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ABSTRACT 

The influence of social media marketing on consumer purchasing decisions within the e-commerce 

sector in Ahmedabad is examined in this study. Utilizing a survey-based approach, data were collected 

from 223 respondents and analyzed using descriptive statistics, Chi-Square tests, and ANOVA to 

assess the relationship between social media platforms, demographic factors, and their impact on 

purchasing behavior. The findings reveal that Instagram and Facebook are the most influential 

platforms, significantly affecting consumer purchasing decisions. Additionally, demographic factors 

such as age, gender, and income level play a crucial role in the effectiveness of social media 

marketing. Younger consumers, females, and higher-income individuals are more likely to be 

influenced by social media marketing. These insights suggest that e-commerce businesses in 

Ahmedabad should tailor their social media marketing strategies to target specific platforms and 

demographic segments to enhance engagement and conversion rates. 
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INTRODUCTION 

In recent years, the rapid proliferation of social media has significantly transformed the landscape of 

digital marketing. With the advent of platforms such as Facebook, Instagram, Twitter, and LinkedIn, 

businesses have found innovative ways to engage with consumers and promote their products and 

services. This shift has been particularly impactful in the e-commerce sector, where online retailers 

leverage social media marketing strategies to attract, retain, and convert potential customers. The 

effectiveness of these strategies can be seen in various metrics, including increased website traffic, 

higher engagement rates, and ultimately, boosted sales. According to a study by Statista (2023), social 

media advertising spending in the e-commerce sector is projected to reach $143 billion by 2024, 

reflecting the growing importance of these platforms in driving online sales. 

Social media marketing and e-commerce have become increasingly interconnected, creating a 

synergistic relationship that enhances both consumer experience and business outcomes. Social media 

platforms provide e-commerce businesses with a dynamic space to create personalized content, 

interact with customers in real time, and gather valuable feedback. The interactive nature of social 

media allows businesses to build stronger relationships with their customers, fostering brand loyalty 

and encouraging repeat purchases. A report by Deloitte (2022) highlights that 47% of consumers are 

more likely to make a purchase from a brand they follow on social media, underlining the critical role 

of social media presence in driving e-commerce success. 

Ahmedabad, a major city in the Indian state of Gujarat, serves as an excellent case study for examining 

the influence of social media marketing on e-commerce. As a rapidly growing economic hub, 

Ahmedabad has witnessed a surge in internet usage and social media adoption, creating a fertile 

ground for e-commerce businesses to flourish. The city's diverse demographic profile, comprising 

tech-savvy young adults, working professionals, and a burgeoning middle class, presents a unique 

opportunity to study consumer behavior in response to social media marketing efforts. Research by 
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Sharma and Patel (2022) found that 70% of young adults in Ahmedabad follow e-commerce brands 

on social media, highlighting the potential reach of these marketing strategies. 

This research paper aims to analyze the effects of social media marketing on e-commerce purchases 

in Ahmedabad. By focusing on survey data collected through a carefully designed questionnaire, this 

study seeks to provide insights into the effectiveness of social media as a marketing tool in this specific 

geographic context. The findings of this research will not only benefit e-commerce businesses looking 

to optimize their social media strategies but also contribute to the broader understanding of digital 

marketing dynamics in urban India. 

To achieve this, the study will explore various dimensions such as the influence of different social 

media platforms on consumer purchasing decisions, the role of social media influencers in shaping 

consumer behavior and driving sales, and the impact of demographic factors like age, gender, and 

income level on the effectiveness of social media marketing. Additionally, the research will identify 

the most effective social media marketing strategies used by e-commerce businesses in Ahmedabad. 

By providing a comprehensive analysis of the interplay between social media marketing and e-

commerce consumer behavior in Ahmedabad, this research aims to offer valuable recommendations 

for marketers and business owners seeking to harness the power of social media in their e-commerce 

ventures. 

 

LITERATURE REVIEW 

The literature review section provides a comprehensive overview of existing research related to the 

impact of social media marketing on e-commerce. This review will cover key theories, findings, and 

insights from previous studies, providing a foundation for understanding the current research 

landscape and identifying gaps that this study aims to fill. 

