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Introductiontotopic

SocialMedia Marketing is very important andit is among the most

successfultoolandtechniqueinthefieldofeverytypeof advertising.Itis

alreadyknown that how various marketing tools and techniques can

beincreasednumber of selling articlesis the main aim of every

businessman.No doubt itcan raise the profit of a various

companiesexponent.The main aim ofthisstudy is to examine aimed to

examinehow socialmediamarketingwillaffectthefinalconsumerbehavior

among personwho mostly use social

mediawebsitesandalsotofindouttheforecastedrelationshipsamongvarioussoci

almediamarketingactivities,customeractivitiesandbehavioroftheconsumer

TheimplementationofSocialMediawebsitesisemergingcontinuouslytogive

thesatisfactionofthesocialneedsofwebsitesusers,atthemeanwhiletime

it has also increased the opportunities for corporate to advertised

theirproductsandservicesinapersonalizedway.Thepastrecordshows

thatsocialmediahascontributedsignificantlyinchangingthethinkingofcustomer

s in buying process. Organizations can„t under estimatethe

growingimportanceofsocialNetworkingsiteswithreferenceto consumer

behaviorandhowitseffectingtoconsumerbehavior.

TheSocialMediahavechangedthepowerstructureattheplaceofthe

wheregoodsoldandpurchasedonline.Itdescribetheirattitudeandpossible

roleplayingaspartofcompanymarketingplanningandidentifiesdifferent

wayofmanagingthem asmarketingtoolsandtechnique.Apassivefocusis

onthesocialmediahowitschangingthemindoftheconsumerbehaviorwhere

astheactivefocusisusingthesocialmediamarketingasdirectmarketing

andastoolsofpersonalizinggoods.InthemoderneratheusingofSocialwebsites

using by all consumers has mostly increased and usages of

SocialNetworkingWebsiteshasextensivelyeffectonthetheseconsumersinvariou

sways.Tounderstandthiswecanseethathow internethasmadeamazing

contributiontothechanginglifestyleonaccountofitsabundanceanddiversity

ofinformation.InternetandElectronicMarketingadoptionandshowingthat

electronic marketing adoption or rejection is based on

rationalconsumerbehavior.Internetpenetrationinalmostwholeoftheworldisincre
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reduced hardware prices,cost effective internet communication and

reliabletechnology.

SocialMedia has changed the organizations do business with the help

ofcomputers online overpastfew years,and as resultsocialmedia

marketinghascreateditsownnameinthebusinessworld.Therearemany

onlinenetworking sites are there which affect consumer behavior.Like

Google+,LinkedIn,YouTubeetc.NowadaysSocialMediaisusingbyalmostall

theagesofconsumersmaycollegestudents,workingclassandevenold

agepeople too.Millions of emerging young adults use Social web

sites.SocialwebsiteslikeOrkut,facebook,MySpaceishavingmanyfeatures

whichaffectandattractmanynumberofpeople.IntodaythelifeSocialMedia

become

averystrongusefultoolusingbytheconsumerinbuyingdecisions.Technologyhasc

hangedthelifeofallconsumers.

Todaywearelivingin21stcentury,itisverydifficultfortheconsumerstospendtime

on purchasing the product because of busy schedule. Now

adaysusersareacquiringfollowersandsubscribersgivinginformationbysocial

media how to purchase the goods online without wasting time to

gopersonally.Through Social Networking Sites consumers can get

informationnotonlyaboutcompaniesbutalsoforthecompaniestoo.Even

social

mediaishelpingconsumerstobuyproductthroughengagementthatmeansconsu

mersandvariousstakeholderslikecompany,consumers,society,businessmanar

eparticipantsratherthenviewers.SoConsumerscanchangetheir mind

beforepurchasinganyproductthroughonline.

TherearevariousSocialMediaMarketingtoolsareavailablefortheconsumerssom

eofthemare:

1. SocialMediaMonitoring.

2. SocialMedia.

3. BlogMarketing.

4. SocialBookMarketingandTagging.

5. SocialAnalyticsandReporting.

6. SocialAggregation.
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.

Objectivesofthestudy:-

Followingaremainandprimaryobjectivesofthepresentstudy:

1.Tostudytheconceptofsocialmedia.

2.Toevaluatethevariouschannelspreferredbyconsumersforbuyingdecision

overtraditionalchannels.

3.Toanalysetheimpactofsocialmediaonconsumerbuyingbehavior.

4.Tofindoutwhichisthebestsocialmediapreferredbycustomers.

5.TofindoutimpactofsocialmediaonconsumerswithreferencetoThanearea.
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3.IntroductiontoSocialMedia

People were communicating with otherpeople withouta language in

oldendays.Thereisamassivechangeinthemethodofcommunicationin

moderndays.SocialMediahavebecomeaconvenientwaytocommunicateamong

allageclusters.TheInternetandparticularlysocialmediahavemodified

theshoppersandmarketerscommunicatingmedium.TheInternethascharacterist

ics such as - the power to inexpensively store huge amounts

ofdataatdifferentlocations-

thepowerfulsearchengines,organizinganddisseminatingofdata-

thepowertofunctionaphysicaldistributionmediumassoftware -relativelylow

prices.Withthehelpofnetandthepresenceofvarioussocialmediasitesitis

now possible for business people to

meetworldwidecustomersatsingleclickofthebutton.Thankstotheinternettechno

logy,which helps the consumerto search the producton the web,

viewthereviewandrankingofexistingcustomersfortheproductbeforehepurchase

d the product. Consumers use the technology now a days too

muchascomputerisusedbymanyconsumerssouseofonlinemarketing.Consume

r purchase decision is influenced by social media through

groupcommunication.Thewebplatformisanewmethodfordevelopingthebusines

s.Socialmediamodifiesthecommunicationmethodsbetweensellersand

buyers. E commerce influences the consumer in their purchase

decision.Communicationthroughsocialmediaisanewplatformtoexchangeinfor

mationaboutproductandservices.Theanalysisofconsumerbehavioristhe

core activity for selling product and service since most consumers

areusingtheinternetandon-linesocialmediatools.Socialmediabecomean

important media to introduce and market products and also to do

surveys.NowadaysSocialmediaisanimportantmarketingtoolforpromotionalacti

vities. Hence it becomes necessaryto perceive how Social
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mediaisaffectingconsumerbehavior.

