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In the contemporary world, where technology is taking all walks of life, social media is grasping the 
retail market to encourage the retailers to attract a variety of customers. Social media is growing at 
a faster pace. This has been a significant revolution in the communication system, where the virtual 
world has emerged in its own way. All this is influencing the purchase decisions of the consumers. 
Various social networking platforms are associated with social media, which are used to make online 
trading. These platforms may include Facebook, LinkedIn, Twitter, YouTube, Google+, etc. The fu-
ture aspect lies in the aspect of providing knowledge to the academicians to justify the influence of so-
cial media strategies along with Artificial Intelligence on consumers. However, the most basic interest 
of the study is to improve the knowledge on various aspects related to marketing through social media 
and machine learning and its ability to capture the consumer base. The study will also be helpful to 
the consumers to make an in-and-out survey of the products, while making their purchases. The strat-
egies suggested in the researcher will help them do so. The present study will focuses on the potential 
relation of social media marketing and consumer behavior and the role of artificial intelligence in it. 
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Role of Artificial Intelligence in Social Media Marketing with Reference 
to Impact on Consumer Behavior

1.	 Introduction

1.1 Role of Artificial Intelligence In Social 
Media Marketing  

Recently, it has been seen that social media ac-
tivity has almost erased the usage of emails. 
These activities are used for connecting with 
people, sharing information, sharing opinions 
and thoughts about multiple aspects and build-
ing businesses. It is also seen that many con-
sumers use social media for exchanging their 
ideas about the product and related informa-
tion. Many scholars have also mentioned that all 
the major decisions about the purchases of the 

consumers are impacted greatly by social me-
dia. People are switching themselves to online 
mode of purchases than the traditional ones to 
get an in-depth sight of the product information.  
They usually have more faith on the reviews and 
recommendations of other customers, which 
they use before making any purchase decisions. 
People are now using social media platforms to 
share information about the products and brands. 
Today the city breed population represents the 
new generation to use the social media platforms 
to make their purchases and bloom in the glob-
al competitive market with their rising activity. 
Social media has supported them with the web, 
which they are using to establish connectivity 
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with their friends and family. There is increasing 
proliferation of social media, making an impact 
on the professional and personal capacities of the 
consumers. The youth needs to be targeted by 
these social media platforms, so that the custom-
er base can be attracted. These youths are using 
social channels very frequently. Most of the con-
sumers, who are attached to the social network-
ing sites, are using the internet with three basic 
motives: gaining insight of the situation, for en-
tertainment purposes and managing their social 
lives. Social media accelerates the functioning 
of online trading by adding up the feedback from 
the users. There is a strong notion that the factors 
such as attitudes of the people regarding brands 
and the purchase decisions are dependent upon 
how associated consumer decision is with social 
media. It is thus, rightly said that consumers’ be-
havior in different scenarios is highly impacted 
by social media. The most significant change 
has been witnessed in the consumption pattern 
of the consumers. All the social media platforms 
are seeking for consumer’s engagement via so-
cial interactive tools. Social media platforms are 
creating space for conversation between the con-
sumers, where they speak on brands, products, 
prices, quality, etc. The spread of this conversa-
tion is often word-of-mouth, but also sometimes 
digitally. Consumers finalize their decision by 
creating and disseminating data of the online 
products via these platforms. The most signifi-
cant fact the marketers need to know are the fac-
tors that influence the consumer’s decisions of 
purchases through marketing using social media 
to improve their online strategies. 

1.2 Role of Artificial Intelligence In Social 
Media Marketing  

Artificial Intelligence refers to the technology of 
creating intelligent machines that have the hu-
man -like aptitude and intelligence to perform 
certain functions such as understanding, rea-

soning, interpreting and learning from past ex-
periences. These machines that are loaded with 
artificial intelligence have the intellectual, cog-
nitive and physical human characteristics and 
so these machines are considered to be smart or 
intelligent machines. In today’s world, Artificial 
Intelligence has become a powerful tool that is 
used in various domains of life and likewise, so-
cial media which is a portal to produce and share 
content also makes use of artificial intelligence 
for marketing and profit making purposes. The 
usage of artificial intelligence in social media 
marketing has been proved fruitful for the en-
trepreneurs of the current postmodern era. Arti-
ficial intelligence has influenced social media to 
quite a great extent. Analysis and in -depth study 
of huge and complicated data of the consumers 
is the work of social media marketing. Various 
machine learning models are used by social me-
dia portals for job suggestions, displaying ac-
counts of the people to be followed, recognizing 
visual data and tracing present activities of the 
people on social media.  Most of the marketers 
are aware about the significance of artificial in-
telligence but in certain cases there is scarcity of 
knowledge and training of artificial intelligence 
technology among people. With the help of ar-
tificial intelligence, the marketers get complete 
knowledge about the people using social media.  

