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Abstract- — Social media marketing has emerged as a powerful tool in influencing consumer behavior and driving the success
of e-commerce businesses. With the rapid growth of digital platforms such as Instagram, Facebook, YouTube, and WhatsApp,
online retailers increasingly rely on social media to attract, engage, and retain customers. This study aims to analyze the role of
social media marketing in shaping e-commerce success by examining consumer awareness, purchasing behavior, engagement
levels, and perceived effectiveness of social media campaigns. Primary data were collected through a structured questionnaire
from 200 respondents actively involved in online shopping. Statistical tools such as Percentage Analysis, Correlation, Chi-Square
Test, and One-Way ANOVA were applied to analyze the data. The findings reveal a significant relationship between social media
marketing strategies and e-commerce performance, indicating that social media plays a crucial role in enhancing brand visibility,

customer trust, and sales growth.
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I. INTRODUCTION

The digital revolution has transformed the way businesses
operate, communicate, and market their products. Social media
platforms have become an integral part of consumers’ daily
lives, influencing opinions, preferences, and purchasing
decisions. E-commerce businesses leverage social media
marketing to promote products, interact with customers, and
build strong brand identities. Social media marketing enables
businesses to reach a wider audience at a relatively lower cost
compared to traditional marketing methods. Features such as
targeted advertisements, influencer marketing, customer
reviews, and real-time engagement have made social media a
powerful driver of e-commerce success. Understanding how
social media marketing impacts e-commerce performance is
essential for businesses aiming to sustain competitive
advantage in the digital marketplace.

II. REVIEW OF LITERATURE

Statista Research Department (2022) in the report “Global
Social Media Usage and Digital Advertising Trends” revealed
that increased investment in social media advertising leads to
higher online sales and improved financial performance.

Srinivasan, R. and Srivastava, R. (2021) conducted a study
titled “Impact of Social Media Marketing on Consumer Buying
Behavior”. The study concluded that social media promotions
strongly influence purchasing decisions in e-commerce.

Dwivedi, Y.K., Ismagilova, E., Hughes, D.L., et al. (2021) in
their study “Setting the Future of Digital and Social Media
Marketing Research” highlighted that social media marketing
significantly contributes to digital business success.

Kumar, V. and Gupta, S. (2020) in their research “Social Media
Marketing and Business Performance” found that businesses
using social media effectively achieve higher customer
retention and sales growth.

Kotler, P., Keller, K.L., and Chernev, A. (2020) in their book
“Marketing Management” stated that social media marketing
plays a key role in influencing customer behavior and driving
e-commerce growth.

Chaffey, D. (2019) in his work “Digital Marketing: Strategy,
Implementation and Practice” emphasized that social media
marketing is a cost-effective tool that helps improve return on
investment and online sales growth.

Pappas, N. (2016) in his research “Marketing Strategies,
Perceived Risks, and Consumer Trust in Online Buying” stated
that social media reduces perceived risk and increases trust
among online shoppers.

III. STATEMENT OF THE PROBLEM

Despite the growing use of social media marketing, many e-
commerce businesses face challenges in measuring its
effectiveness and understanding its impact on consumer
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behavior. There is a lack of empirical studies examining how
different social media marketing strategies influence e-
commerce success. Hence, this study seeks to analyze the
relationship between social media marketing and e-commerce
performance from the consumers’ perspective.

Objectives of the Study

e To analyze the level of consumer awareness of social
media marketing.

e To study the influence of social media marketing on online
purchasing decisions.

e To examine the relationship between social media
engagement and e-commerce success.

e To identify whether demographic factors influence
perceptions of social media marketing.

e To assess the effectiveness of social media marketing
strategies in e-commerce.

IV. RESEARCH METHODOLOGY

Research Design: Descriptive Research
Source of Data: Primary and Secondary Data
Sample Size: 200 respondents

Sampling Technique: Convenience Sampling

Statistical Tools Used
Correlation Analysis
Chi-Square Test
One-Way ANOVA

Data Analysis and Interpretation
Correlation Analysis
Table 1 Relationship between Social Media Engagement and
Purchase Frequency
Variables
Social media engagement and
purchase Frequency

Correlation
0.68

Interpretation

The correlation value of 0.68 indicates a strong positive
relationship between social media engagement and purchase
frequency. This suggests that higher engagement on social
media platforms leads to increased online purchases.

Chi-Square Test
Table 2 Relationship between Age Group and Influence of
Social Media Marketing
Chi square df

9.42 4

Significant
0.051

Interpretation:

The Chi-Square test shows a significant relationship between
age group and influence of social media marketing on purchase
decisions. This indicates that perceptions of social media
marketing vary across different age groups.

One-Way ANOVA
Table 3 Effectiveness of Social Media Platforms on E-
Commerce Success

Source Sum of Df Mean F Sig.
Squares Square

Between 5.842 3 1.947 3.12 | 0.028

Groups

Within 122.314 196 0.624

Groups

Total 128.156 199
Interpretation

Since the significance value (0.028) is less than 0.05, the result
is statistically significant. This indicates that the effectiveness
of social media platforms differs significantly in shaping e-
commerce success.

Findings

e Majority of consumers are aware of social media
marketing.

e Social media significantly influences online purchase
behavior.

e There is a strong positive relationship between
engagement and e-commerce performance.

e Age plays arole in determining the impact of social media
marketing.

e Different social media platforms contribute differently to
e-commerce Success.

Suggestions

e E-commerce businesses should invest more in interactive
social media content.

e Influencer marketing should be used strategically to build

trust.

e  Platform-specific marketing strategies should be
developed.

e  Continuous monitoring of customer engagement metrics is
essential.

V. CONCLUSIONS

The study concludes that social media marketing
plays a vital role in shaping the success of e-commerce
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businesses. It enhances brand awareness, influences consumer
purchasing decisions, and improves customer engagement.
Statistical analysis confirms a significant relationship between
social media marketing and e-commerce performance.
Therefore, businesses that effectively leverage social media
platforms can achieve sustainable growth and competitive
advantage in the digital marketplace.
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