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Abstract:

In the ever-changing digital economy, gaining customers' trust is crucial for influencing
their decisions to shop online, especially for women. This study investigates how digital
marketing strategies— like influencer marketing, targeted ads, customer reviews, and safe
payment methods—influence consumer behavior and build trust. The study identifies important
elements that influence consumer trust by examining the function of social media interaction,
brand honesty, and e-commerce tactics. The results give marketers valuable information to
improve their efforts to establish trust, which will eventually lead to the development of enduring
customer connections and a rise in brand loyalty. Online buying has emerged as a major trend
that has a big impact on consumer behavior due to the quick growth of digital marketing. Female
consumers are one of the most important consumer demographics for the expansion of e-
commerce, thus it's critical to comprehend the elements that influence their trust and buying
patterns. Because it reduces perceived risks related to payment security, product quality, and
personal data protection, credibility is a crucial factor in determining the success of online
purchasing.
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Introduction:

In the digital age, social media
marketing has become a potent instrument
for influencing client buying decisions.
Advertisements on websites like Facebook,
Instagram, YouTube, and other e-commerce
channels are having an increasing impact on
women, a sizable consumer group. Through
a variety of tactics, such as influencer
marketing, discounts on goods, and targeted
advertising campaigns, these digital ads not
only grab their attention but also have an
impact on what they decide to buy. This
study's main goal is to examine how social
media ads affect female customers’ decisions
to buy through various digital platforms. The
study looks at how well several aspects of

advertising—Ilike aesthetic appeal, insider
endorsements, brand authenticity, customer
evaluations, and special offers—shape
consumers' purchasing decisions.

A questionnaire-based survey
utilized by this study obtained responses
from women of any socioeconomic status. It
examines how much social media ads
influence those who choose to buy, either
favorably by offering pertinent product
information or inappropriately or
impulsively.

The research’'s conclusions will give
customers as well as marketers important
new information. Women consumers may
become more aware of the impact of e-
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commerce, which will allow them to make
better decisions when making purchases in
the always-changing online marketplace,
while  marketers can improve their
advertising tactics to increase consumer
engagement.

Social media platforms are now
crucial for determining how consumers
behave and what they buy in the constantly
shifting digital landscape. Businesses are
increasingly using Facebook, Instagram,
WhatsApp, and Snapchat to engage with
current clients and find new ones, employing
a variety of techniques to successfully
market goods and services, claims Shetty
(2024).

Literature Review:
The Impact of Social Media Marketing on
Women's Buying Behavior

Astudy by Aziz etal. (2023) looked at
how women's shopping decisions are
impacted by social media and well-known
figures. The study, which surveyed 226
women between the ages of 18 and 55,
discovered that, while other factors obviously
play a part, social media marketing had a
major impact on women's purchasing
decisions. Influence of Social Media on
Women Buying Behavior Towards Fashion
Products from Online Stores. Sammanasu
and Tantuway (2021) investigated the impact
of social media on women's online fashion
product buying behavior. According to the
survey, women are more likely to make
online purchases when they have access to a
range of brands, offers and discounts, peer
group influence, and trust. The Mediating
Role of Gender in Social Media Shopping
Acceptance.Ali et al. (2021) looked into how
gender mediated the relationship among
social media use and acceptance of online
buying. According to the study, social media
utilization and acceptance of online buying
are highly mediated by gender, suggesting
that social media may have a greater impact
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on women's purchase decisions. Impact of
Social Media on Female Consumer's Buying
Behavior Towards Green Cosmetics. Kar
(2022) investigated the relationship between
social media and the purchasing habits of
female customers of eco-friendly cosmetics.
According to the survey, social media has a
big influence on people's decisions to buy,
whether it's through sales, recommendations,
celebrity endorsements, or favorable product
reviews.

The Impact of  Social Media
Advertisements on Different Age Groups
of Women:

Women of different age groups react

differently to social media advertisements:

e Teenagers (16-24  years): More
influenced by trends, influencers, and
peer recommendations (Kapoor et al.,
2022).

e Young Adults (25-34 years): Prioritize
brand authenticity, sustainability, and
online reviews (Grewal & Levy, 2021).

e Middle-Aged Women (35-44 vyears):
Focus more on discounts, loyalty
programs, and family needs (Bansal &
Gupta, 2020).

e Older Women (45+ years): Rely on
trusted brands, word-of-mouth, and
minimal social media engagement
(Mishra, 2021).

