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SOCIAL MEIMA ADVERTISEMENTS: AN INFLUENCING DEVICE ON BUYING
BEHAVIOUR OF YOUNGSTERS
/ J.dani Mercybai', Dr.S Sahayaselvi®
Abstract

fn the varly days, the adverisement was presemicd thraugh print media swch ax
newspapers, leaflets and brochures. As the development rises up, radio and television
hecome the means for the adveriisement, After the fnternet revolution, advertivement has
moved fo another channel with much morve possibilities o tifluenee and perswade consimers,
Oifferent societied wsed different Wpes of advertising tools (o promote thelr product and
services, Social media is o vietwal place where the advertisers and users can meet. It provides
a global platform for marketers troughont the world. Moveover, they can reach o vast
mumiber of audiences to create awareness of their products and services, Soecial modic
adveriisement 1s ane of the important advertising ool o reach unommtable viewers and it is
nat anly considered ax an advertising tool but alse a influencing device on buving behavieur
af each and cvery social media uwsers. Specifically youngswrs are move aftracted and
iftached to the social media advertisements when compared with the elder age wrenn, The
data were collected with the help of a guestionnaire and Proportionaie Random Sampling
Technigue way used to represent 388 respondents from 28 Aty and Science collepes in
Kanyakumart district. The result of the study indicates that the respondenty prefer video
aedvertisements fmean soore 38570, magjority of fhe respomdeonts teuse e faformation
pronvided threngh social medic advertisements (mean score 3.606), 43.8 per cent of the
respemidents purchase the products after waltchingr advertisements via rraditional shopping. It
i elear that secial media advertisements ave pasitively impacted on the buving behaviewr of
rexpondents. This paper alvo supgesis thae the advertisers conld desion advertisements
circfinlly and try to display theiv advertisements in pre roll advertisements,
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INTRODUCTION

The nsing competition in the world of business, have embarked on most of the
companies an advertisement campaign which aims at attracting consumers W their products
and services, The wim of advertising is W oinfluence the consumers and create positive
impression on the products and services und impulse them to buy. While advertising, the
manulacturers have 10 take more elfort to make their product appealing in the eyves of the
torget pudience, so they make their odvertiscments expensive,  In the early days, the
advertisement was presented through print media such as newspapers, leaflets, brochures and
alter thm on other support like radio and television. After the internet revolution
advertisement has moved o another channel with much more possibilities 10 influence and
persuade consumers, Secial media is one of an indispensable element in everyone's life,
Socinl networking sites such a5 Facchook, Instagram, Twitter and o on are extensively used
by all. The marketers make wse of this as a chance to advertise their products and services
among social media users, Socinl media advertising has become an important way o promote
products and services. [i creates a platform that often promotes attractive deals for potential
consumers especially the young users and also prolongs the relationship with the actual
consumers, Social medie advertisement 18 one of the easiest and convenient ways 1o reach the
billions ol viewers and 1t plays a crucial role in changing the buying behaviour of the
youngsters and their decision-making process. 1t also work as a triggering tool to influence
the buying behaviour of viewers and impulse them 1o purchase those products,
REVIEW OF LITERATURE
Jorcy Ludwina etal (2020) reveals that advertisements through YouTube is helpful o get any
information and they proved that advertising is trust worthy and secured were people can use
this medium for their popularity. Ambujakshi (2017) noted that advertising forms an inlegral
part of the marketing ol products 0 the digital era. She identifies that advertisements
regarding products can be casily remembered by the respondents and they were highly
influenced by social media advertisements compured with other media. Muhammad Aqusa
and Dwi Kartini (2015) depicted that the respondents watch adverlisements for entertainment.
This study indicated that the sdvertisement creates a positive perception in the mind of
consumers towards product, price and quality sssurance. Moreover, credibility of the
advertisement also influenced the consumer e purchase a product. Anjali (2017 studied the
custommer s altitude towards secial media for among 150 customers. She siates social media
advertisements  are more  innovative, informative, and interactive  than  traditional
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advertisements. Thus she concludes that social media gave not only the knowledge but they
also crave to purchase that particular brand. Weerapat Raktham et.al, (2017) snalysed the
factors which influence the consumer’s attitudes towards social media advertising, They
found, the relationship between perceived usefulness and attitude towards social medin
advertising has the highest impact factor among the other varishles. Hi-speed internet is
significantly changing the consumer’s behaviour, Adnan Vevsel Ertemel and Ahmad
Ammoura (2016) indicate that social media advertising has impacted on the buying behaviour
of respondents. Sunitha Mehla et.al. {2005} indicate that users were satisfied with schemes,
customer care services, awareness shout brand created by marketers and information
mentioned in social networking sites. Antonis Kodjamanis and Spyros Angelopoulous (2013)
indicated thot Facebook is an influential wdvertising platform and it induced the respondents