4.Definitionofsocialmedia.

Itistermedasthecollectionofonlinecommunicationofvariousinputs

whichmaybecommunity-

basedorindividual,interactions,intercommunications,contentssharing,websites

andmanymoreamongdifferentusers”.Whereas

varioussocialmediaspecialistsdefinethetermSocialMediaandtheirdefinitionson

thevariouspoints:it's

 Anon-linemedium poweredbythenetforsocialcommunication.

 Atwo-waycommunicationmedium.

 Amediumthatpermitscreationandexchangeofinformation.

 Amediumthatissupportedbywebtechnologyservices.

 AreplatformslikeTwitter,Facebook,SocialGaming,Blogs,SocialBookmarking,

etc.

5.Theriseofonlinesocialnetworkingsites.

AccordingtoWikipediareport,therearethreehundredandmoreSocialNetworkingS

itesand150croremembersallovertheworld(www.en.wikipedia.org).Atthebasic

levelsocialnetworkisawebcommunitywherepeoplemovethroughprofiles

thatrepresentthemselvestoothers.Theimportantreasonfortoday„speople

tobrowsethesesitesisbecauseoftheemergenceofSocialNetworkingSites

major paradigms shift that has

takenplaceamongthemillionsofpeople.TheSocialNetworkingSitesabletorealize

friendssimplyandform teamsaccruingtotheinterest,business,etc.Itisvery

straightforward to transfer photos, share views on culture,

cinema,sports,educationandday-to-dayeventsandhappenings.

SocialNetworking Sites is reuniting old friends and helps to continue

thebroken bonds.Through SocialNetworking Sites knowledge grows in

cultural,socialandeconomicalaspects.TheultimatereasonfortheascensionofSo

cialNetworkingSitesis,becauseofitsuserfriendliness.Anybodycanhavean

account and relate with anyone. Most ofthe content shared in

SocialNetworkingSitesispersonaldetails,photos,interestetc.

SocialNetworking Sites are stillterribly a lotofits early stage but
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containsmany software applications which are used worldwide,when it

attains

maturitystage,newapplicationswillcomeintoexistence.Socialmediaconcentrate

son relationship with the users by way ofsharing ofinformation and

interestamongusers.TherearenumerousSocialNetworkingSitespresentacrosst

he world,ranging from Facebook,MySpace,Orkut,and Cyworld to

LinkedInAmongtherapidlygrowinglistofSocialNetworkingSites,Facebook

isthegloballeader,cateringtoconcerning300millionregisteredusersaround

theworld.
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6.Bird„seyeviewofthesocialmedia

Figure-1-SocialMediaLandscapebyBrainSolis

(Source-www.briansolis.com)

7.Historyofsocialnetworkingsites

In 1995, classmates.com helps to establish connection and

communicationwiththeirclassmateswheretheyhavepreviouslystudies.Now

thewebsitehasfortymillionusers.Thiswebsitedoesn‟tpermittheusersto

connectwithdifferentusers,itpermitstoestablishcommunicationonlywith

the users

whostudiesinthesamecollege.Sixdegrees.comstartedin1997,theearliersocialn

etworkingwebsitethatpermitsitsmemberstoestablishcommunicationwithdiffer

entusers.

Socialnetworkingbeganwiththeon-linecommunitieslikeTheglobe.comwhich

wasstartedintheyear1994,Geocitiesstarteditsworkingintheyear1994and

Tripod.com started in the year1995.This community centered onuser

interactionbywayofchattingandhelpssocialmediauserstosharepersonal

dataandconceptsviawebsitesbyprovidingfreewebspaceforwebsites.

Classmates.com has a new approach by having links to every

userthroughmail.In1990s,userprofileswereafeatureofSocialNetworkingSites,p

ermitsuserstohavealistsoffriendsandsearchfordifferentuserswithinterestsofsi

milarnature.
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In 1987, online social network were witnesses with the usersin

GreenNetwithintheBritainwhocommunicateswiththeircolleaguesatthe

InstituteforGlobalCommunications(IGC),earliertermedasPeaceNetand

EcoNet,in theUS.People shared information in a method which willbe

thought-about on-linesocial networking. Whenwetakethese

featuresinintoconsideration,thenwecansaythattheSocialNetworkingSitesalrea

dyexistsevenin1990‟s.Itis possible todoseveraloftheitems,sincetheolden

daysthatsocialnetworkingwebsiteusersdocurrently,likecreatingpersonal

websitesandhumanactionwithothersthroughinterfacessuchasinternet

relay chat,online forums and communities.Severalfunction of Social

NetworkingSiteswhatwehavetodaywasthereinlate1990‟s.

Sixdegrees.com which wasestablished in 1997,asacompanypermits

itsuserstomaintainprofiles,friendslistwhichhelpsthem toconnecteach

other.Thecompanywasclosedafter3yearsofestablishmentbecauseit

failedtoperform well.Thereasonforfailurewaslessusageofnetandthere

werelimitednumberofsocialnetworkingsites.Therewasdatingsiteswith

differentuserprofiles,butthesharingofprofileswereabsentduringthattime.

In 1999,live journalwas created which helps to exchange journalwith

theirfriends.aKoreancompanynamedcyworldwasstartedintheyear2001,

withthe option ofsoailnetworking.In Sweden,lunarstrom was created

followedbycyworldwhichhasoptionofmaintainfriend‟slist.Awebsitewith

name

ryzewascreatedwiththaimofestablishingconnectionwithbusinesspeopleinsanfr

anscisco.Similarsocialnetworkingsiteslikefriendstr,likendin,Tribewas

established one by one. Tribe was familiar with business people,

friendstrwasfailedtowithstandinthemarketduringtheinfantstagebutgainedmom

entuminthelaterstage.

Many new social networking sites came into existence with many

advancesoptionsfortheuserstomaintainfriendlistandtocommunicate

with friends.

In2002,freindstrgainedimportanceandmanypeoplestartedusingitfollowedby

MySpace,LinkedIn and bebo.Because of the increase in usage of

socialnetworkingsites,in2005myspacewasviewedbymorepeoplethan
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Google.In2004,facebook,thelargest& mostpopularsocialnetworking

websitewaslaunched.

