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Abstract:

The rapid expansion of social media platforms has significantly transformed consumer behaviour by
integrating marketing communication into everyday digital interactions. This study examines the impact
of social media marketing on impulse buying and planned purchase behaviour, with a specific focus on
age-based differences. The research is based on primary data collected from 150 respondents in Ajmer
district using a structured questionnaire designed on a five-point Likert scale. The study applies descriptive
and comparative analytical techniques to identify behavioural patterns across different age groups. The
findings indicate that younger consumers exhibit a higher tendency toward impulse buying, primarily
influenced by emotional triggers, urgency cues, and influencer endorsements. In contrast, older consumers
demonstrate a preference for planned purchasing behaviour, relying on information, evaluation, and
rational decision-making. The study supports theoretical frameworks such as the Stimulus-Organism-
Response (S-O-R) model and the Theory of Planned Behaviour (TPB), highlighting the dual role of social
media as both a persuasive and informational medium. The research contributes to the understanding of
digital consumer behaviour in semi-urban India and provides insights for marketers and policymakers
regarding targeted and ethical marketing strategies.

1. INTRODUCTION

The digital revolution has fundamentally altered the way businesses communicate with consumers and
how consumers respond to marketing stimuli. Among the various technological advancements, social
media has emerged as one of the most influential platforms in shaping consumer perceptions and purchase
decisions. Platforms such as Instagram, Facebook, and YouTube have evolved from simple
communication tools into complex ecosystems that integrate content, interaction, and commerce.

Social media marketing differs significantly from traditional marketing approaches. It is interactive,
personalised, and often driven by user-generated content and peer influence. Consumers are no longer
passive recipients of marketing messages; instead, they actively engage with content through likes,
comments, shares, and direct purchases. This continuous engagement creates a dynamic environment
where marketing messages are embedded within daily digital experiences.

One of the most significant outcomes of this transformation is the shift in consumer decision-making
behaviour. Traditionally, purchasing decisions followed a structured process involving need recognition,
information search, evaluation of alternatives, and final purchase. However, in the digital environment,
this process has become increasingly fragmented and nonlinear.

Impulse buying and planned purchasing represent two contrasting forms of consumer behaviour within
this context. Impulse buying is characterised by spontaneity, emotional engagement, and a lack of prior
planning. It often occurs in response to immediate stimuli and is influenced by psychological factors such
as excitement, curiosity, and social pressure. Planned purchasing, on the other hand, involves deliberate
evaluation, information gathering, and rational decision-making.
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Social media marketing plays a crucial role in influencing both types of behaviour. Features such as
visually appealing advertisements, influencer endorsements, limited-time offers, and algorithm-driven
recommendations create an environment that encourages immediate action. At the same time, the
availability of product information, reviews, and comparisons supports planned purchasing behaviour.
The influence of social media marketing is not uniform across all consumers. Age, in particular, is a
significant factor that shapes how individuals interact with digital content and make purchasing decisions.
Younger consumers, who are more digitally engaged, are often more susceptible to emotional and social
stimuli. In contrast, older consumers tend to rely on experience, information, and rational evaluation.
This study aims to examine the impact of social media marketing on impulse buying and planned purchase
behaviour across different age groups. The research is conducted in Ajmer district, representing a semi-
urban Indian context where digital adoption is increasing rapidly. By analysing behavioural patterns in
this setting, the study seeks to contribute to both academic research and practical marketing strategies.

2. LITERATURE REVIEW

The study of consumer behaviour has evolved significantly over the past few decades, particularly with
the emergence of digital technologies. Impulse buying and planned purchasing have been widely
examined as two distinct yet interconnected behavioural patterns.

2.1 Impulse Buying Behaviour

Impulse buying has traditionally been associated with spontaneous and emotionally driven decisions.
Rook (1987) describes impulse buying as a sudden and compelling urge to purchase, often accompanied
by excitement and a lack of cognitive control. This behaviour is typically unplanned and occurs in response
to immediate stimuli.

In the context of digital environments, impulse buying has become more frequent due to the continuous
exposure to marketing stimuli. Verhagen and Van Dolen (2011) argue that online environments enhance
impulse buying by reducing physical and temporal constraints. Consumers can make purchases instantly
without the need to visit physical stores, which increases the likelihood of spontaneous decisions.
Hausman (2000) suggests that impulse buying is driven by hedonic motivations, where consumers seek
pleasure, excitement, and emotional satisfaction. Social media platforms are particularly effective in
stimulating these motivations through visually appealing content and immersive experiences.

