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Abstract 

 

Currently, social media constitutes a major activity, interacting significantly 

with every individual’s life and altering how people obtain and disperse 

information. This study focuses on theoretical frameworks, empirical data, 

and previous research to investigate the complex interaction between 

consumer behaviour and social media advertising. The potential of 

business establishments to broaden their market reach and target 

customers who are interested in their products or services has been 

established by taking into account the study's conclusions and the function 

of social media platforms in the modern marketing mix. Thus, the results of 

the study into the factors influencing consumer behaviour via social media 

advertising features can be considered valuable for marketing strategy 

creation. Some of the important insights are understanding the impact of 

brand familiarity on consumer’s buying decisions and entertainment 

appeal, cross-cultural ad appeals, and certain concepts like sequential 

advertising. The implications also suggest the importance of culturally 

tailored, low intrusion, and privacy-conscious advertising strategies. The 

study presents further effective suggestions for each of the forthcoming 

investigations and, underlying the role of context awareness and the 

aesthetics of the ads in engaging consumers and building credibility and 

useful advice for digital marketing. 
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Introduction 

 

Social media has grown to be an essential and ever-more-important 

component of people’s everyday lives in the mobile internet era. Social 

media sites have undoubtedly emerged as one of the primary sources of 

information and knowledge for people (Yuan-yuan & Ji-fan, 2020). 

According to (Kaplan & Haenlein, 2010),social media is a group of web-

based resources that expands upon the technological and conceptual 

underpinnings of Web 2.0 by enabling the production and sharing of user-

generated content. Social media encompasses a variety of technologies, 

including social networking, blogging, sharing of photos and videos, micro 

blogging, bookmarking, scheduling, meeting tools, and social tagging. 

(Rowlands, Nicholas, & Russell, 2011), (Natarajan & Balakrishnan, 2014). 

These features gave rise to an abundance of websites that have pushed 

social media into its own domain on the Internet, dramatically shifting 

perspectives in academia and business (Natarajan & Balakrishnan, 2014). 

 

Social media has rapidly replaced traditional media as the go-to platform for 

commercial businesses to market their brands in recent years due to the 

rising popularity of social networking sites (SNS)(Lee & Hong, 2016).The 

rise in social media users has had an impact on marketing. With so many 

options to engage, develop, and maintain connections with consumers, 

marketers may now effectively reach a wider audience (Wang, 2021). 

Additionally, social media helps a business build relationship with potential 

clients, facilitating precise customer targeting. Thus, companies looking to 

improve the consumption of their commercial items have focused a lot of 

emphasis on social media marketing (Lee & Hong, 2016). Social media 

websites, as opposed to traditional media, assist advertisers in assessing 

their effectiveness of advertisement by using many metrics including the 
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number of clicks, likes, and comments (Natarajan, Balakrishnan, & 

Balasubramanian, 2015). 

 

According to(Wiese, Martínez-Climent, & Botella-Carrubi, 2020), there is a 

potential increase in the use of social networks in developing nations, as 

opposed to merely developed ones. 32.8 percent of India's population, or 

467.0 million people, used social media in January 2023(Kemp, 2023). Due 

to the enormous popularity and high usage rate of social media platforms, 

businesses are spending more on social media advertising (Hamouda, 

2018). 

 

This study systematically investigates the relationship between consumer 

behaviour and social media advertisement with these considerations in 

mind. The research offers insights that can guide academic research as 

well as practical applications in the field of digital marketing by combining 

theoretical frameworks, empirical data, and research findings that have 

already been published to improve knowledge of this complex relationship 

and how it affects consumers, companies, and society as a whole. 

 

Significance of the Study 

 

The study is important because it may throw light on the principles of 

modern marketing and customer behaviour in the digital era. This research 

makes various advances and implications by examining the relationship 

between social media advertising and consumer behaviour. 

 

• Creating successful marketing strategies requires an understanding of 

how social media advertising affects consumer behaviour. Marketers 

may use the insights gained from this research to help them create 

captivating and targeted advertisements that connect with their target 

audience and ultimately increase brand loyalty and engagement. 

