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[bookmark: _Toc175956335]Abstract
The dissertation is examined the impact of social media advertising on consumer purchase decisions. Four hypotheses are formed. One on product demand. The second on user engagement, Third on peer and influencer impact and last one on influence. They are tested in this study thorough literature analysis. But also empirical research using a survey of social media users. The results show that social media advertising greatly enhances consumers' desire to possess things. Especially considering users' interaction with the content. Peer referrals intensify this drive even further. And also contacts with influential people. And illustrating that social media is a useful tool for influencing customer behaviour. The results confirm the use of social media in modern marketing strategies. They coincide with earlier research. The result of the research underlines the relevance of social media. as a means of swaying customer choices. And offering smart data to businesses trying to enhance the potency of their digital marketing initiatives.
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[bookmark: _Toc175956339]Chapter 1: Introduction
1.1. [bookmark: _Toc175956340] Introduction 
Social media has changed consumer behaviour and the terrain of marketing in the modern digital age. Both scholars and businesses are increasingly interested in the impact of social media channels on consumers' purchase choices. 
1.2. [bookmark: _Toc175956341] Background of the study
Since social media advertisements grew to be a major component of contemporary marketing, people's interactions with companies and purchase decisions have altered significantly (Anderson & Johnson, 2017). Social networking sites simplify communication, information exchange, and leisure activities as well as their use (Anderson & Johnson, 2017). 
1.3. [bookmark: _Toc175956342] Problem Statement 
Though social media advertising is used extensively, little is known about the particular processes by which it shapes consumer behaviour. 
1.4. [bookmark: _Toc175956343] Aims, Objectives, Research Questions, Hypothesis
Research Aim
The aim of this research is to examine how social media advertising influences retail consumers' buying decisions.
Research Objectives
1. To conduct an analysis of the influence of advertisements in social media on the choice of customers when making a purchase.
2. To identify the main factors influencing the relationship between social media marketing and customer purchase decisions.
Research Questions
1. How did social media ads change user awareness of resources?
2. What is the impact and role of comparisons, reviews and recommendations in social media?
3. How would these elements affect consumer confidence in making a purchase?
Hypothesis
Hypothesis 1: Social media increases the desire to own a product by exposing users to advertising material.
Hypothesis 2: People who have more engagement with social media’s advertisement contents tend to want the product more than other
Hypothesis 3: Customers need for certain things grows when they receive information from their peers and influential figures on social media.
Hypothesis 4: Customers need for certain things grows when they receive inspiration from their peers and influential figures on social media.
1.5. [bookmark: _Toc175956344]Rationale of the Research 
This study is justified by the increasing dependence on social media. It is related with the main information source and its major impact on consumer behaviour. This study adds to the corpus of information already in use by offering actual data on how well social media advertising supports wise consumer decisions.
1.6. [bookmark: _Toc175956345] Methodology (source, population, sample, measuring instrument, data collection, data analysis)
Surveys, a well-known approach for obtaining quantitative data on social media interactions and consumer behaviour (Saunders et al., 2019). It will be used primarily for this study's data collecting. 
From the population of internet buyers on social media, a sample of 200 responders will be selected. The sample size is calculated in response to the necessity to strike a compromise between thorough data collecting and pragmatic limitations (Saunders et al., 2019). 
This study will mostly use a questionnaire with closed questions as its measurement tool. Closed questions will help quantitative analysis by offering organised response possibilities (Saunders et al., 2019). The questionnaire will be used to gather information on user interactions with social media advertising. 
Online questionnaires will help to get the data. This approach is selected for its efficiency in contacting a great number of respondents inside a limited period and for its fit for gathering data from geographically scattered people (Kaplan & Haenlein, 2010). 
Descriptive Analysis techniques will be applied to examine the gathered data. Closed-ended question data will be methodically categorised and quantified using this approach, therefore enabling the discovery of trends in the replies (Krippendorff, 2018).
Deeper understanding of the fundamental causes of consumer attitudes towards social media advertising and behaviour comes from theme analysis (Braun & Clarke, 2006).
1.7. [bookmark: _Toc175956346] Scope of the study 
The study intends to give a thorough knowledge of how social media advertising effects customer behaviour by means of comparison information and evaluations by using these complimentary analysis approaches. The study will look at how consumer decisions are affected by social media advertising both favourably and negatively.
1.8. [bookmark: _Toc175956347]Structure of the Dissertation
This paper is consisting of 5 Chapters. The Chapter 1 is including the backgrounds, problem statement, aims, objectives, research questions, hypothesis, propositions, justification, methodology, scope, and structure. Chapter 2 is about Literature Review. Chapter 3 is related with methodology of research specifies the data analysis methodologies, sample strategies, study design, and data collecting methods. Chapter 4 is about data analysis and discussion presents the results of gathered data analysis. Chapter 5 is related with conclusion, limitation and recommendations. It is summarises the work, emphasises important findings. 
1.9. [bookmark: _Toc175956348]Conclusion 
This chapter has described the introduction to the study, giving a thorough context, identifying the problem, and therefore establishing the research aims, objectives, and hypotheses. Furthermore, included are the dissertation's justification, approach, scope, and organisation.