1.3 Usage of Artificial Intelligence Applica-
tion In Social Media    

Various artificial intelligence applications are put 
to use by different businesses .First is natural lan-
guage processing .It is one of the AI applications 
that makes the machine understand the language 
of humans. In this, the knowledge of linguistics 
as well as computer science is combined to make 
smart technological systems that have the capac-
ity to comprehend and analyze language related 
aspects like syntax, semantics and meaning of 
the printed textual and oral discourses. It has a 
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feature known as sentiment analysis which helps 
the entrepreneurs to study the product reviews, 
posts and online surveys. Moreover, it helps 
them to categorize the aforementioned things 
into neutral, negative and positive.  The next app 
is speech recognition. This AI Technology trans-
forms speech into digital text. It possesses the 
capability to identify people in relation to their 
voice. The next is the real -time recommenda-
tions app. Entertainment as well as retail portals 
adopts neural networks for the purpose of rec-
ommendation of extra purchases to a consumer. 
This depends on his or her past choices, the time 
of purchase and even the weather. Images of the 
objects become more noticeable to the consum-
ers because of recommendation algorithms and 
thus, the possibility of buying the products or 
services increases. The next is the image rec-
ognition technology. This can help to recognize 
images of things, people, actions and writing. 
Machine learning technology is used here. It is 
accelerated with the use of trained algorithms 
and deep neural networks to identify the picture 
with the aid of a camera. The next technology 
is virus and spam prevention technology. This 
AI Technology detects various kinds of spams 
and viruses. Incoming messages are scanned by 
this technology and any objectionable matter is 
notified. A warning sign is displayed on the con-
tent that is spam or infected by virus and thus the 
user is alerted. Ride- share services app comes 
next. This is used to connect the drivers with 
their respective passengers; to reduce waiting 
time; manage prices and give dependable ETAs 
or expected time of arrival. Household robots 
too are embedded with AI. They are used for the 
sake of entertainment, cleaning and household 
safety. Roomba, a vacuum cleaner by iRobot has 
the capacity to make decisions .It can compre-
hend the room size, recognize and avoid hurdles 
on its way. Voice recognition technology is also 
present in the new robot. Autopilot technology 
is used in aircrafts and drones. It can guide the 

aircrafts to move safely through the sky and for 
this, various technologies such as robotics, sen-
sors, collision avoidance technology, image rec-
ognition, GPS and natural language processing 
is put to use. With the help of this technology, 
the aircraft’s speed, position and orientation can 
be gauged. It aids in mapping the surroundings, 
implementing important instructions and it helps 
in the real -time navigation process. 

2.	 Literature Review

Asma, et. al (2018), in their paper on “Impact of 
Social Media Marketing on Consumer Buying 
Behaviour – A Study”, mentions that customers 
are attracted by various firms with the help of 
digital marketing. The role of social media mar-
keting is very much important for the firms so 
that the overall profit can be increased. Howev-
er, it is not only that the companies are getting 
the benefit of social media marketing, but even 
the customers are duly benefited by the advan-
tages of getting a large range of options under 
one platform. The customers have got the choice 
to compare and evaluate wide variety of prod-
ucts with the help of social media. Thus, they 
are finally able to buy the best that suits their 
interest. [1]

Deshpande, M. (2019), “The Impact of Adver-
tisement on Consumer Buying Behaviour in 
Electronic Industry”, in their paper the authors 
explore the promotional channels used by the 
electronic industry to advertise their products. 
There is huge competition in the market. The 
authors highlight the increase in technology to 
influence the buying behavior of the customers. 
The study aims at creating awareness and build-
ing the perceptions among the consumers. [2]

Ceesay, et. al (2018), in their paper on “The Im-
pact of Digital Media Advertising on Consumer 
Behavior Intentions towards Fashion and Luxu-
ry Brands: Case of the Gambia ‘’ are using the 
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sample from Gambia. They try to explore the 
impact of digital marketing on consumer inten-
tion of purchase of fashion and luxury items. The 
study revolves around the usage of new methods 
implemented in marketing with the help of digi-
tal platforms. The author carries on the research 
by studying various factors such as familiarity 
of the brands, trust, the consumers have in ad-
vertisers, privacy, how entertaining is the digital 
advertisement and interactivity among the con-
sumers and the producers.[3]

Pallav (2016), in his paper on “Impact of Media 
Advertising on Consumer Buying Behavior”, 
has highlighted how various factors of advertis-
ing like presentation of products to consumers 
affect the buying behavior of consumers. In the 
paper the author explains how through effective 
tools of advertising consumers can be influenced 
to buy the products. Researchers had collected 
the primary as well as secondary source through 
observations. The main objective of the research 
is that factor which affects buying behavior of 
consumers due to media influence. There are 
various types of media advertising. [4]

Haider, et. al (2018), in the paper on “A Study 
on the Influence of Advertisement on Consumer 
Buying Behaviour”, highlighted the implications 
of advertising on Consumer buying behavior. 
The main objective of the paper is to study how 
effects of entertainment, familiarity, and adver-
tisement and social media influence consumer 
buying behavior. Authors had pointed out some 
important factors such as entertainment, famil-
iarity, social imaging and advertisement spend-
ing affects the consumer behavior. If all these 
factors are considered before each advertisement 
will create an effective approach. Through a ran-
dom sampling method data was collected from 
the people of Dhaka city. Through data analysis 
it is found that familiarity has the most powerful 
impact on Consumer behavior, followed by en-
tertainment and advertising spending. It is con-

cluded that the advertising has the most crucial 
role in the buying behavior of the consumers and 
what products they wish to buy for that it is ad-
visable to companies to consider all the factors 
which make the advertisements. [5]

Harshini (2015), in her paper on “Influence of 
Social Media ADS on Consumer Purchase In-
tention”, have evaluated the influence of adver-
tisements through social media marketing and 
its impact on the purchase behavior of the con-
sumers. In the contemporary world, the growth 
of technology and interest is making its way in 
all the aspects and this hold is increasing day-by-
day. This technological booster have provided a 
great range to the customers to make their choic-
es. The world is coming closer when the tech-
nology has reduced the influence of traditional 
way of marketing via print and TV to the world 
of internet.[6]