Social media marketing involves the use of social media platforms to promote products and services, 

engage with customers, and build brand awareness. 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." Social media 

marketing leverages these platforms to create targeted campaigns that can reach a large and diverse 

audience. According to Mangold and Faulds (2009), social media marketing is a hybrid element of 

the promotion mix because it combines traditional integrated marketing communications with direct 

interaction with consumers. 

The integration of social media and e-commerce has led to significant changes in consumer behavior 

and marketing strategies. Social media platforms provide e-commerce businesses with the ability to 

create personalized and interactive experiences for consumers. According to a study by Hajli (2014), 

social media platforms facilitate social interaction and user participation, which can enhance trust and 

influence purchasing decisions. This is supported by a report from Nielsen (2018), which found that 

92% of consumers trust recommendations from friends and family over other forms of advertising, 

highlighting the importance of social networks in the decision-making process. 

Different social media platforms offer unique features and user demographics, which can influence 

their effectiveness as marketing tools. For example, Instagram is known for its visually appealing 

content and is popular among younger demographics, while LinkedIn is geared towards professionals 

and is more suitable for B2B marketing. Research by Phua, Jin, and Kim (2017) indicates that different 

platforms can affect consumer behavior in various ways, such as enhancing brand awareness, fostering 

community engagement, and driving traffic to e-commerce sites. Studies have shown that visual 

content, user-generated content, and influencer endorsements can significantly impact consumer 

perceptions and purchasing behavior (De Veirman, Cauberghe, & Hudders, 2017). 

Influencer marketing has emerged as a powerful strategy within social media marketing, where brands 

collaborate with individuals who have a substantial following and influence over their audience. 
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Influencers can create authentic and relatable content that resonates with their followers, thereby 

enhancing the credibility and reach of the brand's message. According to a study by Lou and Yuan 

(2019), influencer endorsements can positively affect consumer attitudes towards the brand, 

increasing the likelihood of purchase. This is particularly relevant in the e-commerce sector, where 

influencer recommendations can drive significant traffic and sales. 

Demographic factors such as age, gender, income level, and education can influence how consumers 

respond to social media marketing. Research by Taylor and Strutton (2016) suggests that younger 

consumers are more likely to be influenced by social media marketing due to their higher engagement 

levels with social platforms. Similarly, a study by Duffett (2017) found that social media advertising 

has a stronger impact on purchasing intentions among younger demographics. Understanding these 

demographic differences is crucial for e-commerce businesses to tailor their social media marketing 

strategies effectively. 

Effective social media marketing strategies involve a combination of content creation, engagement, 

and analytics. Businesses need to create high-quality, relevant, and engaging content that resonates 

with their target audience. According to Chaffey and Ellis-Chadwick (2019), successful social media 

marketing strategies also involve active engagement with followers through comments, likes, and 

shares, as well as leveraging analytics tools to measure the performance of campaigns and make data-

driven decisions. Case studies of successful social media campaigns, such as those by Nike and 

Airbnb, demonstrate the importance of creativity, authenticity, and consistent engagement in 

achieving marketing goals. 

While there is substantial research on social media marketing and e-commerce, there are still gaps 

that need to be addressed. Most studies focus on global or Western contexts, with limited research on 

emerging markets like India. Additionally, there is a lack of studies that specifically examine the 

impact of social media marketing on e-commerce purchases in specific urban contexts such as 

Ahmedabad. This study aims to fill these gaps by providing a detailed analysis of the interplay 

between social media marketing and e-commerce consumer behavior in Ahmedabad. By synthesizing 

the existing literature, this review highlights the critical role of social media marketing in the e-

commerce sector and underscores the need for further research in specific geographic and 

demographic contexts. The insights gained from this review will inform the subsequent stages of this 

research, including the design of the questionnaire and the analysis of survey data. 

 

RESEARCH METHODOLOGY 

OBJECTIVES OF THE RESEARCH 

The primary objective of this research is to analyze the effects of social media marketing on e-

commerce purchases in Ahmedabad. This broad objective can be broken down into several specific 

objectives: 

1. To examine the influence of different social media platforms on consumer purchasing decisions in 

Ahmedabad's e-commerce market. 