[bookmark: _Hlk171613179][bookmark: _Toc175956349]Chapter 2: Literature review
2.1. Introduction 
Focusing on the theoretical and empirical research pertinent to the influence of social media advertising on consumer decisions. Chapter 2 of this dissertation offers a literature analysis. This chapter explores the many aspects of social media's impact. 
[bookmark: _Toc175956350]2.1. Hypothesis 1: Social media increases the desire to buy a product by exposing users to advertising material.
This theory investigates the basic idea that effect of consumer demand. This is related with means of social media advertising. 
[bookmark: _Toc175956351]	Definitions
Kaplan and Haenlein (2010) define social media as "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content"​ According to some other claims that social media is defined as platforms that use mobile and web-based technologies to create highly interactive platforms through which individuals and communities share, co-create, discuss, and modify user-generated content (Kietzmann et al., 2011). This definition highlights the interactive and participatory nature of social media (Kietzmann et al., 2011). In 1994, the online media environment of Tokyo gave rise to the first use of the phrase "social media."(Aichner et al., 2021).   Social media describes internet resources and services that let people build social networks and exchange, trade, and exchange information (Gharal, 2023). 
Desire as a Motivational State is a state that represents an individual’s strong inclination or longing towards possessing a specific product (Perugini & Bagozzi, 2001). This desire is often driven by the belief that the product will fulfill certain needs or enhance one’s status or self-image (Perugini & Bagozzi, 2001). Desire in Consumer Behavior is an emotional response to marketing stimuli that creates a mental imagery of owning the product and experiencing its benefits (Belk, 1988). Measuring the frequency of searches for the product online, time spent viewing the product on e-commerce sites, and engagement with product-related content on social media (Bagozzi & Dholakia, 2006). Techniques such as eye-tracking to observe visual attention to product ads and neural imaging to assess brain responses to product stimuli (Wang, Minor, & Wei, 2011). Emotional content in social media ads can create a strong desire for products by eliciting positive emotions and connecting the product to users' self-concepts (Howard & Gengler, 2001). Social media amplifies social influence through social proof, where users see their peers engaging with a product, thereby increasing their own desire to own it (Cialdini, 2007). Exposure to product benefits through social media ads can cause cognitive dissonance, which users resolve by developing a stronger desire to purchase the product (Festinger, 1957).
Kotler and Keller (2016) define a product as anything that can be offered to a market to satisfy a want or need, including physical goods, services, experiences, events, persons, places, properties, organizations, information, and ideas. Armstrong et al. (2018) describe a product as a tangible or intangible item that fulfills consumer needs or wants and can be bought or sold in the market. 
Advertising, according to Belch and Belch (2018), is any paid way that a known sponsor promotes ideas, goods, or services in a way that is not personal. Bovée and Arens (1992) describe advertising as the non-personal communication of information usually paid for and usually persuasive in nature about products, services or ideas by identified sponsors through the various media. Van Doorn et al. (2010) define customer engagement as the level of a customer's cognitive, emotional, and behavioral investment in specific brand interactions. Brodie et al. (2011) describe customer engagement as a psychological state that occurs by virtue of interactive, co-creative customer experiences with a focal agent/object (e.g., a brand) in focal service relationships.  
[bookmark: _Toc175956352]	Relationship between social media and product own desire 
According to the study (Kumar, et al., 2023) exposure to promotional materials, particularly through influencer marketing, enhances potential buyers' desire to possess the promoted items greatly. According to the study, influencers' social media posts foster a deep emotional bond with their followers. This increases the audience's propensity to buy the items that are highlighted (Kumar, et al.,2023). 
A different study (Bond et al., 2010) explores that Facebook's sponsored search ads affect user behaviour. According to the study, because these sponsored links are highly targeted and pertinent to the users' interests (Bond et al., 2010).  They greatly raise the users' desire to buy the offered items when they come across them while using social media (Bond et al., 2010).
The study (Gelati & Verplancke, 2022) shows ads integrated in shared videos on Facebook and other comparable platforms can greatly increase viewers' intent to buy the offered items. According to the study, these advertisements work especially well at drawing viewers' attention (Gelati & Verplancke 2022). And also igniting their desire to buy the highlighted products when they are included within interesting video content (Gelati & Verplancke 2022).
As a conclusion, the evaluated research offers strong proof that social media advertising considerably raises consumers' behaviour to purchase products. 
[bookmark: _Toc175956353]2.2. Hypothesis 2: People who have more engagement with social media’s advertisement contents tend to want the product more than other
Higher degrees of contact with social media advertisements. Such as likes, comments, and shares. This is the way of correspond with a larger desire to acquire the promoted items. This hypothesis investigates the link between customer engagement and desire.
[bookmark: _Toc175956354]Definitions 
Broodie et al., (2011) consider social media engagement as the interaction between users and content on various platforms (Brodie et al., 2011). It covers likes, shares, comments, and watching of materials reflecting users' engagement and brand or product interest (Hollebeek, 2011). Engagement is a complex concept including cognitive, emotional, and behavioural aspects that reflect the user's attention, interest, sentiments, and behaviours towards a brand (Brodie et al., 2011; Hollebeek, 2011).
[bookmark: _Toc175956355]	Relationship between social media and engagement  
Study of Barger et al. (2016) shows that social media channels include interactive elements and dynamic material meant to grab users' interest (Barger et al., 2016). Therefore, promoting high degrees of user involvement (Barger et al., 2016). The research emphasizes that interactive tools as likes, comments, shares, and direct messaging are on social media sites to boost user engagement (Barger et al., 2016). These interactive components heightened engagement increase the desire for the promote products (Barger et al., 2016). This affects consumers who engage with brands' social media more than other consumers (Barger et al., 2016). 
The study of Muntinga et al. (2011) shows driving involvement on social media is mostly dependent on User-Generated Content (UGC) (Muntinga et al., 2011). This authenticity motivates people to interact with products more than others, therefore increasing its influence (Muntinga et al., 2011). 
The study of Dessart (2017) shows that social media channels let people create online communities where they could exchange shared interests and experiences (Dessart, 2017). These groups help to build trust and a feeling of belonging, which can increase involvement levels of customer more than others (Dessart, 2017). Brand communities on social media, for example, let consumers communicate with the brand and with one another. Therefore, fostering a supportive atmosphere that motivates continuous involvement with brand, as this acts more strongly on engaged consumers than others (Dessart, 2017).
