[image: ]

Programme of Study: Master of Business Administration in International Business 
Module Code and Title: LCMB7035 DISSERTATION
Research Title: Impact Of Social Media Marketing on Brand Awareness and Purchase Decision
Student Name: Panchal Urval Rajivkumar
Student Id: 2434583
Supervisor Name: Mohammed Ben Farah 
Words: 15900
Submission Date: 6 May 2026



Acknowledgement
I have to thank all the people who have assisted me and helped me all through the process of writing this dissertation on the subject of the Impact of Social Media Marketing on Brand Awareness and Purchase Decision.
To begin with, I want to express my gratitude to my supervisor who has constantly guided, provided me with helpful feedback and encouragement throughout my research. Their wise recommendations and scholarly assistance have played a key role in influencing this research. I also owe my academic institution and faculty members a debt of gratitude for granting me the resources and learning environment that will enable me to conduct this research successfully.
I would like to thank the authors and researchers whose academic contributions were the basis of this research. Their works have greatly helped me to enrich my knowledge of social media marketing and consumer behaviour.
Lastly, I would like to say thank you to my family and friends who have always supported me, motivated and understood me during this journey. They have been encouraging me and I have been able to concentrate on this dissertation and accomplish it.


Declaration
I do confirm that this dissertation is my original work on the topic of Impact of Social Media Marketing on Brand Awareness and Purchase Decision and that I have done it in accordance with the academic guidelines given by the institution.
I attest that this study was not presented in part or in entirety to any other degree or qualification in any other institution. Any information that is used in this research has been duly cited and credited in compliance with the academic standards.
I also state that the work has not been plagiarized and that all the ideas, data and materials obtained through other sources have been properly referenced.
Name: __Panchal Urval Rajivkumar__
Student ID: __2434583__
Signature: __Urval__
Date: __4 May 2026__




Abstract
The advent of social media marketing has become a revolution during the digital era, playing a significant role in determining the interaction of organisations with the consumers of their products and their decision making to buy. This paper discusses the effect of social media marketing on brand awareness and consumer buying behaviour, specifically on the influence of consumer perception, trust and involvement. The study will investigate some of the most important social media marketing campaigns applied to boost brand awareness and discuss their impact on the purchase decisions and ways the perception of the consumers influences their views in relation to the trust, brand recollection, and purchase behaviour. The research design taken was a qualitative one under the philosophy of inductivism with secondary data for collecting data. Peer-reviewed journal articles, academic publications, and other credible reports in the industry were used to gather data between 2020 and 2026. A literature review was developed in a systematic way with PRISMA rules, therefore, 50 relevant studies were selected. Thematic analysis was used to recognize the main patterns and relationships between the variables. The results indicate that social media marketing can greatly increase brand awareness via interactive content, influencer marketing and electronic word-of-mouth. It also has a direct and indirect impact on consumer purchasing behaviour, and brand trust, brand image, engagement, and perceived value are significant mediators. Nonetheless, the findings also suggest that this relationship can be moderated by external variables including quality and price of the product. In general, the research points out that, although social media marketing is a very efficient tool, it will reach it’s potential when the trust-building and consumer-focused engagement strategies are implemented.
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[bookmark: _Toc228622528]CHAPTER 1: INTRODUCTION 
[bookmark: _Toc228622529]1.1 Background & Problem Statement 
The modern marketing environment has changed tremendously due to the rapid growth of digital technology. The use of social media in the last few years has become a way of life as people can communicate, exchange information and share in real-time (Özkent, 2022). Social media platforms such as Instagram, Facebook, TikTok and X (previously Twitter) are not used only as a social interaction platform but have also become effective marketing channels for business (Pricopoaia and Susanu, 2022). These websites are becoming more popular by organisations as a means of marketing their products, conveying brand values and building long-term relationships with the consumers. Due to this fact, social media marketing has emerged as a significant marketing approach by firms that are aiming at consolidating their presence in the market and ensuring that they do not lose their competitiveness in the online market. 
The use of social media marketing allows the businesses to communicate directly with the consumers using interactive content, advertisements, influencer collaboration and user-generated posts (Santos, 2022). Social media has given a chance of two-way communication between the brands and consumers unlike conventional marketing media such as television or print media. This relationship enables organisations to understand consumer preferences better, respond to the feedback and provide individualised marketing messages. Meanwhile, consumers are growing more and more digitally connected and tend to make purchasing decisions relying on information in the online sphere. Social media provides product reviews, ratings, recommendations and influencer endorsements that tend to influence consumer perception of brands and their product evaluation (Komara and Erwand, 2023; Dwidienawati et al. 2020).
This is due to brand awareness being a critical part of marketing since it indicates the level to which consumers identify and remember a certain brand. The brand awareness can be increased to improve consumer confidence and perceived risk in the purchasing process (Rahmi et al. 2022). The advantages of social media marketing in brand regularity are that it enhances brand awareness as they expose customers to brand-related information on a permanent basis. Repeated exposure to brand messages, visual narratives and promotional campaigns that are engaging make consumers learn and recognise brands in a competitive business environment easily (Maguire, 2024; Teraiya et al. 2023). Besides enhancing brand awareness, social media marketing may also have an effect on the decision-making of consumers to buy a product (Yulianto et al. 2022). Before consumers purchase products, they often go to social media and seek product information, compare other brands available and read testimonies of other users. At this end, positive exposure to social media materials may facilitate a positive attitude to a brand as well as enhance purchase intentions. But potential buyers can be discouraged by negative comments or by false advertising too (Albuquerque and Varga, 2023). 
Although the significance of social media marketing has lately gained much importance, much remains unclear as to the magnitude of its effects on brand awareness as well as the decisions of customers to purchase products (Homburg and Wielgos, 2022). Many available studies investigate them individually and the impact of consumer trust and perception in development of that relationship is not studied properly. Thus, the research paper will seek to examine the influence of social media marketing on brand awareness and the ultimate impact on the purchase decision of the consumers in the online market. 
[bookmark: _y1kifkjyj0e8][bookmark: _Toc228622530]1.2 Research Aim
The aim of the research will be to analyse the effects of the social media marketing activity on brand awareness and consumers purchase decision making. The study aims to learn the effects of various social media marketing techniques on consumer perceptions and behaviour in a more digital setting.
[bookmark: _e45apbv5bumx][bookmark: _Toc228622531]1.3 Research Objectives
· To explore how social media marketing strategies are used to enhance brand awareness among consumers.
· To analyse the influence of social media marketing on consumers’ purchase decisions.
· To evaluate consumers’ perception of social media marketing and how these perceptions shape their trust, brand recall and buying behaviour.
[bookmark: _oywh2ysdodbs]

[bookmark: _Toc228622532]1.4 Research Questions
· What are the social media marketing strategies that are used to enhance brand awareness among consumers?
· What is the influence of social media marketing on consumers’ purchase decisions?
· What are the perceptions of the consumers on social media marketing and how these perceptions shape their trust, brand recall and buying behaviour?
[bookmark: _Toc228622533]1.5 Significance or Relevance of Study 
The increasing development of digital technologies and social media platforms has tremendously transformed the manner in which organisations communicate to the consumers. Companies are finding it more convenient to use social media marketing to advertise their goods, interact with consumers and build their brand within highly competitive markets (Jeswani, 2023). The role social media marketing plays in brand recognition and consumer buying behaviour is thus a topic of interest to academic studies as well as marketing strategies. This paper is relevant to the further insights on the impact of digital marketing activities on consumer perception and behaviour within the modern market (Gusenbauer and Haddaway, 2020). 
Academically, the research contributes to the proliferating area of literature on digital marketing and consumer behaviour. Even though earlier studies have analysed how social media marketing has affected consumer attitudes, most are individual studies of such variables as brand awareness or purchase intention individually (Ahmed et al., 2025; Ilieva et al. 2024). The study will tend to fill this gap by carrying out research to understand the relationship of social media marketing, brand awareness and consumer purchase decisions. Besides this, the research also demonstrates the impact of consumer perception and trust on determining the success of social media marketing plans. 
In a practical context, the results of the study can be used by organisations and marketers to come up with better social media marketing strategies. With the knowledge of how consumers are engaging with the content of social media and how its processes affect the purchasing behaviour, businesses will be able to create marketing campaigns that enhance brand visibility, customer interaction and brand loyalty (Joseph, 2025; Sindhuja et al. 2023). Moreover, the study would help marketers to determine the best social media behaviours that would help in creating a sound brand recognition and frame the thinking of consumers. Overall, this study is applicable in the current digital world, where social media is a key element in determining the consumer behaviour and the marketing approach of businesses.
[bookmark: _Toc228622534]1.6 Brief Research Methodology 
This research will utilize a secondary qualitative research design because it will be used to study the effects of social media marketing on brand awareness and consumer purchase decisions. The secondary research method is suitable since the method will enable the researcher to examine and synthesise the available academic knowledge on the subject without involving participants directly by gathering primary data (Cheong et al., 2023). The study will be informed by an interpretivist research philosophy, which emphasizes on the interpretation of human experiences and perceptions in order to understand social phenomena. As the study examines how consumers perceive and react to social media marketing activities, interpretivism assists in giving more insights on consumer behaviour and consumer attitude in the digital world (Jeswani, 2023). Moreover, the research has an inductive research design, such that trends and themes are determined based on available sources of literature in an attempt to construct a wider conceptual framework of the relationship between social media marketing, brand awareness and purchase decisions.
For data collection, the research will solely depend on secondary sources, especially peer-reviewed journals, articles and credible academic publications. The most relevant articles about the research will be chosen out of the recognised academic databases such as Google Scholar, Scopus, Emerald Insight or ScienceDirect (Gusenbauer and Haddaway, 2020). The databases will be selected on their applicability to social media marketing, brand awareness, consumer trust and purchase behaviour. The data will be analysed through thematic analysis, a qualitative data analysis method. It helps in identifying recurrent patterns, concepts and themes in the chosen studies which will be employed in the collected literature (Ahmed et al., 2025). In this way, the main themes associated with the social media marketing strategies, consumer perception, brand awareness and purchase decision-making will be thoroughly explored and discussed in order to answer the research objectives (Maguire, 2024).
[bookmark: _Toc228622535]1.7 Structure of the project
In this dissertation, the research is well-structured with five chapters. Chapter 1 presents the research issue and background and problem statement. It also contains the research aim, objectives, research questions, significance of the study and a short description on the research methodology. Chapter 2 is the literature review, which is critical in reviewing the available academic works in the area of social media marketing, brand awareness and consumer purchase decision-making. The idea of the conceptual framework that directs the study is also developed in this chapter. Chapter 3 is a detailed description of the research methodology including the research philosophy, research approach, research design and the methods of data collection. Issues of the research process in terms of ethics are also discussed. In chapter 4, the findings, analysis and discussion are provided based on the chosen literature, correlating the results with the existing studies. Lastly, Chapter 5 gives the general conclusions, practical and theoretical recommendations, limitations of the study and suggestions on what can be done in future research.
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[bookmark: _Toc227667544]Figure 1.7.1: Structure of the project
(Source: Self-developed)