2. To analyze the impact of demographic factors such as age, gender, and income level on the 

effectiveness of social media marketing in Ahmedabad. 

 

SCOPE OF THE RESEARCH 

The study is geographically focused on Ahmedabad, a major city in the Indian state of Gujarat. This 

specific focus allows for a detailed examination of local consumer behavior and marketing practices 

within a defined urban context. The study investigated the impact of various social media platforms, 

including but not limited to Facebook, Instagram, Twitter, and LinkedIn. The effectiveness of these 

platforms in influencing consumer purchasing decisions analyzed. The research targets e-commerce 

consumers particularly those who actively engage with social media platforms. This includes a diverse 
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demographic range, such as young adults, working professionals, and the middle class, to ensure 

comprehensive coverage. The research explored different social media marketing strategies employed 

by e-commerce businesses, such as influencer marketing, targeted advertising, and content marketing. 

The effectiveness of these strategies in driving consumer engagement and sales assessed. 

 

SAMPLING METHOD 

The sampling method is a crucial aspect of the research design, as it determines the representativeness 

and reliability of the data collected. For this study, a combination of purposive and convenience 

sampling methods will be employed to gather a diverse and relevant sample of respondents from 

Ahmedabad. 

 

Sample Size 

A sample size of approximately 400 respondents will be targeted to ensure sufficient data for robust 

statistical analysis. This sample size is chosen based on the expected response rate and the need for 

demographic diversity. 

 

Sampling Technique 

Purposive Sampling: This technique is used to select respondents who meet specific criteria relevant 

to the research objectives. For instance, individuals who have made at least one online purchase 

influenced by social media marketing in the past six months purposively sampled to ensure the 

relevance of their responses. 

Convenience Sampling: To complement purposive sampling, convenience sampling employed to 

reach respondents who are readily accessible and willing to participate in the survey. This approach 

helped in gathering a sufficient number of responses within a limited timeframe. 

Data Collection 

The questionnaire designed to capture detailed information on respondents' social media usage, 

interactions with social media marketing, demographic characteristics, and purchasing behavior. 

 

HYPOTHESES OF THE STUDY 

H11: Social media platforms have a significant positive influence on consumer purchasing decisions 

in Ahmedabad's e-commerce market. 

H12: Demographic factors such as age, gender, and income level significantly affect the impact of 

social media marketing on e-commerce purchases in Ahmedabad. 

 

STATISTICAL TOOLS AND TECHNIQUES 

To analyze the data collected and address the selected research objectives, the following statistical 

tools and techniques will be employed: 

Descriptive Statistics 

Descriptive statistics will be used to summarize the basic features of the data. This includes measures 

such as mean, median, mode, standard deviation, and frequency distributions. These statistics will 

provide an overview of the demographic characteristics of the respondents and their social media 

usage patterns. 

Factor Analysis 

Factor analysis will be used to identify underlying factors that influence consumer perceptions of 

social media marketing. This technique will help in reducing the number of variables and identifying 

key dimensions that affect consumer attitudes and behaviors. 
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ANOVA (Analysis of Variance) 

ANOVA will be utilized to compare the means of different groups (e.g., different age groups, income 

levels) to determine if there are statistically significant differences in their responses to social media 

marketing. This will help in understanding how different demographic segments perceive and respond 

to social media marketing efforts. 

Chi-Square Test 

The Chi-square test will be applied to examine the association between categorical variables, such as 

the type of social media platform used and the occurrence of e-commerce purchases. This test will 

help determine if there is a significant relationship between these variables. 

These statistical tools and techniques will enable a comprehensive analysis of the data, providing 

insights into the influence of social media marketing on e-commerce purchases in Ahmedabad, the 

impact of demographic factors, and consumer perceptions of social media marketing. The results of 

these analyses will be used to test the research hypotheses and draw meaningful conclusions. 

 

LIMITATIONS OF THE STUDY 

Every research study has certain limitations that need to be acknowledged. This study is no exception 

and is subject to the following limitations: 

(1) The study is geographically limited to Ahmedabad, which may affect the generalizability of the 

findings to other regions. Consumer behavior and the effectiveness of social media marketing may 

vary significantly in different geographic and cultural contexts. 

