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1. Introduction

This dissertation is a study of the impact of social media on consumers buying behaviour. Because of the developments of new ways of selling products and services, Internet has become an important source for businesses from all around the world to get more customers and profit. According to statistics, with over 5 billion Internet users globally, the number of people making purchases online is increasing year-by-year. In 2022, e-commerce sales were estimated to exceed 5.7 trillion U.S. dollars worldwide and the figure is expected to reach new heights in the coming years. (Statista, 2023)

As digital marketing gains power over the traditional shopping, many businesses attempt to embrace online shopping channels to attract more and more customers and to give them a high level of satisfaction. 

Purpose of the research is to identify how and why social media platforms, such as Facebook, Instagram, Twitter, etc. influence people’s attitude and behaviour about buying different products and services worldwide. The dissertation will focus on identifying the most accessed social media platforms by population that are used for online advertisement by corporation and big companies. Also, it will find out the reasons customers prefer often buying online products that are advertised by social media. 
























2. Literature review


2.1 Digital marketing - definitions
Digital marketing, also called online marketing, is a form of advertising that uses Internet and digital technologies to connect with customers. It is a way of selling products and services through mobiles, computers, social media, search engines and other digital channels, wherever consumers spend most of the time. (Coursera, 2023). Digital marketing takes many forms, such as online advertising videos on big platforms (such as YouTube), display adds, paid social ads and social media posts. 

It is considered that digital marketing allows to gather faster more precise and specific consumers data than offline marketing. Automated tracking through mobile phones and digital applications accesses all information businesses and companies need to target more customers. Shared and commented brands posts on social media help to increase the audience and visibility of the company. The level and number of people engaging in online promoting also creates a sense of brand loyalty (Intuit Mailchimp, 2023).

Nowadays, having an online presence is essential for businesses to reach a wider audience and attract new potential customers. Facebook, Instagram, TikTok, Pinterest, E-mail platforms are effectively used to promote products and services to different categories of consumers: from different countries, performing different types of activity and work, having different age etc. Online advertisements on platforms enable customers to proceed into a purchase without having to search for the advertised company (Wolters Kluwer, 2023).

2.2 Online influencers as a tool of digital marketing
Online influencers are another tool used by companies to promote their products online. According to an UK independent survey, they are considered the third most trustworthy source of information, after family and friends (University of Brighton Blog, 2023). Influencing has gone further than just posting an article or pictures. Instagram and Facebook influencers now share honest reviews on beauty and food products, lifestyle changes, fashion and travel. According to Fashionista, many influencers sign contracts with prestigious brands as a result of their fashion content and influence on followers. 

The study mentions that influencers have a big impact on promoting brands, because consumers see them as everyday human being, friendly and closer to reality, in comparison to the celebrities, which have flawless skin and body and expensive lifestyle. The authenticity and honesty, and easy interaction make them more reliable when it comes to buy certain product and services (University of Brighton Blog, 2023).

The Similarity-Attraction Model (SAM) is a theory that explains the impact of the influencers on the decision-making process of consumers. The model says that ideas are transmitted through mass media or advertising to influencers, and from there, a reinterpreted message is then propagated to the public. It means that the process of developed in the public ideas is based on the perceptions and attitudes of an influencer. People like and are attracted to others who are similar to them, thus influencers who has a good impact on people will be able to promote certain brands and products more than others (Encyclopedia, 2023).

2.3 Online vs. offline marketing
Some worldwide brands were started up online-only and have got popularity and profits even never running a physical store. For example, Shein, a massive Chinese fashion retailer, has an estimated 74.7 million active shoppers around the world. According to the statistics, in 2022 Shein app was downloaded 200 million times, making it the most downloaded shopping application of that year. The brand has reported $22.7 billion profits in the same period, 44% increase from 2021 (Business of Apps, 2023).

The table below presents the differences between online and offline marketings, including the advantages and disadvantages, as well. 

