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Abstract
It is abundantly evident that personal recommendations and social evidence had a more significant impact when consumers used social media. As a kind of advertising, utilizing influential users on social media is becoming increasingly common. Using tales and various other forms of transient information is a fresh approach to getting people involved. Each social media website has its own distinct personality and set of strengths, which make it suitable for various projects. Within the past decade, a whole new category of social media has emerged on the scene. Because it consists of social components, this newly emerging form of social media appears to have a significant impact on individuals' decisions. Many of today's consumers who purchase from businesses also engage in conversation with those companies via social media. Marketers will likely find this new means of communicating interesting. The purpose of this research is twofold: 1) to determine whether or not there has been a shift in the manner in which social media influences consumer behaviour during the various stages of the decision-making process that are associated with the act of purchasing a product, and 2) to identify the nature of any shift that may have occurred.


Chapter 1: Introduction 
Background of study 
A new ecosystem has developed directly from the widespread adoption of various social media platforms. The particular connections distinguish this ecosystem that individuals have with one another. Because of social media, the customer is now an essential part of every business. Consequently, businesses are keen to capitalize on the numerous opportunities that have become available due to the rise of social media. Even if there have been a lot of studies regarding the benefits of social media marketing and how businesses can remain strong during the change, not many of those studies have looked at the matter from the customers' point of view. Marketers may have a different conception of what it means for a brand to be "engaged" on social media compared to what customers observe happening on these platforms (Bronner & de Hoog, 2014).
Because of the rise of social media, there is now an entirely new way to learn about the diverse selection of goods and services currently available on the market. Customers can now discuss various brands more streamlined and expedited manner thanks to this innovation. The opinions of people who have never interacted with one another who post in internet forums can significantly impact how actual consumers feel about the things they purchase. Because of the proliferation of social media and the fact that marketers can no longer control what people speak about online, when they talk about it, or how frequently they talk about it, customers have more power than they ever had before (Mehmet Erdem & Cobanoglu, 2010).
Problem Statement 
Other research has been done on this topic but there is a gap and shortage of information regarding exactly how social media influences customer decision making and what factors influence them. There has been a lot of research done on how individuals behave when they purchase online; nevertheless, the effects of the internet on the various aspects of the decision-making process are rarely examined (Lerrthaitrakul et al., 2021). The primary objective of the research is to determine how social media marketing effect on consumers’ decisions. 
Scope/ Purpose of the research 
The purpose of this research is to determine not just when and how social media influences consumers' decisions but also what factors cause it to have such an impact in the first place (Sara Javed et al., 2022). The prior research on social media marketing and the existing literature on how people make decisions and social media serve as the foundation for the theoretical framework that underpins this investigation. A qualitative research method may help assist this research in accomplishing its objectives. 
Aim 
The aim of this research is to explore reasons the way how social media marketing influencing consumers buying decision.
Objectives
· To identify influencing factors on social media marketing on customers buying decision
· To analyse issues and challenges for social media marketing on customers buying decisions.
· To evaluate the impact of social media marketing on customers buying decisions.
· Recommendation regarding the strategies to the consumers while deciding on social media marketing.

Research Questions 
· How dos social media impact the decision-making process of consumers?
· What are the parameters that tend to affect the decision-making process of consumers due to social media?
· What is the impact of social media marketing on customers buying decisions?
· What are the issues and challenges for social media marketing on customers buying decisions?