LinkedInthefamouswebsitewasconcentratedondevelopingandestablishing

employmentand businessnetworks.Flickrwasestablished foraspecific

purpose of photo sharing. Myspace became a competitive website

toothersocialnetworkingsiteincludingfriendstr.Myspacepermitsuserstocustom

izetheirprofilewhichgotheavilyattractedbytheusercommunityandthe

positionofholdinglargestusersinsocialnetworkingsites. Increaseoflove

passion and fashion for Social Networking Sites, many teams

additionallyventuredthisfield.TheotherSocialNetworkingSitesthatemerge

duringthisperiodincludesYouTube,ZoomrandBlogSpot.

Forthepeopleattheageof50andabove,sagazonewasstartedinthe

year2007.Withtheadvancementoftechnologyandgrowthintheusageof

netuserssocialnetworkingsitesbegantogrow leapsandboundsamong

theinternetusers particularly among the kids.The main ofthee social

networkingsitesistolocatefriends,permittingtheuserstocommunicatewith

friend

offriends,sharephotos,establishchats,developbusinessnetworks,createemploy

ment opportunities through known sources, sharing of information

andexperienceaboutproductandservices.Attheendof2010,therewerenumerous

sitesforsocialnetworkingandmillionsofpeoplewereusersofthesesites.

8.Evolutionofsocialmedia

The first and foremost purpose ofsocialmedia is to communicate;

Peoplewere interacting even before communication tools were fancied.

Discussionshavealwaysexistedhoweverthespeedtothattheconnections

happenedmodifiedeventuallythatgaverisetosocialmediaplatforms.Traditionally

thesediscussionsused to unfold through Word ofMouth.SocialMedia

hasbecomepartlife,thoughts,cultureandbusinessworldwhereverfolks

havestarted exploitation digitaltechnologies fornetworking,socializing,

informationgatheringandspreading.Socialmedia,inoneform oranother

form hasbeenpresencesincethe1970„s.Thelookandfeelhasmodified

greatlysincetheearlydays,thecommunicationconceptremainsthesame.

Today
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technologypermitsforalargerinteractionandperiodofcommunicationhoweversi

milartoitsroots;socialmediaallowspeopletobroadcasttothelots.

Thebulletinboardsystem beganasavirtualimitationofbulletinboards

foundinschools,communityhallsandgrocerystores.Primarilyusedbygamers,

hackers and othernetusers,Bulletin Boards were among the firston-

linecommunities.Userscould communicatebyemail,dial-up chatrooms

andcommunitymessageboards.Prodigybroughtthefirstindustrialbulletin

boardsystem,yankingsocialmediaupfromtheundergroundandmakingitaddition

althought.Itwas launched in 1990 itgained mass appealdue to

itscolorinterface.TheinternetexistedsincethelateSixties,asanetwork,buttheWorl

dWideinternetbecamepublicallyoutthereon6thAugust1991.

Friendsterwaslaunchedin2002.Itpermitstheuserstosetupprofiles,contactother

members and share data with them. In 2003, Myspace

waslaunched,anditheldthetitleofmostwidespreadsocialnetworkingwebsitefora

fewyears.Itisstillausefulwebsiteforartistsandmusicianstopushtheirwork.Inthey

ear2004,themostfamouswebsiteFacebookwasestablished by, Mark

Zuckerberg.The platform has been integral in

bringingsocialmediaintothethoughtandnowadaysseesovermillionsofactiveuse

rs. Twitter was launched in 2006 and is a popular micro-blogging

website.Currentlysocialnetworksexistforeach passion,hobby,interest,

industryandcluster.Corporationsinalltypesofindustriesaredeveloping

varietyofnichesocialnetworkingsites.Socialmediaisnotjustrestricted

alone,itincludessendingphotos,multimediamessagecontentsetc.Withthe

growth of

socialmedia,thesocialmediawebsitesstartedconcentratingondevelopingtechno

logyforsharingofinformationinvariousformslikephotos,audioandvideo.

Photobucketwasestablishedin2003forsharingofphotosthroughwebsite.

In 2005,YouTube waslaunched which wasthe firstand foremostvideo

sharingandhostingsite.Theadventofsocialnewsandbookmarkingsiteslike

Delicious,Digg,andReddit,withinthemid-2000′scausedanentirenewwayof

exchangingofinformationintheworld.Socialmediahasevolveditselfdayby

day from the period of bulletin boards and presently there
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wereseparatesocialnetworkingsitesforsearching,financialsolutions,movierevie

ws,bookreviews,sharingandshapingofpersonalgoals,sharingbusinessideas

etc..

9.Functionsofsocialnetworkingsites

Social Networking Sites help people to maintain their existing

relationshipswithfriendsandfamilyandinteractwiththem witheaseand

rapidity.ThoughthefunctionofSocialNetworkingSiteswasbelievedtofortifyreal-

world

relationships,usersoftenloosenthemeansoffriendsandextendtheirnetworkstoa

cquaintancesandstrangers.

1.CategorizingSocialNetworks

SocialNetworkingSitescanbeclassifiedinanexceedinglyvarietyofthe

way,with specific function.Digizen,a company categorizes the social

network,basedondifferentfunctions.

2. Profile-basedsocialnetworks

This is based on user‟s Profile pages.

www.facebook.com,www.bebo.comandwww.myspace.com,areexamplesfor

profilebasedsocialnetworks.Thewebpagedevelopedbyusersincludea

varietyofwaysinwhichtheytypicallycontributetoeveryother„sareas–

usuallytext,embeddedcontent,linkstoothercontents.Somesitespermitthe

userstopostvideolinksfrom varioussitesintheirprofilepages.

3.Content-basedsocialnetworks

Userprofileplaysanimportantroleinestablishingconnectionwithothers.

Buttheyhaveaverylittlerolewhencomparedtopostingofcontents.Thecontents

are mostly inthe form of photos, and these photos are

commentedbyotherusersinsocialnetwork.