	
	Online marketing
	Offline marketing

	Cost
	· Verry affordable, less costly. It does not require buildings for providing the activity, a lot of employees, physical maintenance etc. 

	More expensive to sell products in physical stores, as it requires businesses to rent/own buildings, shops, to pay maintenance bills, to hire more people to perform multiple jobs etc. 


	Trustworthiness
	· It can be less trustworthy than real stores, especially for older generations. Number of scams performed through Internet has recently increased and some people can become afraid to buy products online (Webdura, 2023).

	More reliable, as customers can see and touch the products before buying them.

	Target
	· More consumers targeted than offline marketing. It can reach people from different geographic areas, different age, and lifestyles. More products can be displayed online because they does not require physical storage space.

	· Less targeted customers than online marketing. Less products being displayed, as there is not so large space in stores to fit all company’s items.  


	Flexibility
	· Online marketing campaigns can be easily changed and updated. People ordering online get the products straight at home, thus saving time and money from going to physical stores.
· 

	· Campaigns difficult to change once have been launched.


	Tangibility
	· Some customers may prefer physically seeing and trying the product on before buying it rather than ordering it online.


	People can see, touch, and try products on straight in the store. It is easier to decide right at place if you like the item or not, avoiding the hassle of returning products bought online (Webdura, 2023)

	Measurability
	· Precise measurable. Online allows companies to track website traffic, and sales to see what works and what does not (Webdura, 2023)

	· Difficult to measure customers traffic, satisfaction, sales etc. 



Table 1




3. Research methods and methodology

3.1 Methods and methodology

The conduct of an academic study can be based on different methodology for collecting and analysing the information. It depends on the nature of the research subject and proposed questions. 

According to Saunders theory, research methodology can be developed through four different types: ontological, epistemological, axiological and methodological. There are also three specific elements of paradigms: positivism, realism and interpretivism (Saunders, 2019).

The research philosophy adopted for this study is epistemological, as it will gather empirical data and test hypothesis and theories. The chosen paradigm is positivism, focusing on quantitative, observable, and measurable facts – number and type of population making online purchases, type of online sales, tools and methods used by digital marketing to promote its products, causal explanations of consumer-Internet relation etc. 

3.2 Strategy and data collection
Data collection in this study is quantitative. Specifically, a survey consisting of about 25-30 questions will be used to get the information about customers preferences regarding the online purchasing. The questionnaire will be formatted on Google Forms platform, and it will contain demographic and related to the topic questions. 

The approach of this research will be deductive, as it will try to test facts and develop theories based on existing studies about digital marketing. There will be primary data to do the analysis and a random sampling of the participants to the survey. This means that the questioned people will be chosen randomly, regardless of their activity, religion, race, sexual orientation etc. The random sampling ensures that the samples are representative of the population. 






3.3 Time prospect of the research (Gantt charting)

	
	February
	March
	April
	May
	June

	

Task
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4

	Introduction topic writing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Main body: definitions, theories, literature review etc.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Writing the methodology
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Creating the questionnaire
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Implementation of the survey
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Analysis of data
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Writing the conclusion and recommendations
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Reference and bibliography editing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Checking and formatting pages
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


Table 2


3.4 Ethical considerations

The study will be carried out according to ethical principles. All personal details of the surveyed persons will remain private and confident and will not be used for other purposes than the research ones. Any form of the manipulation in obtaining data will be avoided. The participants can also stop answering the question of the survey anytime if they wish to. The research will respect the anonymity, integrity, will promote truthful statements, and will maintain data security. 



 






4. Conclusion

Both digital and traditional marketing have their advantages and disadvantages. However, in the last years, online purchases are gaining power over the physical shopping due to their cost-effectiveness, flexibility in targeting and tracking, and wider customers reach. 

Especially after the Covid-19 pandemic, more consumers are being focused on buying products and services online, which saves time and money from going to physical stores. An online presence has become essential for businesses and companies once they tend to increase audience and, respectively, profits. 
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