to buy products after watching an advertisement through secial media,
STATEMENT OF THE PROBLEM

Social media 15 a virtual place where the advertisers and users can meet through
websiles, blogs as well as the microblogs, Social media advertising plavs a sipnificant role in
digital marketing, strategy primanly emerged with the rapid growth and acceptance of
electronic commerce all over the world, Most of the leading brand companies recognized
social media as an elfective platform o advertise their products and services. Young users of
social meda now started 1o prefer social media advertising over conventional media due to its
unheatable features which predominantly enable more convenience and interaction, The
youngsters are attracted towards social media thus they are watching social media Frequently
especially in the COVID -19 pandemic peried, the usage of social media is inereased than
previous days, Youngsters are accessing social media through their smartphones and getting
information from advertisements displayed on these media. One of the research reports
indicates that social media users are spending an average of 2 hours and 24 minutes per day.
Hence the marketer are  using social media sites such as Facebook, Twitter, YouTube and
some olher sites to advertise their products snd services to capture the mind of voung users.
The advertisers are using varicties of advertising methods like video advertisement, pre roll
advertisement, image, carousel, fTash advertisement and so on o attract ther warger audience.
Al this juncture, the rescarcher wants o know how social media advertisements influence the
huying behaviour of youngsters and how it leads to purchase products and services. Thus the
fesearcher coined the title social media advertisements: an nMuencing device on buying

behaviour of voungsters,
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OBJECTIVES OF THE STUDY
The general objective of the study is w find out the influence of social media
sdverlisements on buying behaviour of respondents. The following are the specific
abjectives,
¢ To study the demographic profile of the sample respondents.
= Toidentily the types of sdverisements, products and services preferred by the sample
respondents,
o To identify that which mode of shopping is preferred by respondents to purchase

products aller watching social media advertisemenls.
METHODOLOGY

The study s based on both primary and secondary data, The primary data were
collected from 28 Ans and Science Colleges in Kanyakuman District. Questionnaire method
wits used (o collect primary data, The 388 respondents from all Arts and Science colleges
were selecied by using a proportionate stratilled random sampling technique. The result
obtained after the reliability test Cronbach’s Alpha value of 0.712 in the 25 item suggests that

the questionnaire is reliable,

DATA ANALYSIS AND DISCUSSION
Demaographic Profile of the Sample Respondents

Demuographic  charactenstics of the respondents is an important varisble for
advertisers 1o camry their nformation 1o target audience based on their gender, age, marital
status, residential stotus, educotional qualification, family monthly income. Keeping this

consuderation an atteropt was made (o isolate the demographic profile of the respondenits:

Tahle 1
Demographic Profile of the Sample Respondents
Variables Particulars Nao. of Respondents | Percentage
Crender Male o2 23.7
Fermale 296 763
Total 358 100.0
Age 16-20 years 318 B2.4)
21-25 years 63 16,2
Abre iﬁ'—ycarﬁ 7 1.8
Total 388 L0400
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Educational UG 13 N 80,7
Crunlification PG i 175

Scholars 7 .
Total 388 | 1040
Residential Statug Rural 20 : 54.1
LUrhan 178 455
Total 388 e
Family Monthly | Lip to T10,(00 38 0.8
Income T10,00] -F0,000 1 86 479
T30.001-F50,008) 123 3.7
T30, 00 -7 23 fi.4
“Above T 70,000 16 41
Total 188 1001
Family Monthly | Up to T 10,000 9 17.8
Expenditure R10,001-20,000 205 528
T20,001-T30.000 a4 342
T30,001-T40,000 Il 28
240,001~ T50,000 4 L0
Above T30.000 5 | 2
Total 88 160,00