• By analysing the features of social media advertising, this research can 

assist marketers in making the most impactful changes to their ad 

content and distribution strategies. Increased conversion rates, click-
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through rates, and overall return on investment for advertising 

expenses could result from this. 

 

Objectives of the Study 

 

• To conduct a critical investigation on how social media advertising 

platforms like Facebook, Instagram, and YouTube influence consumer 

behaviour. 

• Making practical recommendations based on knowledge from 

consumer behaviour research to help advertisers and marketers 

maximize their social media advertising initiatives. 

• To Analyse how consumer behaviour is impacted by the features of 

social media advertising. 

 

Table 1: Review of the Literature 

S.No. 
Author and 

Year 
Title Methodology Outcome 

1 (Natarajan & 
Balakrishnan, 
2014) 
 

Perception of 
Indian consumers 
towards social 
media 
advertisements in 
Facebook, 
LinkedIn, YouTube 
and Twitter 

Conducted an 
online survey with 
the help of a 
questionnaire, 
confirmatory factor 
analysis (CFA), and 
multivariate 
analysis of variance 
(MANOVA) were 
utilized for analysis. 
 

Indicated 
significant 
variations in 
consumer 
perceptions 
across different 
social media 
platforms, 
providing insights 
for advertisers. 

2 (Celebi, 2015) How do motives 
affect attitudes and 
behaviours toward 
internet advertising 
and Facebook 
advertising? 

A convenience 
sample of 692 
undergraduate 
students from a 
private university in 
Western Turkey 
took part in an 
online survey. 
Utilizing Likert 
scales, the poll 
evaluated the 
respondents' 
demographic 
profile, Internet 
usage, reasons for 
utilizing it, and 
views and 
behaviours about 
online advertising. 
By factor analysis, 
validity and 
reliability were 

The study 
revealed that 
people who were 
motivated by 
interpersonal 
utility had 
favourable 
opinions about 
Facebook and the 
Internet. 
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guaranteed. 

3 (Natarajan & 
Balakrishnan, 
2015) 

Examining beliefs, 
values and 
attitudes towards 
social media 
advertisements: 
results from India 

The study gathered 
data from 510 
Indian consumers 
via online 
questionnaires. It 
employed a 
decision tree model 
(CHAID) for RQ1 
and two-step 
structural equation 
modeling for RQ2. 
Instruments 
included 
demographic items 
and attitude scales, 
with analysis 
encompassing 
exploratory and 
confirmatory factor 
analyses. 

Demonstrated 
how beliefs affect 
the value of 
advertising and 
how that affects 
attitude and 
behaviour. 
 

4 (Lai & Ren, 
2016) 

The effect of social 
media advertising 
on consumer-
based brand equity 
and behavioural 
intention: A case of 
WeChat news feed 
advertisements in 
China 

Utilized a sample of 
graduate students 
and measured 
constructs using 
Likert scales 
Employed SPSS 
and AMOS for 
testing 
measurement and 
structural models. 

Discovered 
complex 
relationships 
between the 
features of social 
media advertising 
and the reactions 
of consumers, 
offering insights 
for successful 
advertising 
strategies. 
 

5 (Lee & Hong, 
2016) 

Predicting positive 
user responses to 
social media 
advertising: The 
roles of emotional 
appeal, 
informativeness, 
and creativity 

Conducted an 
online survey with 
415 undergraduate 
students and 
employed 
confirmatory factor 
analysis. 

It was discovered 
that positive user 
reactions to social 
media 
advertisements 
were significantly 
predicted by both 
informativeness 
and creative 
advertising. 

6 ( Humphrey, 
Rinaldo, & 
Laverie, 2017) 

Brand Choice via 
Incidental Social 
Media Exposure 

235 participants 
with various gender 
distributions were 
selected from a 
research pool as 
part of the 
methodology used 
in four studies. 
Participants in the 
purposeful 
sampling process 
saw various 
information on 
social media 
screens. Likert-type 
items on brand 
choice and prompts 
for unaided brand 

It was discovered 
that brand choice 
was greatly 
influenced by 
incidental 
exposure, and 
social media 
brand advertising 
works well. 
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memory were used 
in the data 
gathering process. 
54 people took part 
in Study 1, 59 in 
Study 2 (divided 
into low and high 
involvement 
conditions), 97 in 
Study 3, and 97 
more in Study 4, 
which looked at 
consumer-
generated content 
that was created 
both inside and 
outside of groups. 
Tasks for scenarios 
with low and high 
involvement were 
to be finished, and 
reliability was 
evaluated using 
Cronbach's Alpha. 

