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ABSTRACT 

Introduction: Over the last decade, media has undergone a significant transition, customers 

are gradually accessing social networking sites to hunt for information about different goods 

and services, instead of depending on conventional channels such as television, radio, and 

magazines etc.  

Aim of the study: The Main Aim of The Study Is to The Impact of Social Media on Online 

Shopping and Purchasing 

Material and method: All Indian customers who couldn't be counted were included in this 

study's population. Purposive random sampling was used in this investigation, and a total of 

100 participants were included in the sample.  

Conclusion: In this study, it can be stated that this research model enhances the notion of 

customer behaviour in marketing, particularly via online media. 

1. INTRODUCTION 

For consumers, it's been a few years since they've looked at the online environment from a 

purely commercial perspective. Users have become consumers as a result of the advancement 

of technology and the growth of online businesses. It is also important to recognise that 

social media has had a significant influence on how individuals interact with one another and 

with companies. Informational society variables, such as social media, have an impact on 

decision-making and product evaluations. Customers may acquire knowledge about products 
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and services from their peers by using social media, and they can also use their reviews to 

influence other people's purchases by sharing them. A variety of psychosocial factors, 

including income, purchasing motivation and corporate presentation (including social media 

presence), demographic variables (age, gender, disposable income, and so on), workplace 

payment methods (including online and physical stores), and other factors, influence 

consumers. The purpose of this study is to investigate how online customers' purchase 

choices are influenced by social media networks. 

1.2 ELECTRONIC WORD-OF-MOUTH (E-WOM) AND VIRTUAL COMMUNITIES  

In the realm of ordinary business, there is no such thing as a "surprise subscription." The 

novelty of an object does not necessarily reflect a desire to explore territory that has not 

before been explored. Many clients look for information on social media and from other 

customers who have talked about their delivery on their blog or YouTube channel before 

committing to a subscription service to determine whether or not they are happy with their 

purchases. More credit may be given to expert consumers, who may be well-known to the 

target demographic, than to any other kind of marketing. This has been realised by the 

announcers. According to study, online word-of-mouth (eWOM) has a significant influence 

on customer behaviour, notably on brand loyalty and purchase decisions, as well as on 

product quality. That is why they originally shipped boxes to internet influencers who 

volunteered to promote the product in exchange for nothing. 

2. OBJECTIVES OF THE STUDY 

 To analysis the social media On E-Commerce on Online Consumer Behavior 

 To study indicate that consumers in their behavior in social media, especially online 

media 

3. RESEARCH METHODOLOGY  

It was unable to identify or track down any of the study's participants by name or number. It 

was determined that 100 individuals were appropriate for this inquiry by using a technique 

known as purposeful random sampling. Purposive sampling is a technique in which the 

researcher picks a sample based on a set of criteria that have been previously established. The 
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following conditions must be satisfied in order to be considered for this study: a high school 

diploma or equivalent, a recent three-month period of research, and at least two social media 

accounts. It took place between April 1st and April 30th of this year. 

4. RESULT 

4.1 Instrument Reliability  

When the same item is examined with the same procedure and same measurement device, the 

findings will be consistent, even if the time is different. This is known as a test reliability test, 

or TRT. Cronbach's coefficient of alpha is used to determine the degree to which the study's 

variables are positively associated with one another. Reliability is measured by comparing 

the cronbach's alpha value to a cutoff value of less than 0.60. Table 1 below shows the test's 

outcomes: 

Table 1: Reliability Test Results 

No Variable 
Cronbach 

Alpha Results 

1 Share (Y) 0.897 Reliabel 
2 Attention(X1) 0.894 Reliabel 
3 Interest(X2) 0.894 Reliabel 
4 Search(X3) 0.939 Reliabel 
5 Action(X4) 0.932 Reliabel 

When evaluating the outer model, the criteria of focused legitimacy, discriminant legitimacy, 

and composite unshakeable quality are applied. The significance of estimate models relying 

on external stacking is determined by the presence of both a stacking incentive of at least 

0.50, as well as a t-measurable incentive of at least 1.96, all of which indicate that the model 

has common validity. The results of the attention, interest, search, action, and sharing studies 

all have an outside loading value larger than 0.5, indicating that they are more likely to occur. 

Using the ambiguity indicator of role, the action variable has the maximum outer loading 

value of 0.936, making it the most powerful measure of the ambiguity indicator. Three 

indicators have an outer loading value larger than 0.5, indicating that they are reliable 

indicators for determining the variable proportion of the population. 

For the purpose of determining whether or not the notion has good discriminant validity, a 

cross loading-based assessment of the estimate model is carried out. Because of the presence 
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of cross loading, every sign in the relevant variable has the maximum value when compared 

to different cross loading latent components, which is why discriminant legitimacy is 

regarded legitimate. The results of cross-loading the three components are shown in Table 2. 