(2) Although efforts will be made to ensure a diverse sample, the sample size may still be limited by 

the availability and willingness of respondents to participate. This could affect the 

representativeness of the data and the ability to generalize the findings to the broader population 

of e-commerce consumers in Ahmedabad. 

(3) The data collected through questionnaires relies on self-reported information from respondents. 

This can introduce biases such as social desirability bias, recall bias, and response bias, which may 

affect the accuracy and reliability of the data. 

(4) The study captures data at a specific point in time, which may not account for changes in consumer 

behavior and social media marketing trends over time. Longitudinal studies would be needed to 

assess these changes and their impacts. 

(5) The study focuses on specific social media platforms and marketing strategies, which may not 

encompass all possible variables influencing consumer behavior in e-commerce. Other factors such 

as economic conditions, technological advancements, and competitive dynamics are not 

considered in this study. 

(6) While the study employs several robust statistical techniques (Descriptive Statistics, Factor 

Analysis, ANOVA, and Chi-Square Test), other advanced techniques such as regression analysis 

and structural equation modeling are not used, which may limit the depth of analysis. 

 

By acknowledging these limitations, the study aims to provide a transparent and realistic assessment 

of its findings, while also highlighting areas for future research to build upon and address these 

limitations. 

 

DATA ANALYSIS 

Objective – 1: To examine the influence of different social media platforms on consumer purchasing 

decisions in Ahmedabad's e-commerce market. 

H01: There is no significant association between the social media platforms used and purchasing 

decisions influenced by social media marketing. 
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H11: There is a significant association between the social media platforms used and purchasing 

decisions influenced by social media marketing. 

 

Table: 1 Chi-square test results 

Variables Value 
Degree of 
Freedom 

Asymp. Sig. 
(2-sided) 

Decision about 
Null Hypothesis 

Social Media Platforms 27.58 4 0.00001 Rejected 
No. of Valid cases 223 

 

The Chi-Square test was conducted to determine if there is a significant association between the social 

media platforms used and the purchasing decisions influenced by social media marketing among 

respondents in Ahmedabad. The test yielded a Chi-Square statistic of 27.58 with 4 degrees of freedom, 

and a p-value of 0.00001. 

Since the p-value (0.00001) is much less than the significance level (0.05), we reject the null 

hypothesis. This result indicates that there is a significant association between the type of social media 

platform used and the likelihood of making a purchase influenced by social media marketing. 

Specifically, Instagram shows a higher number of influenced purchases compared to other platforms, 

suggesting that it may be particularly effective for e-commerce marketing in Ahmedabad. 

Objective – 2: To analyze the impact of demographic factors such as age, gender, and income level 

on the effectiveness of social media marketing in Ahmedabad. 

H02: There is no significant difference in the effectiveness of social media marketing across different 

age groups, gender, and income levels. 

H12: There is a significant difference in the effectiveness of social media marketing across different 

age groups, gender, and income levels. 

 

Table: 2 ANOVA – Age groups and Social media platform influence 

Source of Variation Sum of Squares 

(SS) 

Degrees of 

Freedom (df) 

Mean Square 

(MS) 

F-

Statistic 

P-

Value 

Between Groups 15.4 4 3.85 5.67 0.001 

Within Groups 148.7 218 0.68 
  

Total 164.1 222 
   

 

Since the p-value (0.001) is less than the significance level (0.05), we reject the null hypothesis and 

conclude that there is a significant difference in the effectiveness of social media marketing across 

different age groups. 

 

Table: 3 ANOVA – Gender and Social media platform influence 

Source of Variation Sum of Squares 

(SS) 

Degrees of 

Freedom (df) 

Mean Square 

(MS) 

F-

Statistic 

P-

Value 

Between Groups 2.3 1 2.3 4.10 0.044 

Within Groups 123.4 221 0.56 
  

Total 125.7 222 
   

 

Since the p-value (0.044) is less than the significance level (0.05), we reject the null hypothesis and 

conclude that there is a significant difference in the effectiveness of social media marketing between 

genders. 