Chapter 2: Literature Review 
There has been a rise in the number of studies conducted over the past few years investigating the impact of social media on consumer research. However, very few of these studies have investigated the process through which people come to their decisions. A new era that has been dubbed the "participatory culture" has begun with the rise of social media platforms. People with similar interests build social networks to exchange information, stay abreast of the latest news, and inquire about others' thoughts and ratings on a wide variety of products, services, and activities (Kwahk & Kim, 2017). It has been discovered that consumers are more inclined to purchase a product after reading online reviews of that product if they believe there are a lot of reviews of the product and if they believe those evaluations are positive. People tend to place more trust in the information they discover on social media than in the information they discover through traditional channels such as advertising or company public relations (Zak et al., 2017). The mainstream media is the target of a significant amount of cynicism and suspicion. Because of this, more individuals search for information elsewhere before making significant life decisions rather than relying on traditional media such as television, magazines, and newspapers (Lăzăroiu et al., 2020).There is no question that social media websites such as Facebook and Twitter are becoming increasingly crucial sources of information for customers when making purchasing decisions, particularly when they are making complicated transactions (Riaz et al., 2021). Consumers are turning to websites that provide online reviews increasingly frequently since these websites are simple to use, don't cost much to consumers, and provide a wealth of information. Electronic word of mouth (eWOM) is an example of peer recommendations posted on social media. These recommendations are viewed as more reputable sources of information than advertisements and other marketing materials (Kwahk & Kim, 2017).
 
	Advantages of Social Media

	Disadvantages of Social Media


	Challenges

	1. The ease with which one can communicate and interact with other users is among the primary advantages of various social media forms.
2. By using social media, you can learn about events occurring in other regions of the world as well as in the lives of other people (Lăzăroiu et al., 2020).
3. Additionally, it encourages people to become more interested in learning new things and stimulates their creative thinking, both of which help people become better at what they already do.
	1. It is detrimental to people's connections with others if they spend a significant amount of time on social media.
2. . When people who, in a perfect world, would stop by to wish each other a happy new year in person instead utilize technological methods, they miss an opportunity to be creative (S Javed et al., 2016).
3. As a result of the amount of time we spend on social media, we can no longer poke fun at ourselves or engage in light-hearted conversations about sports. We can no longer experience love, friendship, joy, or happiness.
	1. Because of the relative immaturity of social media as a technology, it is famously difficult to predict what the long-term impacts of its use, both positive and negative, will be.
2. A significant amount of research has demonstrated that spending a significant amount of time on social media is substantially associated with an increased risk of developing mental health issues such as depression, self-harm, anxiety, and loneliness.


	Chapter 3: Research Methods and Methodology


	

	Which one?


	Why?

	Research Philosophy

	Epistemology philosophy
	This is because the study will conduct qualitative research.

	Research Paradigm
	Positivism 

	The agenda of positivism has been used to determine the association between the social media and the decision-making process of consumers.


	Research approach
	Qualitative
	It allows the research to be conducted through an in-depth interview with open questions where the participants will be able to use their own words. This will help the researcher to better understand the understandings of the participants based on the given situations

	Research methodology
	Qualitative Research
	I will use qualitative research because the aim of the research is exploratory.

	Research strategy
	Qualitative Research
	To gather the relevant data through analysing the previous studies along with drafting a questions for interviews for gathering the primary data.

	Sampling Methods
	Nonprobability Sampling

	I will use this method because it is best suited for Qualitative Research and it also allows for deeper research.

	Data collection methods/tools:
	Interviews
	

	Ways of interpreting data/How are you going to interpret data?
	Gathering the information I will need; Researching what other researchers have written about my research topic; summarizing the information and adding the new information discovered based on my research.
	

	Ethical consideration of the research
	The privacy of the respondents will not be
breached. The data from other researchers will not be used without properly citing them.
	







To investigate how social media influences consumer decision making I will use information from existing research and based on participant interview responses I will summarize existing and new information. Participants must be over eighteen years of age. I will create an interview with open-ended questions that the participants will be able to discuss in their own words. Using a qualitative method and especially an interview with open questions will help me to do a more detailed and deeper research on the topic.


Chapter 4: Conclusion
Nowadays, almost the entire population of the planet uses social media. This study will focus on understanding more about the influence of social media on consumer decision making. The research will focus on the factors that influence customers and why product reviews have such an impact on customer decision making.
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