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Abstract 

Social media can be established anywhere with an Internet connection, and it should be considered by 
marketers, advertisers, and online content creators as a basic part of the communications because social 
media affects all aspects of the Internet and transforms the role of Internet in people’s lives. The aim of 
this paper is to investigate the effectiveness of Social Media Marketing (SSM) determinants on customer 
purchase intension. The sample size required for this analysis is 216. These survey respondents were 
chosen using a systematic random sampling technique. It is found that the social media marketing 
determinants are significantly varied among the respondents based on frequency of watching. However, 
Influence others factors is not significantly varied among the respondents towards the social media 
marketing determinants 
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Introduction 

Social media marketing is a new trend and 
rapidly growing way in which businesses are 
reaching out to targeted respondents easily. 
Social media marketing can be simply defined as 
the use of social media channels to promote a 
company and its products. This kind of marketing 
can be thought of as a subset of online marketing 
activities that complete traditional Web-based 
promotion strategies, such as e-mail newsletters 
and online advertising campaigns (Barefoot & 
Szabo 2010). By encouraging users to spread 
messages to personal contacts, social media 
marketing has injected a new term of exponential 
dissemination and trust to mass-communication 
and mass marketing (Hafele, 2011). By this new 
approach of outreach and marketing, new tools 
are being developed and increased in turn for 
businesses. Social media marketers are now 
going better and more effective insight through 
the introduction of analytic applications by 
official social network site platforms (Hafele, 
2011). 

There are numerous different social media sites, 
and they take many different forms and contain 
different features. Undoubtedly, the most 
common social networking site that first comes 
to our mind is Facebook. Facebook was first 
launched in February 2004, owned and operated 
by Facebook, Inc. As of May 2012; Facebook has 
over 900 million active users. Users must register 
before using the site; they may create a personal 
profile, add other users as friends, and exchange 
messages, including automatic notifications 
when they update the profile (Facebook, 2012). 
In addition, users may join common-interest user 
groups; categorize the friends into lists such as 
"People From Work" or "Close Friends". 
Facebook‟s main mission is to give people the 
power to share and make the world more open 
and connected (Facebook, 2012). 

Other social network sites such as Twitter, 
Google plus, and LinkedIn may differ in some 
ways, but essentially they work using the same 
principles. Marketing using social media such as 
these can take multiple shapes. The traditional 



Neuro Quantology | October 2022 | Volume 20 | Issue 13 | Page 1634-1640 | doi: 10.14704/nq.2022.20.13.NQ88204 
N. Gajalakshmi, Dr. K. Vinayagam/ THE EFFECTS OF SOCIAL MEDIA MARKETING DETERMINANTS ON CUSTOMER PURCHASE INTENSION 

 

1635 

Facebook model, in particular, involves replacing 
the concept of a human “friend” with a brand or 
tangible product or creating a page or group 
(Facebook, 2011). A user who elects to “like” a 
product or company advertises that connection 
to the own private network of contacts. This 
concept extends to other forms of social media as 
well. According to Bernie Borges (2009), Twitter 
is combination of micro blogging and social 
network (Borges, 2009). Twitter, allows users to 
receive small updates and advertisements from 
favored producers as well (Hafele, 2011). Twitter 
gives opportunity to users to involve in real time 
sharing. A tweet is usually no more than 140 
characters, which followers of the user can see 
(Borges, 2009). 

These two social media channels are among the 
most popular and heavily used options now, but 
they are far from being the only ones. As 
observed by Kaplan and Haenlein (2010) cited by 
Nick Hafele (2011) have identified several 
channels that fall under the category of social 
media, each of which has opportunities and 
unique advantages for marketing use. 
Collaborative projects, such as wikis, or editable 
data-sources, are particularly poignant avenues 
of contact. In fact, trends indicate that they are 
quickly becoming the predominant source of 
information among consumer populations 
(Kaplan & Haenlein, 2010) cited by (Hafele, 
2011). 