4.White-labelsocialnetworks

Theyoffertheirusersachanceto makeandbeapartofcommunities

whichimpliesthatuserscandeveloptheirownpersonalisedsmallSiteconcerningto

the socialnetwork with an importance to theirarea ofsubjectmatter

ofimportance.Wetpaintisawebsitewhichformsagroup,wherepeoplebecome

membersofthissiteandtheyarepermittedtocreateacontentontheir

subjectinterestandcommunicatewithotherswhosesubjectofinterestisone
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andthesame.

Mobilesocialnetworks

Whenpeopleareconnectedthroughsocialnetworkusingmobilephones,

thatistermedasmobilesocialnetwork.CurrentlyFaceBookandbeboareprovidingt

heserviceandmanyothersitesarealsoworkingonthisenvironment.

Multi-UserVirtualEnvironments

MultiuserGamingsiteslikeRunescapeandSecondLifepermituserstocreate

virtualusers like various realworld avatars in the game to make

theminteresting.

Micro-bloggingupdates

This type ofnetwork provides userto postshortmessages aboutthe

currentmoodsandthoughts.Ithelpsthepeopletounderstandwhattheuser

ofthegroupisthinkingandtalkingabout.Twitterisagoodexample.

5.SocialSearch

thesetypeofsocialnetworkshelpsthepeopletosearchvarioussocialnetworking

sitesandprofilepagesofpeopleandpermitstheusertofindapersonbyway

of name, locationor subject interest.Social networking sitessuchas

wink,spokeoaregoodexamples.

LocalForums

These type ofcategory are notactually coming underthe preview of

socialnetworking,butitplay theroleofsocialnetworkingbyway

ofloacaliseddiscussionthroughonlineandoffline.

10.Typesofusersonsocialnetworks

To be a memberofsocialmedia site,the userneeds to registerwith

theirpersonalinformation.The users ofSocialNetworking Sites can be

classifiedas

1. Friends – Friends are termed as usersofthe socialnetworking

siteswhom theusersareawareofthepersonandbelievethem asfriends,and

canbesharedanythinglikephotos,blogs,informationandmanymore.

2. Friendsters -Friendstersare users who mightbe termed as friends

byothersdespitethefactthatthey'renotfar-famedandtrustworthy.Itshows

thatFriendstersare showing asfriend buttheyare notofthatcategory

whereanythingcanbeshared.

3. Fakesters-Fakesterswon‟trevealtheiroriginalidentitytoothersin
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thenetwork.Theyarecompletelydifferentfromfriendsandwantstohidethemselve

s,nobodycanideawhotheyareandwhattheyneed.

4. Fraudsters - Fraudstersare users of socialmedia and they will

pretendthem tobepersonsandwilltakepartindeceitfulmonetaryorissues

inflictingdamagetootherusersinthesocialmedia.Therearemanymembers

inthatcasearemisusingtheinformationwhichisuploadedonwebsiteslike

information on Facebookand manymoresocialnetworking sites,that‟s

whytheyarecomingunderFraudsters.

11.Socialmediamarketing

Itisamethodbyusingsocialmediasitetoattaintheattentionofpeople.These

programs concentrate on developing a content which will attract

theattentionofthereadersinsocialmediaandmakethemtosharethecontentsinthe

irsocialnetworkingsite.

Any statementthatis shared in the socialnetworks,which included

shortmessages,informationaboutaproductorservice,brandoracompany

istermedaselectronicwordofmouth.Whentheinformationaboutaproduct

/service/brand/companyissharedinasocialmediabyauser,itis

resharedbymanyusersinothersocialnetworksandwhentheinformationis

shared bya trustworthysource,itbecomesappositivepromotion forthe

productthanthepromotiondonethroughpaidsources.Thisshowsthepower

ofsocialmediamarketing.

Whatthemajorsearchenginesseekforintermsofsocialmediasignals

arethe source's authoritativeness and trust.Authoritativeness is different

fromAuthorship.AuthorshipisafunctionreleasedbyGooglein2011,whichpermits

authors and publishers to add varied parts, including photos,

ratingsandmoredetailstosearchengineresults pages.Trustis

fundamentaltosocialsignalsbeingreadbythesearchengines.Thosepeople,

whosesocialmediaprofileshaveatrustscore,arecalledasinfluencers.

Asperconsumersocializationtheory,communicationwithcustomersplays

animportantroleanditsinfluencethepsychologicalfeatureofcustomer.It

alsohasanimpactof attitudeof

thecustomer.Socialmedianetworkingsitesprovides an environment that
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enables the consumers to communicate in theweb whichwillhave

animportantimpactonconsumersocializationconcept.

12.Benefitsofsocialmediamarketing

IntheabovediagramwhichisshowinginformationaboutSocialMediaMarketingR

eportanditisclearlyshowingvariousbenefitswhichareasfollows:

1.Increasedexposure:

NowadaystheimportanceofSocialMediaMarketinghaveincreased.Consumers

and Marketers are using the Social Networking too much.

Theexposureincreasednowadayswhichisshowing92%.

2.IncreasedTraffic:

Withtheintroductionofwebbasedmarketingtheusersareincreasingday

byday.The research says that consumers and even marketers using

socialnetworkingsitestoomuchandduetothatsitesthetraffichasincreased

daybydaywhichisshowingtheresearchthattrafficincreasedupto80%.

3.DevelopsLoyalFans:

Brand Loyalty is the another is mostimportantadvantage of social

networkingsites.Taking an example ifa consumeris satisfied with any

productheorshewillnevergotoanyothercompanytobuytheproduct.This

createsbrandloyalty.

4.ProvidedMarketplaceinsight:

Social networking sites provides information about product and is

availableclearly.ThatmeansitsFeatures,Functions,Priceetc.Consumerswill

getfullinformationaboutproductonlyonwebsitesandcustomersdon‟thave

to go

toanywhere.Theresultshowsthat72%customersagreedthatsocialnetworkingsit

esareprovidingmarketinginsights.

5.GeneratedLeads:

Therearevariousdifferentwaystoleadgeneration.Mostofthesocialnetworking

sites generate leads for product and services.For example A

bloggiveashubforcustomersengagement.NodoubtFaceBookisalsoimportantso

urce,soinshortitisgeneratedleads.

6.ImprovedSearchRankings:

Most of the customers are now spending hours even more than

watchingtelevisiontoo.Andwhatcuriositytheygetassocialnetworkingsites
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arethesearchengines.Withthehelpofsocialnetworkingtheranksisgiven

toproductsonthebasisoffeedbackgivenbythecustomeronline.