Table 2: Value of Cross Loading Research Model 

 Actio 
n 

Attentio 
n 

Interest Search Share 

X1.1 0.559 0.824 0.450 0.535 0.600 

X1.2 0.480 0.899 0.621 0.512 0.514 

X1.3 0.519 0.736 0.622 0.566 0.547 

X1.4 0.474 0.865 0.674 0.555 0.523 

X1.5 0.492 0.863 0.504 0.513 0.544 

X2.1 0.586 0.542 0.736 0.595 0.632 

X2.2 0.452 0.532 0.845 0.515 0.469 

X2.3 0.512 0.641 0.855 0.586 0.555 

X2.4 0.413 0.500 0.851 0.449 0.443 

X2.5 0.514 0.645 0.900 0.576 0.557 

X3.1 0.729 0.619 0.615 0.909 0.762 

X3.2 0.627 0.574 0.580 0.907 0.662 

X3.3 0.679 0.561 0.596 0.853 0.718 

X3.4 0.677 0.536 0.574 0.905 0.726 

X3.5 0.686 0.582 0.570 0.904 0.705 

X4.1 0.818 0.465 0.518 0.622 0.812 

X4.2 0.873 0.576 0.526 0.680 0.883 

X4.3 0.936 0.573 0.549 0.699 0.824 

X4.4 0.906 0.477 0.452 0.668 0.848 

X4.5 0.902 0.581 0.607 0.700 0.809 

Y1.1 0.676 0.639 0.628 0.721 0.818 

Y1.2 0.818 0.465 0.518 0.622 0.812 

Y1.3 0.873 0.576 0.526 0.680 0.883 

Y1.4 0.778 0.552 0.526 0.631 0.857 

Y1.5 0.805 0.521 0.513 0.715 0.836 

Table 2 above shows that each latent variable has a larger cross loading than the other latent 

variables, which means that the latent variable has met the criteria for discriminant validity. 

The Cronbach's alpha value may be used to measure the estimating model's construct 

reliability when using reflected indicators. Cronbach's alpha and reliability quality composite 

are excellent if they have an estimate of ≥ 0.70. Table 3 instrument reliability concentrations 

are shown in the following results. 
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Table 3: Composite Reliability Research Model 

No Variables 
Composite 
Reliability 

Cronbachs 
Alpha Results 

1 Action(X4) 0.949 0.932 Reliable 
2 Attention(X1) 0.922 0.894 Reliable 
3 Interest(X2) 0.922 0.894 Reliable 
4 Search(X3) 0.953 0.939 Reliable 
5 Share(Y) 0.924 0.897 Reliable 

According to Table 3 above, the Cronbach's alpha value and the composite reliability value 

for all constructions have an estimate of more than 0.7. As a result, each exploration 

construct in the examination model has a high degree of dependability. The purpose of 

examining the structural model's latent constructs, significant values, and R-square is to 

examine how they relate to the research model that has been established. Figure 1 shows the 

results of evaluating the inner model based on the research model that was developed and 

evaluated using SEM-PLS analysis. 

 

Figure 1: The result of structural model analysis 

It was decided to apply the R-square to assess the constructs of both independent and 

dependent variables, and it was found that both the t test and the significance values for each 

of these parameters were very significant. Structural path parameters are evaluated using this 

method. 
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Table 4: R-square 

Variables R-square 
Action 0.605 
Interest 0.474 
Search 0.430 
Share 0.908 

If the action variable has an R-squared value of 0.605, Table 4 will be seen. This means that 

factors like attention, interest, search, and sharing account for 60.5% of the action construct's 

variability, whereas variables outside the model account for 39.5%. The R-squared of interest 

variables The attention, action, search, and share factors account for 47.4 percent of the 

variance, whereas the interest variables account for 52.6 percent of the variance. 43 percent 

of the variability in the search variable is explained by attention, action, interest and sharing 

whereas 57 percent of the search variables are explained by other factors. Attention, action, 

interest, and search were all described by the variable R-square share of 90.8 percent of its 

variability, while just 9.2 percent was explained by other factors. 

5. CONCLUSION  

In this study, it can be stated that this research model enhances the notion of customer 

behaviour in marketing, particularly via online media. The findings of this research show that 

consumers' behaviour in social media, particularly online media, has unique features. There 

is no need for customers to go through the phases of behaviour that are typically performed 

sequentially; instead, they may jump right into the ones that are required. Customers in the 

AISAS model are organised in a manner that ensures that they are aware of a product's 

existence (Attention), and from this knowledge, they develop an interest in the product. 

Consumers will become more curious once they first get interested, and this curiosity may be 

satiated by searching for information online. A purchasing choice (Action) may be made in 

the form of either a positive action (buying the product) or a negative action (not buying the 

product). Share information and/or your own experiences with other people throughout the 

process, from the beginning to the conclusion.Consumer behaviour was shown to be quite 

adaptable in this research. In this research, the attention, interest, and action variables all had 

a positive influence on each other, but the significance of these interactions could not be 

determined; nevertheless, other Search for Share correlations in this study were shown to be 

both positive and significant. The findings of this research are intended to serve as a 
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reference for the creation of online product marketing strategies that explicitly target social 

media as a method of promoting and developing consumer behaviour, especially among 

online consumers of the items supplied. 
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