7 ( Bright & 
Logan, 2018) 

Is my Fear of 
Missing Out 
(FOMO) Causing 
Fatigue? 
Advertising, Social 
Media Fatigue, and 
the Implications for 
Consumers and 
Brands 

Performed multiple 
regression analysis 
on US social media 
users after 
distributing a 190-
item questionnaire 
to them. 

Studies have 
indicated that, 
following fear of 
missing out 
(FOMO), the 
factors that most 
influence social 
media weariness 
are views towards 
social media and 
privacy concerns. 

8 (Das, Dash, 
Sahoo, & 
Mishra, 2018) 

Study on 
effectiveness of 
celebrity 
endorsements in 
print & social media 
advertisements on 
the buying 
behaviour of 
consumers 

Convenience 
sampling was used 
in the study to 
select 300 
university students. 
Using Likert scales 
for ordinal 
measurement in a 
dataset with 25 
variables, Structural 
Equation Modelling 
(SEM) was used to 
examine data 
measuring 
differences in brand 
memorability and 
trustworthiness 
across platforms. 

Showed that 
consumers trust 
social media 
advertisements 
more but are less 
influenced by 
celebrity 
endorsements in 
ads. 

9 ( Jain, Rakesh, 
& Chaturvedi, 
2018) 

Online Video 
Advertisements' 
Effect on Purchase 
Intention: An 
Exploratory Study 
on Youth 

380 engineering 
and management 
students from the 
National Capital 
Region (NCR) were 
surveyed. 
Structural Equation 
Modelling (SEM) 
was utilized to 

It was found that 
invasiveness had 
a negative impact 
on 
attitudes toward 
advertisements 
and that 
entertainment 
content greatly 
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examine the 
collected data. 
 

affected the 
perceived value 
of ads. 

10 (Johnston, 
Khalil, Le, & 
Cheng, 2018) 

Behavioral 
Implications of 
International Social 
Media Advertising: 
An Investigation of 
Intervening and 
Contingency 
Factors 

A sample of 
university students 
from Taiwan and 
Vietnam was 
selected to reflect 
cultural differences 
with varying 
uncertainty 
avoidance. A 
convenience 
sample of 1,080 
people in Taiwan 
and 955 in Vietnam 
was used. data 
were gathered 
using pretested 
questions; from 258 
in Taiwan and 299 
in Vietnam for 
YouTube, and from 
218 in Taiwan and 
297 in Vietnam for 
Facebook, useable 
surveys were 
obtained. 

Research 
demonstrated that 
the association 
between Social 
Media 
Advertisement 
(SMA and 
consumer 
behaviour is 
mediated by SMA 
values and 
attitudes, with 
moderating 
effects coming 
from social media 
type and culture. 

11 (Errmann, 
Seo, Choi, & 
Yoon, 2019) 

Divergent Effects of 
Friend 
Recommendations 
on Disclosed Social 
Media Advertising 
in the United States 
and Korea 

Used experimental 
designs in studies 1 
and 2 to examine 
the impact of friend 
recommendations 
and advertising 
disclosures on the 
effectiveness of 
advertising. 
 

Found notable 
cross-cultural 
variations 
between Korea 
and the United 
States in the 
influence of friend 
recommendations 
on the 
effectiveness of 
advertisements. 

12 (Arora, Kumar, 
& Agarwal , 
2020) 

Impact of Social 
Media Advertising 
on Millennials 
Buying Behaviour 

In the study, 470 
respondents from 
India's National 
Capital Region 
(NCR) were chosen 
by non-probability 
sampling.  
Information was 
gathered using an 
online 
questionnaire. In 
order to investigate 
construct linkages, 
The study 
employed 
exploratory and 
confirmatory factor 
analysis (EFA, 
CFA) with SPSS 
AMOS 22.0 to 
analyse at 
construct linkages. 

