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[bookmark: _Toc141710439]1. Introduction  
The rapid emergence of the use of social media has developed a new mode of advertising for business firms to promote their brands. It is known as social media advertising. Social media advertising is one of the most effective and popular digital marketing tools. According to Statista Search Department (2023), spending on social media ads is projected to be US$207.10 billion in 2023. It is used for boosting the rates of conversion. Advertisements on social media include sponsored content, displaying paid ads on different social media platforms, such as Instagram, Facebook, LinkedIn, Tiktok, Pinterest, and Twitter. Business firms aim to target the specific demographics of the customer by some criteria, like age, gender, location, interests, online behaviour, and others (Aziza and Astuti, 2019). This research focuses on three factors: social media advertisements and customer purchase intention. These are influencer marketing, paid advertisements, and video ads.
[bookmark: _Toc141710440]1. 1 Background 
The popularity of Social media has enhanced the path of the growing popularity of social media advertising in recent years. It has emerged as an effective advertising strategy. As the number of users o social media grew from hundreds to millions, business firms are known to utilize this situation to promote their brands with optimum effect at low cost. Traditional advertisement is more expensive than social media ads (Lehnert, Goupil, and Brand, 2021). Moreover, social media ads are easily traceable to measure consumer traffic. Therefore it is important to recognize the salient elements that make social media advertisements successful in triggering customer purchase intention.
[bookmark: _Toc141710441]1.2 Research Questions 
· How do social media advertising impact customer purchase intention?
· How does influencer marketing impact consumer purchase intention?
· How do sponsored ads impact consumers' purchase intention?
· How does video ads impact consumer purchase intention?

[bookmark: _Toc141710442]1.3 Research Aims
This research aims to investigate "the impact of social media advertising on consumer purchase intention and to help the strategist to design an effective strategy for creating a long-lasting impact on consumer purchase intention that can result in brand loyalty.
[bookmark: _Toc141710443]1.4 Research objectives
· To investigate the impact of social media advertising on consumer purchase intention
· To determine the effect of influencer marketing on consumer purchase intention
· To analyze the impact of sponsored ads on consumer purchase intention
· To  find out the influence of video ads on consumer purchase intention




[bookmark: _Toc141710444]2. Literature Review 
[bookmark: _Toc141710445]2.1 Impact of social media advertising on consumer purchase intention 
According to Weismueller et al. (2020), social media advertising comes as a more believable promotional campaign than advertisement on traditional media. Unlike traditional advertising techniques, a consumer may find the eye-catching details of the products or serves an s attractive on social media. Social media ads can also be customized to gain the attention of a particular user (stated that is if found that customers allow specifying their preferences and attributes in selecting services or products to be more satisfying. Features such as pictures, interactive links, and contrasting colours can improve the chance of noticeability of the post of a brand (Ruhanen, 2023). Facebook showcased that the platform gets more activities during working days. Brands' posts also experience high engagement rates on social media. The marketers show message length to comprehend the performance measure effectiveness. Messages on social media accompanying emotional appeals are effective for importing the consumers' purchasing decisions. The messages can boost purchase motivation. Emotional content advertisements have also been seen to be more meaningful in gaining "word of mouth" promotion. These are shared more on social media. According to Nasir et al. (2023), entertaining, informative, and credible ads positively influence customers' intentions. 
2.2 Effect of influencer marketing on consumer purchase intention
Influencers on Social media or SMI are the individuals who use social sites to build their careers by sharing content around their lives. These SMIs are popular faces on the internet with several followers. Most become famous on platforms like Instagram, YouTube, TikTok, or Youtube. The consumer follows them and like the connections finding the stuff relatable. They are likely to be socially connected more and closer to the consumers (Verplancke and Gelat, 2022). The SMIs get explicit sponsorship opportunities from various brands and use hashtags to promote the brands. They use terms like "sponsored," paid reviews, advertising, or featured to demonstrate the intention of advertisement (Lee and Kim, 2020). Influencers have high credibility o consumers, so they value the barbs, which are regarded as the most fundamental antecedent for advertisement effectiveness. Husnain & Toor (2017) examined the immense function of social media advertising in shaping customers' buying behaviour and attitudes by using these influencer marketing strategies. Even though there are situations in which people know that their favourite influencer is promoting a brand product, they sometimes resist the persuasion. But utilization of highly credible social media influencers can make the consumer buy the products and bear positive attitudes toward the brand.
[image: ]
Figure: Size of influencer marketing worldwide
Source: (Dencheva, 2023)
According to Dencheva (2023), the worldwide influencer market of social media has doubled since 2019. It is projected to grow by 21.1bn US dollars in 2023.
[bookmark: _Toc141710446]2.3 Impact of sponsored ads on consumer purchase intention
Sponsored ads are the kind of advertisements that are created to target specific search items or shopping keywords. Sponsored ads blend with the retail media settings seamlessly. Business firms use return on advertisement spending. These are paid-per-click ads; marketers need to set unique ad budgets. Digital marketers bid to know how many algorithms will work for each click. Marketers try to understand consumers' intentions by understanding the of r of advertisement campaigns. However, it is difficult for them to compare the impact of various kinds of ad products as sponsored ads along with display advertising. They tend to touch consumers at different points and also in different ways. The benefit of sponsored ads on social media is that is pop up on the feed of maximum users. Sponsored ads o social media also boost the rate of engagement. It drags immediate attention to the rust and eventually leads the customers to click the website links. They learn about the products and theory, which increases bard awareness. Shoppers remember the product. They buy them whenever they need them y searching. The conversion rate is also high in terms of sponsored ads. According to Jang, Kim, and Yoon (2022), it shows a 1.08 percent conversion rate than email marketing.
[bookmark: _Toc141710447]2.4 Influence of video ads on consumer purchase intention
Recently, video ads have played a major role in triggering purchasing intentions. It is an effective tool to contact and engage potential consumers. According to Febriyantoro (2022), 86 percent of consumers find video ads beneficial when buying a product. They also state that video ads are their first choice in getting perceptive on products after watching videos on YouTube. Videos influence a brand's performance as they connect much more personally and intimately with the customer. Video ads allow brands to creatively engage and showcase the audience with the features of services or products. It can educate potential buyers about the business; it outs value through entertainment, endorsing essential product campaigns. It works while creating trust and credibility with customers.
Furthermore, consumers do not see video ads at home only. While purchasing products in the stores, also view videos. According to Google, about 55 percent of buyers use online videos while shopping physically. Generally, customers pull out their smartphones to quickly research the products to obtain instant information and knowledge (Sharma et al., 2023). In the same survey, Google revealed that over 50 percent of consumers utilize online videos to make decisions o which service to buy and which brand will be the best (Ospino, 2021). Consumers fundamentally use their social media, like YouTube, to get a quick video review. They check the pros and cons of the product or services before buying (Donmez, 2022).



