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Marketing is what an organization must to create and exchange value with costumers,this value creation is by meeting costumers’s need and marketing strategy Wich is the plan of sustained basis to create(Silk,2006).Successful business depends on successful marketing,simply without marketing the company cannot create or exchange value with customers.Social media is a term used to describe the type of media that is based on conversion and interaction between people online.People nowadays are multi-taskers and spend many of their waking hours tuning in to multiple media platforms at the same time,someone probably very comfortable surfing the web,texting their friends and perhaps talking on the phone while they sip a latte at the local coffee shop,these people called recently digital natives.
Social media marketing has become a very critical subject to analyze.A study by DEI Worldwide (2008) prepared the following statistics:70% of consumers visited social media platforms to get information,49% of 60% said they may use social media sites to pass along information to others online,and 45% of these who searched for information trough social media platforms participated in word-of—mouth.the report concludes that companies that do not activate social media in their online marketing strategy where missing an opportunity to reach consumer.Because the world of mouth and the information passing between costumers trough social media platforms, the value of one customers Is worth far more then what he originally spends.

Statement of Problem
Today , everything is about Social Media.Some industry scholars claim that,if u do not participate in Facebook, YouTube, and Second Life, you are not part of cyberspace anymore (Kaplan & Heinlein,210).The concept of Social Media must be in the top of agenda for businesses, decision makers and the most important for marketers.
Social Media interaction has become now a day an important part of almost each individual’s everyday life. Platforms such as Facebook,Twitter,Instagram have a large number of the users and they continue growing  every second of the day. These growing noumbers of social media users must attract marketers.Companies must have recognized social media marketing as in important tool that must be a main part of their marketing strategies.

Objective 
The objective of the study was to investigate the influence of social media marketing on the consumer purchase intention.

Research Question 
How marketers can use social media to influence consumer purchase intention?


Literature Review 
Various studies have been conducted on the social media marketing and its effects on consumer behavior specially the purchase intention. They also found that convenience was the main reason for this behavior. The study concluded that the influence of social media has different levels according to the stages the consumer go through during the purchasing decision making process. 
Depending on the stages of the process of decision making, the consumer showed to be more or less influenced by social media.
Research by Sema (2013) examined the influence of social media on traveler’s decision making for their futures vacation.The result showed the costumer satisfaction influenced by social media behavior intention stronger than positive word of mouth.
Ahmed and Zahid(2014) aimed to examine the impact of social media marketing on brand equity and costumer relationships management in terms of purchase intention.

The literature in general showed positive relationships between social media marketing and costumers purchase intention in various industries.

Conclusion

Present study investigated the impact of Social Media Marketing on Consumer Behavior.A good number of researches have been done on the topic specially in developed countries.
However presently the Social Media have gained tremendous popularity in developing countries.
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