Demonstrated the 
important 
connections 
between 
elements like 
entertainment 
value, credibility, 
interactiveness, 
informativeness 
and attitudes 
towards social 
media 
advertising. 
 

13 (Yuan-yuan & Gender Disparities Utilized a Revealed 
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Ji-fan, 2020) in the Influence of 
Social Media 
Advertisements on 
Buying Decision in 
Nigeria 

descriptive survey 
design and chi-
square tests to 
examine 
relationships 
among variables. 

significant gender 
disparities in 
engagement 
duration, 
response 
mechanisms, and 
preferences for 
product and 
message 
elements in social 
media ads. 

14 ( Chen, Wang, 
& Qiao, 2021) 

Informing, 
Reinforcing, and 
Referencing: 
Chinese Male 
Consumers’ 
Interpretation of 
Luxury Advertising 
and Luxury Brands’ 
Presence on 
Chinese Social 
Media 

Using interpretive 
phenomenological 
analysis (IPA) and 
in-depth interviews 
conducted over 
WeChat, a 
qualitative study 
was conducted with 
fifteen Chinese 
male luxury 
consumers, ages 
eighteen to forty. 
Purposive and 
snowball sampling 
were used, with 
saturation serving 
as the criterion. 
After analysing the 
content of 9,667 
posts on Sina 
Weibo featuring 
luxury brands like 
Hermes, Gucci, LV, 
Chanel, Cartier, 
and Rolex, 
unsupervised 
machine learning 
was used to identify 
interactive 
elements and 
gender differences 
in luxury brand 
social media 
advertising. 

Researchers 
found that while 
social media 
advertising from 
luxury brands 
fulfils 
informational, 
reinforcing, and 
referencing 
functions, it falls 
short of satisfying 
the cultural and 
symbolic needs of 
male consumers. 

15 ( Jones, Miles, 
& Beaulieu, 
2021) 

The Value of Social 
Media Advertising 
Strategies on 
Tourist Behaviour: 
A Game-Changer 
for Small Rural 
Businesses 

126 Facebook 
posts over a year 
were examined, 
with an emphasis 
on engagement 
metrics both with 
and without 
sponsored 
advertisements. In 
order to better 
understand how 
rural companies 
might use social 
media to 
communicate with 
potential tourists, 
this study used 

It was discovered 
that the 
placement of 
social media 
advertisements 
greatly enhanced 
engagement 
elements, which 
may have 
boosted rural 
communities' 
tourist and 
economic 
activities. 
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Facebook insights 
to obtain and 
analyse data. 

16 (Alkis & Kose, 
2022) 

Privacy concerns in 
consumer E-
commerce activities 
and response to 
social media 
advertising: 
Empirical evidence 
from Europe 

Survey data from 
29 European 
countries totaling 
153,053 
respondents were 
subjected to 
multilayerlogit 
modelling. 
 

The findings 
showed that if 
consumers take 
proactive steps to 
protect their 
online privacy, 
they are more 
likely to engage in 
e-commerce and 
respond to social 
media marketing. 

17 (Hotkar, Garg, 
& Sussman, 
2022) 

Strategic Social 
Media Marketing: 
An Empirical 
Analysis of 
Sequential 
Advertising 

Two series of field 
tests with 
randomization. on 
Facebook and 
Twitter evaluated 
the efficacy of 
sequential 
targeting, 
demonstrating 
higher engagement 
and sales 
outcomes. Insights 
for improving social 
media advertising 
tactics were 
provided using 
panel data 
regression models, 
which examined 
effects on clicks 
and sales metrics. 
 
 

The results 
proved the 
efficiency of 
sequential 
advertising 
campaigns in 
maximizing brand 
engagement and 
information 
retention across 
various product 
categories and 
platforms. 

18 (Bhatt & Jain, 
2023) 

New Media 
Advertisement and 
its Impact on 
Buying Behaviour 
and Purchase 
Decision 

Employed 
confirmatory factor 
analysis and a 
quantitative 
research approach 
with a sample size 
of 359 new media 
users. 

Identified 
attention-grabbing 
and entertainment 
factors as crucial 
in influencing 
consumer 
purchasing 
decisions. 