Blogs, managed by either individuals or 
organizations, are another heavily used 
marketing forum. Through blogs, businesses can 
promote brand awareness by sharing insider 
information, updating respondents on new 
products, as well as providing links to the main 
sales channels. Fans will be updated time to time 

on any special events, contests or a new 
promotion organized by the brand or product. 
Blogs also facilitate the posting of comments and 
feedbacks, allowing fans and detractors to post 
opinions and questions to producers. This 
encourages the exchange of ideas between peers 
and can also promote honest discussion between 
individuals and companies to improve the 
defaults (Hafele, 2011). Social media approaches 
need to be considered to ensure the highest 
chance of success with a social media marketing. 
According to Ray et al. (2011) cited by Nick 
Hafele (2011) emphasize the need for 
diversifying a social media strategy to ensure that 
messages are reaching appropriate audiences; 
there is no single correct approach. 

Research Methodology 

The aim of this paper is to investigate the 
effectiveness of Social Media Marketing (SSM) 
determinants on customer purchase intension. 
Various literature and reviews are compiled and 
11 variables framed, namely, Communities of 
relationship, Ease of use, Enjoyment, Attitude, 
Transparency, Reach, Boost website traffic Social 
Interaction, Influence others and Communities of 
transaction, Usefulness. The structured 
questionnaires were used for collect the data. The 
sample size required for this analysis is 216. 
These survey respondents were chosen using a 
systematic random sampling technique. The data 
analysis procedure is carried out by means of the 
survey questionnaire process. Responses are 
coded and the results are entered into a statistical 
kit for social science (SPSS). Descriptive statistics 
ANOVA statistical methods were used to evaluate 
the variance between the variables, the 
statistically significant variations and the 
relationship between the variables. 

Analysis and Results 

Table 1 Social media marketing based on the watching frequency 

Social media 
marketing 

Watching 
frequency 

Mean 
Std. 

Deviation 
F-value P-value. 

Usefulness 

Frequently a day 3.67 0.62 

40.153 0.001* 
Rarely in a day 3.17 0.89 

Always in a day 2.21 0.04 

once in a day 3.61 0.9 
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Ease of use 

Frequently a day 2.85 0.99 

19.507 0.001* 
Rarely in a day 3.43 1.01 

Always in a day 4 0 

once in a day 3.59 1.09 

Enjoyment 

Frequently a day 3.95 0.86 

27.847 0.001* 
Rarely in a day 3.9 0.79 

Always in a day 4.25 0.08 

once in a day 3.14 1.39 

Attitude 

Frequently a day 4.11 0.19 

17.144 0.001* 
Rarely in a day 4.11 0.75 

Always in a day 3.07 1.3 

once in a day 4.03 0.95 

Transparency 

Frequently a day 4.05 0.23 

5.084 0.002** 
Rarely in a day 4.13 0.3 

Always in a day 4.33 0.11 

once in a day 3.94 0.95 

Reach 

Frequently a day 4.35 0.21 

9.158 0.001* 
Rarely in a day 4.16 0.23 

Always in a day 4.33 0.35 

once in a day 4.11 0.65 

Boost website 
traffic 

Frequently a day 3.78 0.71 

27.268 0.001* 
Rarely in a day 4.07 0.5 

Always in a day 4.22 0.11 

once in a day 4.26 0.36 

Social Interaction 

Frequently a day 4.07 0.17 

64.733 0.001* 
Rarely in a day 4.22 0.17 

Always in a day 3.21 1.18 

once in a day 4.19 0.39 

Influence others Frequently a day 3.26 0.61 2.416 0.066(NS) 
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Rarely in a day 3.38 0.58 

Always in a day 3.65 0.33 

once in a day 3.37 0.99 

Communities of 
transaction 

Frequently a day 4.3 0.09 

15.58 0.001* 
Rarely in a day 3.77 0.95 

Always in a day 4.18 0.06 

once in a day 4.05 0.67 

Communities of 
relationship 

Frequently a day 3.77 0.73 

15.345 0.001* 
Rarely in a day 3.99 0.66 

Always in a day 3.55 0.84 

once in a day 4.13 0.5 

Source: Primary data computed. * Significant at 1 percent level; 

** Significant at 5 percent level; NS No significant 

Table 1, explains the respondents opinion 
towards social media marketing determinants 
based on the watching frequency. 