Bokde et.al. (2019) in their paper on “To Study 
the Impact of Digital Marketing on Purchase De-
cision of Youth in Nagpur City” highlights the 
fact that the customers are easily able to access 
the digital advertisements with the help of their 
mobile phones with internet connections. The 
marketers are more relying on the digital mar-
keting platforms, where interactive form of mar-
keting is attracting more number of customers. 
The marketers are able to identify the preferenc-
es of the consumers and satisfy them quickly. [7]

Ahuja et.al (2003)  in their paper on “An Em-
pirical Investigation of Online Consumer Pur-
chasing Behaviour” highlight the importance 
of factors and relationships that influence the 
buying behaviour of individual as well as shop-
ping preference and role of internet to buy the 
products online. The research study targets two 
groups of people i.e. students and non- students. 
Students were considered being tech-savvy and 
are concerned about privacy. The study was car-
ried out to check what they buy online, motivat-
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ing factors and barriers behind online shopping 
and why are few people not buying online. De-
mographic differences may or may not affect the 
online shopping behaviour. From the collected 
data, it is found that people usually spend more 
on travel tickets and the least spending is done 
on grocery.  The findings of the study also sug-
gest that factors such as difficulty in returning 
the products, too much information and con-
nection problem are the reasons, which refrain 
them from shopping. The author concluded that 
convenience and customer service could act as 
strong motivators.   By minimising the securi-
ty concerns, online shopping can take an upper 
hand.[8]

Vinerean, et.al (2013), in the paper on “The Ef-
fects of Social Media Marketing on Online Con-
sumer Behaviour” mentions that the consumers 
are depending on social media for satisfying their 
requirements. The researchers have developed 
the model in which they have identified various 
set of variables and separated those based on 
their utility in digital marketing.  For the pur-
pose of the study a random sampling of 236 re-
spondents were carried out by the authors. Ini-
tially the researchers begin with highlighting the 
characteristics of the internet and role of social 
media. They even mentioned about the factors, 
which influence consumer’s decision.   The sig-
nificant among them identified was social media 
marketing.   They are of the opinion that custom-
ers tend to satisfy all the requirements under one 
roof without physically going to retail outlets, 
they prefer using social media advertisements. 
This influence is there buying behaviour. [9] 

Goyal, et.al (2016), in their paper on “Impact of 
Increasing Trend of Online Marketing on Con-
sumer Buying behaviour: FMCG Brands in Indi-
an Scenario”, have identified several web experi-
ence components, focusing on how the influence 
consumer buying behaviour. Online networking 
has marked its own relevance against personal 

connections. The authors believe that there is 
urgent need of identifying difference between 
online and offline advertising and their rele-
vance in today’s world. With this aim, the main 
objectives of the present study are to determine 
factors responsible to drive consumers to online 
marketing against the traditional advertising and 
to highlight the impact of online marketing on 
the behaviour of the consumers. Non-probability 
sampling or convenience sampling method was 
applied on 200 internet users who have experi-
ence of using online marketing strategies of sev-
eral FMCG companies.[10]

Harun et.al (2019) in their paper on “Is the Pur-
chasing Behaviour of Suburban Millennials Af-
fected by Social Media Marketing? Empirical 
Evidence from Malaysia”, highlighted the influ-
ence of online marketing on millennial in Sub-
urban area of low involvement products. This 
study aims at highlighting influencing consumer 
choice of product. The authors have carried out 
a systematic literature review on various aspects 
dealing with online advertisements. Subsequent-
ly hypothesis was framed.  These hypotheses 
were pertaining to relationship between online 
communities and their product purchase and 
behavior, and entertainment, trust largely seen 
among the customers and their interaction in so-
cial media marketing and millennial behaviour 
and consumer engagement parameters.  The data 
was analysed using both descriptive and inferen-
tial statistics. It was concluded by the author that 
millennial choose their favourite online websites 
as per their requirements. They enjoy social me-
dia marketing because this source provides them 
with immense information of the product.[11]

Rao et.al (2018) in their study on “Factors Af-
fecting Female Consumer’s Online Behaviour”   
highlights the fact that there is substantial in-
crease of usage of Internet in India. The growth 
of online Retail Industry in India is at the rate 
of 45 to 48% CAGR and is estimated at USD 
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38.5 billion in 2017. The study is dealing with 
all the factors, which influence online shopping 
behaviour of females in India. The significance 
of the study lies in the aspect of benefit to the on-
line retailers, marketing managers, policymak-
ers and academicians. The authors have carried 
a systematic review of literature on the factors 
influencing female online behaviour. The main 
objective of the study was to highlight the de-
mographic aspects of the online Shoppers and 
identify the factors. For fulfilling the objectives 
of the study for mother, researchers have used 
descriptive and exploratory research design. The 
sample size of 316 respondents was chosen for 
the study. Factor analysis was carried out. It was 
concluded from the study that most of the re-
spondents for the study for the students in the 
age group of 21 to 25 years who were using on-
line shopping platforms once in a month. The 
researchers highlight the importance of securi-
ty and source credibility in online shopping.  At 
the same time, trust is also an important aspect. 
Once the trust is established on specific site, then 
more often the customers tend buy from them. 
Overall, it can be concluded that researcher tried 
to highlight the significant factors influencing 
online behaviour of female customers. The fac-
tors such as security, reliability and effectiveness 
are the prominent ones.[12]

Mahalaxmi, et.al (2016), in the paper on “A Study 
on Impact of Digital Marketing on Customer 