[bookmark: _Toc228622536]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc228622537]2.1 Introduction 
The literature review gives a theoretical basis on why the relationship between the social media marketing, brand awareness, and consumer purchase behaviour is important. As digital technologies are quickly evolving, the use of social media has become part of contemporary marketing approaches, allowing organisations to engage with consumers in real time and on a global scale (Sharma et al., 2022). The importance of social media in influencing consumer perceptions, trust and decision making has been significant, and many studies have been carried out to determine its effect. Nevertheless, the available research generally examines these variables separately, whereby either brand awareness or purchase behaviour is examined, but not to the extent of examining the interrelated issues. Thus, the chapter critically assesses available literature comparing various views on social media marketing strategies, consumer perception, consumer trust and behavioural outcomes. It also indicates inconsistencies and gaps in the research, especially when it comes to the mediating role of trust and the brand recall which the current study seeks to fill. It also takes into account the perception of consumers towards the marketing content as well as the consumption of elements like trust and brand recall in making purchase decisions.
[bookmark: _Toc228622538]2.2 Research Areas 
[bookmark: _Toc228622539]2.2.1 Social Media Marketing Strategies and Tools 
Social media marketing is now an important part of contemporary digital marketing, since it uses social media on business premises to interact, engage and influence consumers in a very interactive context. Social media platforms, including Facebook, Instagram, Twitter (X), Tik Tok and LinkedIn, are used to promote products, services as well as brand values and influence brand awareness and purchase decisions (Fayvishenko et al. 2025). The success of the social media marketing process mainly relies on the strategies and tools that organisations use to draw the attention of viewers and encourage productive communications (Albuquerque and Varga, 2023). Among the most popular approaches is that of content marketing which pays attention to developing and distributing rich, pertinent, and consistent content in order to draw and keep a specific audience. 
The content may be in different forms such as pictures, videos, infographics, blogs and live streams. Short content, especially short videos on such sites as Tik Tok and Instagram Reels have become more popular because of their high engagement among the audience (Nuseir et al., 2023). The brands that develop creative and informative contents have more chances to establish closer relations with their audience and increase brand recognition. The other notable strategy is influencer marketing where the brands engage in collaboration with the social media influencers to market their products or services (Syed et al. 2023). The social media influencers are able to influence the thoughts of consumers and their behaviour through their credibility and a huge and authentic group of followers.
The micro-influencers are gaining particular popularity because in many cases, they have greater engagement rates and more natural connections with their streams. The strategy assists brands to access niche and gain the confidence of the potential customers (Gerlich, 2023). Another important tool of social media marketing is paid advertising. Instagram Ad and Facebook Ad platforms can help businesses to target certain individuals, who are of a specific age, location, and interests, and online behaviour (Bushara et al., 2023; Vitalis et al. 2023). This specific strategy enhances effectiveness of marketing campaigns and makes sure that promotional messages will be targeted for the most appropriate audience.
 Moreover, using retargeting approaches helps brands to reach out to prospective customers that have already had experience accessing their content or accessing their sites, thus improving the rate of conversion. The engagement strategies are crucial in improving the success of social media marketing (Li et al., 2023). These involve reacting to posts, an interactive session, including polls and question-answer, and user-generated content (UGC). The customer reviews, testimonials, and posts shared by the users as UGC increase engagement and increase credibility at the same time because consumers feel more inclined to trust the information posted by fellow users than by a company official. The involvement helps to create a feeling of community and reinforce the bond between the brand and the audience. 
The other point of interest is the application of analytics and performance measurement tools. (Denisova, 2023) Facebook Insights and Instagram Analytics as well as third-party tools such as Google Analytics and Hootsuite allow marketers to monitor such key performance indicators (KPIs) as reach, engagement rates, click-through rates, and conversions, among others. These perceptions assist the businesses to assess how their strategies are effective and make informed decisions in order to streamline the future campaigns. Moreover, social media management applications are important in the simplification of marketing activities. Marketers can schedule, administer multiple accounts and monitor audience interactions through just one dashboard on the online platforms (Chyrak et al. 2024). 
This enhances efficiency and consistency of content delivery to the consumers. Hence, the tools and social media marketing techniques are critical in improving the visibility of the brand and consumer interaction in the current digital environment. Companies can develop powerful marketing campaigns that help not only to attract the audience but also to drag consumer interest and loyalty. These strategies form the foundation for building brand awareness and influencing consumer behaviour, making them a crucial area of study in understanding the broader impact of social media marketing.
Altogether, current literature concurs that content marketing, influencer marketing, and targeted advertising are the main determinants of social media marketing success. But the focus on the studies is not uniform, with some studies showing emphasis on engagement (Li et al., 2023) and others on technological tools like analytics (Denisova, 2023). It would imply that not one strategy can be considered to ensure success, but a mixture of interactive and data-driven strategies would have to be present. There are few studies that discuss the effect that these tools have on consumer trust and long-term behaviour as a whole making it apparent that there is a gap in the literature that needs to be bridged in spite of the fact that a lot has been said about the strategies.
[bookmark: _Toc228622540]2.2.2 Social Media Marketing and Brand Awareness 
According to Chan, (2022), influencer marketing is one of the best promotional strategies which is used by organisations to create brand awareness among the consumers and influence purchase decisions. Brand awareness entails the capacity at which the consumers can identify and remember a brand when faced by various situations. Social media marketing has become one of the best methods of improving brand awareness considering its extensive coverage, interaction, and affordability in the digital era (Aman et al. 2024). Instagram, Facebook, Tik Tok, and Twitter provide a brand with opportunities to communicate with vast and varied audiences and achieve a firm position in the market more easily (Karunia et al. 2025). Constant content exposure is one of the most important methods by which social media marketing can raise brand awareness. Moreover, the organisations can expand their presence in the feed of a huge number of users by posting useful and captivating contents frequently (Denisova, 2023). 
This exposure aids the consumers in growing to know the brand name, the logo, the message and the values of the brand. In the long run, this level of familiarity leads to increased brand recall particularly in instances where consumers have to make purchase decisions. The other crucial consideration is the viral character of social media sites. When the content appeals to the users, it is easy to share, like or comment and this helps to reach out to a significantly bigger population than that of the immediate followers of the brand. Trending challenges, hashtags, and viral campaigns contribute greatly to the increase in brand visibility. In the case of creative campaigns, users are usually invited to make their own content and share it, which contributes to further spreading brand awareness and is shared on its own. 
Zeqiri et al., (2025) states that imagery branding has also been very instrumental in social media advertising along with positive impacts on brand awareness, engagement and purchase intentions. Social media networks such as Instagram and TikTok are quite aesthetic, and the brands are also able to utilise images, videos and designs to develop unique brand identity and enhance consumer buying intentions. Good images and similar application of aesthetics make consumers easily identify a brand, and this enhances brand recognition and recall, and the companies are able to gain competitive advantage in the market. Short videos and reels are quite effective in attracting the attention of the consumers and conveying brand messages in an appealing manner (). 
Influencers have gained a sense of credibility and a following audience, which makes them an effective way of bringing brands to new audiences (Atiq et al. 2022). The followers will recall the brand more easily when the influencers are advertising a product or service. This does not only create awareness it also boosts brand credibility. Certain advertising tools that can be availed through social media platforms can also enable businesses to access a specific segment of the population. Through demographic and behavioural profiles, the brands are going to be able to make sure that their content is shown to people who are likely to be interested in their services (Perera et al., 2023). This targeted method will enhance the effectiveness of brand awareness activities and the marketing activities will not go to waste, since the relevant audiences are reached. The other important aspect is user engagement which consists of likes, comments, shared posts and interaction. Increased level of engagement will denote that the users are keenly listening to the brand which strengthens brand awareness (Gupta et al. 2026). One can also achieve the active participation of the users through interactive features like polls, quizzes, and live sessions, which will additionally contribute to the increased involvement of users. The active consumer will retain and identify the brand at a later age. More so, user-generated content (UGC) has a crucial role in enhancing brand awareness. When customers talk about their experiences with a brand, they build real-life and experienceable content that can be followed by other people. UGC also stimulates visibility, but it also generates trust and people are convinced to believe the views of other users rather than the conventional advertisements (Migkos et al., 2025).
Though a consistent finding of the majority of studies is that social media marketing is a tool that escalates the brand awareness due to repetitive exposure and interaction, the details of the supportive processes are different in some cases. Specifically, other researchers focus on visual branding and content frequency (Zeqiri et al., 2025), the importance of influencer credibility and user-created content (Migkos et al., 2025). This implies that brand awareness is a multi-dimensional variable which is influenced by user-generated as well as firm-generated content. Nevertheless, existing literature explicitly assumes that exposure should be positively correlated understanding that it is necessary to take a slightly more balanced approach to analysing the conditions under which the expansion of exposure can result in unacceptable perceptions.
[image: ]
[bookmark: _Toc227667545]Figure 2.2.2.1: Social media posts liked and shared by consumers
(Source: Smart Insights, 2024)
[bookmark: _Toc228622541]2.2.3 Influence of Social Media Marketing on Consumer Purchase Decisions 
Romadhoni et al., (2023), states that the strong content power of social media marketing is considered as a reference for gathering information about the products. Consumers spend most of their time on social media platforms such as Facebook, Instagram and YouTube (Figure 4). This indicates that social media marketing has higher chances of engaging directly with the consumers and influencing their purchase intentions. Accessibility of information is one of the major impacts of social media marketing to the purchase decisions (Hanaysha, 2022). Products, reviews, recommendations, etc. are easily accessible to consumers via such platforms as Instagram, Facebook, YouTube. This information is available making it less uncertain and making consumers make a more informed decision. Such brands with clear, active, and informative content have more chances to attract interested people and lead them to the process of making decisions (Dwivedi et al., 2021). 
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[bookmark: _Toc227667546]Figure 2.2.3.1: Social media marketing formats
(Source: Elad, 2024)
The other noteworthy consideration of the social media marketing approaches in the word of mouth (e-WOM) (Romadhoni et al. 2023; Lin et al. 2023; Beyari and Garamoun, 2024). The consumers are able to give their feedback, views and experience regarding the products and services. The reviews and suggestions given by other consumers act as incentives and significantly impact the purchase intentions. This can be related to the fact that individuals tend to believe peer recommendations rather than conventional advertising methods. Moreover, this factor holds immense significance in the food industry. Hanaysha, (2022) states that the consumers pay huge attention to the reviews made by the others regarding the taste and quality of food products before making any purchases. On the other hand, influencer marketing is also important in enhancing buying behaviour of consumers. Influencers may tend to be opinion leaders and have the capability to influence the behaviours and attitudes of their subordinates. Promotion by the influencers generates an element of trust and credibility that may massively enhance the chances of purchase. This is accessible especially between younger shoppers who are more active on social media and who respond well to the recommendations by influencers.