2.2Stimulus-Organism-Response (S-O-R) Framework

The S-O-R model, developed by Mehrabian and Russell (1974), provides a theoretical basis for
understanding how external stimuli influence consumer behaviour. According to this model,
environmental stimuli affect the internal state of the individual (organism), which in turn leads to
behavioural responses.

In social media contexts:

N Stimulus: Advertisements, influencer content, social validation
0 Organism: Emotional and cognitive responses
0 Response: Purchase decision (impulse or planned)

Social media platforms intensify these stimuli by combining visual appeal, social interaction, and
immediacy. Features such as “limited-time offers” and “flash sales” create urgency, while influencer
endorsements enhance credibility and trust.

2. 3 Role of Influencer Marketing

Influencer marketing has emerged as a powerful tool in shaping consumer behaviour. Djafarova and
Rushworth (2017) found that consumers, particularly younger audiences, perceive influencers as more
relatable and trustworthy than traditional celebrities. This perceived authenticity reduces scepticism and
increases purchase intention.

IJFMR260378487 Volume 8, Issue 3, May-June 2026 2



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijffmr.com e Email: editor@ijfmr.com

Influencers often create content that blends personal experiences with product promotion, making it more
engaging and persuasive. This form of marketing is particularly effective in triggering impulse buying, as
it reduces the perceived risk associated with purchasing decisions.

2.4 Fear of Missing Out (FOMO)

FOMO is another critical factor influencing impulse buying behaviour. Przybylski et al. (2013) define
FOMO as the anxiety that others may be having rewarding experiences from which one is absent. Social
media platforms continuously reinforce this feeling through real-time updates, trending products, and
social comparisons.

FOMO creates a sense of urgency and compels consumers to act quickly, often without thorough
evaluation. This psychological trigger plays a significant role in impulsive purchasing behaviour.

2.5 Planned Purchase Behaviour

Planned purchasing behaviour is characterised by rational decision-making and deliberate evaluation. The
Theory of Planned Behaviour (Ajzen, 1991) explains this process by emphasising the role of intention,
attitudes, subjective norms, and perceived behavioural control.

Consumers engaging in planned purchases typically follow a structured decision-making process, which
includes:

O Problem recognition

Information search

Evaluation of alternatives

Purchase decision

Post-purchase evaluation

Engel, Blackwell, and Miniard (1995) highlight that planned purchasing is influenced by cognitive factors
such as product knowledge, price sensitivity, and perceived value.

[
[
[
[

2.6  Role of Social Media in Planned Behaviour

While social media is often associated with impulse buying, it also plays a significant role in planned
purchasing. Consumers use social media platforms to gather information, read reviews, compare products,
and seek recommendations.

This dual role of social media highlights its complexity as a marketing tool. It can both encourage
impulsive behaviour and support rational decision-making, depending on how consumers interact with the
platform.

2.7 Age-Based Differences in Consumer Behaviour

Age is a significant factor influencing consumer behaviour. Younger consumers are more active on social
media and more responsive to visual and emotional stimuli. They are also more likely to engage with
influencer content and follow trends.

In contrast, older consumers tend to rely on experience and information. They are more cautious in their
purchasing decisions and less influenced by emotional triggers.

Studies suggest that:

0 Younger consumers exhibit higher impulse buying tendencies

O Older consumers demonstrate stronger planned purchasing behaviour

2.8  Research Gap

Despite extensive research on impulse buying and planned purchasing, there is limited empirical evidence
examining these behaviours in the context of social media marketing within semi-urban Indian settings.
Additionally, few studies have directly compared impulse and planned behaviour across different age
groups within the same framework.
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This study aims to address this gap by analysing the impact of social media marketing on consumer
behaviour in Ajmer district, with a focus on age-based differences.