Table | shows that more than half, 763 per cent (296) respondents are female and 23.7 per
cont (92) respondents are male. It is observed that female respondents are highly attracted by
the social media advertisements. the reason behind this is most of the advertisements
displayed on social media sites are voung pirls related products 82 per cent (318) of the
respondents are in the age geoup of 16 -20 vears and 1.8 per cent {7) of the respondents are
in the age group of above 25 vears. 1 is clear that, the selection of products and services and
watching advertisements on social media differ with age proup. 80,7 per cent (313) sample
respondents are coming under the LG programme and 1.8 per cent (7) are rescarch scholars.
341 per cent (2111 of the respondents are from the rural arca and 45.9 per cent (1 78) are from
the urban area. 47.9 per cent (186) of the sample respondents family having income between
T10,001-T30,000 per month and 4.1 per cent (16) of the respondents family have ahove T
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TiLAKRY per month, 528 per cent (205) of the sample respondents families spend T10.001-F
20,0600 per month and 1.3 per cent {5) spend above T 50,0080 per month,
Types of Advertisements Preferred
A sucoesiful sdvertisement will sprewd the imformation effectively. The adverfisers
are using a variety of advertising method to capture their target audience. Few advertising
methods will atract amd penetrate the viewers, The following table shows the types of
gdvertisements, preferred by respondents.

Talie 2

Types of Advertisements Preferred

Types of Advertisements Preferred Mean Std., Deviation
Flash advertisements 2,454 [-2349
Imoge  sdvenisements / display 3.562 1.2131
piveriisements
Carousel  advertisements'multi  product 2747 | 2402
advertisements
Slideshow advertisements 2,956 1.3413
Video advenisements 3851 L1739
Collecuion advertsements 3075 13048
Pre roll advertisenents 3286 1,2381
Lead advertisements | 2626 1.2543
Iﬂpm]:mrr:d content 2.291 1.21480
Text pdvertisements 2448 |.1434
Buanner sdvertisements 2.492 l.18a7
Mid roll advertisements 2.562 1.2216
Post roll advenisements 2.108 10420
| Offer advertisements 2.621 1.2423

Source ; Computed Data
Based on the mean score, the respondents prefer video advertisements (3.851) with
the high mean valee, followed by image sdvertisements (3.362) pre roll adventisements

{3.280) but the low mean value is for Text advertisements (2.448), sponsored content (2.291)

anld post roll adventisements score (2.108),
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Inference: It 1s analysed that the respondents are more of 7 generation and they are easily
mitracted fowards video advertisements, The results are similor o the study by Mapesh
(2013). The reason behind video advertisements is due to the reason that they are more
attractive and it has the festures hke sounds, creative graphical or animation works. I is
highly preferred as the respondents compare with other type of advertising and also that
within a fraction of seconds it will position the mind of viewers. The respondents also prefer
to watch pre mll advertisements. It is also agreed in the study by Supriva Verma (2016),
also 18 observed that post roll advertisements are not much preferred by the respondents,
hecause the respondents will switch to another video afier watching video, Hence it brings to
the attention of the advertisers.
Influenee of Social Media Advertisements on Buying Belhaviour

Buying behaviour refers to the actions taken by a person before purchasing a products
or services. Advertising plays a major role o influence the buving behaviour of person. The
{pllowing table indicates the influence of social media advertisements on buving behaviour.