Here, watching frequency of the respondents is 
classified into four groups, namely, frequently a 
day, rarely in a day, always in a day and once in a 
day. On the basis of watching frequency, the 
customer’s opinion is compared with the store 
atmospherics factors.  

Ho: Respondents’ opinion towards the social 
media marketing determinants is not varied 
based on the watching frequency. 

In order to examine the above stated hypothesis, 
one way analysis of variance is applied. From the 
ANOVAs result, it is noted that the social media 
marketing determinants like, Usefulness, Ease of 
use, Reach, Boost website traffic, Communities of 
transaction and Communities of relationship are 
the factors found to be significant. Hence, it is 
inferred that the social media marketing 
determinants are significantly varied among the 
respondents based on frequency of watching. 
However, Influence others factors is not 
significantly varied among the respondents 
towards the social media marketing 
determinants 

In the case of Usefulness, Frequently a day the 
respondents who watch frequently a day have 
highly secured with the mean value of 3.67 
followed by once in a day (3.61), rarely in a day 

(3.17) and always (2.21). The calculated F-value 
is 40.153 and the P-value is 0.001, which is 
significant at one percent level. Hence, there is a 
significant difference of opinion towards 
Usefulness factors among the respondents based 
on the watching frequency. It is found that 
frequently a day watching frequency group 
respondents are having the higher level of 
opinion towards the Usefulness atmospheric 
factors than the other watching frequency 
respondents.  

With regard to Ease of using factors, Always in a 
day watching frequency group respondents 
highly secured the mean score of 4.00, followed 
by the once in as day (3.59), Rarely in a day (3.43) 
and Frequently a day (2.85). The calculated F-
value is 19.507 and the P-value is 0.001, which is 
significant at one percent level. Hence, there is a 
significant difference of opinion towards Ease of 
using factors among the respondents based on 
the watching frequency. It is noted that 
frequently a day watching frequency 
respondents are highly influence towards the 
Ease of using factors in the shop.  

In the case of Enjoyment, watching frequency of 
Always in a day respondents highly secured with 
the mean value of 4.25 followed by watching 
frequency of frequently a day group respondents 
(3.95), rarely in a day (3.90) and once in a day 
group respondents (3.14). The calculated F-value 
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is 27.847 and the P-value is 0.001, which is 
significant at one percent level. Hence, there is a 
significant difference of opinion towards 
enjoyment factors among the respondents based 
on the watching frequency. It is found that always 
in a day watching frequency group respondents 
are having the higher level of opinion towards the 
Enjoyment factors than the other group of 
respondents.  

For Attitude, Frequently a day watching 
frequency group respondents highly secured the 
mean value of 4.12 followed by rarely in a day 
watching frequency respondents (4.11), once in a 
day (4.03) and frequently a day (3.07). The 
calculated F-value is 17.144 and P-value is 0.011, 
which is significant at one percent level. Hence, 
there is a significant difference of opinion 
towards Attitude factors based on the watching 
frequency. It is noted that watching frequency of 
frequently a day respondents are having the 
higher level of opinion towards the watching 
frequency.  

For Transparency, watching frequency of Always 
in a day respondents highly secured the mean 
value of 4.33 followed by the watching frequency 
of Rarely in a day respondents (4.13), Frequently 
a day respondents (4.05) and once in a day 
respondents (3.94) . The calculated F-value is 
5.084 and P-value is 0.002, which is significant at 
five percent level. Hence, there is a significant 
difference of opinion towards Transparency 
factors based on the watching frequency. It is 
noted that watching frequency of Always in a day 
respondents are having the higher level of 
opinion towards the Transparency factors.  