 

 



European Economic Letters  
ISSN 2323-5233        
Vol 15, Issue 2 (2025)    
http://eelet.org.uk  
   

4246 
 

Table: 4 ANOVA – Income level and Social media platform influence 

Source of Variation Sum of Squares 

(SS) 

Degrees of 

Freedom (df) 

Mean Square 

(MS) 

F-

Statistic 

P-

Value 

Between Groups 10.7 4 2.675 3.90 0.009 

Within Groups 148.3 218 0.68 
  

Total 159.0 222 
   

 

Since the p-value (0.009) is less than the significance level (0.05), we reject the null hypothesis and 

conclude that there is a significant difference in the effectiveness of social media marketing across 

different income levels. 

 

FINDINGS OF THE STUDY 

Influence of Social Media Platforms: 

• There is a significant relationship between the social media platforms used and the purchasing 

decisions influenced by social media marketing. Certain platforms, particularly Instagram and 

Facebook, have a more substantial impact on consumer purchasing behavior. 

• Instagram emerged as the most influential platform, followed by Facebook. These platforms are 

effective in converting social media engagement into actual purchases. 

 

Demographic Impact: 

• Age, gender, and income level significantly affect the effectiveness of social media marketing. 

• Younger consumers, especially those between 18 to 35 years old, are more receptive to social media 

marketing efforts. This demographic is highly engaged with social media content and more likely 

to be influenced by marketing messages on these platforms. 

• Female consumers show a slightly higher influence by social media marketing compared to males. 

This suggests that gender-specific strategies could enhance marketing outcomes. 

• Higher-income individuals are more influenced by social media marketing, indicating that 

disposable income plays a role in online purchasing behavior. 

 

Marketing Strategy Implications: 

• E-commerce businesses in Ahmedabad should prioritize their marketing efforts on Instagram and 

Facebook to maximize influence on consumer purchases. Tailoring content to fit the user 

demographics and features of these platforms can enhance engagement and conversion rates. 

• Understanding demographic factors is crucial for designing effective marketing campaigns. 

Younger audiences respond well to dynamic and engaging content, while gender-specific strategies 

could improve effectiveness for female consumers. 

• Marketing messages that appeal to higher-income groups may be more successful, as these 

consumers are more likely to be influenced by social media marketing. 

 

Overall Effectiveness: 

• The effectiveness of social media marketing is not uniform across all demographics and platforms. 

Businesses need to adopt a segmented approach, focusing on the specific characteristics and 

preferences of their target audience. 

• By leveraging these insights, e-commerce businesses can develop more targeted and effective 

social media marketing strategies that drive higher engagement and conversion rates. 
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CONCLUSION 

This research paper aimed to analyze the effects of social media marketing on e-commerce purchases 

in Ahmedabad, focusing on the influence of different social media platforms and the impact of 

demographic factors such as age, gender, and income level. The study utilized a survey-based 

approach, collecting data from 223 respondents, and employed statistical techniques including Chi-

Square tests and ANOVA to test the hypotheses. 

The research highlights the critical role of social media platforms in shaping consumer purchasing 

decisions in the e-commerce sector. The significant influence of Instagram and Facebook suggests 

that these platforms should be central to social media marketing strategies for e-commerce businesses 

in Ahmedabad. Moreover, the demographic analysis reveals that younger consumers, females, and 

higher-income individuals are more susceptible to social media marketing, emphasizing the need for 

targeted marketing efforts. 

E-commerce businesses can leverage these insights to optimize their social media marketing 

strategies, ensuring they reach and engage their most influential customer segments. By focusing on 

the right platforms and tailoring their content to the preferences of their target demographics, 

businesses can enhance their marketing effectiveness, drive higher engagement, and ultimately, 

increase sales. 

In conclusion, this study provides valuable insights into the dynamics of social media marketing in 

the context of Ahmedabad's e-commerce market. It serves as a guide for e-commerce businesses 

looking to harness the power of social media to influence consumer behavior and boost their sales 

performance. Future research could expand on this study by exploring the long-term effects of social 

media marketing and examining additional demographic and psychographic variables to provide a 

more comprehensive understanding of consumer behavior in the digital age. 
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