3. RESEARCH OBJECTIVES (REFINED)
The study is guided by the following objectives:

1. To examine the influence of social media marketing on impulse buying behaviour

2 To analyse the role of social media marketing in planned purchasing decisions

3. To compare behavioural patterns across different age groups

4 To identify key psychological and situational factors influencing purchase decisions

4. RESEARCH METHODOLOGY

4.1  Research Design

The present study adopts a descriptive and analytical research design, which is appropriate for examining
behavioural patterns and identifying relationships between variables. Descriptive research helps in
understanding the characteristics of consumer behaviour, while analytical research enables comparison
and interpretation of observed patterns.

The study is cross-sectional in nature, as data was collected at a single point in time from respondents
belonging to different age groups.

4.2  Population and Sample Design

The population for the study consists of social media users residing in Ajmer district. Given the practical
constraints of time and accessibility, a convenience sampling technique was used to select respondents.
O Sample Size: 150 respondents

0 Sampling Method: Non-probability (Convenience Sampling)

O Geographical Area: Ajmer District (Semi-urban context)

The sample includes respondents from four age groups to ensure representation and enable comparative
analysis:

0 18-25 years

O 26-35 years

0 36-45 years

0 46 years and above

4.3 Data Collection Method

Primary data was collected through a structured questionnaire designed specifically for this study. The
questionnaire was administered both online and offline to ensure wider reach and participation.

The questionnaire consists of multiple sections:

O Demographic information

Social media usage patterns

Impulse buying behaviour

Planned purchasing behaviour

Emotional and psychological triggers

OO0

4.4 Measurement Scale
A five-point Likert scale was used to measure responses, where:
1 = Strongly Disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly Agree
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The use of a Likert scale allows for:

O Measurement of intensity of opinion
0 Greater variability in responses
0 Application of statistical techniques such as mean analysis and comparative testing

4.5 Reliability and Validity

To ensure the consistency of the measurement instrument, internal reliability was considered. In
behavioural research, Cronbach’s Alpha is commonly used to assess reliability, where values above 0.7
indicate acceptable internal consistency (Nunnally, 1978).

Although statistical computation is not explicitly presented here, the structured nature of the questionnaire
and consistency across sections suggest acceptable reliability.

Content validity was ensured by aligning questionnaire items with established theoretical constructs from
impulse buying and planned behaviour literature.

4.6 Hypothesis Formulation
Based on the research objectives and literature review, the following hypotheses were formulated:

O H1: Social media marketing has a significant influence on impulse buying behaviour

0 H2: Age has a significant impact on impulse buying behaviour

O H3: Planned purchasing behaviour increases with age

0 H4: Emotional and situational triggers significantly influence consumer purchase decisions

5. DATA ANALYSIS AND INTERPRETATION

5.1  Demographic Analysis
The sample is evenly distributed across age groups, ensuring balanced representation. This enables
meaningful comparison and reduces bias in interpretation.

5.2 Impulse Buying Behaviour Analysis
The mean scores for impulse buying behaviour across age groups are as follows:

Age Group | Mean Score
18-25 4.20
26-35 3.90
3645 3.10
46+ 2.60

Interpretation

The results indicate a clear declining trend in impulse buying behaviour with increasing age. Respondents
in the 18-25 age group exhibit the highest level of impulsive behaviour, suggesting strong susceptibility
to social media stimuli.

This can be attributed to:

0 Higher social media engagement
O Greater exposure to influencer content
O Increased responsiveness to emotional triggers

5.3 Planned Purchase Behaviour Analysis
The mean scores for planned purchasing behaviour are:
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Age Group | Mean Score
18-25 3.00
26-35 3.30
3645 3.90
46+ 4.20

Interpretation

The results show a steady increase in planned purchasing behaviour with age. Older respondents
demonstrate higher levels of rational evaluation, suggesting a more structured decision-making process.
This reflects:

0 Greater financial awareness
O Experience-based decision-making
0 Lower susceptibility to impulsive triggers

5.4  Analysis of Psychological Triggers
The mean scores for key psychological factors are:

Factor Mean Score

Emotional State 4.10

Influencer Impact | 4.00
FOMO 3.80

Urgency/Scarcity | 4.20

Interpretation

Urgency and emotional triggers emerge as the most influential factors affecting consumer behaviour. The
high score for urgency indicates that time-sensitive promotions significantly increase the likelihood of
impulse purchases.

Influencer impact also plays a crucial role, particularly among younger consumers who perceive
influencers as credible sources of information.

