International Journal of Advanced Research in Commerce, Management &Social Science (I ARCMSS)
ISSN :2581-7930, Impact Factor : 6.809, Volume 07, No. 01(II), January-March, 2024, pp 211-214

SOCIAL MEDIA MARKETING AFFECTION CUSTOMER BEHAVIOUR

Dr. Ravi Kumar*

Mannan Mohammed Yusuf™
Manjunath. VR™

Prajwal L™

ABSTRACT

In recent years, social media which can also said as online branding platforms have become
indispensable tools for business to get engage with customer and to promote their goods and their
services. Through this research we understood that the online branding implications on customer
behaviour like purchasing decisions, Brand loyalty, trust on online branding influencers and their intention
to try new goods or services. Additionally, this research also shows the role of online branding to make
implications ton customer behaviour. Furthermore, it delves into implications on customer behaviour
through the reviews, literature, and customer experience. This also shows the how the online branding
use strategies like influencer marketing, user generating content, and target advertising, affect customer
perceptions, attitude, and purchase decision. In this research the data has been collected through
primary data by the help of questionary which showed that how many people uses social media, their
intention after using social media, their trust towards social media, their purchase decision, etc. This
paper aims to deliver a deeper understanding about the relationship between the customer and online
branding marketing, offering valuable insights to enhance their marketing strategies and connect with the
audience in digital age.
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Introduction

because of their web browsing capabilities that allow individual instant access to online branding
platforms marketing is the practice of businesses using online branding platforms to market their goods
and services. Customer’s behaviour is heavily influenced by online branding marketing, which has altered
how customer s search for, interact with, and purchase goods and services.

Utilizing online branding channels, this marketing seeks to develop a following on social media,
a brand, an audience, and more sales. This entails updating goods and service-related material on online
branding profiles, interacting with followers, evaluating outcomes, and promoting ads on social media. At
the moment, Facebook, Instagram, Twitter, LinkedIn, Pinterest, You Tube, and Snapchat are the most
popular online branding networks. The use of cell phones is beneficial for online branding marketing.

Objectives
. To investigate how online branding marketing influence changes in customer behavior.

. To explore the online branding marketing efforts and customer purchase intention, including
factors that influence buying decision such as goods recommendation, review, and promotion.

. To research about how online branding marketing influence customer awareness and exposure
to brands, goods and service across different social platforms.
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interested in learning how to
use online branding to build
individualized and robust client
relationships. This research
aims to demonstrate how online
branding functions as a
mediator of customer

relationships by influencing
purchase behaviour”.

Methodology

This research is entirely dependent on primary data, which was obtained through the creation of

guestionnaires to get customer feedback regarding online branding marketing and its influence on their
behaviour while making judgments about what to buy.

Findings

The data was collected by a survey through questionary with the help of friends, families, and

random people the data which had been collected by the questionary are as follows.

It was found that 45.3% of people often use online branding platform and rest 30.2% once in a
day 16.3% A few times a week 8.1% Rarely uses online branding platforms.

Only 85.7% of people make purchase based on an advertisement which they see on online
branding and rest 14.3% does not make purchase based on an advertisement which they see
on social media.

77.6% of people follow brand or business on online branding post and rest 22.4% does not
follow any brand or business on social media.

Only 52.3% of people engage with a brand on online branding post and rest 39.5% somewhat
likely 8.1% not at all likely engage with a brandon social media.

40.7% of people says online branding influences purchasing decision 52.3% somewhat likely
7% non-influence online branding as on their purchasing decisions.

76.5% of people change their perception of a brand after see online branding content 23.5%
does not change their perception of a brand after seeing social their online branding content.

33.3% of customer s rely on online branding influencers' advice when making judgments on
what to buy. Thirteen percent of customer s may believe the advice of online branding
influencers when making a purchase, compared to thirty-three percent who do not.

Only 40.7% of people do research goods or services on online branding before making a
purchase and rest 37.2% sometimes 1% never and 19.8% rarely do research goods or services
on online branding before making any purchase.

Just 46.5% of customer s claim that a online branding advertisement or post has convinced
them to try a new good or service. While 12.8% could test a new good or service, 46% do not try
new goods.

51.2% people think online branding marketing as a significant implication on customer
behaviour and 26.7% does not think as a significant implicationon customer behaviour.
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Suggestion

. Understand customer preferences. Conduct in-depth research to understand the preferences,
demographics and online behaviour of your target audience. This can improve sales on social
media.

. Improve the delivery of the goods ordered by the customer because there is no delivery or
return of the goods.

. There are many fake pages promoting the goods, so the online brandingplatform must control
the fake pages and remove them from the social media.

. Customer must provide feedback.

o Online branding marketing should be encouraged to promote economic development and create
jobs.

o More than half of people don't use social media, so how do they know about marketing on the
internet.

Conclusion

Online branding has altered how companies engage with their clientele, impacting loyalty, brand
perception, and purchase decisions. Businesses can more successfully contact their target audience by
utilizing social media. build a solid brand identity and provide outstanding customer service. Online
brandingwill surely influence customer behaviour in the future and improve how companies handle
marketing and customer interaction as it develops. Broadly speaking, the research of how internet
economics affects customer behaviour is a multidisciplinary field that draws on expertise from
communication studies, psychology, sociology, and marketing, among other fields.
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