Purchase Decision in Trichy”, revolved around 
evaluating digital marketing and its role in influ-
encing the customers. For this a total of 50 re-
spondents were chosen from the specific area of 
Trichy. A structured questionnaire method was 
used with non-probability sampling techniques. 
Chi-square technique was used to analyse the 
data. The authors have explained the various as-
pects of digital marketing and how those things 
have merged through the time. There are various 
social media websites, multi-media advertising, 
online search engines, e marketing, etc. that have 
influence on the consumers. The recent inclina-
tion of middle class towards the use of mobile 
internet also show the trend in increasing oppor-
tunity to online marketing in the far interior area 
of the nation.[13]

3.	 Conceptual Framework

The above shows the flow of the study where 
the social media marketing correlates to con-
sumer buying behavior. Figure shows indepen-
dent variable that is Social Media Marketing that 
contains 3 indicators: Quality Content, User Ex-
perience, and Frequency of Visit and Exposure. 
Also, the dependent variable is Consumer Buy-
ing Behavior, that contains 5 indicators which 
are Purchase Decision, Online Purchase Percep-
tion, Consumer Attitude Shopping Experience, 
and Post-Purchase Behavior.

Figure 1.Conceptual Framework of the study
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4.	 Significance of The Study

The present research work is very significant 
from the aspect of marketing through social me-
dia along with its impact on consumer buying 
patterns in the metropolitan city of Mumbai sub-
urbs. The research deals with the influence of 
marketing through social media on the behaviors 
of the buyers. Not only positive, but also the ac-
tivities through social media can lead to decline 
of the sales and services, if the strategies adopt-
ed are irrelevant to the market demand. This re-
search will provide a base to examine different 
impacts and associated factors, those needs to be 
taken into consideration while carrying on the 
businesses. At the same time, the researcher will 
also gain an insight in the phenomena of mar-
keting through social media that influences the 
major purchase decisions of the consumers. It 
is also assumed by the researcher that the study 
will be benefiting all those individuals who are 
directly and indirectly associated with social me-
dia and related marketing strategies at all levels. 

5.	 Objectives 

With the aim of analyzing the behavior of the 
consumers in relation to marketing associated 
with social media, the objectives of the present 
study can be listed as follows – 

a.	 To evaluate the perception of social media 
from the view of the consumers.

b.	 To assess the platforms preferred by consum-
ers in making their purchases against the ra-
tional marketing phenomena

c.	 To assess the level of experience of usage of 
Social Media Marketing in terms of factors 
such as Quality Content (QC), User Experi-
ence (UE), Frequent visit (FV).

d.	 To evaluate the level of consumer buying be-
haviour in terms of Purchase Decision (PD), 
Online Purchase Perception (OPP), Consum-
er Attitude (CA) and Shopping Experience 
(SE)

e.	 To highlight the preferred channel by the 
consumers to make their purchases. 

6.	 Research Questions

Q.1 What are the different forms of marketing 
through social media will enhance the content 
excellence, experience of the customers and 
even increase their usage of social media?

Q. 2 What are the different forms of buying be-
havior with regards to their purchases, percep-
tion of purchases, attitude related to purchases 
and experiences?

Q.3 What is the relationship between the Con-
sumer satisfaction with regards to buying be-
havior and its influence through the social media 
marketing in Mumbai city?

7.	 Null Hypothesis 

Hypothesis 1

Ho- There is low level of experience in terms of 
social media marketing among the consumers of 
Mumbai city.

H1 - There is high level of experience in terms 
of social media marketing among the consumers 
of Mumbai city.

Hypothesis 2

Ho - The level of consumer buying behaviour in 
terms of social media marketing is low.

H1 - The level of consumer buying behaviour in 
terms of social media marketing is high.
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Hypothesis 3

Ho - There is no significant relationship between 
social media marketing towards the consumer 
buying behavior of Mumbai City.

H1 - There is a significant relationship between 
social media marketing towards the consumer 
buying behavior of Mumbai City.

8.	 Research Methodology

1.1 Participants of The Study

A total of 153 consumers of social media mar-
keting from the Mumbai city were chosen for 
the present study. The researcher have used non 
probability sampling method for selected the re-
spondents of the study. 

1.2 Data Collection Procedure

Data was collected with the help of online sur-
vey method by google form. A standard ques-
tionnaire was used for having an efficient tool to 
fulfil the objectives of the study. Due to growing 
fear in pandemic situation and to collect relevant 
data in less time, the researcher have used goo-
gle form as a mode of primary data collection. 
At the same time the researcher have interacted 
with few respondents personally to gain an in-
sight over the topic. 

1.3 Research Design

This study has made the use of empirical design 
where the primary data collected was evaluat-
ed to fulfill the objectives of the study. When 
there is no direct control by the researchers on 
the independent variables, then non-experimen-
tal research was followed. Regression analysis 
was used in the present research study to estab-
lish the relationship between the variables of the 
study “social media marketing and consumer be-
havior with reference to Artificial Intelligence”.

9.	 Results And Findings

The data was analysis by collecting the sample 
size of 158 (78 females and 80 males) by ques-
tionnaire method. Around 96 respondent were of 
age group 18 years to 20 year, followed by 26 
respondent of 21 to 25 age group. Around 53.2% 
candidates were undergraduate and15.2% were 
graduate, 17.7% were post graduate, 8.2% were 
professional. Around 72.8% were students, and 
22.8% were working in private sector and oth-
ers were from government employees, business 
or self-employed. Majority of respondent with 
48.7% had the annual income of Rs4 lakhs and 
highest income range of more than Rs. 30 lakhs 
were 7.6%. 