7.GrowingBusinessPartnerships:

AsaTradingformofsellingandpurchasingisnow replacingwithSocialMediain

the same idea of business is also changing.After taking many

yearsnowBinchBoxwantsbeautyobsessedInstagramfollowerstojointhem.

Nowadaysgrowingpartnershiparealsoimportantadvantageofsocialnetworking

sitestoo.

8. ReducedMarketingExpenditure:

Trading method ofselling the productis too costly.As business man

needssalesman,officeandmanymorerequirement.Butnowadayssocialnetworki

ngsitesareuserfriendlyandanybodycanusethesocialmediaatanytimeand

evenbusinessmancandotheadvertisementonsocialmediasiteverycheaply.

9.ImprovedSales:

In the presentscenario where 4600 photos are shared,600 websites

arecreated every day.1,00,000 tweets are sent.Now a days different

socialnetworkingsitesarecreatedsodifferentlyascustomerscanpurchase

thegoodsonlineatanytime.Nodoubtnow adaysrevenuehasincrease

onlineascomparetoearlierdays.

14.Effectsofsocialmediamarketingonconsumerbehavior.

Daily more than one lacs differenttypes of tweets are sent,nearly

Sevenlakhscontentsarepostedonfacebook,millionsofinformationare

searched

ingoogle,thousandsofphotosaresentthroughinstagram,sixhundredwebsitesare

hosted.Therewerelotofbusinessopportunitiesduetodevelopment and

advancementofsocialmedia.In the business environment,consumers

becomethefocalpointbecauseofthepowerfulpresenceofsocialmedia.

Severalstudieswereconductedtofindouttheinfluenceofsocialmediaand

results of these studies helps the firms to maintain a good

positioninthemarketwiththehelpofsocialmedia.

15.Socialmediaplatforms

Socialmediahelpsthepeopletoestablishcommunicationwitheachotherandbuild
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agoodrelationshipwithothers.Itenablesthefirmstodirectlycommunicate with

theircustomers.Thisstrategymakestheconsumerstofeelmorebetterthan

thetraditionalmethodsofsellingandadvertising.Socialmediapermitsthe

userstoshareinformation,postcommentsonproductswhichotherscansee

and repost them to others. When a message is

sharedbymanyusersofsocialmediaitreachesmoreindividuals.Whenainformatio

naboutproduct/servicearesharedmorethroughsocialmedia

websitesitbringshugetraffictotheproduct/service.Iftheinformationretweetedis

positive and from a original source then there are more

chancesthattheusersofsocialmediabecomesaprospectivecustomerforthatpro

duct.

1. Mobilephones

Mobilesphoneswithsocialnetworkingfacilityareapowerful platformforselling

products.Withthehelpofmobilephonespeoplecametoknow aboutthe

recent changes, happenings and discussions in the social media.

Mobilesphonesenablecontinuousconnectionwithsocialnetworkingsites

andfirmsareusingthischancetoupdatetheirproductandservicestotheir

customersthroughsocialsites.Firms are using QR codes tomakeeasily

availabletotheircustomersabouttheirwebsitesandotherservices.Smart

Phones

areenabledwithQRcodereadabilitywithhelpsthecustomertoknowtheinformatio

ninaneasierandquickerway.

2.Engagement

Whenthecustomersoftheproductbecometheparticipantinsocialmedia

forpromotionoftheproduct,thenitistermedasengagement.Withthehelp

ofsocialmedia,usercanpostorcommentonaproductorservice.With

theconceptofengagement,theclientofthecompanypromotestheproduct

bywayofpostingacomment,whereastheviewerswillseethecomment.

Byengagingtheexistingcustomersformarketingtheproductthroughsocialmedia,

sellingbecomesmoresuccessful.

3.Twitter

Twitterpermitstheuserstopostonehundredfortycharacterstoadvertiseand

promote about their product or service. This message can be a
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text,websitelink,photoetc…

4.Facebook

Ithelpstopostinformationaboutaproductandenablestopostcomment

onthepost.Itfacilitatetheusertolikethepagerpostandalsosharethepage

orpostto otherusersin the facebook.The information posted includes

text,audio,videoandwebsitelinks.Facebookisdesignedinsuchawayit

willconnectwithtwitterpage.

5.Google+

Google+ containssomeofthefeaturesoffacebookand isassociated

withgoogleadwordsandmaps.Google+includeslocationbasedsearch,navigatio

nservices,locationbasedsellingetc..Google+helpsinmarketingactivities.

6.LinkedIn

Itisasocialnetworkingsitewhichenablesthefirmstodevelopforprofessional and

businessprofilestonetworkwithpeople.Twittercanbemergedwithlinkedin

page.Ithelpstheusersbyprovidingopportunitybywayofgeneratingleads.

The pages are similar to facebook pages which can beused

topromotetheirproductandservices.

7.YouTube

Youtubepermitsthe

userstouploadvideos.Youtubeisusedtouploadadvertisements fortargettheir

customers by firms. The tasteand style of

thecustomerscanbereflectedinthecommercialad‟sdevelopedbythecompanies

and it can be used as medium to market the products by way

ofadvertisements. Youtube videos cabn be downloaded anytime on

request.Sponsoringofvideoispossibleonyoutube.

8.Delicious,DiggandReddit

Thesearewelllikedsocialsitesusedformarketingactivities.Thesesites

arethetargetsofsocialmediamarketerstoadvertisetheirwebsitesandto

sharethelinkstotheircustomers.

9.Blogs

Blogs are webpages developed bycompanies thatcontains information

aboutproductsandallowsconsumers,employeestopostcomments,viewandshar

einformationtoothers.
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Therearesomepositiveimpactsaswellassomenegativeimpactsarethereof

socialwebsiteswhicharedoingthejobofmarketing.Someofthem are

asfollows:-

PositiveImpacts:-

1.Socialmediawhichisdoingthemarketinghelpingtobusinessmentounderstan

dtheircustomersbyunderstandingtheirlikesanddislikes.

2.Ithelpsvariousfirmstounderstandhow differenttypesofactivitiescan

bedone.