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[bookmark: _Toc227667547]Figure 2.2.3.2: Usage of social media platforms by consumers
(Source: Migkos et al., 2025)
Purchase decisions also are influenced by social media marketing when it comes to emotion. The emotional tones (excited, happy, curious, etc.) can provide a good bond between the consumer and the brand. The emotional connection of the advertisements, story, and appealing images may make the consumer change their minds and become more likely to buy (Vrtana and Krizanova, 2023). Those brands that are able to establish emotional relationships have a high probability of establishing lasting customer relationships. The social proof concept also provides the reason why social media affects purchases behaviour. The number of likes, shares, comments, and follower counts are the metrics that can be used as indicators of the popularity and acceptance of a product (Figure 2). By having the impression that a product is liked or suggested by many consumers, they perceive it to be reliable and want it more. 
This perception has a great influence on their purchase decisions. Moreover, precise advertisement increases the success of social media marketing to impact consumer behaviour (Theodorakopoulos and Theodoropoulou, 2024). The social media sites can provide personalised ads using sophisticated algorithms and data analytics depending on their interests, preferences, and behaviour on the internet (Wikantari, 2022). This is a form of personalisation that enhances the relevance of advertisements so this increases the chances of consumers interacting with the advertisement and makes them want to buy the products advertised.
There is a strong element in the literature that social media marketing impacts consumers on making purchases based on elements like e-WOM, emotional persuasion and customised advertisements. There is however an inconsistency as to whether this influence is direct or is mediated. Although a direct impact is important (Romadhoni et al., 2023), it is contended that other factors like trust, perceived value, and brand image mediate (Hanaysha, 2022). This deviation is an indication that the decisions to make purchase never merely follow the marketing exposure but are influenced by the psychological and relational aspects. Hence, more studies are required to learn more about these mediating processes.
[bookmark: _Toc228622542]2.2.4 Consumer Perception of Social Media Marketing 
The consumer perception of social media marketing can be defined as the interpretation and evaluation of the marketing strategies which are carried out within the social media platforms. The quality, credibility and relevance of the contents and the general user experience are the factors through which these perceptions are formed. Consumer perception is quite an important aspect to businesses because the perception will directly determine the trust, attitude towards the brand and the purchasing behaviour. Nuseir et al., (2023) states that Content relevance and quality are considered to be one of the determining factors of consumer perception. Segmented content based on consumer preferences will result in a better reaction to informative, entertaining, and interest-based content. Good content that is valuable like tips, tutorials or involving stories improves the user satisfaction as well as an impression of the brand. However, redundant or unnecessary content may cause boredom and unfavourable attitudes.
Credibility and authenticity are other elements that are essential in consumer perception. In social media, consumers have become less faithful to conventional advertisements and instead they Favor genuine and open communication. Such a brand providing true information and revealing alliances, as well as having a real conversation, are more apt to win consumer trust (Bushara et al., 2023). When taken as genuine, influencer marketing can increase credibility, but strikingly promotional or fake endorsements may do the reverse. The other necessary element is the degree of interactivity and involvement provided by brands. Through social media platforms, consumers have the chance of two-way communication giving them an opportunity to engage with brands by commenting and sending messages and taking part in live sessions. 
Brands that are active in communicating with their audience through answering questions and feedback develop an element of connection and belonging. Such a good relationship increases consumer perception, and brand relationships. Personalisation is also very important in the view of the consumer. The content presented by the social media platforms is enabled by the algorithms that are based on the likes and behaviours of the users. Individualised adverts and suggestions can be seen as more meaningful and helpful, and this improves the overall user's experience. But some consumers will hold negative perceptions of excessive personalisation or the issue of data privacy.
The power of user-generated content (UGC) is another important element. Consumers prefer to trust the content produced by other users including reviews, testimonials, and shared experiences as opposed to the brand generated content. Good UGC may lead to improved brand image and credibility and bad UGC may result in reputation destruction (Gunawan, 2024). Hence, it is the responsibility of the brands to be vigilant and proactive in managing online comments to help them have the best image. Moreover, the entertainment value can greatly influence consumer perception of social media marketing (Yang et al., 2022). Visual appeal, creativity and enjoyment in the content are likely to help the content evoke an attention and make a deeper impact. Social networks, such as TikTok and Instagram, prioritize entertainment and it is necessary to ensure that the brands follow an innovative strategy to interact with their audiences. 
Hence, various factors influence consumer perception of social media marketing among them being quality of content, credibility, engagement, personalisation, as well as user-generated content. Positive perceptions bring about trust, more brand relationships and probabilities of purchase whereas negative perceptions may impede the effectiveness of marketing (Koay et al. 2023). Thus, companies need to be consumer-centric and develop genuine, relevant, and interesting materials that resonate with the targeted consumers to have positive perceptions and be successful in marketing their products and services in social media.
The findings of existing studies indicate that content quality, credibility, and personalisation influence the consumer perception. Although the essence of most research is to focus on the significance of authenticity and engagement, other problems like the issues of privacy of data and excessive personalisation are increasingly coming out as problematic in terms of their negative impact on consumer attitudes. This implies that perception towards the consumer is not always positive and might differ with situations. Nonetheless, existing literature is more inclined to the positive and devotes little attention to negative perceptions implying that there is unequal treatment that should be researched.
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[bookmark: _Toc227667548]Figure 2.2.4.1: Digital Ad spending
(Source: Elad, 2024)
[bookmark: _Toc228622543]2.2.5 Trust, Brand Recall, and Consumer Behaviour 
Trust, brand recall and consumer behaviour are also intimately related concepts that are very important in gauging the effectiveness of social media marketing. Trust plays a significant role in the digital world, where consumers are always bombarded with extensive information, and as such, it becomes a major determinant of consumer interpretation and reaction to the marketing message. Social media platforms offer brands the chance to build trust by means of constant communication, clear messages and genuine interaction with the users. Consumers who have a certain perception of a brand as trustworthy will tend to use its content and form positive attitudes towards its products or services (Na et al. 2022).
User-generated content, online reviews, and influencer promotion tend to influence trust in social media marketing. Social media has the advantage over traditional advertising that consumers can engage with real experiences posted by other consumers, which increases credibility (Kothari et al. 2025). The presence of positive reviews and recommendations will help increase consumer confidence, and the negative feedback will have a substantial negative effect on brand perception. Consequently, organisations need to be mindful of their online presence and make sure that their communication is directed towards what the consumers expect (Dwivedi et al. 2021). Trust building does not occur immediately but is a gradual process that is achieved through recurrent good experiences and consistent fulfilment of brand promises.
The other critical point that is associated with trust is brand recall, which is the capacity of consumers to recall a brand whenever making a purchase decision. Social media marketing is also important in increasing brand recall since it offers regular exposure to brand-based information. The visual component, storytelling, and interactive campaigns will help to make the brand more memorable. According to the mere exposure effect, familiarity and preference towards a brand can be raised even without direct interaction upon repetitive exposure (Mrkva et al. 2020; Kainde and Mandagi, 2023). This highlights the importance of good and consistent presence on social media platforms.
Consumer behaviour is directly influenced by brand recall and particularly, the decision-making process. There are additional options that a consumer has to make and when a consumer is faced with a decision he or she will be more inclined to gravitate towards a brand that a consumer recognises and will remember. The high brand recall makes the decision-making process less cognitively demanding and more likely to buy. In addition, the brands that are most easily remembered are commonly linked to reliability and quality, which makes consumers even more trusting. 
Hence, social media marketing plans based on regular communication and brand presence can have a strong influence on consumer decision-making (Jamil et al. 2022; Arora, 2023). Consumer behaviour also depends on emotional and psychological factors regarding social media marketing. Brand recall and trust work together to shape consumer attitudes, preferences and intentions. As an example, the consumer is more likely to become brand loyal and purchase again when he or she trusts a brand and is able to recall it easily. This is achieved through the use of social media platforms, which allow customized interaction and customized ads, which improve overall consumer experience. 
Consumers who have a positive experience with a brand will be willing and more inclined to post about it on social media, thus influencing other potential customers (Fletcher and Gbadamosi, 2024). This forms a cycle in which trust produces a positive behaviour, which again enhances brand credibility and recall. Nevertheless, any form of violating trust, like misleading advertising or bad customer service, will result in the loss of brand loyalty easily. 
Thus, consumer relationships can only be preserved through trust in the competitive digital market (Bocconi University, 2023; Risdwiyanto et al. 2023). Conversely, trust, brand recall, and consumer behaviour are other variables that come hand in hand and determine the success of social media marketing activities. Trust enhances credibility, and brand recall reminds the brand in the mind of consumers when a decision has to be made. Together, these factors have tremendous effects on consumer behaviour including purchase intentions, loyalty and advocacy. 
The connection between trust, brand recall and consumer behaviour is well recognized in the literature with majority of the studies affirming that trust is a strengthening factor in brand loyalty and purchase intention. Nevertheless, the degree to which the brand recall, alone, is a factor in behaviour is controversial. According to some studies, recall facilitates the making of decisions (Jamil et al., 2022), whereas some know that trust is dominant. This means that the relationship between these variables is not well established, yet their respective effects are not clearly established. Therefore, an integrated framework that defines the relationship between trust and recall in solving consumer behaviour is needed.
[bookmark: _Toc228622544]2.3 Conceptual Framework
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[bookmark: _Toc227667549]Figure 2.3.1: Conceptual Framework
(Source: Self-developed)
The framework shows the effects of social media marketing (independent variable) on consumer behaviour outcomes (dependent variables) via the mediating variables, which are brand awareness, trust, brand recall, and consumer perception. The combination of these factors influences buying behaviours, loyalty and involvement, which explains how digital marketing affects consumer behaviour in a mutual manner.
[bookmark: _Toc228622545]2.4 Conclusion of Chapter 
This chapter has critically analysed the available literature on the subject of social media marketing and how it affects brand awareness and consumer purchase behaviour. The analysis reveals that the positive role of social media marketing is largely agreed upon, but the analysis has significant inconsistency in terms of the mechanisms by which it affects consumer behaviour. Specifically, the mediating role of such factors as trust, brand recall, and consumer perception is under-researched. Moreover, most studies are based on single variables and not analyse the interplay of such factors in a single study. This demonstrates a great research gap that this study aims to fill by incorporating these variables into a conceptual model that is complete. The knowledge obtained as a result of this review gives a solid ground to the further analysis and discussion.
