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Abstract: In the present world, social media is revolutionizing traditional approaches to marketing and 

promoting products and services. The usage of social media has significantly increased during the last 

several years. Because social media allows people to find and compare any material, it is gradually 

displacing traditional media, including radio, newspapers, magazines, and television. Therefore, in order to 

boost the capital of the current market scenario, it is vital to build successful online marketing methods by 

adding more effective features to social media advertising. 

In addition to developing a new conceptual model, this dissertation looks at the theoretical contributions 

made to earlier studies on social media advertisements and consumer purchase choices. The main focus of 

this dissertation is on the attributes of online advertisements and their impact on customers' purchasing 

choices. Previous studies, however, have shown inconsistent characteristics of internet ads concerning 

customers' views and buy intentions. With reference to social media marketing, a whole new knowledge of 

customers' purchase intents has been developed thanks in part to this study. 

 
Keywords: Social media advertisement, Customer purchase decision, Influence of social media 

 

REFERENCES 

[1]. Balakrishnan, B.K.P.D., Dahnil, M.I. & Yi, W.J. (2014). The Impact of Social Media Marketing Medium 

toward Purchase Intention and Brand Loyalty Among Generation. Procedia - Social and Behavioural Sciences, 

148(August), pp 177-185. 

[2]. Bughin, J., Doogan, J., & Vetvik, O.J. (2010). A new way to measure word-of-mouth marketing. McKinsey 

Quarterly, 1st April. Retrieved from: https://www.mckinsey.com/business-functions/marketing-and-sales/our-

insights/a-new-way- to-measure-word-of-mouth-marketing# 

[3]. Drell, L. (2011). Social Consumers and the Science of Sharing. Retrieved from: http://mashable.com/ 

2011/10/25/social-consumer sharing-infographic/ Fotis, J.N. (2015).  

[4]. The Use of Social Media and its Impacts on Consumer Behaviour: The Context of Holiday Travel. PhD thesis, 

Bournemouth University, England. Retrieved From: https://core.ac.uk/reader/42142490. 

[5]. Harshini, C.S. (2015). Influence of Social Media Ads on Consumer’s Purchase Intention. International Journal 

of Current Engineering and Scientific Research, 2(10), pp 110-115. 

[6]. Hoyer, W.D., Chandy, R., Dorotic, M., Krafft, M. & Singh, S.S. (2010). Consumer Cocreation in New Product 

Development. Journal of Service Research, 13(3), pp 283-96 

[7]. Martinka, L. (2012). How Social Media Communities Impact Consumer Behavior. Thesis. Gonzaga 

University, USA. Retrieved From: https://www.proquest.com/docview/1017683284. 

[8]. Wang, Y. & Yu, C. (2015). Social Interaction-Based Consumer Decision-Making Model in Social Commerce: 

The Role of Word of Mouth and Observational Learning. International Journal of Information Management, 

37(3), pp 179-189. 

 