Theoretical Framework Supporting the

Study:

The influence of social media
marketing on consumer behavior is explained
by a number of theories:

Based on perceived utility and
usability, the model of technological
acceptance (TAM) advocates that customers
engage digital marketing (Davis, 1989).

e Elaboration  Likelihood  Modeling
(ELM): Describes how influencer
endorsements and other persuasive
messaging affect consumers' decisions
to buy (Petty & Cacioppo, 1986).
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e The stimulus-organization-response
(SOR) model postulates that emotional
reactions and purchasing behavior are
influenced by outside stimuli, such as
advertisements, reviews, and discounts
(Mehrabian & Russell, 1974).

Research Gap:

There are still gaps in social media marketing

research despite a wealth of studies:

1. Insufficient research on regional
differences: While developing regions
(like Garhwal, India) are still poorly
studied, the majority of studies
concentrate on industrialized countries.

2. Limited attention to impulse buying:
Research on how social media
marketing influences women's
impulsive purchases is scarce.

3. Inadequate examination of age-specific
social media influence: Previous studies
have not thoroughly broken down the
effects of social media advertising on
female consumers by age.

Research Methodology:

A quantitative approach to research is
used in this study to examine how social
media advertising affects the purchasing
decisions of female consumers. To ensure
statistical validity and reliability, structured
data were collected using a survey-based
methodology. The descriptive aspect of the
study aims to investigate the trends,

Data Analysis and Findings:
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inclinations, and actions of women among
various age groups with regard to social
media advertisement. The main technique for
gathering data was a survey with a
questionnaire. The survey's multiple-choice,
structured, Likert scale-based questions were
intended to help participants understand:
e The frequency with which women use
social media.
e The impact that ads have on various
age groups.
e How well brand promotions and
influencer marketing work.
e How recommendations, ratings, and
discounts affect decisions to buy.

Sampling Technique and Sample Size:

The study utilized a stratified random
sampling technique to guarantee a varied
representation of female consumers across
various age brackets. The study focused on
100 Indian women consumers.

The following age groups comprised the
sample:
* 16-24 years old (young adults and
teenagers)
« 25-34 years old (homemakers &
working professionals)
» Mothers and middle-aged professionals
aged 3510 44
* 45+ years (older women and
professionals who have retired)

Demographic Profile of Respondents (Age, Income, Occupation, etc.)

a) Age:

136 responses

@® 16-20

® 21-25
26-30

@ 31-35

@ 36-40

® 4145

® 46-50

@ 50 Above
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b) Occupation:

136 responses

@ Student

@ Working Professional
® Homemaker

@ Entrepreneur

@ other

Monthly Income:

136 responses

@ Below 10,000

@ ¢10,000 - €25,000
® 125,001 - 50,000
@ ¢50,001 - €75,000
@ 75,001 - €1,00,000
@ Above €1,00,000

D O

Social Media Usage Patterns Among Female Consumers:
2. Social Media Usage
a) Which social media platforms do you actively use for browsing or shopping?

136 responses

@ Instagram

@ Facebook
@ YouTube
@ Tvatter
@ Snapchat

3.What type of social media content influences your online shopping purchase IO Copy chart

decisions the most?
@ Influencer recommendationsireviews
@ Sponsored ads
@ User.generated content (customer
reviews, testimonials)
@ Short videos/reels

@ Live shopping sessions

136 responses
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4 How frequently do you use social media for product-related information?

136 responses

@ Daily

@ Afew times a week
@ Once a week

@ Rarely

5 "Do you trust product recommendations on social media platforms?”

136 responses

@ Strongly Agree
@ Agree

® Neutral

@ Disagree

6 What factors increase your trust in a brand on social media? @ Copy char

-

7 Have you ever purchased online products based on social media Information

%
@ yes
® No
78.7%

136 responses
8 If yes, which platform influenced your purchase the most?