[bookmark: _Toc228622546]CHAPTER 3: RESEARCH METHODOLOGY  
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This chapter explains the research methodology that is applied to establish the impact of social media marketing on brand awareness and purchase decisions. The purpose of this chapter is to describe the research philosophy, method, study design, data collection and data analysis methods as well as ethical issues. A well-developed and clearly outlined research methodology is relevant to make the research findings reliable, valid, and credible in general. This study adopts a qualitative secondary research strategy which involves analysis and interpretation of the available academic sources and industry reports. This chapter gives a comprehensive picture of the consumer perceptions, trust, and behavioural changes under the influence of social media marketing. The chapter begins with the description of the research philosophy, along with research approach and design. Furthermore, it explains the methods of data collection and analysis accompanied by ethical considerations. Thus, this chapter ensures that the entire research process remains systematic, transparent and academically rigorous. 
[bookmark: _Toc228622548]3.2 Research Philosophy 
Research philosophy refers to the set of beliefs and assumptions which concerns the nature of reality (ontology) and the way knowledge is developed (epistemology). It gives the basis on which the whole research process would be based and affects the choice of research methods and techniques. There are various philosophical paradigms of research in practice, such as positivism, interpretivism, realism, and pragmatism. Each of the philosophies provide a different approach to the way knowledge is supposed to be created and perceived. The research philosophy adopted for this study is interpretivism which is quite appropriate in research on subjective human experiences and social phenomena. The interpretivist research philosophy is based on the assumption that reality is constructed socially and that it may change with regard to perspectives and situations of different people. 
In contrast to positivism, where the objective measurement and quantifiable data are at stake, interpretivism emphasizes the importance of gaining an understanding of meanings, interpretations, and experiences as perceived by individuals (William, 2024).The choice of interpretivism can be explained by the fact that the topic of research is social media marketing, brand awareness, and consumer buy behaviour. These concepts are inherently subjective and are determined by the individual perceptions, emotions and social interactions. The responses of the consumers to social media marketing strategies, and brand messages greatly vary across individuals belonging from different age groups and regions. Thus, an interpretivist approach enables the researcher to investigate these complexities and have more insights of consumer behaviour across different cultural dimensions. 
Moreover, the social media platforms are highly dynamic and interactive, and the consumer perceptions are constantly constructed through communications, engagements and user generated contents. Consumers are not passive recipients of marketing messages which are circulated by brands on social networking sites. The consumers actively interpret, evaluate and respond to the social media marketing messages and simultaneously the purchase decisions are also influenced. Interpretivism allows the researcher to study these interactions and know how consumers generate their perceptions about brands using their experience with social media (Pervin and Mokhtar, 2022). The second valuable attribute about interpretivism is that it puts a strong focus on qualitative data and situational knowledge. 
As this study uses the secondary qualitative data, such as scholarly articles and industry reports, the interpretivism philosophy assists in the interpretation of stories, themes, and patterns within the existing literature. It enables the researcher to merge divergent opinions and find out common themes with respect to brand awareness, trust and purchase decisions. Interpretivism supports that the researcher actively participates in the interpretation of the secondary information. This applies especially in secondary research, where the researcher critically evaluates and interprets findings from different sources (Ikram and Kenayathulla, 2022). The study thus aims to develop a comprehensive understanding of the impact of social media marketing on consumer behaviour, brand awareness and purchase decisions rather than focusing on a single objective. Nevertheless, there are few limitations of the interpretivist research philosophy which needs to be considered for the study. 
This philosophy can be biased to some extent due to subjectivity, and the findings cannot be generalised to other populations. In spite of these drawbacks, interpretivism is quite suitable in this research study, given that it offers deep insight and details into complex social phenomena that cannot be fully captured through quantitative methods. Lastly, the research philosophy aligns quite well with the objectives of the study as it allows for an in-depth exploration of the consumer perceptions and behaviours in the context of social media marketing strategies. 
[bookmark: _Toc228622549]3.3 Research Approach 
Research approach refers to the logical reasoning process which establishes a link between the research philosophy and research design and methods. It defines the ways of data collection, analysis and interpretation to achieve the research objectives. There are two common research methods, namely deductive and inductive. Deductive method is the approach that attempts to test the current theories by using empirical data. On the other hand, the inductive approach is used in the development of new knowledge and theories based on the patterns and themes in the secondary data (Kumar and Ujire, 2024). The research approach which is adopted for this study is the inductive approach as it is suitable for understanding complex phenomena rather than testing predefined hypotheses. Inductive approach enables the researcher to construct knowledge by coming up with patterns, themes, and relationships in the data. It shifts from specific observations to generalisations and theoretical insights. The selection of the inductive approach is justified by the subject of the research. 
This study seeks to explore how social media marketing influences brand awareness and consumer purchase decisions as well as how consumer perceptions, trust and brand recall construct this relationship. These are dynamic topics which are subject to constant change because of the rapid technological advancements and changing consumer behaviour. Consequently, an inductive study helps the researcher to observe the new trends and form a more profound understanding of the subject. Contrary to a deductive approach, in which a hypothesis based on current theory is formulated, this study does not also seek to test a particular theoretical model. Rather, it attempts to interpret and generalise results of the available literature to create significant conclusions (Sinaga et al., 2023). The researcher is thus able to identify patterns and themes used in the majority of the studies involving social media marketing initiatives, consumer interaction, and buying behaviour. This is done through the examination of a large number of scholarly articles and industry publications. 
The other strength of the inductive approach is that it is flexible. It enables the researcher to modify the analysis with new findings that can be discovered in the course of the research. It is particularly important in the qualitative secondary research where the data is obtained from diverse sources with different perspectives and contexts. The inductive approach helps the researcher to combine all these views and come up with a holistic opinion on the subject. Moreover, the interpretivist research philosophy, which is used in the given research, is closely related to the inductive approach. Both of them focus on the consideration of subjective experiences and creation of knowledge using interpretation as an instrument instead of a measurement (Proudfoot, 2023). 
The combination of interpretivist research philosophy and inductive research approach focuses on the development of detailed insights, themes and patterns into how the consumers perceive and respond to the social media marketing strategies. Inductive reasoning used in this study has a number of steps which need to be properly conducted. The first stage is the selection of the relevant literature according to predetermined criteria, i.e., relevance, credibility and recency. Second, the selected studies are carefully reviewed to determine the main concepts and results related to social media marketing, brand awareness, and consumer behaviour. Third, the findings are examined and the common themes and patterns are identified. Finally, these themes are synthesised to develop a broader understanding of the relationships between the variables.
[bookmark: _Toc228622550]3.4 Research Design 
Research design is the general plan or strategy that dictates the research process making sure that the research objectives are well achieved. It offers a systematic format of data collection, analysis and interpretations. Research philosophy and strategy affect the selection of research design, as well as the nature of research problem. The research design adopted for this study is secondary qualitative design with a structured literature-based analysis. Qualitative research design is suitable as the objective of the study is to develop an in-depth knowledge of the consumer perception, attitudes and behaviours instead of quantifying variables (Cheong et al., 2023). Social media marketing is a complex and evolving phenomenon that requires subjective interpretation, emotional reactions, and social interactions. Thus, the qualitative design can provide a more detailed and contextual investigation of these aspects. The secondary research design used in this study involves the use of pre-existing data instead of primary data collection. 
The method is quite appropriate to this study because it allows studying a broad scope of scholarly materials, journal articles and industry reports that have already been conducted on different aspects of social media marketing. The synthesis of findings of various sources can help the research draw an in-depth picture of how social media marketing is related to brand awareness and consumer purchase decisions. The benefits of the secondary qualitative research include the fact that it offers access to a vast amount of data in different contexts, such as countries, industries, and consumer segments. This makes the analysis deeper and more comprehensive, and a more cohesive view of the research topic is available. Moreover, secondary research is relatively cheap and time efficient because it does not require any primary data collection procedures such as surveys or interviews (Taherdoost, 2022).
The research design also undertakes a structured literate-based approach in which the relevant studies with regard to the topic are systematically identified, reviewed and ultimately analysed. This includes establishing exclusion and inclusion criteria to make sure that the selected sources are of high quality and relevancy. The paper concentrates on peer reviewed journal articles and other credible publications that have been published in recent years and ensures relevance, reliability and academic integrity of the findings. The research design allows a comparative analysis because it enables the researcher to study the similarity and differences between different studies (Wallwey and Kajfez, 2023). 
This assists in finding consistent patterns and contradictions in the literature that provide high-quality results about the efficiency of the social media marketing strategies to impact brand awareness and consumer buying intentions. As it is a secondary data study, the researcher does not have much control over the quality and methodology of data collection in the primary studies. Besides, the results can be determined by the situations within which the original research were carried out which can impact on their generalisability. 
However, the limitations do not make the research design less credible as it allows the development of in-depth and comprehensive analysis of the published literature. It is consistent with the interpretivist philosophy and the inductive approach and offers a solid basis to comprehend the association between social media marketing strategies, brand awareness, and consumer purchase decisions. 
[bookmark: _Toc228622551]3.5 Data Collection Methods 
Data collection is one of the significant stages of the research methodology as it determines the quality and the reliability of the findings. In this study, the data is collected from secondary sources which involves gathering and analysis of the available literature rather than development of new data through primary methods. This chosen approach of secondary data collection corresponds to the qualitative research design and can be combined with the philosophy of interpretivism and the inductive approach applied in this research (Ajayi, 2023). The secondary sources that are utilized in this research are peer-reviewed journal articles, scholarly books, conference papers, and credible industry reports. Such sources are useful in getting information on social media marketing techniques, brand awareness, consumer perceptions and buying decisions. 