14.ConsumerBehavior:-

ConsumerbehaviorisaverydifficultphonemeConsumerbehavioristhestudyof

people,groups,products,services,ideasetc.ThestudyofConsumerpurchase

behavior, which is in short known as Client behavior. A

ConsumerbehaviorisaffectedbymanyfactorsthatisPsychologicallevelinthatlearning,

attitude,beliefs,marketingfactorslikeproduct,price,promotionanddistribution,

personal factors like age, gender, education, income level,

socialfactorslikereferencegroups,familyandmanymoreotherfactorswhichaffecting

consumerbehavior.

Purchase decision made by consumer and social media

marketingOndailybasisfourthousandsixhundredphotosareuploadedanddownloade

dininstrgram,morethanonelactweetsaresent,twoandhalfmillionfinding

queriesarecreated,aroundfortyeighthoursofvideouploadinganddownloading

too.Manygoodsandproductsarepurchasedandsoldonvarioussocialmedia

marketing.Mainpartsofsocialwebsitesarethatitcurrentlyallowscustomers

valuegoods,givevarioussuggestiontofindmanyfriendsandmanymore.

Exceptthis,theuseofSocialwebsitespresentsavaluabletoolandtechniquetoo

for firms within which a person who is happy by using of a goods

mightsuggestthatproducttodifferentcapablecustomers.Yongandearnestsurveyedit

shows that Forty Eight firms that have strong social presence

andshowedthatEightyThreePercentageofrespondentusedsocialmedia

advertisingthisyearBuyingdecisiondescribethemethodaclientgoesthroughonce by

agoods.Itconsistofvariousstagesandtheseare:

Understandingofproblem
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Findingofinformation.

Possibilityofchoices.

Purchasingchoice

Actuallypurchaseproducts.

15.Scopeofthestudy:

1. TheScopeofthisresearchisultimatelytounderstandmany

features,advantagesofsocialmediamarketing.

2.Understandthebehavioroftheconsumer,factorsaffecting

consumerbehavior.

3. TraditionalmethodofmarketinglikeRadio,Televisionare

consideredUpstartswithquestionablestayingpower.

4.Manyprogressivebusinessownersaredabblinginsocial

mediaMarketing

5.Thelongterm benefitofaneffectivebroadscopesocialmedia

marketingcampaigncannotbemeasuredindaysorweeks.

6.Bloggs,Twitter,FaceBookfans,Digglinks,Skypearevarious

toolsAdoptedbycustomersaswellasmarketerstoo.

7.Scopeisconcernedwiththeplaceoftheresearchalso,forthat

researcherHastakenareainrespectofthanedistrict,apartfromthis

researcherhasTakenUlhasnagar,Wada,Bhiwndietc.
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16.Researchmethodology

Introductionofsocialwebsiteswhicharedoingmarketingandwhichis

affectingconsumerbehavior.

Socialwebsiteswhicharedoingmarketingisanewmethodofgainingimportanceor

attentionamongvariousconsumers.Nowadayselectronicmouthisgoingto

playcrucialrole.SocialMediaMarketingpullsattractionandpushthosepeople

whoarereadingandwanttoshareitontheirsocialwebsites.

Social websites which are doing marketingcreatednew avenue for

mostmarketersandconsumerswhocancommunicate,exchangeideas,sell

andpurchaseofvarietyofgoodsand alsoservicesthroughuseofsocial

websiteswhicharedoingmarketing.

Technologyingeneralandinternetinparticularisfilledwithmanypeople

whoareindividualswhowantedtosatisfy,sharecommunicateduetothat

therearemanycompaniesnow adayshavepagesonsocialwebsiteswhich

aredoingmarketingtogiveinformationaboutvarioustypesofproduct,and

alsoservicesandmanymore.

Inmoderntimesscenariosocialwebsiteslikeblogs,FaceBook,Twitter,Skypeetc.is

goingtoplayverycrucialroleindecisionmakingoftheconsumer.SocialMediamark

etingisnotonlypowerfultoolhaveemergedbutalso itis verycheap too.Most

surveysshowingthataround75percentIndianswhoareintheyoungageare

usingsocialwebsitesforsharingwitheachother,communicating,buying,

sellingandalsopurchasingofgoodslikeolx.com.

As today popularity of these sites increasing due to that various

corporatehousesandevenGovernmentorganizationsareusingitasatoolto

reachmassesaudiencesinthewaytoattractthem.

Consumers are using Social websitesin their routine life for many

differentreasons orpurposes.Manyofthe people who wantto maintain

relationshipinterpersonally.Duetovariousadvantagesofsocialmedianotonlytoco

nsumerbuttoabusinessmanalsotoconnectwiththeenduserorconsumersdirectly.
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Hence,itbecomesverymuchimportanttounderstandhowsocialwebsitesare

goingtochange behaviorofconsumersandourstudyistryingtolookintothis.
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Procedureforresearchmethodologyforthecurrentstudyofimpactofsocial

mediaonconsumerbuyingbehavior.

ThemostimportantthinghavetounderstandthatResearchmethodology

issystem tosolvetherelatedproblem.Itisnotonlysciencebutalsoanart

howtodoresearchscientifically.Itisthelogictobeusedinthecontextofresearch.He

reproblem canbeidentifiedfrom thevariousliteraturereviewsandprevious

knowledge.The researcher has to understand the

problemwhichgiveshimthedirectionhowtosolvetheproblem.Researchmethodol

ogyconsistsofseriesofactionsorstepsnecessarytocarryoutresearch

workeffectively.Itnotonlyinvolvesresearchmethodsbutalsologicbehindthe

methodsweuse,inthecontextofresearch.

Researchareaaccordingtovariousparameters:

Theresearcherhastriedtocollecttheonthebasisofvariousparametersandvarious

areasareselectedfromthethanedistrictwhichareasfollows:Location:

ResearcherhasselectedarearelatedtodistrictofthanethatisBhinwadi,wada,Ulha

snagar,cityofthaneandnearbyarea.

Demographicratio:

Datacollectedfromvariouscategoriesofmalesandfemales.