The study Hollebeek et al. (2014) exposes that social media engagement also results from the emotional ties consumers have with the social media ads (Hollebeek et al., 2014). Strong emotional reactions to emotionally charged material (Hollebeek et al., 2014). Such as inspirational stories, touching testimonies, or funny postings—can result in greater degrees of participation (Hollebeek et al., 2014). Users' impressions and actions towards a brand or product can be very much influenced by emotional involvement (Hollebeek et al., 2014).
In conclusion, studies show increased engagement with social media advertising content. 
[bookmark: _Toc175956356]2.3. Hypothesis 3: Customers need for certain things grows when they receive information from their non-paid peers.
This theory takes into account the part peer influence. Those are more than paid ads, information and suggestions from friends. Those are acquaintances on social media greatly raise a consumer's perceived demand for a product.
[bookmark: _Toc175956357]Definitions 
Often driven by their knowledge, power, or popularity in a certain field, Key Opinion Leaders (KOLs) are people who have major influence over the attitudes and actions of others (Khanh Vi Tran & Uehara, 2023). These influencers are great assets in marketing and communication techniques as they use their reputation and trustworthiness to change the impressions and choices of their audience (Khanh Vi Tran & Uehara, 2023). Often seen as reliable sources of knowledge, they can greatly influence the buying choices of their followers (Khanh Vi Tran & Uehara, 2023). Their endorsements can significantly impact consumer choices (Katz & Lazarsfeld, 1955).  In the context of social media, influencers are individuals with a large following who can affect the opinions and purchasing decisions of their audience through their posts and interactions (Freberg et al., 2011).
[bookmark: _Toc175956358]	Relationship between KOLs and customer behavior 
The study of Yin et al., (2019) reveals that KOLs influence customer buying intention (Yin et al., 2019). The research shows that they do this by offering reputable recommendations and evaluations that appeal to their market (Yin et al., 2019).   KOLs with significant followings have more ability to change public opinion (Yin et al., 2019). KOLs' perceived knowledge and objective viewpoints help them to be more reliable than conventional commercials (Yin et al., 2019). Higher involvement and more impact on purchase decisions follow from this trust (Yin et al., 2019).
The study of Cialdini (2007) claims that KOLs magnify the idea of social proof—that people turn to others to gauge proper behaviour (Cialdini, 2007). Their big following and obvious sponsorships provide goods and services social validity, therefore motivating their consumers to make like-minded purchases (Cialdini, 2007). 
The study pf Barger et al. (2016) points out that KOLs establish an emotional connection with their audience by using personal tales and experiences (Barger et al., 2016). This increases followers' likelihood of acting on their advice (Barger et al., 2016).
In the conclusion customer behaviour is highly influenced by KOLs. This is statement is supported from the studies. They reveal how encouraging emotional bonds with their audience helps. 
[bookmark: _Toc175956359]2.4. Hypothesis 4: Customers need for certain things grows when they receive inspiration from their peers and influential figures on social media.
This theory is based on the motivating effect on social media of material distributed by peers and influential opinions leaders (KOLs). It suggests that consumers who see a product supported or creatively utilized by individuals they respect and trust are more likely to grow in demand of it.
[bookmark: _Toc175956360]Definitions 
Customer inspiration is the process by which consumers—often ending in a purchase—are pushed or encouraged to act (Böttger et al. (2017). Usually, this drive results from reading something that makes one feel good, aspirational, or desiring (Böttger et al. (2017). Content of many kinds can inspire you, including images, tales, testimonies, and endorsements (Cao et al., 2021)​. Influenced by the evocation and transcendence of ideas leading to goal-directed behaviour, Böttger et al. (2017) see customer inspiration as a motivating state that facilitates the transition from receiving new information to acting on it.
[bookmark: _Toc175956361]	Relationship between customer inspiration and KOLs 
	The study of Yin et al., (2019) shows that KOLs' experience and real interaction with their audience help to establish them as reliable and respectable sources of information (Yin et al., 2019). Encouragement of consumers to consider and buy items advised by KOLs depends mostly on this confidence (Yin et al., 2019). KOLs' endorsements' genuineness greatly increases their persuasive ability, which results in more customer involvement and conversion rates (Yin et al., 2019).
The study of Barger et al. (2016) explain that emotional material, including success tales or life-changing events, might encourage consumers to aim for like results, hence fuelling their desire to buy the recommended goods (Barger et al., 2016). 
The study Cialdini (2007) seeing KOLs support a product gives followers legitimacy and motivates them to do so (Cialdini, 2007). Communities created around particular hobbies or lifestyles where KOLs act as role models show these phenomena especially strong (Cialdini, 2007).
The study of Zhao et al. (2018) espouses that KOLs typically provide varied material, including tutorials, reviews, and behind-the-scenes peeks at product use (Zhao et al., 2018). This range of materials meets several facets of customer demands and preferences, thereby motivating people to think about and buy the items (Zhao et al., 2018). Studies of customer behaviour have shown the notable influence of KOLs (Zhao et al., 2018). For example, Zhao et al. (2018) discovered that the opinion dynamics and trust they create with their audience. This is because KOLs in e-commerce networks to significantly affect customer buying decisions (Zhao et al., 2018).
In the conclusion the examined studies demonstrate that consumers' demand and want for certain products have much raised. It is done when they get inspiration on social media from peers and influential people. 
[bookmark: _Toc175956362]2.5. Methodologies 
Different approaches are used to test the assumptions and gather relevant information in analysing the effect of social media on consumer behaviour. Social media users receive questionnaires to gather quantitative information on their interaction with social media advertising, peer recommendations' impact, and buying behaviour (Saunders et al., 2019) 
Observational research follows user interactions on social media sites (Kozinets, 2002). In-depth interviews with social media users and bloggers provide qualitative insights into personal experiences and viewpoints (Kaplan & Haenlein, 2010). Interviews enable one to investigate the fundamental causes of consumer behaviour and the role social validation and peer and influencer motivation play (Kozinets, 2002). Descriptive analysis helps expose trends and shared themes that appeal to consumers and increase interaction (Kozinets, 2002).
[bookmark: _Toc175956363]2.6. Research Gap
It is not well understood how age, gender, and cultural background affect the effectiveness of social media marketing. These differences and how they affect marketing plans deserve more investigation. Most research concentrates on the effects of social media contacts that are felt immediately or shortly after. Longitudinal research is necessary to comprehend how social media participation affects consumer retention and brand loyalty over time.
By filling these gaps, future studies can offer a more in-depth understanding of how to optimise social media plans for better customer engagement and company success.
[bookmark: _Toc175956364]2.7. Conclusion 
This review validates that social media is an essential instrument in forming consumer behaviour by aggregating ideas from many research. It validates the assumptions stated in this study by giving customers the required knowledge and social evidence to make wise and confident buying decisions.
 

