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ABSTRACT

Advertisingpatternsaremakingsignificantshiftstowardssocialmediafromtheirtraditionalformat.
Socialmediahasbecomeanormforthemajorityofcompaniesduetoprogressivechangeinthe
mindsetofconsumers.Inthecurrentscenario,workingwomenplayanimportantroleinthepurchase
decisionofthefamily.Moreover,somestudiesrevealedthatinsomecasesworkingwomensolely
makeproductpurchases.AccordingtothePewResearch,women(73%)leadovermen(65%)inthe
useofsocialmedia.Thepurposeofthisstudyistoidentifythefactorsthatareinfluencingtheworking
womenpurchasebehaviour.Thepaperwitnessedthatdemographicvariablessuchasageandincome
ofworkingwomendoplayasignificantroleinonlinepurchase.Thekeycontributionofthispaper
istoprovidethecorporatehousesanassessmentoftheextenttowhichtheworkingwomeninIndia
areinfluencedbysocialmediaintheironlinebuyingbehaviour.
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1. INTROdUCTION

Socialmediainrecenttimeshascreatedanavenuefordecentralizedcommunicationchanneland
openedthedoorforalltohaveavoiceacrosstheglobe.Ithasprovidedaplatformtoparticipatein
ademocraticfashion.Itisundeniablethatsocialmediaplaysanimportantroleinimpactingculture,
economyandpeoplesoverallviewoftheworld.Itisanewforumthatbringssocietytoexchange
idea,connectwith,relateto,andmobilizeforacause,seekadvice,andofferguidance.Theglobal
socialmediausersfigurehasreachedtobe3.5billion1asofOctober2019.Withover460million
internetusers,Indiaisthesecondlargestonlinemarket,behindChina.Itisestimatedthatby2021,
therewillbeapproximately635.8millioninternetusersinIndia2.

Asmorethanone-thirdoftheglobalpopulationusessocialmedia,bothcorporateandconsumers
atthepresenttimebymeansofsocialnetworkingsitesaredesperatelytryingtomakethemselves
moreapparentandeffectiveinthemarket3.Itisestimatedthattheworldwidedigitaladvertisingwill
expandalmostto$517billionin2023from$333.3billionin20194.Asthesphereofsocialmedia
keepsonrevampingitselfwithnewfeatures,businessesneedtoprogresswiththesamepacetomake
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themselvesmorevisible in this competitivemarket.Today theconsumers researchproductsand
servicesonlinebeforemakinganypurchase.AccordingtoROBOEconomy(2018),82percentof
smartphoneusersconsultsocialmediaaboutthepurchasestheyareabouttomakein-storeand45per
centreadreviewsbeforemakingapurchase5.Hence,socialmediahasmadeasignificantimpactonthe
conceptofsellandpurchaseacrosstheglobe.Ithasnotonlybecomeanewmarketingchannelbutit
hasalsocreatedanewparadigmforthewayinwhichconsumersconnectwithbrandsandeachother.

Inlinewiththeglobaltechnologicaladvancementsincommunication,theIndianeconomyis
alsoundergoingaparadigmshiftinitssocioeconomicandculturalstructureinrecentyears.These
changeshavenotonlybeenreflectedinthebusinessscenario,butalsointheattitudeofthepeople.
Thecountrywitnessedmoreindependenceinthedecision-makingpowerofwomenandalsointheir
improvedsocialandeconomicstatus.Infact,thenumbersofwomenentrepreneursarealsoincreasing
significantlyinrecenttimes.AccordingtothereportofGlobalEntrepreneurshipMonitor(2017),
womeninIndiaarenearlyone-thirdmorelikelytostartabusinessoutofnecessitythanmen.Itis
predictedthatundersamenecessityandproperdigitalskills,womencandowondersinthebusiness.
Asaresult,thesocialmediausagehasbeenincreasingexponentiallyamongwomen.Indeed,studies
revealedthat inIndiawomenspendsignificantlymoretimeonsocialnetworkingsites thanmen
(SultanaandNayeem,2015).Theawarenessofwomenconsumers’cognizanceduringrecentyears
also indicates a remarkable shift in the pattern of consumer buying behaviour. Researchers has
identifiedseveralfactorswhichaffectfemalesbuyingbehaviour:need,style,risingincome,concern
forself,widevarietyofproductsandmultiplebrandsavailableinthemarket,amongothers(Furqan,
2018;Voorveld,et.al,2018).Themessagesindifferentadvertisementsarealsocreatedstronglyto
attractthewomenconsumers.Themostvulnerablegroupwhoaremoreattractedtothemessage
isyoungwomen.Thus,thisstudycriticallyevaluatestheroleofsocialmediaadvertisementsand
factorsthatshapeconsumers’buyingbehavior.Thepurposeofthisstudyistouncovertheeffectsof
socialmediaadvertisementsonyoungwomen’sbuyingbehaviour.Inordertodeterminethemore
prominentreasoningamongstasamplesize,thefollowingobjectivesarebeingobserved:(i)tostudy
theimpactofpositivereviewsonsocialmediaadvertisementsonthebuyingbehaviourofIndian
workingwomen;(ii)toexaminetheimpactofincomeontheirpurchasebehaviour;and(iii)toidentify
thefactorsthatsignificantlyinfluencetheironlinepurchase.

Thisresearchdrawsandbuildsonfindingsfromanextensiveprimarysurveyandalsofrom
thevariousempiricalandconceptualstudiessubjecttosecondaryanalysis.Asthisstudyexplicitly
examinesinterrelationshipsbetweensocialmediabuyingbehaviourandfemaleprofessionalsinthe
Indiancontext,itisdefinitethatthisstudywillcontributetotheexistingbodyofknowledgetowards
socialnetworkinganditsinfluenceonconsumerbehaviour.Theorganizationofthepaperisasfollows.
Section2providesabriefliteraturereview.Theresearchmethodologyusedinthepaperisdiscussed
inSection3.TheresearchfindingsareprovidedinSection4,followedbymanagerialimplications
ofthestudyinSection5.TheconcludingremarksareprovidedinSection6.

2. LITeRATURe ReVIeW

Social media in broader term can be defined as online service with the aid of which users are
empoweredandenabledtonotonlycreatebutalsosharedifferentcontent(Shantanuetal.,2017).
Itcomprisesofsocialnetworkingsites,onlinecommunities,usergeneratedcontent,videosharing
sites,onlinereviewandvirtualgames,whereconsumerscanpublish,oredit,generateanddesign
content(KrishnamurthyandDou,2008).Indeed,onlinesocialnetworkshaveprofoundlychanged
thetransmissionofinformationbymakingitincrediblyeasytoshareandassimilateinformationon
theinternet(AkrimiandKhemakhem,2012).Trusovetal.(2009)definedsocialnetworkingsites
asnetworkoffriendsforsocialorprofessionalinteractions.AstudybyBannister,etal.(2013)on
tech-savvyyoungadults,evaluatestheirattitudestowardssocialmediaadvertisements.Itrevealed
thatFacebookusersareactivesiteparticipantsbutunlikelytoclick-throughadvertisementstomake
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