NS Remarks 

ANNUAL i iINCOME 13.33 6 .041* S Rejected 

 
It ihas ibeen irevealed ifrom ichi-square itest ithat ithe ip-value i(0.041) ihas ibeen iless ithan i0.01 iand ithat 
iresult ihas ibeen iless ithan i0.01. ithe i1 ipercent ilevel. iHence, inull ihypothesis iH0 ihas ibeen irejected 
iand ithe ialternative ihypotheis iH1 ihas ibeen iaccepted. iFrom ithe ianlaysis iit ihas ibeen iconcluded ithat 
ithere iis ia irelationship ibetween iannal iincome iand ithe ikind iof iproducts ipurchased ithrough 
iadvertisements ion isocial imedia. 
 
II Multiple regression analysis 
Multiple iregression ico-efficient imeasures iseparate irelationship ibetween itwo ivariables iin isuch ia iway 
ithat ithe ieffects iof itoher irelated ivariables iin isuch ia iway ithat ithe ieffects iof iother irelated ivariables 
iare ielminated. iIn iother iwords iit imeasures ithe irelation ibetween ia idependent ivariable iand ia 
iparticular iindependnt ivariable iby iholding iall iother ivariables. iThus ieach imultiple iregression ico-
efficient imeasures ithe ieffect iof iits iindependent ivariable ithe idependent ivariable. iMultiple iregression 
ianalysis iof ilevel iof ipreference itoward icause irelated imarketing iproducts i(Y) iwas iperformed iwith 
ivariables iand iAge i(X1) iGender i(X2), iEducation ilevel i(X3) iOccupational istatus i(X4), iAnnual iincome 
iof iyour ifamily i(X5), iSource iof iinformation i(X6) iMode iof iuse i(X7), iexperience i(X8) itime ispent 
i(X9) iand ihow ioften iclick isocial imedia isites i(X10) ithe ifollowing iregression imodel iis ifitted ifor 
iperformance iX=b0 i+b1X1+b2X2+b3X3+… iWhere ib1,b2 iand ib9 iare ipartial iregression ico-efficients ibo 
iconstant ithe iresult iare ipresented iin ithe ifollowing itable. 
 

Table i2.1 MULTIPLE Iregression Ianalysis Iof Ithe Iselected Ivariables Iwith Ilevel Iof 
Isatisfaction Itowards Imaking Ithe Ionline Ipurchase 

 
Standardized Coefficients 
BETA 

t P.value S/NS 

(Constant)  7.620 .000  
Age -.128 -1.668 .097 NS 
Gender .034 .573 .567 NS 
Educational i iqualification .079 1.126 .261 NS 
Occupational i istatus .108 1.314 .190 NS 
Annual i iincome i iof i iyour i ifamily .111 1.779 .076 NS 
Sources i iof i iinformation .012 .194 .846 NS 
Modes i iOf i iUse .141 2.168 .031 S 
Experience -.065 -1.028 .305 NS 
Time i ispent -.001 -.022 .982 NS 

How i ioften i iclick i isocial i imedia i isites .140 2.248 .025 S 

R2 

 
0.520 

ANOVA 3.085 
SIG .001 

i i i i i i i i i i i i i iSource: iprimay idata i**p<0.01, i i*p<0.05 i isignificant iNS- iNot isignificant 
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ANOVA 
Model Sum iof i iSquares Df Mean i iSquare F Sig. 

1 
Regression 12.803 10 1.280 3.085 .001 
Residual 112.893 272 .415   
Total 125.696 282    

i i i i i i i i i i i i i i**p<0.01, i i*p<0.05 i isignificant 
 

It iis iclear ithe iadjusted iR isquare ivalue iof imodel iaccounts ifor i52 ipercent iof ivariance i ia igood 
imodel iand ithe istandardize ibeta ico i-efficient igive ia imeasure iof ithe icontribution iof ieach ivariable ito 
ithe imodel. iA ihigh ivalue isuggests ithat ithe icriterion ivariable iis isignificantly iimpacted iby ia iunit 
ichange iin ithis ipredictor ivariable. iThe iinfluence iof ieach ipredictor ivariable iis iroughly iindicated iby 
ithe it iand isignificant ip ivalues.namely imode iof iuse i i(t-2.168,p-0.03, ip<0.05) iand ihow ioften iclick 
isocial imedia isites i(t-2.248, iP-0.025,p<0.05) iIt ifound ithat ip ivalue isuggested ithat ia ipredicator 
ivariable iis ihaving ia ilarge iimpact ion ithe icriterion ivariable. iHence iover ial iANOVA iresults, iwhich 
iassessess ithe ioverall isigninficance iof ithis imodel i(F-3.085, iP iValue-0.00, ip<0.01) iThis imodel 
istatisitcally isignificant. 
 
Table i2.2 Multiple Iregression Ianalysis Iof Ithe Iselected Ivariables Iwith Ifactors Iinfluence 

Iin Iwhile Imaking Ionline Ipurchase Ithorugh Isocial Imedia Iwebsites 

FACTORS 
Standardized Coefficients 
BETA 

T P.VALUE S/NS 

(Constant)  10.417 .000  

Age -.107 -1.409 .160 NS 

Gender -.042 -.734 .463 NS 

Educational -.137 -1.985 .048 S 

Occupational i istatus .192 2.384 .018 S 

Annual i iincome i iof i iyour i ifamily .002 .039 .969 NS 

Sources i iof i iinformation .031 .522 .602 NS 

Modes i iof i iuse .204 3.181 .002 S 

Experience -.110 -1.770 .078 NS 

Time i ispent -.109 -1.792 .074 NS 

How i ioften i iclick i isocial i imedia i iSites -.098 -1.595 .112 NS 

R2 

 

0.530 

ANOVA 4.412 

SIG 0.000** 

SOURCE: i iprimary i idata **p i i<0.01, i i*p<0.05 i iS-Significant i iNS- i iNot i isignificant 
 
ANOVA 

Model Sum i iof i iSquares Df Mean i iSquare F Sig. 

