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Impact of Social Media Advertisement on Users Buying Behavior
with Special Emphasis on Maharashtra
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Social miedia 1s any dipstal rool e allows wseis to quickly create and shisce content with the pubihe. Social media
encompasses @ wide tange of websites and apps. Some, like Trdtre, specialize w shaung huks and shoor wtten
messages. Others, like Instagram, Facebook (Meta ), and YouTube, were budlt to optisuze the shanng of photos sud
widecs. Anvoue with witerner access can sign up for 1 socul meadia secounr. Tlser cian use that acconnt to shaze
whatever content they choose to, and the content they thare reaches anvoue who visits theis page ot profile [1]

Thete were 5.22 billion Usique Mobile users wouldwide 1o 2 783 toral population which was abonr 66,67 of the
total population of the world. Iu the same 4.66 billioa, peapleweie mterer wsers and 4.20 ballion weege Active Social
Medias Users, whuch was 33.6% 0 of the roral wouldwide popularion [2]. In the Sourh A temog, 31" of people wege
soenl media users compied to the total population of this segion [2]. Tisdia has 110 billios mobile users. accountag
far “9% of the total population. OF theee, 624 mullion (43%) use the Intemer, and 446 32.3) million were setive
socul media avers [J]. '

Digitsl marketing was a rapudly changing space where oue vear were squivalent to seven vears 1 digneal, a3 Prashant
Pun fmom AdLife aghrulle puts it when descubiug the drnamic panue of the medinm. Technological wmovaton
and digital mackering have always gone hand i land, as techuology plays a key role i how dhmtal marketing svalves
everr few vears with an emiphasis on new methods of customer targeting, acquusition. uod now even ersativier and
content [3], Looking at thi growing guph of digml marketuie, we can estimate tie gumbet of advemsements

=
[} |IE

litzpel - sl o

@

d




RESEARCH HUE Ievettver: Madmas bngrs Baman® fosrnas! Vol | 0¥ | Teeieey 2022

cirenlatinng on socll miedia, The leap taken br the marketing sector m digstal macketivg will be a subject of tesearch
So, tlus rapic has been chosen to stady the advertsements cuenlatng on these social media and their effect on the
vouth

Literature Review

Adverticing was fust antroduced in punt media such ps newspapers, and they oi other platfouns sucli as television
Advertiemg has nugrated 10 4 new channel with many more oppostuuties o miluence and convince clients as 2
1estlt of the Inremer revolution. The witemet advernsng sector was expected 1o develop thwee tues faster than
any other kind of advermug [4]. For a vauety of t2asons. socul media was emploved as @ macketing tool. These
sites wete used br marketme srganizations to leam move about thei tarset madker and how consumers feel abour
thes goods. Thet mar also utilize theee sites to leaun mowe dbout then vals. These platforms mor also be used by
spnall enterpuises to advemse their haand

The most beneticul aspect of social media marketing was thut it enables individvale 18 sell their secvices 1o a big
auckessee for free. Facebook Aleta) alone has 730 million members, who spend an average of 15 hows 33 nunutes
every mouth on the site [3]. As a resnlt, Socal Nenwocks can teach a Jasge andience for free. The ability 1o shae
mfommbion was a aguticant advantage ef socil media mackenng. Users of these neoworks were moare likelr 10
share content thar they fud inrerestnng or feel then fmends will find interesting, Customers’ feedback eaables
magketers to learn wiist thew tayget macket wants, what people anjor about theu goods o1 services. and wiint aesde

to be changed

Statcment of Prablem

There weze 2 munbes of downsudes that affeet people’s prrelases bebuvior of goods. This mchides perehalogredl
Lictors. pronty. puce, wcome. psychological sspects. vistials of the advertisements. and their conversions tyoush
advertising. The present smdr was un attempt to analvze the level of socil media advernsements and factows luving
an unpact on people 1 Malueushea stare, Indua,

Objectives of the Study

Tndia has 448 million active sovial medin usecs, of which 275,32 millios (61.03¢ ) wete male vseys and 9318 mullion
20.8%) fenzale users s the age gvoup of 18:43 [2]. With such a lacge number of wsers, the munber of advertising:
ou these utes and the studr of people’s buring behursor Gom ditect surver tuough subjective questonnaices
Keeping tlus iy view, the tollowing abjectives were being et upy
* To nnderstand people’s apuuons abour adverusenients on socil madia
* To explote how social media sdeettising changes people’s buving behavia,
* Toseveal people expecting obiections and changes abour social media adveinsng,