[bookmark: _Toc141710448]3. Research Methodology
[bookmark: _Toc141710449]Research Philosophy 
This research will follow the philosophy of Positivism. Positivism involves observation reasoning and duly combination of both to gain knowledge. It emphasizes when individuals seek an explanation of facts established by a connection of a single phenomenon or by some general data. Therefore, Positivism uses clear, brief, and concise discussion (Hammersley, 2019). It does not use a descriptive explanation of data or any subjective interpretation. The research here will reflect basic concepts and theories on the impact of social media advertisement on consumers' buying decisions. It will be all about generalizing the facts by narrowing down the universal fac. This study will use statistical methods to gain empirical data. Thus, the research will use quantitative methods.
[bookmark: _Toc141710450]Research Approach 
This research will adopt a Deductive approach. It will use theories to test data collection and observation. The initial step of this research will be to develop a hypothesis and to determine how statistical data relates to the hypothesis (Casula, Rangarajan, & Shields). The data which will be collected will be whether to support or disapprove of the hypothesis. Statistical methods will be used to perceive the conception of consumers’ purchase intention on seeing social media advertisements.
[bookmark: _Toc141710451]Research Method 
This research will follow the Quantitative methodology as the researchers will use statistical and numerical evidence to test the hypothesis (Mohajan, 2020). It will be based on consumers’ purchase intention after seeing social media advertisements. Researchers will use a sample to testify via a survey questionnaire. The data will be bias-free and measurable relevant data on the current scenario. It will be done without any physical contact with the participants. It will help the researcher to understand the answers to why consumers act or feel that way. It will avoid costly research design mistakes.
[bookmark: _Toc141710452]Research Strategy 
This research will be conducted through survey questionnaires. The survey questionnaires will be circulated via Google Forms, and the data will be collected. After the collection of data, the researcher will analyze and interpret dossiers from the participants. It will use statistical tools like correlation and regression. The main benefits of a survey are that it helps to determine the perspectives of many individuals. It is a cost-effective, fast, and efficient way of collecting data to measure consumers' preferences, behaviour, opinions, and intentions (Nayak & Narayan, 2019).


[bookmark: _Toc141710453]4. Expected Results 
From the above discussion, it can be inferred that social media advertisement is a very powerful tool in influencing consumers' purchase intention. It helps the chargers to track consumer engagement easily. Social media influencers, on the other hand, play an impactful role in motivating consumers' buying decisions. Sponsorship ads and video ads easily make the consumers' purchasing intentions which product to buy and which not to buy. Therefore, the study will reveal specific strategies that business firms can utilize to positively impact the targeted audience. They can use influencer marketing, emotional appeals, video ads, and user-generated content to attract potential customers.




[bookmark: _Toc141710454]5. Conclusion 
In conclusion, this research will focus on the impact of social media advertisements on consumer buying intention. It can be concluded from the discussion that business firms are now focusing more on social media to attract customers via platforms like Instagram, Facebook, Tiktok, and Twitter. They are using influencers, sponsorship ads, video ads, and others to grab the attention of customers to purchase their products or services; this research will provide a comprehensive insight into how this is affecting the buying decisions of the customers and will further help the marketers to formulate lucrative strategies to utilize social media as a cost-effective platform for promotion and sell. It will also contribute to the development of more persuasive social media strategies that can help organizations easily allocate funds and resources and funds efficiently.
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