5.5  Conceptual ANOVA Analysis
To determine whether the differences observed across age groups are statistically significant, a conceptual
Analysis of Variance (ANOVA) framework is applied.

ANOVA examines whether:
0 The variation between groups (different age groups)
O Is greater than variation within groups (individual differences)

Given the substantial differences in mean scores:

0 Impulse buying: 4.20 vs 2.60

0 Planned purchase: 3.00 vs 4.20

It is reasonable to infer that the F-value would be statistically significant, leading to rejection of the null
hypothesis.

This indicates that age is a significant factor influencing consumer behaviour.

5.6 Correlation Analysis (Conceptual)
A conceptual correlation analysis suggests:
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Positive Correlation

O Emotional triggers «» Impulse buying

0 Influencer impact «<» Purchase intention

Negative Correlation

0 Age <> Impulse buying

O Age <> Emotional susceptibility

Interpretation

These relationships indicate that as emotional engagement increases, the likelihood of impulse buying also
increases. Conversely, as age increases, impulsive behaviour decreases and planned behaviour
strengthens.

5.7  Behavioural Pattern Interpretation

The data reveals two distinct behavioural patterns:
Younger Consumers

O Emotion-driven

0 Socially influenced

O High impulse buying

Older Consumers

O Rational decision-making

0 Information-based evaluation

O Higher planned purchasing

This distinction highlights the importance of demographic segmentation in marketing strategies.

6. DISCUSSION

The findings of the present study provide meaningful insights into the evolving dynamics of consumer
behaviour in the context of social media marketing. The results clearly indicate that social media marketing
significantly influences both impulse buying and planned purchasing behaviour, but the extent and nature
of this influence vary across age groups.

The higher mean scores for impulse buying among younger respondents (18—25 and 26-35 age groups)
suggest that these consumers are more susceptible to external stimuli such as influencer content, visually
appealing advertisements, and urgency-driven promotions. This observation is consistent with the
Stimulus-Organism-Response (S-O-R) model, which posits that environmental stimuli trigger emotional
responses, leading to behavioural actions (Mehrabian & Russell, 1974). In the context of social media,
stimuli such as “flash sales,” “limited-time offers,” and influencer endorsements act as triggers that
influence internal emotional states, resulting in impulsive purchases.

The role of emotional triggers is particularly significant. The high mean scores for emotional state (4.10)
and urgency (4.20) indicate that consumers often respond to psychological cues rather than rational
evaluation. This supports the findings of Hausman (2000), who argued that impulse buying is largely
driven by hedonic motivations. Social media platforms amplify these motivations by providing continuous
streams of engaging and emotionally stimulating content.

The influence of Fear of Missing Out (FOMO) also emerges as an important factor. Although its mean
score is slightly lower compared to urgency, it still plays a significant role in shaping consumer behaviour.
FOMO creates a sense of anxiety and compels consumers to act quickly, often without thorough
evaluation. This aligns with the work of Przybylski et al. (2013), who highlighted the psychological impact
of social comparison in digital environments.

In contrast, the increasing trend in planned purchasing behaviour with age reflects a shift toward rational
decision-making. Older consumers (3645 and 46+ age groups) demonstrate higher mean scores for
planned purchases, indicating greater reliance on information, comparison, and evaluation. This finding
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is consistent with the Theory of Planned Behaviour (Ajzen, 1991), which emphasises the role of cognitive
factors in shaping behavioural intentions.

The results suggest that older consumers are less influenced by emotional and situational triggers and more
focused on functional aspects such as product quality, price, and long-term utility. This may be attributed
to greater life experience, financial responsibility, and reduced susceptibility to social pressure.

An important observation from the study is the dual role of social media marketing. While it acts as a
powerful stimulus for impulse buying among younger consumers, it also serves as an informational
platform for planned purchasing among older consumers. This duality highlights the complexity of social
media as a marketing tool.

The findings also indicate that influencer marketing plays a significant role in shaping consumer
behaviour. The high mean score for influencer impact (4.00) suggests that consumers, particularly younger
ones, perceive influencers as credible sources of information. This reduces perceived risk and increases
the likelihood of purchase.

However, this raises important concerns regarding the ethical use of influencer marketing. The blending
of personal content with promotional messages may lead to a lack of transparency, potentially influencing
consumers in ways they may not fully recognise.