The academic databases which are used for the collection of secondary data include Google Scholar, Scopus, Emerald Insight, and ScienceDirect. These databases are well known due to their credibility and extensive availability of scholarly publications. The systematic search strategy is used to make the data collection process rigorous and transparent (Mwita, 2022). Relevant studies are identified using specific keywords, such as “social media marketing, brand awareness, consumer purchase decision, consumer trust and digital marketing behaviour”. Moreover, Boolean operators as “AND” and “OR” are used to focus the search results and get more precise results. The inclusion criteria ensure that the studies which are published in the last 3 to 4 years are used for the data collection and analysis purposes. 
Only the credible and peer reviewed academic articles and industry reports are used to gather secondary data and develop meaningful insights. As per the exclusion criteria, blogs and unverified websites are not used to gather secondary data for the study. Furthermore, the selected studies are carefully reviewed and organised in order to facilitate effective analysis about the impact of social media marketing activities on brand awareness and buying intentions. 
However, it must be noted that the secondary data collection has some limitations. The researcher cannot influence the way the original data were collected, and this could interfere with its reliability and validity. It is also susceptible to publication bias, where papers, which report the positive results, have high chances of getting published (Baldwin et al., 2022). In order to overcome these weaknesses, the research critically examines the credibility and authenticity of each source and compares findings across various studies to draw a consistent conclusion. The use of the secondary data collection methods ensure that relevant information for the concerned topic is gathered in a robust and efficient way. Lastly, the study ensures that the collected secondary data is highly suitable, and reliable for the analysis of the impact of social media marketing on brand awareness and consumer buying decisions. 
Protocol and Registration - The study follows the Preferred Reporting Items of Systematic Reviews and Meta-Analyses (PRISMA) guidelines of 2009 to have a well-organised and transparent research process. A set protocol was prepared to direct the review which involved the development of research objectives, search strategy and the selection criteria. Even though the protocol was not officially registered in databases as the research was doctrinal in nature, it was adhered to, throughout the research to ensure methodological rigour and reliability.
Eligibility Criteria - Eligibility criteria were set in accordance with the objectives of the research and informed through pertinent study features.
Inclusion Criteria,
· Research on studies relevant to social media marketing, brand awareness and consumer purchase decision.
· The review focused on empirical studies analysing the influence of social media platforms such as Instagram and Facebook on consumer behaviour.
· Scholarly publications, academic journals and Peer-reviewed journals.
· Articles that are published in 2020 or later.
· English language publications.
Exclusion Criteria,
· Articles published before 2020.
· Non-English studies.
· Non-scholarly literature including blogs or opinion pieces.
· Articles that are not in the full text or are not related to the topic of the study.
The criteria also made sure that only pertinent, valid and up-to-date studies were included which increased the reliability of the findings.
Search Strategy and Information Sources - A thorough literature search was done in various academic databases such as Google Scholar, Scopus and ScienceDirect. Search involved studies published between 2020 and 2026 with the last search taking place in April 2026. The search strategy was structured with the help of such keywords as social media marketing, brand awareness, purchase decision, consumer behaviour and digital marketing which were joined with the help of Boolean operations such as AND and OR. The filters were used to limit the results to English-language publications. Also, reference lists of chosen articles were consulted to find out more relevant studies to ensure that the literature would be thoroughly covered.
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[bookmark: _Toc227667550]Figure 3.5.1: PRISMA Framework
(Source: Self-developed)
Selection of study and collection of data - The PRISMA framework was used to select the studies such as identification, screening, assessment of eligibility and final inclusion. Firstly, 200 records were located in different databases. Upon eliminating duplicates and irrelevant studies, the rest of the articles were filtered through titles and abstracts. Eligibility was then screened and finally 50 studies were included by conducting full-text screening of the studies against predefined criteria. The extraction of the data was carried out in a systematic manner through a structured format which included the author, date of publication, research method, variables under study and the findings. This was done manually and checked to maintain uniformity as well as accuracy.
Data Items and Risk of Bias - The data extracted covered variables such as the kind of social media platform used, the marketing strategies, brand awareness and influence on purchase decision. Other variables were sample characteristics and research methods of the studies. Individual studies were evaluated qualitatively to determine their credibility of sources, clarity of methodology and validity of findings which was used to evaluate the risk of bias. Preference was given to peer-reviewed articles to ensure reliability. The unclear methods and weak empirical support in studies were not included to preserve the quality of the review.
Results and further analysis synthesis - The thematic analysis was employed in the analysis of the data to determine patterns and associations between marketing via social media and consumer reactions. The most important topics were the efficacy of social media interaction, effect on brand awareness and effect on consumer buying intentions. Since it is a qualitative study, there were no statistical summary measures. The synthesis used findings of studies to compare and determine research gaps and trends. Potential bias of all studies such as publication bias was reduced due to the inclusion of various and valid sources. Further thematic categorisation offered more information on the influence of social media in the formation of consumer behaviour.
[bookmark: _Toc228622552]3.6 Data Analysis 
Data analysis is an important process in the study period since it entails the interpretation of gathered data to come up with valuable information & insights and respond to research questions. Thematic analysis is used as the method for the analysis of the secondary qualitative data. Thematic analysis is a common technique in qualitative studies where one can identify, analyse, and interpret the patterns or themes in data (Ahmed et al., 2025). It is also applicable in this study especially because it supports the interpretivist philosophy and inductive approach adopted for this research. Thematic analysis provides a flexible and systematic framework for analysis of the secondary data including peer reviewed journals, articles and industry reports. Since the study uses secondary qualitative data, the thematic analysis method allows the researcher to synthesise the findings of multiple studies and ultimately develop a comprehensive understanding of the subject matter. 
It gives the opportunity to investigate the repetitive ideas concerning social media marketing, brand awareness, consumer perception, trust, and purchase decision-making. There are a few main steps of the process of data analysis. The initial phase is familiarisation with data where the researcher goes through and reads the selected literature severally so as to understand the information well. This step is mandatory to determine initial ideas and patterns with the data. The second phase is the creation of initial codes, during which a piece of information is raised and sorted out into the relevant ones. 
Coding is used to arrange the data into important groups and determine important concepts in respect to the research objectives (Ayre and McCaffery, 2022). Moreover, some of the themes that can be found on the codes are consumer trust, influencer impact, brand recall, and user engagement. The third phase is searching for themes in which the codes that were identified are further organized into broader categories. These themes are the important patterns of the data and give a systematic manner of analysis of the relationship amongst various variables. The themes that can be considered in this research are social media marketing plan of interest, consumer perception and brand awareness building, and purchase decisions. 
In the fourth step, themes are reviewed and refined in such a way that they depict information well. In this step, the researcher does a comparison of themes of various studies and repercussions by making sure that the theme is consistent and applicable. Any repetitive or ambiguous themes are altered or combined in order to enhance clarity. The fifth stage is identifying and labelling themes where every theme is particularly described and associated with research objectives. This measure makes the thematic analysis logical and structured and enhances academic integrity. Finally, the themes are interpreted, presented and linked with the findings of the existing studies and theoretical concepts. 
One of the main advantages of the thematic analysis method is its flexibility and the capability to deal with large volumes of secondary data (Naeem et al., 2024). This research maintains transparency in the coding and theme development process and contrasts the results of the findings in several articles to amplify the credibility of the analysis. Therefore, thematic analysis is a strong and systematic method of analysis of the secondary qualitative data and is quite appropriate in the context of the accomplishment of the objectives of the study.
[bookmark: _Toc228622553]3.7 Ethical Considerations 
Ethics issues are crucial in promoting integrity, credibility, and trustworthiness of academic research. This study is grounded in the secondary data and does not include the direct interaction with the human participants. However, it is also crucial to follow the principles of ethical research during the entire course of research. Academic integrity is one of the major ethical issues in this study as it is based on the existing literature such as peer reviewed journals, articles, books and industry reports. Therefore, it is essential to ensure that all the secondary sources are properly cited with the help of appropriate referencing style such as Harvard referencing. The proper citation not only acknowledges the credits of the original authors but also helps to avoid plagiarism and ensures strong academic integrity (Nii Laryeafio and Ogbewe, 2023). 
The use of credible and reliable sources is another crucial element of the ethical aspect. The research makes sure that it analyses the works of high quality, peer-reviewed, and reputable sources. This aids in ensuring that the validity and reliability of the research findings is maintained. Inclusion of biased, old, and unreliable sources can result in misleading conclusions and reduce the overall quality of the research. Data accuracy and representation is also an issue which is also considered in this study (Taquette et al., 2022). As the study is done through the interpretation of the findings of the existing studies, it is necessary to present the data with maximum accuracy and prevent misunderstanding or biased reporting. 
The researcher makes sure that the results obtained from various sources are depicted in a fair way without misrepresenting the original meanings. Another ethical concern for this study is the transparency of the entire research process. The methodology includes the data collection and analysis procedures which are clearly described to ensure that the research is understood and evaluated by others. Thus, it can be said that transparency enhances the credibility of the study and helps researchers to build upon the findings. 
Moreover, the issue of intellectual property rights is also taken into consideration. Any ideas, theories, and the findings borrowed from other writers are quoted and no information is utilized without proper acknowledgment and citation. Though primary data collection is not involved in this study, the ethical concerns of the secondary sources such as bias in the existing literature can affect the quality of the findings of the current study.  The study is in compliance with institutional and academic standards of doing ethical research. These involve observing university rules and being honest and professional in carrying out the research. Finally, ethical aspects are also greatly considered in the present paper, despite the use of secondary sources (Mirza et al., 2023). The research does not involve ethical problems by guaranteeing proper references, utilizing credible sources, maintaining transparency, and being unbiased. This approach enhances its ethical standards and adds to the credibility and academic importance of the study.                                     
[bookmark: _Toc228622554]3.8 Conclusion 
The chapter has described the research methodology that is used to explore the effects of social media marketing on brand awareness and consumer purchase decisions. It has offered a vivid description of the research philosophy, approach and design, the appropriateness of an interpretivist and inductive framework with a qualitative secondary research design. The data collection methodology and methods as well as its use based on thematic analysis in interpreting the data were also discussed in the chapter that was based on credible academic and industry sources. Moreover, the ethical considerations were handled to make the research process more of integrity, transparency, and credibility. In general, the adopted methodology is a systematized and organised mechanism of studying the research problem. It allows unravelling an overall picture of consumer behaviour in social media marketing and offers a solid basis of the results and discussion offered in the next chapter.