Agegroupofrange:Asweknowthatsocialwebsiteswhicharenowdoingthe

jobofmarketingarevarymuchpopularnotonlyamongyounggenerationbut

also from everyageand everycornerofthecityand town and mostly

teenagersandalmostintheagesofallpeoplearegoingforonlinenow.So

ageisrangingfrom18to55yearsandabovealsotakenintoconsideration.

Occupation:onthebasisofoccupationthedatacollectedfromvariousstudents,

professionals, service class employees, housewives and even

fromvariousbusinessclasspeopleandothersaretakenintoforthat.

Methodsofcollectionofdata:

Attechniqueofdatacollectionreferstotools/methodsofselectingtheunits

fordata
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Dataplaysanimportantroleinresearch.Facts,information.

Mostlytherearetwowaytocollectdataaspopularlyknownasprimaryand

secondarydata.Duetocovid-19weusedonlysecondarydata.

1. Secondarydata:

Secondarydata are the data are in actualexistence,in records,having

beenalreadycollectedandalsotreatedstatistically.Inshort,itisthedatathat

havebeenalreadycollected,presented,tabulatedandlocatedwithanalytical

thathave been collected bysome agencies,governmentdepartmentand

researchworkers. It can be obtained from records, books,

governmentpublicationsandjournals.

Utmostcarehastakenbytheresearcherwhilecollecting thedatafrom

thevarioussources.

Factoranalysis

Factoranalysis is yetanothertoolfortesting hypothesis as itshows

datareductiontool.Itshowscorrelatedvariableswithasmallersetofvariable.

Itallowstousegaininsighttocategories,itisalsousefulinregression.It

helpsustoexplainvariousvariablesusingfewfactors.
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Studyofobjectselection

The Researcherh as interacted with various customers who are the

activeusersoftheinternetingeneralandvarioussocialwebsitesinparticular.

Customers who are interacted with the researchers are the actively

usingonlinemarketingandbeforeanypurchasingtheywilldecideeverything

beforebuyingproductonline.Duetolimitationsofmonetaryfactorsandtime

theresearcherhascollectedthedatafrom theresidentofThane,Bhinwdi,

wada,Ulhasnagar.

Designofthepresentresearch

In the currentresearch,mostlyqualitative primarydata collected through

oralinterview withvarioustypesofcustomersthroughquestionnairewhichis

precodedandpretestednearbyarea;whereassecondarydatacollected

amongvariousSocial

Websites,variousLiteratureReview,National,InternationalJournalsandvariousTh

esis.
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Conclusion
Researchisalwaysdonewiththemainaim ofcontributingtotheSociety.

Ifwhatever researcher has done is research to find out result and

conclusionthanthatresearchhasnovalue.Inshortwecansaythatitcannot

betermedasresearchsoresearchmustbedoneforthebettermentofSociety.

Inthepresentresearchtheresearcherhastriedhisbestlevelofdatacollected

andtriedtogivefinestpossibleSolution.

Introductionofsocialwebsites.

Nowadaysthelifehaschangedbecauseofinternet.Inthepastdaysitwasvery

difficultto convey message to many people ofSociety.Butinternet

haschangedthemodernmethodofCommunicationingeneralandSocialwebsitesi

nparticular.TheinternetandparticularlySocialwebsiteshavechanged

communication system among and users and sellers. One

importantadvantageofcommunicationthatitallowbusinesstosucceedisa

worldwideclientpopulationsothatconsumershavescopeforsurvey,selectandpur

chaseproductsandevenseriestoo.

InsimplewaytheSocialwebsiteschangedthethinkingofcustomers.Intraditionalm

ediumofmarketingcustomerswerehavingchoicesas

limitedbutduetointroductionofsocialwebsitesthatdoingmarketing

customershavehugevarietyofchoice.Sointheresearchtheresearcherstriedoutth

eimpactofSocialwebsitethatdoingMarketing

asConsumerdecisionmaking.ItsaysthattherearemorethanthreehundredSocial

NetworkingSites.Onehundredandfiftycroresallovertheworldarethere.

SocialNetworkingSitesisunitingoldfriendsandhelpsthemtocontributethebroken

bonds.

SocialMediaMarketing



30

SocialwebsitesthatdoingMarketingisanonlinewayofcommunicationpoweredby

InternetforSocialCommunication.Itisonekindcommunicationin two ways.

Bythehelpofsocialmediamarketingnotonlyproducts,goodsandservices

areexchangedbutalsoiswayofexchangeofcontentgeneratedbyusers.

TheSocialMediawasbegan in 1995.Theclassmate.com wasthefirst

andmostimportantsitethatwasalloweduserstoconnectwitheachother.After
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thatthereweremanySocialNetworkingWebsiteswereintroducedlikeTripod.com,

Sixdegrees.comandalsomanymoretoo.

The firstSocialonline site was introduced in the year1997.Afterthat

manySocialNetworkingSiteswerestartedlikewhatsup,youtube,facebook,

skypeand manymore.In2003,Myspacehad startedto Friendsterasalso

theothers.

There are various functions ofsocialnetworking site some are as like

ultiuserviralenvironment.Microblogging,updates,whitecablesocialnetwork,

profilebasedsocialnetwork,localforums,contentbasedsocialnetworkand

manymore.

Intermsofsocialdevelopmentthereisextensiveprogressmadeinthefield

ofinformationsociety.Manysocietyincludingindustrialsocietytoomuchdepende

ntoncommunicationand variousmodesoftransport.Inthelightofthe

presentsituationtechnologyandglobalizationiscreatingagreatimpact.They

both have created a situation where use of socialnetworking sites

areveryeasy.Castellsdiscussedsomeimportantreasonswhythereisemergence

of social networking sites increased. The main reason is growth

ofscienceandtechnology,developmentofnetworkeconomy,internalorganization

alstructure,developmentofinterestdiaryandmostimportantthingisabilityof

individual nodes spreading easily through of internet

network.Thepresentfeatureofsocietyinatransitionphasebecauseoftheseemergi

ngsocialwebsites.Interactioncanbeseenthroughvariousnodes.Inthe

currentsituationthesesocialnetworkingsitesarenow indispensablepartof

humanlives.A modernwayoflivesistochangethetraditionaloutlook

intomodernone.

SomefeaturesofIndia‟spopulationwhichisshowinghowtrendsarechanging.