The most used social media platforms as per our 
findings was Instagram with 91.1% followed by 

Figure 2.Respondent using various social media
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YouTube by 72.8%, Facebook with 64.6% re-
spondent, Snapchat with 55.1%, LinkedIn with 
41.8%, Twitter and Pinterest with 36.7% and 
35.4% respectively. Wheareas the  Google Plus 
was 5.7%. For Tumblr, Flickr and Bharatstudent 
was 1% each.

When the respondent was ask about to rank is de-
vices which is they are using to access the social 
media. For smartphone around 114 respondents 
has given rank 1, 9 respondents has given rank 
2, 13 respondents has given rank 3, 8 respon-
dents has given rank 4, 14 respondents has given 
rank 5. For tablets/iPad around 40 respondents 
has given rank 1, 26 respondents has given rank 
2, 28 respondents has given rank 3, 13 respon-
dents has given rank 4, 51 respondents has given 
rank 5. For smart TV around 40 respondents has 
given rank 1, 27 respondents has given rank 2, 
30 respondents has given rank 3, 22 respondents 
has given rank 4, 39 respondents has given rank 
5. For Personal computer/Laptop around 49 re-
spondents has given rank 1, 40 respondents has 
given rank 2, 33 respondents has given rank 3, 
11 respondents has given rank 4, 25 respondents 
has given rank 5. For smart watches around 40 

respondents has given rank 1, 15 respondents 
has given rank 2, 29 respondents has given rank 
3, 17 respondents has given rank 4, 57 respon-
dents has given rank 5. Therefore the study also 
reveal that majority of respondents are using 
smartphone for accessing social media followed 
by personal computer or laptop, tablets and then 
others.

When the respondents was asked about how 
much time this spent on social media in a day. 
Around 14.6% respondents said less than 1 
hour. About 40.5% respondent said 1 to 2 hour. 
Around 20.3% response and said 2 to 3 hours. 
About 8.9% respondent said 3 to 4 hours this 
spend on the social media. Approximately 8.2% 
responded said they spent 4 to 5 are on social 
media. Respondents pending 5 to 6 hours on so-
cial media where 3.2% and more than 6 hours 
were 4.4%.

Around 75.9% respondent said that they follow 
around 1 to 5 brands on the social media and re-
sponding following 6 to 10 brand were 14.6%.
Only 1.9% respondent were following more than 
20 brands. 

Figure 3.Devices used by the respondent for using the social media
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Figure 4.Time spend on social media account in a day

Figure 5.Number of lifestyle brands followed by the respondent

Figure 6.Number of respondent buying product or service after seeing it on 
social media
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When the respondents was asked whether they 
have ever bought a product or service after see-
ing that product or service on social media, then 
62.7% respondent said yes while 30.4% respon-
dent and said maybe and remaining said no.

Majority of respondents said that it is very im-
portant to have brand account, page on social me-
dia. It is also important to post pictures, videos, 
GIFs, Endorsing the celebrity, telling the stories 
via posts, respondent the comments, joining the 
conversion, providing tips and advice, commu-
nicating events/contest/sales promotions, etc., 
on the social media.

While speaking too few of the respondents, it 
was noticed that Facebook is using maximum 
types of AI techniques in targeting audience. 
This particularly includes the cosmetics brand 
and the apparels. Likewise the respondents have 
also noted that LinkedIn is using the platform to 
publish various job opportunities, thus market-
ing the vacancies according to the customers. 

9.1 Level of Social Media Marketing

From the table 3 it is shown the collected results 
of level of social media marketing with respect 
to the quality content, user experience and fre-
quent visit. The average level of quality con-
tent is 3.92 and standard deviations 0.50, which 
shows the quality content of respondents is high. 
It also implies that quality content, social media 
marketing is observed by consumer. The aver-
age level of experience is 3.70 and standard de-
viations is 0.70. The average level of frequency 
of visits was 3.90 and standard deviations 0.52 
which indicated frequency of visits is high and 
social media marketing is often observed by the 
consumer. The average level of the social me-
dia marketing is 3.84 and standard deviations is 
0.42 which shows the level of social media mar-
keting of the respondents is high in the Mumbai 
city. Thus, the hypothesis stating that there is 
low level of experience in terms of social media 
marketing among the consumers of Mumbai city 

Figure 7.Perception of the respondent on communication related aspects in 
a lifestyle brand’s social media marketing strategy
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is rejected. The consumers are highly immersed 
to benefits brought by the social media which 
draws the attention and encourages the connect, 
share and interact their needs.

9.2 Level of Consumer Buying Behavior

Table 4 shows the Consumer Buying Behavior 
with respect to the Purchase Decision, Online 
Purchase Perception, Consumer Attitude, Shop-
ping Experience, and Post-Purchase Behavior. 
The average level of purchase decision is 3.90 
and standard deviation is 0.51 which shows the 
level of purchase decision is high. The average 
level of Online Purchase Perception is 3.92 and 
standard deviation is 0.44 which shows the lev-
el of Online Purchase Perception is high. The 
average level of Consumer Attitude is 3.83 and 

standard deviation is 0.51 which shows the lev-
el of Consumer Attitude is high. The average 
level of Shopping Experience is 3.84 and stan-
dard deviation is 0.51 which shows the level of 
Shopping Experience is high. The average lev-
el of Post-Purchase Behavior is 3.89 and stan-
dard deviation is 0.62 which shows the level of 
Post-Purchase Behavior is high.

Overall, the mean level of consumer buying be-
havior of the respondents is 3.88 with a standard 
deviation of 0.36. this helps to understand that 
the consumers are using social media marketing 
very often to purchase the products. Thus, hy-
pothesis stating that the level of consumer buy-
ing behaviour in terms of social media market-
ing is low stands to be rejected. 