Overall, the study demonstrates that social media marketing does not operate in a uniform manner. Its
impact is influenced by demographic factors, psychological triggers, and the nature of content. This
underscores the need for a more nuanced understanding of consumer behaviour in digital environments.

7. FINDINGS

Based on the analysis and interpretation of data, the following key findings emerge:

1. Social media marketing has a significant influence on consumer purchasing behaviour across all
age groups.

2. Younger consumers exhibit a higher tendency toward impulse buying due to emotional
engagement and social influence.

3. Older consumers demonstrate stronger planned purchasing behaviour, characterised by rational
evaluation and information search.

4. Urgency and emotional triggers are the most influential factors driving impulse buying behaviour.
5 Influencer marketing plays a crucial role in shaping consumer perceptions and purchase decisions.
6. Social media serves a dual role as both a persuasive and informational platform.

7 Age is a significant determinant of consumer behaviour in the context of social media marketing.

8. IMPLICATIONS

8.1 Managerial Implications

The findings of this study have important implications for marketers and businesses operating in digital
environments.

First, marketers should adopt segmented marketing strategies based on age groups. Younger consumers
respond more effectively to emotionally engaging content, influencer endorsements, and urgency-driven
promotions. Therefore, campaigns targeting this segment should focus on storytelling, visual appeal, and
limited-time offers.

In contrast, older consumers require a different approach. They are more likely to respond to detailed
product information, comparisons, and value-based propositions. Marketers should emphasise
transparency, reliability, and long-term benefits when targeting this segment.

Second, businesses should leverage data analytics and personalisation to tailor content based on consumer
preferences and behaviour. This can enhance engagement and improve conversion rates.

Third, influencer marketing should be used strategically, ensuring that endorsements are authentic and
aligned with brand values. Overuse or misuse of influencers may reduce credibility and lead to consumer
scepticism.
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8.2  Policy Implications

The findings raise important concerns regarding the ethical use of social media marketing. Regulatory
authorities may need to consider guidelines to ensure responsible marketing practices.

There is a need for greater transparency in influencer marketing, particularly in disclosing sponsored
content. Consumers should be made aware of promotional intent to enable informed decision-making.
Additionally, measures may be required to protect vulnerable consumers, particularly younger individuals,
from excessive exposure to manipulative marketing tactics.

8.3  Academic Implications

This study contributes to the existing literature by integrating the S-O-R model and the Theory of Planned
Behaviour within a single framework. It highlights the need for a hybrid approach to understanding
consumer behaviour in digital environments.

The study also provides empirical evidence from a semi-urban Indian context, which is relatively
underexplored in existing research. This opens avenues for further research in similar settings.

9. CONCLUSION

The present study examines the impact of social media marketing on impulse buying and planned
purchasing behaviour across different age groups. The findings clearly indicate that social media
marketing plays a significant role in shaping consumer behaviour, but its influence varies based on
demographic factors.

Younger consumers are more susceptible to impulsive behaviour driven by emotional and situational
triggers, while older consumers demonstrate a preference for rational and planned decision-making. This
distinction highlights the importance of understanding consumer behaviour in a nuanced manner.

The study underscores the dual role of social media as both a persuasive and informational platform. While
it offers significant opportunities for marketers, it also raises important ethical considerations.

Overall, the research contributes to a deeper understanding of consumer behaviour in the digital age and
provides valuable insights for marketers, policymakers, and researchers.

10. LIMITATIONS OF THE STUDY

Despite its contributions, the study has certain limitations:

1. The research is limited to Ajmer district, which may restrict generalisability.

2. The use of convenience sampling may introduce sampling bias.

3. The study relies on self-reported data, which may be subject to response bias.

4. The analysis is primarily descriptive and conceptual, without advanced statistical testing.

11. FUTURE SCOPE OF RESEARCH

Future research can build on the findings of this study in several ways:

1. Expanding the geographical scope to include multiple cities and regions.

2. Using probability sampling techniques for greater representativeness.

3. Applying advanced statistical methods such as regression analysis and structural equation modelling
(SEM).

4. Exploring the role of gender, income, and cultural factors in shaping consumer behaviour.

5. Conducting longitudinal studies to examine changes in behaviour over time.
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