Lumuranon of rthe Smdy

Because selected large geographecal aren for thus study has 4 fews limications:
Drue 1o the Luge area selécted for tlus sy, [t was valikely tliat at fast ten percent afite population will parnepate
and the use of ouline qrestiounaires was pot suge to et teedback from the eldeyr

Research Methodology

Descuptve sesearch methodology has bees: nsed far this research. The use of quantitative sesearch methods to
gather quantimitive wiormation for statisteal analesis of 4 populstion sample plars an fmpotant vole i thie sty
Pumair data was collected tiuough a svev. Fou this, 4 self-adnunistesed, stycnued subjective questonnaise las
been cxeated and shared with open access to subunit thei answers to the participants by goosle form. Articles,
tesearch papess, and news were used oz the collection of secondarr dara;
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Scope of Study

Tlus vesearch was 2 studr of the etfects of adveinsements on social medn in the context of people m the state of
Maharastites, Tuelia. Thus will Lelp the researcher to understand the changes i buning behavior of people in the
Subnected avea. Thiz stody can be a gude for socal media wddvertising companes and e-commeice compaiies fok
choosing the content trpe of advertisement and for understanding the needs of the population.

Resulis and Discussion

All the dara collected from this swver, have been plotted m Oumn for the sueuntic, clear, and sesthetic
mtegpretatzon of data As thie objective of this esearch woark. all the darr discus=edd belon
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s stuver lias receved sesponse from all over Mihamditia. The Lok to the surver was sent thuoush social media
Form the Fig. ! (a) tepiesent the age gronp vise distibution of the total population teacted 1o the suver, It was
round that reunges was moge lkelr artiacred rowands the social media and elelers were comparatively less active on
socal medi. Fag. L) represents the oecnpation of the populaucn reacted to the which mchudes people with
difterent occupations like Smdents, Selt Emploved. Private Job, Goveinment Job, Housewife, Fammses and Anv
ather. e was feame that the stodent population o sonial medin was comparativels lugher along with private jols
workers. Farmiers wete less atfectedd by the addition of social media. Fustlies fou thie study of tune spend analysis on
cocal med, @ven populaton found o have a lage peccentage of people spendise -2 b of tune on social media
pet dar ps shownm Fie. | el aud very small population spend niswe than 3 hr. time on social oiedia per day. As
shownm Fig. | 'd. it was found thar 2 armbet of people nse social media for the wfoumation pupose. Along with




IWerage peiceaiape of |Jr-)1.l[~_- uses socil media for eategtanment as well and =_1,~.1]:1;_1-_-._|,11;+E" LY b pementage of
the poprulation uses social media for the tume pass resson oalr,
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For the utidestandig of wluch social media sites papulation weed to attract most, we have added the most nsed
sl mecha sires L‘|1*.r-'£-;|L: to the muver, 2l 1_1nrn1[_1.1-:n;1 teactions Was surposmngly specul We ':l_lE'lE'H'J'_L:l‘E First
mtiadhiced social media sire which s Facebook Meta) amust have a large number of choices bus s pOsingly if wa
not ebserved in thus swvey. The populanon has chosen WhatsApp and YouTube aud Tustagtam a¢ the most used

socml medin wres rather tingd Facebook s showm i .FL..‘ Y in-bi. A wra ef 1300 vore uudﬂPk choice wera

remstered tor this. WharsApp (401) & listed a5 the most populic applicanon. YonTube 387