Table 1.Level of Experience in usage of Social Media Marketing

Table 2.Level of Consumer Buying Behavior

N Minimum Maximum Mean Std Deviation
QC 158 1.00 5.00 3.92 0.50
UE 158 1.00 5.00 3.70 0.70
FV 158 1.25 5.00 3.90 0.52

SMM 158 1.08 5.00 3.84 0.42
Valid N (listwise) 158

Note – QC = Quality Content, UE = User Experience, FV = frequent visit and SMM = Social Media Marketing.

N Minimum Maximum Mean Std Deviation
PD 399 1.00 5.00 3.90 0.51

OPP 399 1.38 5.00 3.92 0.44
CA 399 1.33 5.00 3.83 0.51
SE 399 1.00 5.00 3.84 0.51

PPB 399 2.00 5.00 3.89 0.62
CBB 399 1.54 4.54 3.88 0.36

Valid N (listwise) 399
Note – PD = Purchase Decision, OPP = Online Purchase Perception, CA = Consumer Attitude, SE = Shopping Experi-
ence, PPB = Post-Purchase Behavior and CBB = Consumer Buying Behavior.
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9.3 Social Media Marketing and Purchase Be-
haviour of the Customers – A Relationship

Presented in the Table 5 the significance of the 
relationship between social media marketing 
and consumer buying behavior with overall 
computed r-value of 0.571 which means that 
there is a MODERATE positive relationship in 
the learnability of social media marketing and 
consumer buying behavior of the respondents. 
Thus, we reject the null hypothesis since p-value 
is 0.000<0.05. There is a significant relationship 
in the learnability of social media marketing 
and consumer buying behavior of the respon-
dents. Furthermore, it is shown that association 
between user experience and consumer attitude 
has the highest r-value of 0.445 which means 
that there is a MODERATE positive relationship 
in the user experience and consumer attitude of 
the respondents. However, online purchase de-
cision and user experience relationship got the 
lowest r-value of 0.160 which means that there 
is a VERY WEAK positive relationship in the 
user experience and post consumer behavior of 
the respondents.

It is revealed in the correlational analysis that 
there is a significant relationship between the 

social media marketing and consumer buying 
behavior. Particularly the relationship between 
the user experience and consumer attitude with 
a positive, moderate, and significant correlation. 
This results confirms the proposition of Vora-
montri and Klieb that the consumer compares 
the feedback to previous experiences and percep-
tions and after a period of reflection, consumers 
move to the decision-making stage, deciding to 
make a purchase based on logical insight.

9.4 AI Affecting Social Media Marketing

The crux of social media marketing is in the 
analysis of vast and intricate client data. AI is 
largely influencing how social media works in 
the modern world. Popular social networks, such 
as Facebook, LinkedIn, Instagram, and others, 
use machine learning models to identify imag-
es, track ongoing engagements, propose users to 
follow, and more. Facebook uses advanced ma-
chine learning application of the artificial intel-
ligence to do things like displaying posts similar 
to those one has earlier interacted with, recog-
nising faces in the tagged photos, advertising, 
and sending pop ups. Facebook-owned social 
networking service Instagram uses AI to iden-
tify and remove fake messages from accounts. 

Consumer Buying Behavior

Social Media 
Marketing

Purchase 
Decision

Online 
Purchase 
Decision

Consumer 
attitude

Shopping 
Experience

Post 
Purchase 
Behavior

Overall

Quality 
Content

.304 (.000) .371 (.000) .369  (.000) .323   (.000) .217  (.000) .451  
(.000)

User Expe-
rience Fre-
quency of 

Visit

.181 (.000) 

.378 (.000)
.160  (.000) 
.375   (.000)

.445  (.000)  
.350   (.000)

.239   (.000)    

.329   (.000)
.205  (.000) 
.216  (.000)

.375  
(.000)  
.469  

(.000)
Overall .377  (.000) 391    (.000) .539    (.000) .397   (.000) .289  (.000) .571 

(.000)

Table 2.Social Media Marketing and Purchase Behaviour of the Customers
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Snapchat leverages the power of computer vi-
sion, an AI technology, to track users’ features 
and overlay filters that move with his/her face in 
real-time. AI is leveraged within LinkedIn to do 
things like LinkedIn automated bidding, job rec-
ommendations, suggest people one might like to 
connect with, serving specific content in feed, 
help advertisers in targeting audience, and con-
version tracking. Strong artificial intelligence 
(AI), sometimes referred to as artificial gener-
al intelligence (AGI), is a completely specula-
tive idea that aims to build intelligent computers 
that can fully mimic the autonomy of the human 
brain. Without human input, optimists think AI 
will be able to solve a wide range of problems 
across several classes and types, and it will even 
select the challenges it wishes to solve.

10.	Discussion

Various challenges have to be faced by social 
media marketers while using AI technology to 
reach out to the consumers. One of the major 
challenges faced is the insufficiency of IT infra-
structure. Smaller firms lack high-tech software 
and machines and to implement AI, strong IT in-
frastructure is a prerequisite. The scarcity of IT 
products is a major hurdle here. The next issue is 
the investment of resources. High-tech hardware 
and software systems are costly to maintain but 
to solve this problem is like Google, Amazon 
and IBM have given a helping hand in this case. 
Lack of talent is another drawback. Many people 
develop, use and maintain artificial intelligent 
systems.  Sometimes, insufficient or substandard 
data can be gained through artificial intelligence 
technology that can result in loss for the mar-
keters. Artificial intelligence software is a novel 
technology and people who are not skilled and 
trained in this technology are doubtful about us-
ing artificial intelligence. Even the users’ priva-
cy cannot be maintained with regards to artificial 