Tahle 3
Influence of Social Media Advertisements on Buying Behaviour

Influence of Secial Media Advertisements on Buying | Mean Std.
Behuviour Deviation
[ update the details of products and services with the help 1503 1.230%
of social media advertisements

| am impressed by social media advertisements 1454 1.2515
I am induced by advertisements to buy products and | 3.403 1.2215
SETVICes

I believe social media advertisements are trustworthy to 1.366 1.2452
buy prodlucts and  services

| consider it as eye catchy than traditional forms of 3.45% 1.2054
advertising

I compare: discounts and offers of competitors products 3.562 1.2024
and services

| trace the products/services availability in the morket 3.530 1.2539
I'sedect the products based on colour pnd :i-;.::;:ign display 3389 | 2308
[ am able 1o ]'.-n.rrnnl:-::”_brami awapreness towards social 3.528 12479

media pdvertisements
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Tam cruving o purchnse branded products 3485 1,2502
| consider the comments and reviews of experts 3,358 1.1978
| trust it is more informative than traditional advertising 3,606 1.1329
I am confident that o s more interactive than other 3.528 1.1599

sdvertising mode

I am able W compare the quality and price of the 3,508 1.1355
competitors product and services

| am triggered to purchase prodocts and services due Lo 3.526 11711
repetitive advertisements

It helps me to enhance the knowledge regarding products | 3400 1.2082
services

I confirm the advertisements whether the products and 3,400 1.2395

services have service Tacility afier the sale

I verify the advertisements whether the defeets of the X5 1.2164
poods are returnable and reimbursed

| suggest others to waich social media advertisements in j4u2 1.2168

choosing the products aml services

I am imMuenced 1w wateh the advertisements of others 1361 1.1872

with regard 10 their purchasing decision

I lewn wbowt  fashions in waiching social medin 3461 1.1773
advertisements

I am helped, what 1o buy to impress others 3.399 1. 1890
I easily memonze the symbol/loge of brind seen in social 1425 1. 2038
media sdveristments

I eusily recognize the brand feamures while | make 1510 [.1647
purchase

I believe that people respect me when 1 use the product 3.322 1.2355

purchased through social media advertisements

Source - Computed Data
Based on the mean score the respondents have trust in the information provided
through social media advertisements when compared with traditional advertising (3.606)
followed by that the respondents can compare discounts and offers of competitors products

and services (3.562) and the respondents can trace the products and services availability in
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the market {3.53%) and the respondents are lowly influenced with the statements of | am
influenced to witch the advertisements of others with regard 10 their purchasing decision
{33610 1 consider the conuments and reviews of experts (3:358), | believe that people respect
me when [ use the product purchased through social media advertisements (3.322)
faference: W is inferred that social media advertisements are informative and it can easily
strike the mind of respondents than traditional advertisements and it helps the respondents o
trace the availahility of products and services in the market, The results reflect Sajjad Hussain
etal, (20063 study's which indicated that socinl media advertisements are infommative than
trulitional advertisements, It is clear that the respondents have the opporiunity to check the
price, discounts, offoers, features of the products and services provided by the manufacturers
Muoreover, the capluring campaign method vsed on social media advertisements also attracts
many respondents in the study area. The reason behind the least mean score 1o the statement,
| congider the comments and reviews of experts is that the respondents never think about the
reviews and opinions of others because it may be from the reviewers own experience, hence
it will not affect the respondents Gl facing any defects,

Maode of Shopping

Purchasing or shopping is an activity in which an individual browse or search for

their necds, These services are provided by online and traditional shops as well, The table

shows after watching advertisements where the respondents prefer wo purchase products,

Table 4
Mauodde of Shopping
Particulars No, of Respondents | Percentage
Traditional 170 43.8
Online L6t T 428
Both | 52 1 B |
(Towl 388 T

Source: Computed Data
The above table specifies that 43.8 per cent (170) are purchasing products and
services through iraditional shopping method and 134 per cent (52) of the respondents
purchase products and services through both traditions! and online method.
Inference: I is inferred that there is a slight variance between traditional and online

shopping. Whenever the respondent wants to verify the products they prefer 10 go 1o
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traditicenal shops while when they are confident 1o deal with online markel they choose to buy
the product. It is also meidental that the product and services chosen by online market are
cheap compared to traditional shop due to the elimination of the middle men. It requires the
attention af both wdventisers and governmaent,
Preference Regarding the Purchase of Products and Services

Preference testing is important when we want (o compare one product 1o another,
Once their preferences or lack of preference are recorded, we can easily analyse the results 1o
determine which products are preferred. Table 5 reveals that type of products and services

preferred by the respondents.