Around75%ofIndia‟stotalpopulationarebelow35yearsofageifwefurther

dividethen36%areintheagegroupof15to24years,whereas39%areinthe

between of25 years to 34 years ofage. Ifwe can see

theusersofinternetthenintotalpopulation34%offemalesareusingthespending

muchtimeonsocialmediawebsites.Thefemaleswhoseageareinbetween

the35yearsand44yearsareusinghighestfallingunderthis.Ifwecompareto

other countries with India. People of this country are
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spendingmuchmoretimeinsocialnetworkingsites.Amongmanysocial

Facebookisalwaystobethereintheheartofthesepeopleandtilldateremain

numberone.Socialsitesarethegreatplatform forIndiancitizens.Itcanbe

concludedthattechnologicaladvancementhasgivenrisetopresentsociety

which has great network of social media marketing sites. Interest

fewdecadesagoittakendaystoreachanddocommunicationwithanyofconsumer

butnowthesituationhaschangedalot.

Socialmediamarketinghaschangedhowevershoppersandsellerscommunicates.

The social media has variety of extra ordinary

advantageslikereducedmarketingexpenditure,improvedsales,increasetraffic,ge

neratedleads,improvedsearchrankings,growingbusinesspartnershipandmany

more.

ConsumerBehavior.

ConsumerbehaviorisaverydifficultphonemeConsumerbehavioristhestudy

of people, groups, products, services, ideas etc. The study of

Consumerpurchasebehavior,whichisinshortknownasClientbehavior.A

ConsumerbehaviorisaffectedbymanyfactorsthatisPsychologicallevelinthatlear

ning,attitude,beliefs,marketing factors like product,price,promotion

anddistribution,personalfactorslikeage,gender,education,incomelevel,

socialfactorslikereferencegroups,familyandmanymoreotherfactorswhichaffec

tingconsumerbehavior.

Purchase decision made by consumer and social media

marketingOndailybasisfourthousandsixhundredphotosareuploadedanddownlo

adedininstrgram,morethanonelactweetsaresent,twoandhalfmillion

findingqueriesarecreated,aroundfortyeighthoursofvideouploadingand

downloadingtoo.Manygoodsandproductsarepurchasedandsoldonvarious

socialmediamarketing.Mainpartsofsocialwebsitesarethatitcurrently

allows customers value goods, give various suggestion to find

manyfriendsandmanymore.

Exceptthis,the use ofSocialwebsites presents a valuable tooland

techniquetooforfirmswithinwhichapersonwhoishappybyusingofa

goods
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mightsuggestthatproducttodifferentcapablecustomers.Yongandearnestsurve

yed itshows thatForty Eightfirms thathave strong socialpresence

andshowedthatEightyThreePercentageofrespondentusedsocialmedia

advertisingthisyearBuyingdecisiondescribethemethodaclientgoesthroughonce

byagoods.Itconsistofvariousstagesandtheseare:

1.Understandingofproblem

2.Findingofinformation.

3.Possibilityofchoices.

4. Purchasingchoice

5.Actuallypurchaseproducts.

Various Effects of Social Media Marketing on Consumer

behavior.IntroductionofSocialwebsiteshascreatedanextraordinaryworkwhichs

howsclearlya grid ofnon-publicconnections.Variousbusinesshouses

seemanyopportunitiesandreadyto attractthecustomers.Theresearch

showsthateverydayfortyeighthoursofVideosareuploadanddownloaded

on

youtube.Eachandeverydaysixhundredwebsitesarecreated.Inallsuchconsumers

arebecomethefocuspointinthebusinessworld.Manyandseveral studies

showing reasons to faucet into social websites and to

facilitatefirmsrealizeastrongerpositionwithinthatparticulartime.

Past ten years the changing mindof consumers as also technology

havechangedmarketsituation.Internetandsocialwebsitesareinthelifeof

thecustomerinthepasttenyears.TheimportanceofSocialwebsitesto

brandcommunication is accepted by everyone mostbrands from white

merchandisetoclothingdecidetoincreasetheirvisibilitybywayofSocialMedia.

Nowadaysparticipationofconsumersinthesocialwebsitesarerisingday

byday.This also increases customerloyalty.So in shortitcan be seen

thatsocialnetworkingsitesareacceptingimportancenowadays.

Concludingofintroduction.

At last we have seen from the above that social website are

veryimportantplayingroleinthelifeofconsumer.Evennowadaystopurchase

thegoodsoranyotherworkwithsocialmediaisverysafeasallthebanking
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companiesare giving one time password to maintain secrecy and

tryingavoidingfrauds.Soitcanbeseenthatsincelasttenyearssocialmedia

hasdoneextraordinaryworkinthelifeoftheconsumers.



32
2

18.RECOMMENDATIONS:

1. Therearevariousvariableslikeeducation,occupation,income,gender,age

andmanymorewhichaffectingconsumerbehaviorandsocialmediatoo.

2.Therearedifferenttypessocialnetworkingsitesarethereliketwitter,whatsupp.

Youtube,skype,andmanymorewhichaffectingconsumerbehavior.

3.Theremanysocialmediamarketingandsocialnetworkingsiteswhere

assomeofthemareverymuchsignificantwhilesomearenotsignificant.

4.There are many uses of social media networking like sending

messages,downloading, uploading, importantmessagestransmission

andmanymore.

5.The more use of social networking sites increases the persons

involvementindecisionmakingandwhichisveryimportant.

6.Comparison can be made between traditionalmode ofmedia and

socialmediacommunication.

7.Traditionalmedia is also affecting the behaviorofconsumerso the

socialmediabutsocialmediagivelatestupdatesandincreasetheknowledgesociet

yingeneralandconsumersinparticular.

8. Itcanberecommendedthatsocialmediaismoreaffectingbehavior

ofconsumersascomparisoncanbemadebetweentraditionalmarketing

andsocialmediamarketing.
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19.Limitationsoftheresearch

Everyresearchhascertainlimitationsmaybeoftime,monetaryandothers.In

thepresentresearchtootherearefewlimitationsasbelow:

Duetocovid-19wecan'tcollectanduseprimarydata.
Wenotgotsufficienttimetocompletethiswork
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1.Reference:-www.clootrac.com
www.dnyanasadhanacollege.org.


