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Paper ID: AAC-iCON 041

SOCIAL MEDIA’'S EFFECT ON CONSUMER
PURCHASING DECISIONS IN BANGALORE

Nikitha Shanbhog, Aishwarya G, Karthik Shetty

R V Institution of Management

Abstract

Social media has evolved into an essential marketing
tool for Bangalore businesses seeking to reach out to clients
and promote their products and services. The purpose of this
study is to examine the various parts of social media that
can influence client purchase behaviour. The rise of social
media platforms has altered the way consumers connect
with brands, making it easier for them to acquire product
information, reviews, and recommendations from other
users. This opens up new opportunities and problems for
companies looking to generate and sustain brand loyalty.
'The paper examines the effectiveness of social media
marketing in influencing customer purchasing decisions
using existing research and scientific data.

According to the findings, social media can have a
considerable impact on customer behaviour, and product
availability that are frequently purchased or carry a high
level of risk. Businesses can use social media to efficiently
advertise their products and services by leveraging social
proof, influencers, advertising, brand recognition, and
customer service.

The report also looks at the challenges and opportunities
that businesses face when using social media, such as ethical
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considerations and the need for openness. It highlights the
need to know the particular aspects that influence the role
of social media in changing consumer behaviour across
different product categories and buying behaviour. Finally,
this study aims to add to a deeper understanding of the
role of social media in consumer decision-making and
offers insights into how firms can improve their bottom
line by optimizing their social media marketing tactics.
As social media evolves, businesses must modify their
marketing tactics to properly exploit these platforms and
develop closer relationships with their customers.

Keywords: Social Media, Advertisement, Decisions,
Factors Influence.
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