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[bookmark: _Toc149235740]Aim 
This study aims to analyse the impact of social media marketing on consumer purchase behaviour. 
[bookmark: _Toc149235741]Problem statement 
The problem presented by the topic "The impact of social media marketing on consumer purchase behaviour" is figuring out how social media promotional tactics affect customers' choices to buy in the period of digitalisation. Because social networking sites are so widely used, companies are spending a lot of money on digital advertising campaigns to reach and interact with their intended customers (Bala and Verma, 2018). It is still unclear, though, exactly how much these initiatives have an impact on consumer purchasing decisions. Figuring out the majority of operational social media tactics (funded content, influencer promotion, feedback from customers, etc.), the importance of confidence and genuineness, and the potential mediating or moderating impact of population or psychographic variables are just a few of the many facets of this complex problem. This problem also includes evaluating the long-term effects and the possibility of ethical issues such as data protection and disinformation.
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