[bookmark: _Toc228622555]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _Toc228622556]4.1 Presentation of Findings
	Sl no. 
	Author name
	Title 
	Research aim
	Methodology
	Research Findings 

	1.
	Irdasyah et al. (2022)
	The influence of social media marketing activities, brand awareness, brand image, against purchase intention
	The study aims to investigate the effects of the dimensions of social media marketing on brand awareness, brand image, and purchase intention.

	Survey of 161 airline passengers with purposive sampling analysed with SEM (SmartPLS).

	Social media marketing has a positive impact on brand awareness and image. Purchase intention is greatly determined by brand image and not by brand awareness

	2.
	Rachman et al. (2024)
	Mediating role of brand awareness: The influence of social media marketing and product quality on purchasing decisions
	To evaluate the effect of social media marketing and product quality in the purchasing decisions through brand awareness.

	Quantitative survey with random sampling, and data were gathered among Pepari Leather customers.

	There is a significant mediating effect of brand awareness between social media marketing, product quality, and purchasing decisions. Social media is an important factor in the creation of product awareness and decision-making.

	3.
	Zeqiri et al. (2025)
	The impact of social media marketing on brand awareness, brand engagement and purchase intention in emerging economies
	To examine the impact of social media marketing on brand awareness, engagement and purchase intention.
	Survey of 1,808 users in five countries and multi-group and PLS-SEM.

	Social media marketing has a positive influence on brand awareness, engagement, and purchase intentions. Engagement effects are moderated by differences in countries.

	4.
	Nurhadi et al. (2023)
	The power of website and social media for strengthening brand image, E-WoM, and purchase decision
	To investigate the impact of the quality of websites and social media on brand awareness, e-WoM, brand image and purchase decisions.

	Survey of 397 SME consumers, purposive sampling and analysed with the PLS-SEM.

	There is a positive correlation between the quality of websites and social media and brand awareness. Awareness of the brand increases e-WoM and brand image.

	5.
	Hanaysha (2022)
	Impact of social media marketing features on consumer's purchase decision in the fast-food industry: Brand trust as a mediator
	To examine the effects of the features of social media marketing and mediator brand trust.

	UAE fast-food customers survey, quantitative method and analysed by means of SEM (AMOS).

	Informativeness, relevance and interactivity have significant impacts on purchase decisions. Some of the relationships are mediated by brand trust.

	6.
	Romadhoni et al. (2023)
	Purchasing decisions effect of social media marketing, electronic word of mouth (eWOM), purchase intention
	To investigate how social media marketing and e-WoM affect the purchase intention and purchase decision.

	A quantitative study of 70 respondents, path analysis was used to analyze the results.

	The social media marketing and the e-WoM have a positive impact on purchase intention and purchasing decisions. Purchase intention is a mediator that increases the relationship between marketing activities and final decisions.

	7.
	Supiyandi et al. (2022)
	Influence of brand awareness, brand association, perceived quality, and brand loyalty of shopee on consumers’ purchasing decisions.
	To examine the influence of brand awareness and other dimensions of brand equity on purchasing decisions.

	Survey (N= 100, quantitative). Analysis: regression (SPSS).

	Brand awareness, perceived quality and brand loyalty are all important factors in purchase decisions. Brand loyalty is the most powerful factor.

	8.
	Waworuntu (2022)
	‘I see it, i want it, i buy it’: The role of social media marketing in shaping brand image and gen z’s intention to purchase local product.
	To investigate the impact of social media marketing on brand image and purchase intention in Gen Z.

	Survey of 184 Gen Z participants, purposive sampling, SmartPLS as an analysis tool.

	Social media marketing has a great influence on brand image and purchase intention. The brand image is an intermediary that implies that the right digital engagement strategies influence perceptions

	9.
	Purwanto (2022)
	How the role of digital marketing and brand image on food product purchase decisions? an empirical study on Indonesian SMEs in the Digital Era
	To assess the impact of digital marketing on purchase decision with the brand image as the moderator.

	Quantitative study with 320 SME consumers, analysed using regression and the Sobel test.

	Purchasing decisions are greatly influenced by digital marketing. This relationship is reinforced by brand image, which is a moderating factor.

	10.
	Helmi et al. (2022)
	The role of brand image as a mediator of the effect of advertising and sales promotion on customer purchase decisions.
	To examine the mediation of advertising and sales promotion effects on purchasing decisions through brand image.

	Survey of 198 respondents analysed using SEM (AMOS).

	Brand image and buying decisions are greatly affected by advertising and sales promotion. The mediating role and significance of brand image on consumer attitudes and behaviour are also confirmed by brand image directly affecting purchase decisions.


	11.
	Shams et al. (2024)
	Developing brand identity and sales strategy in the digital era: Moderating role of consumer belief in brand
	The purpose of the research was to study antecedents of brand identity and the moderating role of consumer belief in purchase decisions.

	Survey of 302 organisations and measured with covariance-based SEM.
	e-WoM, digital infrastructure and marketing capability are tremendous for brand identity. Purchase decision is moderated by consumer belief, which means that brand identity and trust have a high sales result in a digital setting.


	12.
	Coutinho et al. (2023)
	Credibility of social media influencers: Impact on purchase intention.
	To examine the impact of influencer credibility on brand equity and purchase intention.

	Quantitative survey that was analysed with PLS-SEM
	The credibility of influencers has a beneficial effect on brand equity and purchase intention. The indirect impact is on trustworthiness whereas expertise and attractiveness are drivers.

	13.
	Ellitan et al. (2022)
	The effect of social media marketing on brand image, brand trust, and purchase intention of Somethinc skincare products in Surabaya
	To determine the effects of social media marketing on brand image, brand trust, and purchase intention.
	Survey (160 respondents) which is analysed with SEM (SmartPLS).

	Social media marketing has a great impact on brand image and trust which lead to purchase intention. It also has an implication on purchase intention indirectly by these mediators,

	14.
	Perera et al. (2023)
	The impact of social media marketing and brand credibility on higher education institutes’ brand equity in emerging countries
	How does social media marketing influence the brand equity in terms of brand credibility?

	A survey of 936 students (two countries) and quantitative analysis was used.

	Social media marketing has a positive impact on brand equity through brand credibility. It was found that there are differences in the countries, where credibility was a greater factor in Vietnam.

	15.
	Malarvizhi et al. (2022)
	Modelling the significance of social media marketing activities, brand equity and loyalty to predict consumers’ willingness to pay premium price for portable tech gadgets
	To investigate the effect of SMM activities on brand equity, loyalty as well as willingness to pay premium prices.

	Survey of 1,332 participants, analysed with the help of SEM based on the S-O-R model.

	Trendiness, customisation, and e-WoM are significant factors in terms of brand image and awareness. These aspects determine the loyalty and readiness to pay high prices.

	16.
	Emini, (2021)
	Social Media Marketing And Purchase Intention: Evidence From Kosovo
	To investigate how social media marketing is related to purchase intention.
	Survey n=334 and analysed with SEM and bootstrapping.
	Purchase intention is indirectly affected by social media marketing. The relationship is fully mediated by brand engagement, with no mediation by brand awareness, indicating that brand engagement is more important than brand awareness in influencing the purchase behaviour.


	17.
	Sianturi et al. (2022)
	The impact of social media marketing on purchase intention
	The research aims to determine the association between purchase intention and social media marketing.
	Survey of 152 respondents and analysed using correlation analysis (SPSS).

	There is a positive correlation between social media marketing and purchase intention, particularly in the case of informative, beneficial, and comparable content.

	18.
	Hanaysha (2022)
	Impact of social media marketing features on consumer's purchase decision in the fast-food industry: Brand trust as a mediator
	The study focuses on exploring the attributes of SMM and mediating brand trust.

	Quantitative survey and analysed with the use of SEM (AMOS).

	Informativeness, relevance, and interactivity have a strong influence on purchase decisions, whereas entertainment does not. Brand trust also mediates important relationships, which show the significance of the trust-building characteristics of marketing.

	19.
	Sharma et al. (2022)
	A multi-analytic approach to predict social media marketing influence on consumer purchase intention
	To test the effect of SMM on purchase intention through the mediation of brand equity and inspiration.

	A 236 respondent survey, PLS-SEM and ANN were used to analyse the survey.

	Social media marketing has a strong impact on purchase intention both directly and indirectly. The relationship is partially mediated by brand equity and consumer inspiration.

	20.
	Bushara et al. (2023)
	Power of social media marketing: how perceived value mediates the impact on restaurant followers’ purchase intention, willingness to pay a premium price, and E-WoM?
	To explore the effect of SMM on purchase intention, e-WoM, and willingness to pay through perceived value.

	Survey of 433 participants, and the analysis was done using PLS-SEM.

	The perceived value as a mediator between social media marketing and purchase intention, e-WoM, and willingness to pay has a positive influence. Relevant content and engagement add to the perceived value, which leads to better behavioural outcomes in consumers.

	21.
	Bilgin and Kethüda (2022)
	Charity social media marketing and its influence on charity brand image, brand trust, and donation intention
	To investigate how charity social media marketing affects brand image, trust and donation intention
	Survey of social media followers and analysed with the use of SEM
	Social media marketing has a strong impact on the donation intention both directly and indirectly. Brand image and brand trust are some important mediators.

	22.
	Heidari et al. (2023)
	Increasing sales through social media marketing: the role of customer brand attachment, brand trust, and brand equity.
	To examine the impact of SMM on the purchase intention based on brand attachment, trust, and equity.
	Survey of 363 participants and PLS-SEM analyses.
	There is a strong effect of social media marketing on brand equity, trust and attachment, resulting in purchase intention. Brand trust and attachment are powerful mediations.

	23.
	Srivastava et al. (2022)
	Social media marketing and brand loyalty: Analyzing the mediating role of brand trust
	To examine the mediating effect of brand trust between SMM and brand loyalty.
	SmartPLS was used to analyse survey data.
	Social media marketing has a positive influence on brand loyalty, and brand trust mediates this relationship. 

	24.
	Althuwaini (2022)
	The effect of social media activities on brand loyalty for banks: The role of brand trust.
	To examine the effect of SMM activities on brand trust and loyalty
	Survey of 252 customers of the banking sector and processed in SmartPLS.

	Brand trust and brand loyalty are greatly affected by customisation, entertainment and promotions.

	25.
	Samarah et al. (2022)
	The role of brand interactivity and involvement in driving social media consumer brand engagement and brand loyalty: the mediating effect of brand trust
	To assess how interactivity and involvement affect engagement, trust and loyalty?

	A survey of 353 respondents and PLS path modelling were used to analyse the data.

	Interactivity and involvement of the brand have positive effects on consumer engagement, which increases trust and loyalty.

	26.
	Ramadhani and Prasasti (2023)
	BRAND TRUST CAPACITY IN MEDIATING SOCIAL MEDIA MARKETING ACTIVITIES AND PURCHASE INTENTION: A CASE OF A LOCAL BRAND THAT GO-GLOBAL DURING PANDEMIC
	To determine the mediating effect of brand trusting on SMM and purchase intention.

	A survey of 200 respondents and quantitative analysis.

	The purchase intention is highly affected by social media marketing, and brand trust is a mediating factor. The important dimensions of SMM, e-WoM, and customisation have a powerful influence on the purchase intention based on trust.