[bookmark: _Toc175956365]Chapter 3: Research Methods & Methodology 
[bookmark: _Toc175956366]3.1. Introduction 
Emphasising the effect of social media advertising on customer behaviour, this chapter describes the research techniques and approach followed in this study. Тhe study seeks to offer a strong foundation for comprehending, via comparing information, assessments, and testimonies, how social media advertising effects purchase decisions.
[bookmark: _Toc175956367]3.2. Research Philosophy 
This study uses a positivist research philosophy. This approach fits this research as it seeks to use empirical data collecting and analysis to measure how social media advertising influences consumer behaviour (Saunders, Lewis, & Thornhill, 2019). Appropriate for polls and quantitative research, positivism depends on observable events and aims to generate law-like generalisations (Bryman & Bell, 2015).
[bookmark: _Toc175956368]3.3. Research Paradigm
The deductive method forms the research paradigm driving this work. Usually requiring the development of hypotheses based on current theories. Their subsequent verification through empirical study, deduction is the act of reasoning from general principles to specific cases (Collis & Hussey, 2014). Derived from current research, this study starts with theories regarding the impact of social media advertising on consumer behaviour and use data collecting to examine these hypotheses.
[bookmark: _Toc175956369]3.4. Research Approach
This work tests the established assumptions regarding social media advertising using a deductive research method. Starting with a theoretical framework, deductive research proceeds towards data collecting and analysis to either validate or refute the hypotheses (Robson, 2011). 
[bookmark: _Toc175956370]3.5. Research Methodology
The study approach consists of the general plan applied to logically and coherently combine the several elements of the research. This study uses a quantitative approach mostly depending on surveys to get data. When a lot of data from a noteworthy number of respondents is gathered by means of surveys, the researcher can make population inferences (Creswell, 2014).
[bookmark: _Toc175956371]3.6. Research Strategy 
The study plan calls for gathering primary data using well-crafted questionnaires. Closed questionnaires gather quantitative data for statistical study (Saunders et al., 2019).
[bookmark: _Toc175956372]3.7. Sampling 
The study's intended population is social media users who often buy online. Stratified random sampling is used to choose a sample size of 200 respondents thereby guaranteeing variation in social media usage habits and demographics (Saunders et al., 2019). This sampling technique improves the generalizability of the results and the representateness of the population.
[bookmark: _Toc175956373]3.8 Data collection and analysis
Descriptive Analysis techniques are applied in data analysis of the gathered materials. Closed-ended question replies are quantified and categorised using content analysis, therefore revealing trends and patterns (Krippendorff, 2018).
Those involved in this study largely contributed information online. Particularly via social media and direct email. It gathered in July 2024. An online survey distributed on numerous social media platforms helped to compile the material. People could easily access and fill out the poll as it was on Google Forms.  Individuals obtained the survey URL via private texts on social media and emails. 
Data gathering officially began on July 1, 2024. The most of the poll invitations were dispatched between July 1 and July 4, 2024. Over two weeks, responses arrived. The final ones were totaled on July 20, 2024.
Those who might be interested in answering were issued 200 invitations. Seventy of the two hundred invites that were sent out responded.  Following review of the responses, fifty were identified as accurate and included into the last research.
[bookmark: _Toc175956374]3.9. Ethical Consideration 
Conducting this research calls for first priority ethical issues. Every participant has informed permission, therefore guaranteeing their complete awareness of the goal of the research and their rights. Maintaining anonymity and confidentiality helps to safeguard participants' personal data and identify. The work follows best standards in ethical research behaviour (Saunders et al., 2019) and complies with ethical norms set out by the institutional review board.
[bookmark: _Toc175956375]3.10. Summary of Chapter 3 
Including the positivist research philosophy, deductive approach, quantitative methodology, and particular tactics for data collecting and analysis, this chapter has gone into great length on the research techniques and methodology applied in this study. Furthermore, listed are the ethical issues guaranteeing the legitimacy and integrity of the study. The latter data analysis and discussion of results are built up by this all-encompassing methodological framework.