intelligence. Once the user becomes a netizen, 
his or her private life can be known to the whole 
.In many cases, ethics are not taken into consid-
eration. Complete personal information can be 
grasped by artificial intelligence technology by 
tracing previous choices of the users’ purchas-
es and this can create a negative approach to-
wards artificial intelligence in the minds of the 
consumers. In certain cases, some firms cannot 
use the services of cloud based artificial intel-
ligence marketers because there might be some 
restrictions to access the data. There are preju-
dices in artificial intelligence algorithms because 
humans do not code this algorithm. Artificial in-
telligence does it on its own and so by observing 
the previous data or actions done in the past, the 
artificial intelligence algorithm can generalize 
and can acquire a biased attitude which can be 
perpetuated mechanically for future purposes in 
a negative way. Industries and companies that 
depend on high level artificial intelligence might 
not give importance to manual work as most of 
the work is done by artificial intelligence. Thus, 
people might lose their jobs. Lastly, the human 
instinct for creativity can be hampered because 
of excessive use and dependency of artificial in-
telligence technology. Humans can become lazy 
and dull and they too might start behaving like 
robots if they become disproportionately reliant 
on AI. 

11.Conclusion

While concluding we can say that nearly 3.81 
billion users in the world are currently using 
the smart phones, with which they have at least 
one social media application active with them. 
Though earlier it was thought that social media is 
used only for connecting with friends and family, 
however, many of the business tycoons are using 
the same for promoting their brands and attract-
ing a lot of customers. Their business ideas have 
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reached the customers and the brand awareness 
has been increased among the customers (for 
e.g. Meesho). None of the business can prosper 
without an accurate data base, and social media 
is the platform where maximum data base with 
personal profile is available for the businesses 
to approach. The form of Artificial Intelligence 
is something which enable the machines to per-
ceive the things as the humans do. This is en-
able a great scope for the marketers to evaluate 
different customers, their requirements, need for 
change according to the latest trends, frauds (if 
any), preferences of the customers, validation of 
the content on the internet, etc. In short, this is 
the branch of technology which enables the huge 
social media firms to manage their businesses by 
narrowing their data base and work as per the re-
quirement of the customers. AI helps the firms to 
sync the data generated through user base. Thus, 
to conclude, artificial intelligence has helped hu-
mankind to solve various problems .It has made 
life easier and more comfortable for humans but 
if it is used in an unregulated or excessive way it 
can possibly deprive humans of their humanity.

12.References

1.	 Asma, G., & Misbah, M. (2018), “Impact of 
Social Media Marketing on Consumer Buy-
ing Behavior – A Study”, Research Review, 
International Journal of Multidisciplinary, 
Vol. 3, Issue 6, ISSN – 2455-3085.

2.	 Deshpande, M. (2019), “The Impact of Ad-
vertisement on Consumer Buying Behavior 
in Electronic Industry”, International Jour-
nal of Scientific Development and Research 
(IJSDR), Vol. 4, Issue 12, ISSN: 2455-2631

3.	 Ceesay, et. al (2018), in their paper on “The 
Impact of Digital Media Advertising on Con-
sumer Behavior Intentions towards Fashion 
and Luxury Brands: Case of the Gambia, 
Arabian Journal of Business and Manage-
ment Review, Vol. 8, Issue 5, ISSN 2223 – 
5833

4.	 Pallav, R. (2016), “Impact of Media Adver-
tising on Consumer Buying Behavior”, In-
ternational Journal of Research in Finance 
Marketing, Vol. 6, Issue 9, pp 101-105, ISSN 
(O) 2231-5985Haider, T., Shakib, S. (2018), 
“A Study on the Influences of Advertisement 
on Consumer Buying Behavior”, Business 
Studies Journal, Vol. 9, Issue 1. 

5.	 Harshini, C.S. (2015), “Influence of Social 
Media ADS on Consumer Purchase Inten-
tion”, Technical Research Organization, Vol. 
2. Issue 10, ISSN: 2393-8374

6.	 Bokde, U., and Seshan, S. (2019), “To Study 
the Impact of Digital Marketing on Purchase 
Decision of Youth in Nagpur City”, Interna-
tional Journal on Advance Research, Ideas 
and Innovations in Technology, Vol. 5, Issue 
3, ISSN 2454-132X, Impact Factor 4.295

7.	 Ahuja, M., Raman, P., (2003), “An Empir-
ical Investigation of Online Consumer Pur-
chasing Behaviour”, Communications of the 
ACM.

8.	 Vinerean, S., Cetina, I., Dumitrescu, L., 
Tichindelean, M. (2013), “The Effects of So-
cial Media Marketing on Online Consumer 
Behaviour”, International Journal of Busi-
ness and Management; Vol. 8, No. 14; 2013, 
ISSN 1833-3850 E-ISSN 1833-8119

9.	 Goyal, A., Bagga, T., Bansal, S. (2016), “Im-
pact of Increasing Trend of Online Market-
ing on Consumer Buying behaviour: FMCG 
Brands in Indian Scenario”, International 
Journal of Engineering Technology, Manage-
ment and Applied Sciences, Volume 4, Issue 
5, ISSN 2349-4476 

10.	Harun, A., Husin, W.H.R., (2019), “Is the 
Purchasing Behaviour of Suburban Millen-
nials Affected by Social Media Marketing? 
Empirical Evidence from Malaysia”, KOME 
− An International Journal of Pure Commu-
nication Inquiry Volume 7 Issue 2, p. 104-
127.