136 responses

@ Customer reviews and ratings
@ Verified brand accounts
® Eng with f

replies)
@ Transparency in advertising
@ Number of followers

136 responses

@ Instagram
@ Facebook
® YouTube
@ Other
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Data Analysis and Findings:
Demographic Profile of Respondents:

To find out more about 136 female
customers' e-marketing habits and likelihood
for impulsive purchases, the study polled
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them across a range of age groups,
professions, and income levels. A thorough
analysis of the respondents’ demographic
traits may be found below:

Table: Demographic Profile of Respondents:

S.NO. |particularrComponent Respondents |Respondents (in%)
(in numbers)
1 Age 16-20 83 61%
21-25 32 23.5%
26-30 10 7.4%
31-35 4 2.9%
36-40 2 1.5%
41-45 1 0.7%
46-50 2 1.5%
50 above 2 1.5%
2 Occupatio [Student 115 84.6%
n \Working Professiona|l3 0.6%
Homemaker Entrepreneur 4 2.9%
Other 2 1.5%
2 1.5%
3 Monthly Below 10,000 110 80.09%
income {10,000 - 25,000 10 7.4%
25,001 - 50,000 10 7.4%
50,001 — 75,000 4 2.9%
75,001 — 1,00,000 1 0.7%
/Above 1,00,000 1 0.7%

Conclusion:

The study comes to the conclusion
that female consumers' impulsive purchasing
behavior in the cosmetics industry is greatly
influenced by e-marketing tactics. The most
active market is younger customers,
particularly students, who are greatly
impacted by suggestions from influencers
and social media ads. E- marketing has
increased accessibility to cosmetic items, but
it also raises questions about brand credibility
and impulsive purchase. The survey offers
insightful information about the demographic
makeup and purchasing patterns of female
consumers in the appeal industry. A large
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percentage of responder are students,
between the ages of 16 and 20, and earn less
than 10,000 a month. This implies that
younger customers who are less financially
independent are more interested in
purchasing beauty products online. Social
media has a significant influence on how
they make purchases. The most popular sites
are Instagram and YouTube, where users can
find product suggestions through peer
reviews, influencer marketing, and ads. The
degree of digital influence on respondents'
purchasing behavior is demonstrated by the
high frequency of social media participation,
with 65% of them checking platforms
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everyday.

Significantly, 72% of respondents admitted
to making impulsive purchases as a result of
being exposed to social media. This
demonstrates how well digital marketing
techniques work to encourage impulsive
purchases. But it also calls into question
financial decision-making, brand legitimacy,
and consumer awareness. These results imply
that, from a financial standpoint, cosmetic
businesses ought to concentrate on digital-
first marketing tactics aimed at younger
consumers. Additional ways to improve
customer engagement include influencer
partnerships, personalized content, and
interactive elements like augmented reality-
based product trials.

Future Growth and Implications:

There is a great deal of room for
future expansion in e-marketing tactics
aimed at female consumers, as 95% of
women questioned are aware of online
marketing. Consumer behavior will be
further influenced by the development of AR
(augmented reality) apps in  beauty
marketing, tailored shopping experiences,
and artificial intelligence (Al).

Companies ought to spend money on:
Al-powered product suggestions to improve
customization. Ethical marketing techniques
to preserve the authenticity and confidence
of customers. Initiatives for financial literacy
to encourage ethical purchasing practices.
innovations to lessen the regret of impulsive
purchases, including virtual try-ons.

Significance and Reliability of the Study:
Studying whether the internet and
digital marketing affect consumer behavior—
especially among young women working in
the cosmetics industry—is made possible by
this study. Because the results are based on in
person questionnaire data taken from 136
respondents in the area of Garhwal, they are
accurate and relevant to the region. The
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importance of e-marketing in influencing
consumer behavior is further supported by
the high awareness numbers (95%) of the
phenomenon.

By emphasizing consumer literacy,
digital involvement, and impulse buying
habits, the study adds to the body of
academic knowledge. In
order to foster a more knowledgeable and
responsible online buying environment, it
also offers useful insights for consumers,
legislators, and marketers.

In conclusion, e-marketing tactics
have a big influence on young female
consumers' impulsive purchases, especially
those who are students. Digital platforms
facilitate participation and accessibility, but
they also call for proper marketing and
knowledgeable consumer behavior. The
long-term financial and psychological effects
of impulsive purchases in online markets can
be investigated in future publications.
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