[bookmark: _Toc175956376]Chapter 4: Data Analysis and Discussions 
[bookmark: _Toc175956377]4.1. Introduction
This chapter is to present the data analysis and related discussion on the outcomes. The results of the poll. It aims to contribute to a better knowledge of how social media influences consumer behaviour. So, offering insightful information that may guide academic debate as well as pragmatic implementations in marketing and customer interaction approaches.

[bookmark: _Toc175956378]4.2. Analysis and Discussion of the finding 
[bookmark: _Hlk174484125][bookmark: _Toc175956379]4.2.1. Demographic Analysis  
[bookmark: _Toc175608153]Figure 1 Gender of Respondents

Respondents' gender breakdown reveals a majority of females (60%), then followed by male (40%). This distribution indicates a well-balanced sample with a minor female predominance.
[bookmark: _Toc175608154]Figure 2 Age of Respondents

With 30% respectively, the age distribution shows a concentration of responders in the 18-24 and 25-34 age categories. Also, individuals under 18 (20%) and above 35-44 (20%). Typical for research on social media behaviour, this distribution shows a younger population.


[bookmark: _Toc175608155]Figure 3 What is your ethical group? 

According to the ethnic group breakdown, 70% of the respondents said White; lesser Mixed/Multiple (26%). With limited representation (2%) are Asin and African. This points to a mostly White sample with considerable variation in ethnic background.

[bookmark: _Toc175608156]Figure 4 What is your annual household income?

According to the income distribution, most of the respondents fell within the £20,000 - £59, 999 category; 20% earn between £20,000 - £39, 999 and 30% earn between £40,000 - £59, 999. A good number also makes more than £60,000; 10% above £80,000 and 20% in the £60,000 - £79,999 range. Just 10% of respondents make less than £20,000, and 10% would rather not reveal their income. This shows that the respondents had a wide spectrum of income levels, with an emphasis in the middle-income groups.

[bookmark: _Toc175608157]Figure 5 What is your current employment status?

Employment status shows that half of the respondents (50%), are full-time employees; another 20% are part-time workers. While retirees and those unable to work account for 0%. Self-employed and student respondents each constitute 10%. This shows a mostly working sample with some students and self-employed people clearly visible.
[bookmark: _Toc175956380]4.2.2. Data Analysis 

[bookmark: _Toc175608158]Figure 6 Social Media Platform Used Regularly

Social media platform usage reveals Facebook to be the most often used platform (30%). It is also followed by Instagram (20%). With 10% usage apiece, Twitter, LinkedIn, TikTok, YouTube, and Pinterest. At last is Snapchat and have 0%.
Hypothesis 1: Social media increases the desire to buy a product by exposing users to advertising material

[bookmark: _Toc175608159]Figure 7 I come across social media advertisement very frequently.

Most of the respondents—either "Strongly Agree" (30%), or "Agree" (40%), said they regularly come across social media ads. Just 10% disagree, and 20% are indifferent. This suggests that most respondents' web experiences reveal social media advertisements everywhere.

[bookmark: _Toc175608160]Figure 8 	Seeing ads on social media often makes me want to buy things.

According to responses to this question, 20% of respondents highly agree while 40% of them believe that social media advertising affect their buying choices. Still, a sizable fraction (20%), are neutral. Around 10% disapprove or strongly disagree. This implies that even if social media advertising has a big impact.
[bookmark: _Toc175608161]Figure 9 Social media ads inspire me to crave items I never would have thought about owning.

Of the respondents, 40% agree that social media marketing stimulate desires for new product. Around 20% strongly agreeing with the statement mention above. Forthy percent, on the other hand, are either neutral or disagree. This is suggesting a mixed reaction to how well social media marketing inspire fresh wants.
[bookmark: _Toc175608162]Figure 10 Product advertising on social media raise my curiosity about such goods

Around 60% of respondents either agree or strongly agree that social media marketing pique their curiosity about things. This emphasises how well social media marketing create customer attention.
[bookmark: _Toc175608163]Figure 11 Having seen a product often on social media, I am more inclined to want it.

With 70% (30% of respondents strongly agreeing and 40% agreeing) think that constant exposure to items on social media enhances their demand. Just 10% disagree. But around 20% are indifferent.
Hypothesis 2: People who have more engagement with social media’s advertisement contents tend to want the product more than other
[bookmark: _Toc175608164]Figure 12 Social media ads help to generate product demand rather well.

Frothy percent of respondents say social media marketing clearly create demand; another twenty percent definitely agree. 20% are indifferent, nevertheless, and 10% disagree or strongly disagree, implying considerable doubt about the ability of social media marketing to generate demand.
[bookmark: _Toc175608165]Figure 13 I find myself swayed to purchase goods I come across on social media.

Of the respondents, 20% stay indifferent; 50% either agree or strongly agree that social media advertising influence their buying decisions. The remaining 20% disagree or strongly disagree, suggesting different degrees of impact among the respondents.

[bookmark: _Toc175608166]Figure 14 If I can communicate with a good on social media—that is, likes, comments, shares—I am more inclined to want it.

While 20% of respondents are ambivalent, 60% of them agree or strongly think their desire for a good rise if they can connect with it on social media. The remaining twenty percent disagree or strongly disagree, which emphasises the need of interactivity in product advertising.

[bookmark: _Toc175608167]Figure 15 Participating in social media product postings (liking, commenting) piques my desire in acquiring such items.

About 60% of respondents generally agree or strongly agree that social media product postings increase their desire to acquire products. Only 10% disagree. This is suggesting that involvement drives consumer interest in major part.
[bookmark: _Toc175608168]Figure 16 Interactive elements of social media ads—such as quizzes or polls—increase my want to buy the things that they highlight.

According to the responses, 60% of respondents agree or strongly agree that interactive elements in ads increase their desire to buy. Stressing the significance of interaction in raising ad performance.
[bookmark: _Toc175608169]Figure 17 Social media sites that support product interaction—such as voting in surveys or trying on filters—pique my curiosity in the product.