11.	Rao, M.S., Hymavathi, L., Rao, M.M., 



MET Mangement Review - MMR Vol 11 | Issue 2 | July 2024 76

(2018), “Factors Affecting Female Consum-
er’s Online Buying Behaviour”, Academy of 
Marketing Studies Journal, Vol: 22 Issue: 2, 
Print ISSN: 1095-6298; Online ISSN: 1528-
2678.

12.	Mahalaxmi, K.R., Ranjith, P, (2016), “A 
Study on Impact of Digital Marketing in 
Customer Purchase Decision in Trichy”, In-
ternational Journal for Innovative Research 
in Science and Technology, Vol. 2, Issue 1. 
ISSN – 2349 – 6010

13.	Balagué, C. and Fayon, D., 2010. Facebook, 
Twitter et les autres... Paris, France: Pearson 
Education. 

14.	Barnes, J., 1954. Class and committees in a 
Norwegian Island Parish. Human Relations, 
7, pp.39-58. 

15.	Boyd, D.M. and Ellison, N.B., 2007. So-
cial Network Sites: Definition, History, and 
Scholarship. Journal of Computer-Mediated 
Communication, 13(1), pp.210-230. 

16.	Briard, E. and Bontemps, A., 2011. Entrez 
dans la toile de mon reseau. Paris, France: 
Edipro. Dagnon S., 2018. Using Chatbots 
for Social Media Marketing. [online] Avail-
able at: https://mavsocial.com/chatbots-so-
cial-media-marketing/. [Accessed on 27 Feb-
ruary 2019]. 

17.	Dakouan C. and Benabdelouahed. R., 2018. 
Content shared on social networks: What ef-
fect on the buying intentions of Moroccan 
consumers?. International Journal of Scien-
tific & Engineering Research, 9(7), pp.315-
323. 

18.	Ertel W., 2017. Introduction to Artificial In-
telligence. Second Edition. London, UK: 
Springer Frankenfield J., 2018. Chatbot. [on-
line] Available at: https://www.investopedia.
com/terms/c/chatbot.asp. [Accessed on 02 
March 2019]. 

19.	Graham, J. and Havlena, W., 2007. Finding 
the “Missing Link»: Advertising’s Impact on 
Word of Mouth, Web Searches, and Site Vis-

its. Journal of Advertising Research, 47 (4), 
pp.427-435. 

20.	Haugeland J., 1989. Artificial Intelligence: 
The Very Idea. Cambridge, Massachusetts, 
United States: Bradford Book, MIT Press. 

21.	Kotler, P. Kartajaya, H. Setiawan, I. and 
Vandercammen, M., 2017. Marketing 4.0. 
Paris, France: Edition Nouveaux Horizons. 

22.	Kreimer I., 2018. How to Get Started with 
AI-Powered Content Marketing. [online] 
Available at: https://www.singlegrain.com/
artificial-intelligence/how-to-get-started-
with-ai-powered-contentmarketing/.[Ac-
cessed on 03 March 2019]

23.	Lenhart, A., 2009. Adults and Social Network 
Websites. [online] Available at: https://www.
pewresearch.org/internet/2009/01/14/adults-
and-social-network-websites/ [Accessed on 
03 March 2019]. 

24.	Li, D. and Du, Y., 2017. Artificial Intelligence 
with Uncertainty. Second Edition. Boca Ra-
ton, USA: CRC Press, Taylor and Francis 
Group. 

25.	McCarthy, J., 1955. A Proposal for the Dart-
mouth Summer Research Project on Artifi-
cial Intelligence. AI Magazine, 27(4), 

26.	McCarthy, J., Minsky, M. L., Rochester, N. 
and Shannon, C. E., 2006. A Proposal for 
the Dartmouth Summer Research Project on 
Artificial Intelligence, August 31, 1955. AI 
Magazine, 27(4), p.12. doi:10.1609/aimag.
v27i4.1904 

27.	Newberry, C., 2017. Social Selling: What it 
is, Why You Should Care, and How to Do 
It Right. [online] Available at: https://blog.
hootsuite.com/what-is-social-selling/ [Ac-
cessed on 01 March 2019]. 

28.	Nilsson, J., 1998. Artificial Intelligence: A 
New Synthesis. Burlington, Massachusetts, 
United States: Morgan Kaufmann Publish-
ers. Rissoan, R., 2011. Les Réseaux Sociaux: 
Facebook, Twitter, Linkedin, Viadeo, Goo-
gle+, Comprendre Et Maîtriser Ces Nou-



MET Mangement Review - MMR Vol 11 | Issue 2 | July 2024 77

veaux Outils De Communication. Saint-Her-
blain, France: Eni Editions. 

29.	Stelzner, M., 2018. Predictive Analytics: 
How Marketers Can Improve Future Ac-
tivities. [online] Available at: https://www.
socialmediaexaminer.com/predictive-analyt-
ics-how-marketers-can-improve-futureac-
tivities-chris-penn/ [Accessed on 02 March 
2019]. 

30.	Tjepkema, L., 2018. Why AI is Vital for 
Marketing with Lindsay Tjepkema. [online] 
Available at: https://www.magnificent.com/
magnificent-stuff/why-ai-is-vital-for-mar-
keting-with-lindsaytjepkema. [Accessed on 
02 March 2019.] 

31.	Ziryeb, M., 2011. Les Réseaux Sociaux 
Numériques D’entreprise. Paris, France: 
Éditions L’Harmattan


	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Initial Pg..pdf
	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11

	Untitled
	Initial Pg..pdf
	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11

	Initial Pg..pdf
	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11