	27.
	Husain et al. (2022)
	The impact of brand equity, status consumption, and brand trust on purchase intention of luxury brands
	To examine how SMM, brand equity, trust and status consumption affect purchase intention.

	Survey 453 participants and analysed with SEM
	Brand equity and social media marketing have a significant impact on luxury purchase intention.

	28.
	Ali et al. (2025)
	Social media marketing and brand loyalty: exploring interrelationships through symmetrical and asymmetrical modeling
	The purpose of the research is to study the relationships between SMM, brand equity, trust, and loyalty.

	Survey of 402 respondents, analysed with PLS-SEM and fsQCA were used to analyse it.

	Social media marketing has a positive impact on brand equity, trust and self-brand connection, which results in higher brand loyalty.

	29.
	Heng Wei et al. (2023)
	Social media communication with intensified pandemic fears: evaluating the relative impact of user-and firm-generated content on brand loyalty
	To assess the influence of user- and firm-created content on trust and loyalty.

	A survey of 434 participants and SmartPLS was used to analyse the results.

	Content created by a firm influences perceived quality and brand trust more than content created by users.

	30.
	Nosi et al. (2022)
	The influence of online and offline brand trust on consumer buying intention.
	To investigate the impact of online and offline brand trust on buying intention.

	A survey among 3,335 participants and the results were analysed with the help of SEM.

	Brand trust (both online and offline) has a substantial impact on buying intention. There is a significant importance of trust in different digital touchpoints.

	31.
	Reza et al. (2026)
	The Influence of Promotion, Price Perception and Product Quality on Purchasing Decisions: Mediation of Brand Image and Moderation of Word of Mouth Consumers of SMEs in Kampung Tahu Kediri
	To investigate the impact of promotion, price perception and product quality on buying behaviour using brand image as a mediator and WOM as a moderator.

	Survey of 384 respondents, and analysed using SEM-PLS.
	Promotion and product quality are important factors in determining the purchase decisions and not price perception.

	32.
	Maulid et al. (2022)
	The impact of social media marketing on consumer purchase decisions
	To assess the impact of social media marketing on consumer purchases
	Quantitative explanatory research using questionnaires and analysed with regression analysis.

	Content creation, sharing, connecting, and community building play a crucial role in individual and collective purchase decision-making, highlighting the significance of active engagement strategies in social media marketing

	33.
	Francis et al. (2023)
	The impact of digital marketing on consumer purchasing behaviour
	To explore the impact of digital marketing on consumer buying behaviour in Nigeria.
	A survey of 385 respondents and it was analysed using regression analysis.
	Digital marketing plays a major role in affecting consumer purchasing behaviour. The effects of all independent variables are strong, meaning that digital platforms improve the way the customers interact with the platform and make decisions in competitive markets.

	34.
	Dewi and Agustina (2025)
	The Impact of Digital Marketing and Product Pricing on Purchase Intention and Customer Satisfaction
	The research will examine the effects of digital marketing and pricing on purchase intention and customer satisfaction.
	Survey of 105 participants along with multiple regression (SPSS) analysis.

	Purchase intention and satisfaction are more affected by pricing than by digital marketing.

	35.
	Awaluddin (2025)
	Digital Technology Adoption and Online Marketing Strategies as Drivers of Consumer Purchase Decisions with the Moderating Effect of Service Quality
	To investigate the effects of the adoption of digital technology and online marketing on purchase decisions with service quality as a moderator.

	Survey of 200 participants, PCA and regression analyses
	Digital technology and marketing approaches play a significant role in purchase-making. Service quality reinforces such relationships, which illustrates its moderating value in increasing consumer trust and decision-making behaviour outcomes.

	36.
	Sudirjo et al. (2023)

	The Influence of Social Media Marketing And Brand Awareness On Cafe Yuma Bandung Purchase Decisions. 
	To investigate how social media marketing and brand awareness impact purchase decisions.
	quantitative survey and regression analysis.
	Both variables have a significant and positive influence on purchase decisions and brand awareness enhances the influence of social media marketing.


	37.
	Fajri et al. (2021)
	The effect of social media marketing on purchase decisions with brand awareness as an intervening variable in praketa coffee shop purwokerto.
	To investigate social media marketing’s effect on purchase decisions with brand awareness as mediator. 
	Quantitative analysis of SEM.
	Social media marketing plays a significant role in making purchase decisions either directly or indirectly, via brand awareness.


	38
	Hasan and Sohail (2021)
	The influence of social media marketing on consumers’ purchase decision: investigating the effects of local and nonlocal brands.
	To identify the impact of social media marketing on the purchase decisions in both local and non-local brands
	Quantitative analysis (survey-based)
	There are significant positive effects and stronger effects when it comes to nonlocal brands as opposed to local brands.


	39.
	Andreani et al. (2021)
	Social media influencer, brand awareness, and purchase decision among generation z in Surabaya.
	To examine how social media influencers and brand awareness have an effect on Gen Z buying behavior.
	Quantitative surveys
	Influencers have a considerable impact on the brand awareness which positively influences the purchase decision.


	40.
	Jasin (2022)
	The role of social media marketing and electronic word of mouth on brand image and purchase intention of SMEs product.
	To investigate the marketability of social media and eWOM and its impact on brand image and purchase intention of SMEs
	Quantitative analysis
	Both factors have a positive influence on brand image, having a significant positive impact on purchase intention of consumers.


	41.
	Majeed et al. (2021)
	The influence of social media on purchase intention: The mediating role of brand equity.
	To examine the effect of social media on purchase intention with brand equity as a mediator. 
	Quantitative survey and the SEM analysis
	Social medai has a positive impact on purchase intention and the brand equity plays a significant role to enhance it.

	42.
	Siddiqui et al. (2021)
	Creating electronic word of mouth credibility through social networking sites and determining its impact on brand image and online purchase intentions in India.
	To examine the credibility of eWOM through social networking sites and its effect on brand image and purchase intention in India.  
	Quantitative analysis
	Credible eWOM highly augments brand image that consequently positively impacts online purchase intentions. 

	43.
	Moslehpour et al. (2021)
	What makes GO-JEK go in Indonesia? The influences of social media marketing activities on purchase intention.
	To investigate how social media marketing activities impact purchase intention of GO-JEK in Indonesia. 
	Quantitative analysis
	Entertainment, interaction and trendiness in social media are important factors influencing the purchase intention.

	44.
	Sijabat et al. (2022)
	The role of social media influencers in shaping customer brand engagement and brand perception.
	To identify how social media influencers can affect brand engagement and perception.
	Quantitative analysis (Survey)
	Influencers bring a great deal of customer engagement that positively affects brand perception, and consumer-brand relationships.

	45.
	Haryanto et al. (2022)
	Social media and viral marketing analysis of purchase decisions through TikTok applications.
	To investigate how social media and viral marketing can impact purchase decisions through TikTok.
	Quantitative analysis
	Viral marketing and engagement in social media have a significant influence on buying choices, highlighting the effectiveness of TikTok as a marketing tool.


	46.
	Gesmundo et al. (2022)
	TikTok as a platform for marketing campaigns: The effect of brand awareness and brand recall on the purchase intentions of millennials.
	To examine the impact of TikTok marketing on purchase intention of millennials through brand awareness and recall. 
	Quantitative analysis
	Both factors have a significant improvement in purchase intention with brand recall, having a greater impact on consumer purchase-decision.

	47.
	Chaudhary (2021)
	Impact of Instagram as a tool of Social Media Marketing.
	To examine the impact of Instagram as a marketing tool in social media.
	Qualitative analysis
	Instagram is a potent tool in terms of increasing brand awareness, interaction and interaction with consumers, consequently, shaping consumer buying behaviour and brand-consumer relationships.

	48.
	Meliawati et al. (2023)
	The effect of social media marketing Tiktok and product quality towards purchase intention.
	To investigate how the impact of TikTok social media marketing and product quality on purchase intention. 
	Quantitative analysis
	Both factors play an important role in purchase intention whereby product quality has a greater impact than social media marketing activities.

	49.
	Sudirjo (2021)
	Social media, consumer motivation, and consumer purchase decision for fashion consumers in semarang district.
	To identify the effects of social media and consumer incentive in the decision to purchase fashion. 
	Quantitative surveys
	 Both two variables have a significant influence on purchase behaviour with consumer motivation being one of the determinants of buying behaviour.