19 (Nagvanshi , 
Gupta, & 
Kumar , 2023) 
 

Gen Z Consumers’ 
Purchase Intention 
Towards Organic 
Cosmetic Brands 
Advertised on 
social media 

Utilized structural 
equation modeling 
with a sample of 
310 individuals 
using Google 
Forms. It employed 
snowball sampling 
to gather 
responses from 
310 participants 
belonging to the 
Gen Z 
demographic, 
ensuring 
questionnaire 
reliability through 
pilot testing. 

Demonstrated 
that social media 
advertising had a 
strong beneficial 
impact on 
purchase 
intention, with 
brand image, 
brand awareness 
and loyalty 
serving as some 
of the mediating 
factors. 
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20 ( Ramdani & 
Belgiawan, 
2023) 

Designing 
Instagram 
Advertisement 
Content: What 
Design Elements 
Influence Customer 
Attitude and 
Purchase 
Behavior? 

A purposive 
technique was 
used to sample 496 
relevant data 
points. The poll 
was directed at 
Instagram users 
who were 
accustomed to 
COVID-19 
advertisements and 
online transactions. 
Over a month, data 
was gathered using 
Google Forms. 
Smart PLS 3.3.3 
examined the data 
and verified its 
authenticity and 
dependability. 

The Research 
demonstrated that 
on Instagram, 
visual 
components have 
a big influence on 
users' attitudes 
and their 
subsequent 
purchasing 
decisions. 

21 (Sarfraz & 
Bano, 2023) 

Moderating impact 
of brand 
authenticity and 
control over ads on 
the effectiveness of 
Facebook 
advertising: a two-
sample study 

The study involved 
two samples from 
Pakistan: 396 and 
482 participants 
collected at 
different times for 
enhanced 
generalizability. 
Data collection 
utilized online 
questionnaires via 
WhatsApp, 
Facebook, and 
Email, assessing 
constructs based 
on previous 
studies. For validity, 
reliability, and 
structural linkages, 
the analysis used 
partial least 
squares structural 
equation modelling 
(PLS-SEM). 

Demonstrated 
that the 
association 
between 
behaviour 
towards the brand 
and attitude 
towards 
Facebook 
advertising was 
strongly 
controlled by 
brand authenticity 
and control over 
ads. 
 

 

Research Methodology 

 

In the research Scopus database was used in the investigation of the 

literature. Keywords like "Social Media Advertisement," "Social Media Ads," 

"Facebook Advertising," "YouTube Advertising," and "Instagram 

Advertising," along with terms like "Consumer Behaviour," "Buying 

Behaviour," and "User Behaviour," were used in the research in the article 

title, abstract, and keyword sections of the Scopus database. A year filter 

was applied in the research to include research papers published between 
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2012 and 2024, a total of 12 years. Initially, 94 papers were identified. 

Subsequently, subject area filters were applied, narrowing down the 

categories to Business Management, Psychology, Social Science, Decision 

Sciences and Accounting. 67 papers were extracted from that. 55 papers 

were obtained after additional filtering that limited the selection to articles 

and conference papers. After that, a language filter was used, and 55 

papers were found. After taking these actions, the remaining publications 

were manually reviewed, and 21 papers that matched the objectives and 

parameters of the research were chosen. 

 

Findings 

 