» Instagram (221,
551:||:rc']:.1t |

35, and Faceboak (12 came m ar snmbers tro, thaee, four, and five respecuvelr. Faerley To stucdring
the nuun alnective of tlus gesearch, the population were subjected o the advernsement thet have observed in thece
socmal media sres. Jrwas fonnd thae 8.9 % of respondents reparted that they segulacly wateh advertisenients, 2 3%
of people sov that ther do L pet to nath advertisements and 187 v of people teported wa teling an advertisement
toinetines 4% shoar in F.._lg Mei Thus dicates that more advertsements wers |_1|:_J_1_g :wq;i;n]_-n_:],]f:l on socm! medn
But what kind of added population was watclung on the sorial medis sires” According o the 37.9% af the
popidation, these advernsements were for secessities of goods, 8.4 %o of the popitation sad, advertisements wers
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Any laond of adverusement wus more bkelr o he populas i 1t was entertanug ot had 4 soclal documedtany theme,
As the populatien teacted, 32.3% of the popidation tlink that social media advertices was marbe entertagung aud
of 26,77 of the p‘JF‘-ﬂﬁhu‘.L tlunk those vere not entestunge while the rernaurung 409" 5 or the 1-‘!-?1J1.I.1.-1-L"-11-1 thonks,
advertses was alwars eutertanung as shown i Fig. 3(a). As 3 result, the numbes of people wewing the entue
vivertisement was anly 16,80 of the population, and 3120 of people prefer not to witeh the entive advectisement

while the remuanung 35.3% of the population so

eturies witch the sntme advertisement Fis. 3ib). Hevein 32.1%: of
the population reported advertisements wete boung, bur 209%, of the populition dou't think the same and
-.Lm:hn!‘*.m.a:r]}'. +7 4 of the [.h'-'i"‘-l-!-i-'-a‘-'-q'; sonetianes o 1nn‘1‘-'l-ﬂ;=.u1|_-: !:-'.-u::g o aunoTing too F.—.g el Le. akmost
population mdicated that ther doa’t alwars And advertises were sntemaiming and anpovimg, thus lugher the
propornion of populatios prepared to slkups advernse yather than romplere.

As sope of the advertisements go vl also some advertisements wete also get trofled br the social media neers due
1o some nnappropuated coatent, bke acdult visuals or pomogmuplue content Bur the fact was thar mwenty of
pomogmipluc matensl wus posted broa verr small core of wsers camsmg adult content to seach 2 much wider
auckience. spreacing thuougls sonal ties [6]. So. of thues Ike potnostaphy 61 tmaking were (piead thioush social
mecka sdvernsaments. itwall be dangegous for saciety and s tor the young geneiation who aze most active on socil
media sites, According 1o the smdy, 17%¢ of the population teport that pomegraphy was widespread an social medua
acvertisemient wiule for 35.1%¢ of the population, those don't contan pormograpluc or adult contenr, and 24.9°,
population thunks thar ot does contun pornageapluc content sometmes Fio. 3d), Thereatter. the poprilation wos
suilaected ro pecsonal fisedoim, 1 terms of tuslence of wdividual fesdony 105" of the lmluﬂ;;t,.-,u thinik achreitizes

effects on theit persanal fiesdom but almet 30:.3%: of the population dida’t tlupk that thei individual freedom was
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atfectsd and 3271 of the population think that sometimes it mar aftect thel petsatial freedom and sometimes nor
Fig. (e, when it comes to the addiction point of view, thus study meicates 31.6°» of the populaton tunk those
advernsements promete such addiction-causing 2 products and addiction too; winle 48.4%: of the populaton net
actaally agreed with them Fig. 3t Oue of the posimve 2spects of this is that advertisements do st put pressiue
on ndividial freedom and do ot promete pocogiaphy and smoking-like content. However, the wnstructions
tezarding addichon wete wormmome

The above-mentinned action was observed i 2 lape inunber of advertisements oy wocial media Esanuning the
effect of thus on people’s himing beluvior, it was fotnd thae 158% of the popidation by immediarele afrer !\".11*1:huig

an advertement o soeinl medhn wiule 39 1% of the poplation do not bur atter wa stchung socul media adhvertises
but temarkably 45.1%¢ of the population make occasioual purchases without being affected ar mfluenced | br the
adbrectisements Fag, 41a.. Fou the undesstanding of what kund of goods o services attracted most of the population,
the population was sulnected 1o choose thew preference for the same. And it wess fornd that suprisngly pepulation
wis mosty used 1o buvme books, elathes, apps and games. eosmetic prodhicts and electiames coll plioges Fig. 4,
Thiy study clims $4.2% of the population this thei online prachases have iczeased due to the soaal media wiile
35 §%s of the population do nor agee that they dou't tluak ant change in theit buring bebavior of online shoppne
Fig. 4ic), As it indicated buning behavior wis nor mwch sffected by social media advermsement Whes compiued to
the product in the adveinsement and the achul product, .49 of the people sonmetinies fud that product
satsstactony and I7.7% people were eampletelr satinfied wiule 279%, people weie dissatsied with such products
Fig. 4d). Thus means tlit even if the pruchase was increased after watching the advertisement. it positbly serms o
be satisfactorr about the product shown and 1enmlic tecerved i the advertissmens
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Socual media ceem like 4 copvement avenis fiog advermsers to reach prchesices and they counertions. Becaise dligsral