Seventy percent of them agree or strongly agree that interactive social media components inspire their interest about products. This suggests that these sorts of components are quite successful in drawing prospective customers. 
[bookmark: _Toc175608170]Figure 18 Seeing others interact with a product on social media fuels my want to get one.

Of the respondents, 60% agree or strongly agree that seeing others interact with something on social media increases their own desire for them. The twenty percent left either disagree or strongly disapprove.
Hypothesis 3: Customers need for certain things grows when they receive information from their non-paid peers
[bookmark: _Toc175608171]Figure 19 Having actively participated in social media campaigns or promotions connected to a product makes me more likely to buy it.

A combined 50% of respondents agree or strongly feel that active participation in social media marketing increases their likelihood of purchase of a product. The other 20% object. Regarding indicating that active engagement may significantly influence purchasing.
[bookmark: _Toc175608172]Figure 20 After viewing things suggested by friends on social media, I sometimes start to want them.

About sixty percent of respondents said that social media friend recommendations influence them. This shows the major impact peer recommendations have on purchase choices.
[bookmark: _Toc175608173]Figure 21 Social media influencers' information makes me more or less require particular things.

About 60% of them generally agree or strongly feel that their perceived demand for products is influenced by the suggestions of influencers. The twenty percent left vary in degree of reliance in influencer recommendations.
[bookmark: _Toc175608174]Figure 22 Seeing that my colleagues are utilising a product on social media makes me more inclined to believe I need it.

Of the respondents, 60% agree or strongly agree that seeing colleagues use social media helps them to feel more needed. About 20% disagree and 20% are indifferent. 
About 60% of respondents said that suggestions from people they know highlight fresh requirements.
Hypothesis 4: Customers need for certain things grows when they receive inspiration from their peers and influential figures on social media

[bookmark: _Toc175608175]Figure 23 Social media recommendations from people I know help me to see a need for something I hadn't given much thought previously.

About 60% of respondents said that suggestions from people they know highlight fresh requirements.
[bookmark: _Toc175608176]Figure 24 My need for a thing is stronger when I get thorough details about it from reliable social media sources.

A combined 60% of respondents agree or strongly agree that comprehensive knowledge from reliable social media sources enhances their demand for a product. Only twenty percent of them disagree. They are suggesting that trustworthiness and details greatly affect consumer opinions.
[bookmark: _Toc175608177]Figure 25 Influencer social media postings alert me to items I never would have thought I required.

According to the findings, 60% of respondents agree that influencer postings on social media introduce things they never would have considered necessary.
[bookmark: _Toc175608178]Figure 26 Seeing how my friends utilise items on social media motivates me sometimes to buy them.

A combined 60% of respondents agree that watching friends use items on social media affect their buying decisions. This suggests that the decision-making process heavily relies on peer influence. It is realted with that customers are typically inspired by the purchase behaviour of others in their social group.
[bookmark: _Toc175608179]Figure 27 Posts from social media influencers motivate me to test previously unconsidered new items.

Around 60% of participants agree feel influencer posts inspire them to try novel products they hadn't otherwise thought of.
[bookmark: _Toc175608180]Figure 28 My friends' social media presentation of things makes me want to own them. Influencers on social media inspire me with material that makes me want specific things.

According to the statistics, 65% of respondents agree that the presentations of friends and influencer material on social media inspire them to possess particular products.
[bookmark: _Toc175608181]Figure 29 Observing innovative use of goods by others on social media makes me want such items myself.

Around 60% of respondents overall agree that seeing creative applications of things by others on social media fuels their own desire to purchase those goods.
[bookmark: _Toc175608182]Figure 30 Seeing encouraging tweets from individuals I respect on social media makes me more prone to believe I need a product.

Most respondents (70%), agree or strongly agree that good recommendations from reputable people on social media raise their apparent demand for a product.

In conclusion, all four hypotheses are accepted because the data clearly demonstrates that social media plays a significant role in influencing consumer behavior. Regular social media commercial exposure increases consumers' need to purchase. 
[bookmark: _Toc175956381]4.2.2. Discussion of the findings
Hypothesis 1: Social media increases the desire to buy a product by exposing users to advertising material.
The data very definitely supports this viewpoint.  About 60–70% of the respondents agreed with assertions that statements about social media advertising often increase their want to purchase products. For instance, 60% of respondents said social media ads catch their attention about topics. According to the results, social media advertising works well for creating customer demand. The constant exposure of objects through them drives consumers' continual interest and need.
Hypothesis 2: People who have more engagement with social media’s advertisement contents tend to want the product more than other	
This hypothesis is also supported by the data. Most respondents (60%) said that their willingness to purchase the promoted products is much enhanced. Especially by interactive elements of social media marketing. Those components are likes, comments and shares. For instance, 60% of respondents said they are more likely to want a product if they can connect with it on social media. And 70% said watching others interact with a product on social media drives their own desire for it. 
Hypothesis 3: Customers need for certain things grows when they receive information from their non-paid peers.
The responses also validate this hypothesis. About 60% of respondents agreed or strongly agreed that their view of requiring particular items is influenced by social media recommendations from friends or colleagues. For instance, 60% of respondents said they occasionally start to want products friends advise on social media, and a similar amount said seeing their colleagues use a product on social media influences their belief they need it. 
Hypothesis 4: Customers need for certain things grows when they receive inspiration from their peers and influential figures on social media
Furthermore, supporting this theory is the facts. About 60–70% of the respondents said that social media influencer and peer-generated material motivates them to want items they hadn't thought about previously. For example, 60% of respondents agreed that influencer postings motivate them to try new products and 70% of respondents claimed seeing positive tweets from people they respect on social media makes them more prone to feel they need a product. 
This study's results strongly match those of earlier studies. The survey data shows the strong impact of social media advertising. This is covered with the work of Kumar et al. (2023). He discovered that exposure to promotional materials. Likewise, the research of Hollebeek et al. (2014) coincides with the purpose of user interaction in raising product demand. 
According to Yin et al. (2019), consumers' buying choices are much influenced by peer recommendations and Key Opinion Leaders (KOLs). It is accomplished by using confidence and perceived dependability. That indicate the effect of peer influence on customer behaviour. This is revealed in this research. Moreover, as this study reveals, the influence of inspiration from peers and influencers on social media. It reflects the results of Cialdini (2007). He is maintained that social proof. 
[bookmark: _Toc175956382]4.3. Summary of Chapter 4 
The results of the study show that social media has a significant impact on consumer behaviour. Constant exposure to advertising has a tremendous impact on customer viewpoint and product involvement. 