The study presents a number of important conclusions on how social media 

advertising affects customer behaviour. Due to the significant variations in 

consumer perceptions across social media channels, advertisers can obtain 

information for tailored campaigns from sites like Facebook, LinkedIn, 

YouTube, and Twitter(Natarajan & Balakrishnan, 2014). Interpersonal utility 

is a factor that positively influences attitudes toward social media 

marketing(Celebi, 2015). Beliefs and values have a substantial influence on 

ad value as well as the attitudes and behaviours of subsequent consumers 

(Natarajan & Balakrishnan, 2015). Both inventiveness and informativeness 

are necessary for positive user reactions(Lee & Hong, 2016). Brand choice 

is significantly influenced by accidental exposure to social media 

advertisements( Humphrey, Rinaldo, & Laverie, 2017). However, privacy 

concerns and FOMO are some of the variables that contribute to social 

media weariness ( Bright & Logan, 2018). Social media advertisements are 

generally more trusted by consumers than traditional celebrity 

endorsements(Das, Dash, Sahoo, & Mishra, 2018). (Bhatt & Jain, 

2023)asserted that while entertainment content significantly raises the 

perceived value of advertisements, invasiveness negatively impacts 

attitude. Cultural differences mediate the effectiveness of social media 

advertising, necessitating approaches that are culturally tailored (Johnston, 

Khalil, Le, & Cheng, 2018). Additionally, the effects of friend 

recommendations vary depending on the culture (Errmann, Seo, Choi, & 
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Yoon, 2019). Millennial'sattitudes towards social media advertising were 

significantly influenced by elements like credibility, entertainment, and 

informativeness(Arora, Kumar, & Agarwal , 2020). Preferences and levels 

of engagement with social media ads varies by gender(Yuan-yuan & Ji-fan, 

2020). Furthermore, advertisements for luxury brands frequently fail to meet 

the cultural and symbolic needs of male buyers ( Chen, Wang, & Qiao, 

2021). The study emphasizes how complicated customer reactions to social 

media advertising are, as they are shaped by a variety of elements such as 

platform-specific perceptions, motivations, cultural differences, and content 

attributes. To create successful, tailored social media marketing campaigns 

that appeal to a wide range of customer categories, advertisers need to 

take these nuanced findings into account. 

 

Suggestions 

 

It is important to create platform-specific strategies because various social 

media platforms have varying effects on consumer perception. For 

example, different advertising strategies may be needed for Facebook and 

LinkedIn than for YouTube and Twitter. Positive customer attitudes can also 

result from utilising interpersonal utility. Marketers should develop 

campaigns that encourage social connections and interactions among 

users. Improving originality and informative material is crucial to eliciting 

positive responses from the public towards social media ads. It is 

imperative for advertisers to produce engaging and informative material that 

is visually striking on social media platforms. 

 

Privacy concerns must be addressed due to their substantial influence on 

social media fatigue. Trust may be increased and weariness can be 

decreased by creating privacy-aware advertising campaigns and 

transparent data procedures. Given that cultural differences have a major 

mediating effect on social media advertising performance, it is imperative to 

adapt advertisements for various audiences. 
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When creating advertising campaigns for various geographic areas, 

marketers should consider cultural quirks and preferences. Enhancing user 

engagement and brand perception can be achieved through integrating 

entertainment and reducing intrusiveness. While intrusiveness has a 

detrimental effect on attitudes, entertainment content greatly raises the 

perceived value of advertisements. 

 

Information retention and brand engagement can be increased by using 

sequential advertising. Higher conversion rates and improved user recall 

can result from using this strategy. Having a thorough understanding of 

demographic preferences—such as gender differences and the particular 

preferences of Millennials and Gen Z—can aid in the development of 

tailored advertising that appeals to these audiences more successfully. 

Through the integration of these insights, marketers can create more 

customised and effective social media advertising strategies that improve 

overall campaign success by better-influencing customer behaviour. 

 

Conclusion 

 

In summation, the combination of the research studies reveals the complex 

interplay between social media advertising and consumer behaviour. 

Several common themes are evident throughout the studies. The first one 

is the detrimental effect of invasiveness on the advertisement attitude, 

which suggests the necessity of a more respectful and non-intrusive 

advertising style. The second theme is the variations between cultures 

regarding the influence of friends’ recommendations, which indicates that 

advertising should be tailored to reflect real societal relationships 

accurately. The final one is the gender differences in activity levels and 

preferences, which indicates the need for a more targeted and specific 

advertising strategy. Additionally, the influence that social media advertising 

has on purchasing intention, is mediated by factors like brand awareness 

and image, demonstrates the possibility for effective brand communication 

through these platforms. Moreover, the significance of trust in social media 

advertising and the impact of elements like creativity and informational 
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value addition highlight how crucial it is to provide entertaining content and 

credibility. Transparent and privacy-conscious advertising techniques are 

necessary, as evidenced by the findings relating attitudes toward 

advertising and privacy concerns. All things considered, these observations 

offer insightful advice to marketers that want to use social media advertising 

to better understand and impact consumer behaviour. 
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