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Statement of Problem
The booming mobile phone market in India is fueled by a tech-savvy young generation, panicmarly.
In

cities like Kozhikode. While traditional marketing channels still play a role, SMA hag €Mmergeq
dominant force influencing the buying behavior of young mobile phone consumers. However desa§ a
its undeniable influence, the complexities and specificities of how SMA impacts mobil;: phplte
purchase decisions among Kozhikode's youngsters remain largely unexplored. This rajses signiﬁcone
concerns, for both businesses and consumers: A
. For mobile phone brands: Understanding the precise mechanisms and preferences drivig
young Kozhikode consumers' mobile phone purchases through SMA is crucial for developing effectivi
and targeted marketing strategies. Without this knowledge, brands risk wasting resources o
ineffective campaigns or missing opportunities to connect with their target audience on the platformg
they frequent.

. For young consumers: The pervasive nature of SMA raises concerns about potentia]
manipulation and undue influence on purchase decisions. Lack of understanding about the specific
factors that sway their choices through Social Media Advertising can leave them vulnerable to
impulsive purchases or brand choices not aligned with their actual needs and preferences.
Therefore, addressing this problem necessitates a thorough investigation into the impact of social media
advertising on mobile phone buying behavior among young consumers in Kozhikode Corporation.

Research Objective: :
To investigate the impact of social media advertising on the buying behavior of youngsters in

Kozhikode Corporation specifically regarding mobile phones.

Research Design:
. Quantitative Approach: A quantitative approach will be used to gather and analyze data

through statistical methods. ok
. Population: Youngsters (aged 18-25) residing in Kozhikode Corporation who use social me

and own mobile phones. _ o
. Sample: A representative sample of the population was selected using a stratified ran

sampling technique.
Data Collection Methods: 4 socid
. Survey: A self-administered online survey will be developed and distributed throug

media platforms and relevant online communities. 14
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Advertisement [BUYing
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Social media advertisements influence my decision to purchase new 9oy
products.
Overall. social media advertisements have a positive impact on m}.%? D
shopping experience.

- —_ |
I am more likely to buy a product if I have seen it recommended by 942
someone | follow on social media. ' '
Seeing a product advertised on social media makes me more likely tq 926
research it online.
Social media advertisements make me feel more informed about new 899

roduct launches. '

I am more likely to trust and act on social media advertisements thal 941
feel authentic and personalized. '
I find social media advertisements that feature user-generated conten 900
(UGC) 1o be more credible. i
The use of humor or emotional appeal in social media advertisements 899
imakes me more likely to buy a product. '
Celebrity endorsements in social media advertisements make mg 884
more likely to buv a product. I bl
The quality of the visuals used in social media advertisements 855
influences my purchase decisions. e
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization. By
. Rotation converged in 3 iterations, _,__.--—J
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oz 1o purchase new products (mean: 4.30), make them more likely to research products online

L god even INCrEase their purchase likelihood based on influencer recommendations (432
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4 a0 overall positive impact on their shopping experience (4.29).

‘q the data paints a clear picture: social media advertising plays a substantial role in shaping the
-+ znd behaviors of these respondents towards product discovery, research, and ulumately,
wizing decisions. This suggests that brands can leverage the power of social media platforms to
Zznely reach and influence this target audience.

Gssumer Buying Behavior- One Sample T- Test

“sudy identified five variables to measure consumer buying behavior. All theste varia}:nles were
wred on a five points Likert’s scale, where 1 indicate strongly disagree, 2 indicate disagree,

#ete newtral, 4 indicate agree and 5 indicate strongly agree. Table 3 provides the result of one
@ple t1est
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social media advertising.
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Table 4: Gender wise comparison of Social M
N Mean Std. Deviation |F Value |P Value
Social Medi Male o1 4.1529 73820
Advertisement Female A9 4.4408 .62846 4.392 039
Total 100 4.2940 .69831
Consumer Buyinég/la]e 51 3.7098 68971
Behavior emale (49 3.8653 150065 1.653 202
Total 100 3.7860 60653
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Findings of the study

. From the analyses, itis observed th
the attitudes and behaviors of these responde
purchasing decisions. This suggests that hl':"].d
effectively reach and influence this target audience

. The study highlights the importance Urcrcu!lﬂg ?V :
that resonate with the audience through more than just Mlm.r‘ themselves as exposed t¢
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have a positive impact on consumer buying behavior. , .

; IThc analybpi-‘i suggests that you);g consumers in Kozh'lkodc a;c mﬂu(:]nc‘cd by socia Mediy
advertising when making purchase decisions. They arc more likely 1? 4 Pm mfls recommendeq
influencers, research products advertised on social media, a'nfl appreciate informative and personaliseg
ads. Additionally, they have preferences for specific advertising clements, favoring authentic ang user.

generated content, humor/emotional appeal, and high-quality visuals.
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Suggestion from the study
For Mobile Phone Brands:

. Leverage popular social media platforms: Focus on pla?forms l‘ikc Instagram, YouTube, ang
Facebook as they are highly prevalent among young consumers in Kozhikode.
° Tailor advertisements to specific preferences: Conduct research to understand the target

audience's preferred content, influencers, and brand values. Utilize this information to create
personalized and relevant advertising campaigns.

. Utilize influencer marketing: Partner with local micro-influencers who resonate with your
target audience, as they can build trust and promote authenticity.

. Focus on visuals and storytelling: Create visually appealing and engaging advertisements that
tell a story and connect with the audience on an emotional level.

. Highlight local relevance: Showcase how your mobile phones cater to the specific needs and
aspirations of young people in Kozhikode.

. Offer interactive experiences: Use features like polls, quizzes, and AR filters to increase
engagement and brand recall.

. Track and analyze data: Monitor the performance of your social media campaigns and adapt

strategies based on audience response and insights.
For Young Consumers:

. Be mindful of advertising influence: Be aware of the persuasive techniques used in social media
advertising and critically evaluate their messages.
. Do your research before buying: Don't rely solely on advertisements for information; compare

prices, features, and reviews from trusted sources before making a purchase
. Set budget limits: Stick to your budget and avoid impulse buying triggered by social media ads
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