[bookmark: _Toc175956383]Chapter 5: Conclusion, Limitation and Recommendations 
[bookmark: _Toc175956384]5.1. Introduction
This chapter summarises the main research results. It makes conclusions based on the issue description and research objectives that were stated at the outset of the investigation. 
[bookmark: _Toc175956385]5.2. Conclusion of research objectives
The major objective of this study was to investigate how social media advertising influences consumer purchase decisions. It is paying especially close attention to the consequences of peer influence. The results of the poll confirmed the idea that people's behaviour is greatly influenced by social media. 
[bookmark: _Toc175956386]5.3. Conclusion of the research problem 
The study aimed to close information gaps. This study provided real evidence that social media ads influence consumer choices. And not only raise awareness. But also awaken fresh needs. The study concluded that the participation and interactive elements of social media significantly boost the influence of adverts.  Thereby rendering them more successful than more traditional advertising methods.
[bookmark: _Toc175956387]5.4. Summary of the research finding and outcomes
Consumers get more curious. They increase desiring of the products. This is happening when they view adverts on social media on regular basis. Interactive components like shares, likes, and comments heighten consumers' curiosity. And raise the possibility that they would consider purchase the recommended items. Social media recommendations and peer significantly change consumers' impressions of their need for products. 
[bookmark: _Toc175956388]5.5. Original contribution of the research
This study offers a comprehensive analysis of the exact processes. The social media advertising influences consumer behaviour.  It happens in the UK in July 2024.  Unlike previous studies that concentrated on the general consequences of social media. This one looked at the details of ad exposure, interaction. Therefore offering new angles on how these components combine to affect consumer behaviour.
[bookmark: _Toc175956389]5.6. Limitations of the Research 
Three main limitations are found. First, diversity of the sample. Though the survey sample was large. Most of the participants fell into some economic groups and among younger individuals. This might limit the extent of application of the findings to other demographic categories.
Second one survey range. This study focused on a subset of social media sites. It is neglected the fast changes social media, It is undergoing with the emergence of new trends and platforms that can affect consumer behaviour differently.
Third is personally reported data. Self-reported data from surveys runs the danger of being biassed as participants might not always fairly depict their intentions or actions.
[bookmark: _Toc175956390]5.7. Future research / Recommendations/
The first recommendation is about the sample of the research. It can be larger with more specifications.  Second, looking at how social media advertising affects consumer behaviour over time. Particularly with relation to brand loyalty and long-term buying decisions.
Examining how younger or emerging social media platforms and features influence consumer behaviour can help one stay current with the fast changing digital environment. And experimental designs come last.  Experiments help one to better grasp how certain forms of social media marketing really have particular results, instead than only illustrating a link between them.
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[bookmark: _Toc175956393]Appendix A: Questionnaire
Demographic Questions
1. Gender:
· Male
· Female
· Other
· Prefer not to say
2. Age:
· Under 18
· 18-24
· 25-34
· 35-44
· 45-54
· 55-64
· 65 and over
3. What is your ethnic group? 
· White  
· Mixed/Multiple ethic groups 
· Asian 
· African/Caribbean 
· Other ethic group 
· Prefer not to say 
4. What is your annual household income? 
· Less than £20 000
·  £20 000 - £39 999
· £40 000 - £59 999
· £60 000 - £79 999
· Above £80 000
· Prefer not to say 
5. What is your current employment status? 
· Employed full-time 
· Employed part-time 
· Self-Employed 
· Student
· Retired
· Unable to work 
· Prefer not to say 
6. Which social media platforms do you use regularly? (Select all that apply)
· Facebook
· Instagram
· Twitter
· TikTok
· Snapchat
· LinkedIn
· Pinterest
· YouTube
· Other (please specify)
7. [bookmark: _Hlk174375113]I come across social media advertisement very frequently. 
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
8. Seeing ads on social media often makes me want to buy things.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
9. Social media ads inspire me to crave items I never would have thought about owning.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
10. Product advertising on social media raise my curiosity about such goods.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
11. Having seen a product often on social media, I am more inclined to want it.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
12. Social media ads help to generate product demand rather well.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
13. I find myself swayed to purchase goods I come across on social media.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
14. If I can communicate with a good on social media—that is, likes, comments, shares—I am more inclined to want it.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
15. Participating in social media product postings (liking, commenting) piques my desire in acquiring such items.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
16. Interactive elements of social media ads—such as quizzes or polls—increase my want to buy the things that they highlight.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
17. Social media sites that support product interaction—such as voting in surveys or trying on filters—pique my curiosity in the product.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
18. Seeing others interact with a product on social media fuels my want to get one.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
19. Having actively participated in social media campaigns or promotions connected to a product makes me more likely to buy it.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
20. After viewing things suggested by friends on social media, I sometimes start to want them.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
21. Social media influencers' information makes me more or less require particular things.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
22. Seeing that my colleagues are utilising a product on social media makes me more inclined to believe I need it.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
23. Social media recommendations from people I know help me to see a need for something I hadn't given much thought previously.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
24. My need for a thing is stronger when I get thorough details about it from reliable social media sources.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
25. Influencer social media postings alert me to items I never would have thought I required.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
26. Seeing how my friends utilise items on social media motivates me sometimes to buy them.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
27. Posts from social media influencers motivate me to test previously unconsidered new items.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
28. My friends' social media presentation of things makes me want to own them.
Influencers on social media inspire me with material that makes me want specific things.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
29. Observing innovative use of goods by others on social media makes me want such items myself.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
30. Seeing encouraging tweets from individuals I respect on social media makes me more prone to believe I need a product.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree 
Gender  of Respondents
Gender Distribution of Respondents	
Female	Male	Other	Prefer not to say	0.6	0.4	0	0	