Table 5
Preference Regarding the Purchase of Products and Services
Preference Regarding the Purchase of Products | Mean Std.
und Services Deviation
Apparels 3588 1.129%
Cosmetics 3528 | 12313
 Shoes/sandals 3559 | 1.2343
Bags walleis 1552 11252
| Fashionahle omaments 3,580 L1120
Stationery ilems 3441 1.OX38
" Electronic radpets 1425 1.2230
Foud items 1.515 .1646
Home décor 3459 12330
Howsehold products 3.425 1.1556
Watehies 3.492 12524
Books 3384 11409
_ﬁﬁzutry Hems T 337 1.2022
Movie ticket  booking/ilight  neket  booking | 3.402 1.1914
SEIVILeS
Tnsurance palicies i 1.1637
Loans 3.260 1.3027
Medicines 3.250 1.2767
Applications software for games 3456 1.1639
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Cooling plasses’ spectacles Y472 1.2122
Bikes 3.423 1.1329
Travel agencics 3384 B
Educational courses 1 3343 12610 |
Carrier guidance ' 3460 1.1237 1
Educational software's | 3.546 |.LIRS

| Cards { wedding invitations) 3.361 |.2300

Source: Eumpulmi Data
Based on the mean score the respondents are prefer w0 purchase apparels (35588
followed by fashionable omaments (3.580) and shocs/sandals (3.55%), but the respondents
prefer some products and services in low level that is Insurance policies (3.332), loans
(2.260) and medicines (3.250).
Inference: 1t is observed that the young respondents highly prefer the products that they need
related to today™s trend. And also that high number of advertisements on social media is
related to apparels, cosmetics and some other products which inspire the respondents to
purchase those products and services, Hence the respondents prefer this products and services
to develop their lifestyle according to the current situation.
SUGGESTIONS

Based on the findings, the following suggestions are made,

1. To atiract billions of viewers, the advertisers may display advertisement in pre roll
sdvertizsements.

2. The social media advertisers could confirm themselves about the aviilability of
products while advertising, Therefore they can avoid confusion among the viewers at
the time of advertisement displayed,

3. To get closer with enormous users the social media advertisers can seleet optional
time mentioned by the social media sites. This will help the advertisers to reach tanget
sudience when they are online

4. When consumers buy the products and services in good faith after watching social
media advertisement, the advertisers in tum provide true and fair values so as o avoid

the loss ol money and life as it happened in online rummy games advertisements.
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3. The manufacturer could have scparate applications (apps) for their company products
and services to give accurate information, It helps them o get closer with target
audience,

6. The manulacturers could create réview option in the display page of advertisement
itself, so that they can improve the guality of the product and services as well as can
build o goosd relationship among the constmen.

T, Manufaciures could use irending advertising strategies to display product and services
such s live streaming pdveriisements, =0 they caon move wwards with millions of
USECIS.

3. The Government could insist on manufacturer/advertisers of all product and services
o display their advortisements via secial medin o a5 10 promote digitalizaion of the
nation and reduce the adventising cost which will be heavily bome by the end
COHISUITIErS,

CONCLUSION

A good adveriisement can easily convince the customers and impulse them o
purchase products aml services. The advertisement is the only path to creste awareness
regarding the arval of prsducts and services among the general public who have a
purchasing power W sulisfy ther needs and necessities, Social media sites are now considered
as & part of our life. Social media sites have tw power to connect people and a ol to
advertise prodlucts and services which can spread anywhere in the world.  Therefore, the
sdvertising agencies can come forward 1o use social media sites mather then doing
wlvertisemenis on television, radio and other media platforms. Social media is a viraal place
where the advertisers and users can meet. It provides a global platform for marketers
throughout the world, Morcover, they can reach a vast number of audiences 1o create
wwareness of their products and services. Social media advertisement is one of the important
advertising ol o reach uncountable viewens and it is not only considered as an advertising
ool but also a influencing wol on buying behaviour of ¢ach and every social media users,
Youngsters ane more attracted to the social medin advertisements when compared to elder age
group. It has rapudly reached the youngsters as it is essy to remember and eye catchy than
other sdvertising mode. Furthermore, it concludes that youngsters are influenced by social

media adyertisements and they were intended 1o purchase products and services,
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