1 
Regression 24.553 10 2.455 4.142 .000 
Residual 161.221 272 .593   
Total 185.774 282    

**p i i<0.01, i i*p<0.05 i iS-Significant 
 
It iis iclear ithat ithe iadusted iR isquare ivalue iof imodel iaccounts ifor i53 ipercent iof ivariance ia igood 
imodel iand ithe istandardized ibeta ico-efficients igive ia imeasuree iof ithe icontribution iof ieach ivariables 
ito ithe imodel. iA ilarge ivalue iindicates ithat ia iunit ichange iin ithis ipredictor ivariable ihas ia ilarge 
ieffect ion ithe icriterion ivariable. iThe it iand isignificant iP ivalues igive ia irough iindication iof ithe 
iimpact iof ieach ipredicator ivariable, inamely ithe ieducational ilevel. i(t-1.985, ip-0,048, ip<0.05) i 
iOccupatiohal istatus i(t—2.384, ip-0.000, ip<0.01) i iand imode iof iuse i(t-3.181, ip-0.002, ip<0.01). iIt 
ifound ithat ip ivalue isuggested ithat ia ipredicctor ivariable iis ihaving ia ilarge iimpact ion ithe icreiterion 
ivariable. iHence ioverall iANOVA iresults, iwhich iassesses ithe ioverall isignificance iof ithis imodel i i( iF-
4.412, iP ivalue-0.000, iP<0.01). iThis imodel iis istatistically isignificant. 
 

VI  FINDINGS: 
 

The ifollowing iare isome iimportant ifindins iof ithis istudy: 
 
Analysis iof iVariance: 
1. There iis ia irelationship ibetween iage iand ikinds iof iproducts ipurchased ithrough iadvertisements iof 
isocial imedia. 
2. There iis ia irelationship ibetween igender iand ikinds iof iproducts ipurchased ithrough iadvertisements 
iof isocial imedia. 
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MULTIPLE REGRESSION ANALYSIS 
 
Multiple iregression ianalysis iof iselected ivariables iwith ilevel iof isatisfaction itowards imaking ionline 
ipurchase: 
It iis ifound ithat iP ivalue isuggested ithat ia ipredictor ivariable iis ihaving ia ilarge iimpact ion ithe 
icriterion ivariable. iHence, iover iANOVA iresults iwhich i0.00, ip<0.01. iThe imodel istatistically 
isignificant, 
Multiple iregression ianalysis iof iselected ivariables iwith ifactor iinfluencing iwhile imaking ionline 
ipurchase ithrough isocial imedia iwebsites: 
It iis ifound ithat ip ivalue isuggested ithat ia ipredictor ivariable iis ihaving ia ilarge iimpact ion ithe 
icriterion ivariable. iHence ioverall iANOVA iresults iwhich iassessee ithe ioverall isignificance iof ithis 
imodel i(F-4.412, iP iValue i0.00, iP<0.01) iThe imodel iis istatistically isignificant. 
 

VII SUGGESTIONS: 
 
User inow isee ithe iinternet imore ias ia iplace ito ireplace ithings iand ias ia imarket iplace. iUsers ihave 
inow ibecome iconsumers ias iaresult iof iits igrowth iand irise iof ionline iretailers. iSocial imedia ihas ia 
isigninficant iimpact ion ihow iconsumer iand imarketer icommunicate iwith ione ianother ipsychosocial 
ifactors iinfluencing iconsumers iinclude iincome ithe ireason ifor ithe ipurchase ithe ibrands i ior icompanys 
isocial imedia ipresence iand idemographic ilike iage, igender,a ind iincome iresearcher iexamine ithe iways 
iin iwhich isocial inetworks iimpact ipurchasing idecisions iof iinternte iusers. 
 

VIII CONCLUSION: 
 
The iincreasing isocial imedia ihas iled ito ithe iassumption ithat ithis ioften ia ivaluable itool iin isupporting 
iconsumer iengagement. iCompanies iare icontinually inew imehtods ifor ireaching iconsumers iand ishaping 
iconsumer i ibehavious iincluding ibrand iloyalty iand ithe iintention ito ibuy ifor. iTo iconclude ifrom ithe 
ifindings iof ithis iresearch iit ican ibe iobserved ithat iin icoimbatore iactively iutullizeing isocnial imedia 
iplatforms ias ia itool iinvalidaing ipruchase idecisions ihowever iconsumers ideemed ito ibe iinactive iin 
isharing itheir iword iof imouth iothers ion ithe iavailable isocial imedia iplatforms. iSocial inetworks ihave ia 
irole iin iinfluencing ithe ivirtual ienvironment iparticularly iwhen idegreee iof iexposure iof imessage iand 
idegree iof iexposure iof imessatges iand i iconsumer iwho iis iclose ito imaking isale. 
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