Age of Respondents
Age  Distribution of Respondents	
Under 18	18-24	25-34	35-44	45-54	55-64	65 and over	0.2	0.3	0.3	0.2	0	0	0	

Ethnic Group of Respondents
Ethnic Group  Distribution of Respondents	
White  	Mixed/Multiple ethic groups 	Asian 	African/Caribbean 	Other ethic group 	Prefer not to say 	0.7	0.26	0.02	0.02	0	0	

What is your annual household Income? 
Annual Household Income  of Respondents	
Less than £20 000	 £20 000 - £39 999	£40 000 - £59 999	£60 000 - £79 999	Above £80 000	Prefer not to say 	0.1	0.2	0.3	0.2	0.1	0.1	

What is your current employment status? 
Current Employment Status	
Employed full-time 	Employed part-time 	Self-Employed 	Student	Retired	Unable to work 	Prefer not to say 	0.5	0.2	0.1	0.2	0	0	0	


Social Media Platform Used Regularly	
Facebook	Instagram	Twitter	TikTok	Snapchat	LinkedIn	Pinterest	YouTube	0.3	0.2	0.1	0.1	0	0.1	0.1	0.1	


I come across social media advertisement very frequently.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.4	0.2	0.1	0	


Seeing ads on social media often makes me want to buy things.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	


Social media ads inspire me to crave items I never would.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	


Product advertising on social media raise my curiosity about such goods.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.3	0.2	0.1	0.1	


Having seen a product often on social media, I am more inclined to want it.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.4	0.2	0.1	0	


Social media ads help to generate product demand rather well.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	


I find myself swayed to purchase goods I come across on social media.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.3	0.2	0.2	0.1	

If I can communicate with a good on social media—that is, likes, comments, shares—I am more inclined to want it.
If I can communicate with a good on social media—that is, likes, comments, shares—I am more inclined to want it.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	


Participating in social media product postings (liking, commenting) piques my desire in acquiring such items.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	

Interactive elements of social media ads—such as quizzes or polls—increase my want to buy the things that they highlight.
Interactive elements of social media ads—such as quizzes or polls—increase my want to buy the things that they highlight.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.1	0.1	


Social media sites that support product interaction—such as voting in surveys or trying on filters—pique my curiosity in the product.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.4	0.2	0.1	0	


Seeing others interact with a product on social media fuels my want to get one.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.18	0.02	

Having actively participated in social media campaigns or promotions connected to a product makes me more likely to buy it.
Having actively participated in social media campaigns or promotions connected to a product makes me more likely to buy it.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.3	0.3	0.1	0.1	

After viewing things suggested by friends on social media, I sometimes start to want them.
After viewing things suggested by friends on social media, I sometimes start to want them.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.3	0.28000000000000003	0.1	0.02	

Social media influencers' information makes me more or less require particular things.
Social media influencers' information makes me more or less require particular things.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.18	0.02	

Seeing that my colleagues are utilising a product on social media makes me more inclined to believe I need it.
Seeing that my colleagues are utilising a product on social media makes me more inclined to believe I need it.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.18	0.02	

Social media recommendations from people I know help me to see a need for something I hadn't given much thought previously.
Social media recommendations from people I know help me to see a need for something I hadn't given much thought previously.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.3	0.2	0.15	0.05	

My need for a thing is stronger when I get thorough details about it from reliable social media sources.
My need for a thing is stronger when I get thorough details about it from reliable social media sources.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.3	0.2	0.18	0.02	

Influencer social media postings alert me to items I never would have thought I required.
Influencer social media postings alert me to items I never would have thought I required.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.18	0.02	

Seeing how my friends utilise items on social media motivates me sometimes to buy them.
Seeing how my friends utilise items on social media motivates me sometimes to buy them.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.3	0.2	0.18	0.02	

Posts from social media influencers motivate me to test previously unconsidered new items.
Posts from social media influencers motivate me to test previously unconsidered new items.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.15	0.05	

My friends' social media presentation of things makes me want to own them. Influencers on social media inspire me with material that makes me want specific things. 
My friends' social media presentation of things makes me want to own them. Influencers on social media inspire me with material that makes me want specific things. 	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.4	0.2	0.18	0.02	

Observing innovative use of goods by others on social media makes me want such items myself.
Observing innovative use of goods by others on social media makes me want such items myself.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.2	0.3	0.3	0.18	0.02	

Seeing encouraging tweets from individuals I respect on social media makes me more prone to believe I need a product.
Seeing encouraging tweets from individuals I respect on social media makes me more prone to believe I need a product.	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree 	0.3	0.4	0.18	0.1	0.02	
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