tools lmve made selt-publshine, caser, compazues se guwnd wvile 1o teach consaners directiv wather than going
thuough lage-scale ad placement on television of adio. Ovned msdia, such as websites, blogs, and company socul
nyedia acconints, send mescages and content that comparses cupate themselves, In other wouds. compaues directls
own apd manage lyand mestaging content sometmes through companies’ meohomse [iteral) stateme
commmuucition and marketne teams. but moze often thuongl specilized paid services within sdvestising agenciee
Crned medin have given companies more Hexibilite to eratft and send thei awt miess izes i real-time, sfuck lias
become pacessary mn the mstirtinsonm saviconment of chgatal raedis and conuneice -9 3o, masufichuess were

Likelt: to teach out to the preiblic to prurchase cestain podducts when they wee not needed,

d

A chowg f"'.:r Siaj, 1 26%: of the populamnon boes umreces products sathes thas what ther need, '_‘-\'_:]l_]uzj_u__
aronind 874% of the populstion dot prepare to bur aar products just br gerting attiacted towands advertising,
Cingrently, muiny socil nveelia applications were offesing free access with advresticement and users need to Ty thver
subsenpton fo dcdvertising fiee nee a g premunm metnber of then media site, When the population was adked for
thei views on the same, onlr 9.3% of the population were willing to par for the premnum vession in thic war and

2o ot people prefes to use social media warhiour pavuig ton the premmuy wlile the remainine 386" war confinced

3
about whethier to par the preminm ot ot Fie 3b). As most of the populsnon pecepred social media sites wath
adtrernsaments. do ther think which kud of advertising should e-conunece comparues hare to develops Do ther
wish to warch different kunds of advertsements or ther were yust ok with an ongomg tipe of sdvertisements

Population teaction was quite naexpected, 71,99, of the population wish that s.conumerce companies aust ofter
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ditferent trpes of asdvertisements other than the anes cucsentlr available and the temaining 35,1 of the populatios

was do wot expect & change in the strle of adverusmg Fig. 3¢, When it comes 1o the type of content in

advertisements, Lofomutive advestisements were preferred by most of the population. tollowed br Entersaining,

Socnl, Comedy, and Emoticinal Fie. 501, Wliels indicated that most of the popidation prapared to nse social siseclia
sites witiiont subsciptions.

Conclusions

These findings conclnde that most of the population’s resctions and thew preference’s to thie socil media sires ther
have been usmg. This research concludes that the population of secial medis usérs changed deasticallr, mostlr the
roung age populanon was compagativelr very Ligh on social media, Everr trpe of scoupational population nses
socal media, the population of smdents and hotsewives is exceptionalle highes fhan otlie accupations while
faumers and govesment emplovess have less addicted 1o socal medis. As an Advarisement on ocul media, the
pepulation don't Lkely abwars bur those products wiespective of needy and's Le Peopleweie selisctant te bur atter
warclung those adverusements. Which indicated stll there was not muich change accieted la buging beluvior of
the mbjected population. As par of the debate of tolless and social media nsess, the population didu's tlunk
advertiang promete potnogiaphy. Unformuntely, those advertisements weze bonng for mest of the population,
and very pely do they pretes to warch complers advertise. E-commerce and social media owners keep w1 mund
thiat, the population kkes to watch advertsements with different trpes of content sather than gensril sues, and also
the population burs ealy those products wluel age nsually sepulady weehfitl poods Ike booke, clothes, consumers,
and casmetics and electiorues, Ouw findings also suggests that thete o teadeney for more entertaimung and
wiformative advertisements to be made nsing a diffegent 1 Tpe of attuactive content while advertising.
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