With regard to Reach, watching frequency of 
frequently a day respondents secured the mean 
score of 4.35, followed by watching frequency of 
Always in a day respondents (4.33), Rarely in a 
day (4.16) and once in a day (4.11). The 
calculated F-value is 9.158 and P-value is 0.001, 
which is significant at one percent level. Hence, 
there is a significant difference of opinion 
towards Reach based on the watching frequency 
of respondents. It is found that watching 
frequency of frequently a day respondents are 
having the higher level of opinion towards the 
Reach. 

For Boost website traffic, once in a day watching 
frequency respondents secured the mean value 
of 4.26, followed by watching frequency of 
Always in a day respondents (4.22), rarely in a 

day respondents (4.07) and frequently a day 
(3.78). The calculated F-value is 27.268 and P-
value is 0.001, which is significant at one percent 
level. Hence, there is a significant difference of 
opinion towards Boost website traffic factors 
based on the watching frequency. It is found that 
respondents in once in a day watching frequency 
are having the higher level of opinion towards 
Boost website traffic.  

For Social Interaction, Rarely in a day watching 
frequency respondents  secured the mean value 
of 4.22, followed by watching frequency of once 
in a day respondents (4.19), Frequently a day 
respondents (4.07) and Always in a day (3.21). 
The calculated F-value is 64.733 and P-value of 
0.001, which is significant at one percent level. 
Hence, there is a significant difference of opinion 
towards Boost website traffic factors based on 
the watching frequency. It is found that 
respondents in rarely in a day watching 
frequency are having the higher level of opinion 
towards Social Interaction.  

For communities of transaction, frequently a day 
watching frequency respondents secured the 
mean value of 4.30, followed by watching 
frequency of Always in a day respondents (4.18), 
once in a day (4.05) and rarely in a day (3.77). The 
calculated F-value is 15.580 and P-value is 0.001, 
which is significant at one percent level. Hence, 
there is a significant difference of opinion 
towards communities of transaction factors 
based on the watching frequency. It is found that 
respondents in frequently a day watching 
frequency group are having the higher level of 
opinion towards Communities of transaction of 
the store. 

For Communities of relationship, once in a day 
watching frequency respondents secured the 
mean value of 4.13, followed by watching 
frequency of rarely in a day respondents (3.99), 
frequently a day (3.77) and Always in a day 
(3.55). The calculated F-value is 15.345 and P-
value of 0.001, which is significant at one percent 
level. Hence, there is a significant difference of 
opinion towards Communities of relationship 
factors based on the watching frequency. It is 
found that respondents in once in a day watching 
frequency are having the higher level of opinion 
towards Communities of relationship of the store. 
It is found that the social media marketing 
determinants are significantly varied among the 
respondents based on the watching frequency.  
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Conclusion 

Today, consumers gain a new role with social 
media. Consumers are becoming content creators 
and, thus, functional consumers instead of just 
consuming, as in the past. Social media 
applications or tools that facilitate this are blogs, 
micro blogging applications (such as Twitter), 
social networking sites (such as Facebook), 
podcasts, and video and photo sharing sites (such 
as YouTube and Flickr). Given this reality, it is 
useful for companies, especially marketers, to 
integrate social media into marketing and the 
marketing strategies. 

This study has concluded that the frequently 
watching or used respondents are highly 
influenced by buying behavior. the major 
advantages and disadvantages determined by the 
development of Internet technology in the area of 
social media marketing. Social media is the 
modern tool for marketers who try every means 
to get the message out to the target markets. So, 
before a company step into the field of social 
media marketing, they have to complete full 
research on social media practices. An 
organization has to master basic principles and 
tactics of using social media as an effective tool in 
order to survive in the field of social media 
marketing. Main goals of a company or 
organization have to engage respondents, to 
protect company reputation, to provide 
respondents with good quality of product and 
services and to satisfy customer’s need. 
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