
I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology  

                               International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 5, Issue 3, April 2025 

 Copyright to IJARSCT         DOI: 10.48175/IJARSCT-25023  93 

    www.ijarsct.co.in  

 
 

ISSN: 2581-9429 Impact Factor: 7.67 

 

Effect of Social Media Marketing on Consumer 

Purchasing Decisions 
Mrs. Aarti N. Patil 

Assistant Professor, Department of BMS 

Veer Wajekar A.S.C. College Phunde, Uran 

 

Abstract: Social media has transformed the way consumers interact with brands and make purchasing 

decisions. Platforms like Facebook, Instagram, Twitter, and TikTok have become essential marketing tools, 

influencing consumer behaviour through targeted ads, influencer endorsements, and user-generated 

content. This chapter explores the impact of social media marketing on consumer purchasing decisions, 

analysing key factors such as brand engagement, trust, and purchasing intention. It also discusses the role 

of algorithms, consumer psychology, and emerging trends in digital marketing 
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