	50.
	Ao et al. (2023)
	Impact of social media influencers on customer engagement and purchase intention: A meta-analysis.
	To investigate the effect of social media influencers on engagement and purchase intention. 
	Quantitative analysis
	The social media influencers are important in increasing customer engagement that is a strong predictor of the purchase intention, indicating their efficiency in the contemporary digital marketing practices.
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4.2 Analysis of Results 
The discussion of the chosen articles shows that there is strong and steady correlation between consumer purchase behaviour and social media marketing (SMM) activities. Throughout the literature reviewed, several important dimensions are identified that include entertainment, interactivity, informativeness, trendiness and customisation as critical drivers that affect the consumer perceptions. These factors contribute greatly to brand awareness and brand image which are considered to be key mediating variables between SMM and purchase intention. Moreover, there is recurrent mention of electronic word-of-mouth (eWOM) and influencer marketing as the potent tools that influence consumer trust and interactions. Some works point out that the credibility and relatability of the influencers enhance brand engagement, especially with younger customers such as Gen z and millennials. 
Moreover, platform-specific analyses (TikTok and Instagram) suggest that content that is visually stimulating and viral is crucial in capturing the attention of consumers and speeding up the process of making a decision. Nevertheless, brand awareness is a factor that leads to purchase intention, but numerous studies have pointed out that brand image and perceived quality have a greater and more direct effect. Generally, the results indicate that SMM is a communication tool as well as a strategic engine of consumer behaviour that works via numerous interlinked psychological and behavioural routes. In addition, certain demographic factors such as age, digital literacy and consumer involvement, moderate responses to social media marketing. 
While younger consumers are more likely to respond favourably to interactive and influencer-suggested content, older consumers tend to rely more heavily on information, value and credibility cues when responding to social media marketing. Additionally, SMM combined with product quality and service properties further promote purchase intentions, thereby providing a complete picture of what is required from digital marketing strategy that provides true value to consumers. Finally, cross-platform consistency is an increasingly important factor in how consumers interact with multiple social media channels prior to making a decision. Therefore, it is critical that a coherent and synchronised digital marketing strategy exists across multiple platforms. 
The synthesis of the studies reviewed indicates that there is a consistent positive correlation between social media marketing and brand recognition, which is mainly caused by engagement, quality of content, and activity of influencers. But the results also present the fact that brand awareness itself is not a sufficient factor to directly affect purchase choice as multiple studies have demonstrated that there exist a set of mediating measures like brand trust, perceived value and brand image. 
This implicates that the effects of the social media marketing are not direct but rather indirect and work in symbiosis of both cognitive and emotional. Also, industry and consumer differences suggest that the usefulness of these strategies is not general and may need to vary based on the occasion. Hence, the question of interdependence between social media marketing and consumer behaviour is complicated and needs a multi-dimensional approach rather than a simple cause-and-effect interpretation.
[bookmark: _Toc228622558]4.3 Discussion of Results 
The results are consistent with the available marketing theories, especially the hierarchy of effects models which demonstrate that purchase decisions are preceded by awareness and perception. The analysed literature supports the fact that social media marketing is a powerful tool that helps to transfer consumers through various stages such as increasing the level of visibility, engagement and trust. The significant position of the influencers and eWOM represents the transformation of traditional advertising into the peer-based and community-based persuasion, in which authenticity and credibility are the key factors. 
It is especially applicable to the situation with digital-native consumers who strongly depend on social proof prior to making a purchase. Further, the greater impact of brand image as compared to brand awareness implies that consumers require more than exposure and need to have meaningful associations, perceptions of quality and emotional attachments with brands. The development of the role of platform-specific strategies is also emphasized in the discussion since various social media platforms provide distinct dynamics of engagement. 
Nonetheless, the differences in geographical settings suggest that the effectiveness of the SMM strategies can be affected by the cultural and specific to the market aspects. Overall, the findings highlight why businesses must consider introducing integrated and consumer-oriented social media tactics that extend beyond promotion and instead emphasize on establishing trust, engagement and long-term brand relationships. The findings also indicate that marketers must focus on personalisation and using data to improve effectiveness of future marketing strategies.  As the needs and expectations of consumers change, Marketers must continually evolve their content and engagement strategies in order to maintain the relevancy, competitiveness and to be able to establish and maintain long-term customer loyalty in today’s rapidly changing digital marketplaces.
The findings support existing literature by confirming that social media marketing is a compelling instrument in creating brand awareness and affecting consumer behaviour but also adds on the previous studies by affirming the importance of trust and perception as mediating variables. Although previous research tends to state that there is a direct correlation between the two, it has yielded outcomes which show that consumer decision-making happens to be more delicate and depends upon the credibility and genuineness of market content. This reflects the ineffectiveness of the visibility-driven strategies and the necessity to have more relationship-based ones. Also, the differences in the results of various studies indicate that there is no consensus in terms of theoretical models, which supports the necessity of an integrated paradigm based on a set of factors that have an impact on each other. From a practical perspective, marketers should take a holistic approach that believes in the engagement, trust-building and consumer experience in order to bring about effective results.

[bookmark: _Toc228622559]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc228622560]5.1 Summary of main findings 
The results of this paper confirm that social media marketing (SMM) has a big and complex role in influencing brand awareness and consumer buying behaviour in the online market. The discussion shows that the dimensions of SMM that play a significant role in the perception and engagement of consumers with the brands include entertainment, interactivity, informativeness, trendiness and customisation. All these factors increase brand awareness and create a positive brand association that contributes to consumers being familiar with and remembering the brands in the competitive market. One of the key findings is that brand awareness is a significant mediating variable between social media marketing activities and purchase intention. 
Although, the research also emphasises that brand image and perceived quality are more directly and strongly related to the actual purchase decisions. It implies that awareness is necessary yet not enough on its own as consumers need to have more emotional ties and trust in the brand before they make buying decisions. Also, eWOM and the concept of influencer marketing become a key contributor to consumer trust and involvement. Micro-influencers and other influencers are considered to be the most effective as they are perceived to be authentic and relatable. Their suggestions have a great influence on consumer attitudes, particularly among younger generations such as Gen Z and millennials. 
Demographic factors including age, digital literacy and the level of consumer involvement have also been revealed as the key moderators of SMM effectiveness in the study. The younger generation is more sensitive to content that is visually appealing and interactive, especially in the platform such as Instagram and TikTok whereas the older generation is sensitive to information and content that is credible. Furthermore, the results focus on the significance of a regular and combined cross-platform approach. Brand perception can be undermined by inconsistent messaging as consumers tend to use more than one social media outlet to decide on the purchase. Thus, this research finds that SMM is a strategic mechanism that can shape consumer behaviour, based on intertwined psychological and social processes.
[bookmark: _Toc228622561]5.2 Conclusion based on the research questions 
To begin with, on the research question of social media marketing strategies employed to create awareness of the brand, it is evident that interactive and content-based strategies are key to successful marketing (Malarvizhi et al. 2022). Moreover, user-generated content and influencer marketing can be used to enhance the visibility and engagement significantly, which enhances brand awareness (Coutinho et al. 2023; Andreani et al. 2021). Instagram and TikTok were also mentioned among the effective tools to promote brand awareness because of the visual and interactive format (Chaudhary, 2021; Haryanto et al. 2022). Generally, evidence indicates that regular exposure, two-way communication, and content are major tactics employed by organisations to create a strong brand awareness.
Secondly, answering the question on the effect social media marketing has on the purchase decision of consumers, the results show that there is a strong and positive relationship between the two. Some articles state that social media marketing has a direct and indirect effect on purchase intention and the ultimate purchasing behaviours (Romadhoni et al., 2023; Sianturi et al., 2022; Sharma et al., 2022).  Nevertheless, other studies also suggest that in certain situations, social media marketing might not be effective enough. Other aspects of the product quality and prices might be more influential (Dewi and Agustina, 2025; Meliawati et al. 2023). 
Thus, although social media marketing is an effective engine, it becomes most effective when it is integrated with other marketing factors. Lastly, answering the research question on consumer perceptions and their influence on trust, brand recall and buying behaviour, the results indicate the importance of trust and perception as mediating variables. The research by Hanaysha (2022), and Srivastava et al. (2022) proves that the connection between social media marketing and purchase choice is enhanced by consumer trust considerably. Informative, relevant and interactive content generates a greater consumer trust, which in its turn leads to the emergence of a higher purchase intention. 
Furthermore, brand image, brand equity, and brand attachment turned out to be important contributors to consumer perception, as well as consumer behaviour (Ellitan et al. 2022; Husain et al. 2022). The fact that eWOM is able to provide plausible and familiar information also plays a significant role in generating perceptions and influencing the purchasing behaviours (Siddiqui et al. 2021). In addition, the influence of credibility of influencers was also found to have an important impact on trust and purchase intention (Coutinho et al. 2023). The findings suggest that positive consumer perception enabled by trust and credibility is needed to achieve the successful results of the social media marketing process.
[bookmark: _Toc228622562]5.3 Recommendation (Practical and Theoretical) 
According to the results of this research, it is possible to suggest several practical and theoretical recommendations that would help to make social media marketing more effective in changing brand awareness and attitudes to purchase products.
Practically, 
· Organisations must focus on the development of interactive, engaging and informative content that meets the consumer preferences. Short-form videos, user-generated content and storytelling techniques should be used in the content strategies to enhance engagement and brand recollection. 
· SMM activities and robust electronic word-of-mouth (eWOM) influence the purchase decisions greatly (Ellitan, 2022). Companies are thus encouraged to promote customer reviews, testimonials and social sharing. Also, influencer marketing would be used strategically, especially micro-influencers since they create a greater level of trust and authenticity among the audience (Romadhoni et al. 2023).
· The companies should also invest in forging a unifying brand image on different platforms. Nurhadi et al. (2023) assert that combining websites and social media platforms enhances brand image and amplifies eWOM which in turn has a positive influence on consumer purchasing behaviour. 
· Targeted advertising and personalisation that is done based on the data should be employed to deliver the audience with relevant content that will be given by specific segments to boost the rates of conversion. Companies should also be able to track and act on customer feedback on time to build trust and a good brand image.


Theoretically, 
· The future study should be aimed at studying the mediating and moderating effects of variables like brand image, consumer trust and perceived value in the correlation between SMM and purchase decisions. Irdasyah et al. (2022) point out that brand awareness and brand image both have an impact on purchase intention which implies the necessity to integrate theoretical models instead of focusing on a single variable. 
· Cross-cultural and longitudinal research is also suggested to gain insights into the impact of demographic and behavioural variations on the outcomes of SMM.
· Incorporating theories such as the hierarchy of effects and social influence theory can help to gain more in-depth knowledge on the role of eWOM and influencer credibility in influencing consumer decision-making (Ellitan, 2022). 
These recommendations, in general, underscore the importance of a holistic, consumer-focused and theory-based approach to the maximisation of the effects of social media marketing.
[bookmark: _Toc228622563]5.4 Limitations of Research
There are a number of limitations to this research. The study is founded solely on secondary data and thus, there is no control over data quality and data collection procedures. Research design, sample size and measurement tools could differ in various studies which could question the reliability and comparability of the results as the study is based on already published literature. Also, publication bias is a threat as positive findings are more likely to be released in print and thus, the effects of social media marketing on brand awareness and purchase decision may be overestimated. The research is qualitative and interpretivist which restricts the capacity of offering empirical validation or statistical generalisation of the findings. There is no primary data gathering (surveys or interviews) which makes the study less insightful into the real-time consumer behaviour and perceptions. The emphasis on the recent literature (2020-2026) is another limitation as it could be used to guarantee relevance though it might not cover the underlying theories and previous empirical research. Furthermore, the reviewed studies could also have cultural and geographical differences which may affect consumer behaviour in different ways and restrict the extrapolation of the findings to particular markets. These constraints demonstrate the necessity to interpret the results carefully.
[bookmark: _Toc228622564]5.5 Recommendation for Future Work
Future studies must consider the weakness of this study by including primary data collection strategies like surveys, interviews or experiments to offer empirical support of the relations between social media marketing, brand awareness and purchase decision. The generalisability and statistical credibility of results could be improved through quantitative methods with increased sample sizes. The moderating and mediating effects of other variables including consumer trust, perceived value and brand image also need to be conducted more closely through research. The longitudinal research designs would be beneficial as the digital technologies develop rapidly to monitor the change in consumer behaviour and response to social media marketing with time. 
Also, future research ought to carry out cross-cultural comparisons to learn how the effectiveness of social media marketing is different in the context of various geographical regions and cultures. This would give a more holistic understanding of global marketing. A further potential area of future research is studying platform-specific strategies, particularly those related to new platforms and capabilities, including short-form video content, live streaming and AI-inspired personalisation. Ethical issues such as privacy of data, misinformation and how it affects consumer trust should also be explored by researchers. Generally, future research studies ought to be more integrated and multidisciplinary to comprehend the dynamic aspect of social media marketing more effectively.
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