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Abstract. With technological progress, digital marketing has become
increasingly significant to brand sales. Social media is especially noticeable
as many brands use it to advertise and sell goods. The impact of social media
on people today is quite strong. For the brands to better promote themselves,
people need to know how social media affects consumers. This article
mainly discusses the impact on consumers’ opinions, purchase desires, and
behaviour when buying from online platforms. This paper studies the
influence of social media on people in terms of cognition, intention and
behaviour according to the previous research. Furthermore, this study will
take Chanel’s digital marketing strategies as an example for the practical
application of this paper. Based on the results of this research, the brand can
influence how consumers perceive things on social media, and social media
allows brands to engage with their audience. And then also influence
purchase intention in the end, to make the purchase. The above-mentioned
result proves that Social Media Marketing is very important for Consumer
Decision Making. Brands must have their own strategy to increase the
effectiveness of marketing.

1 Introduction

Social media has become something that people often use to waste their time. It is widely
used nowadays because of technological progress. With the appearance of the Internet, social
media has become more developed. Platforms such as Instagram, YouTube, Facebook, and
X have provided various sales channels for people to get in contact with products and services.
And at the same time, customers are giving back better feedback. As a consequence, digital
marketing has started to be included in the framework of traditional marketing and has gone
beyond it [1]. Digital marketing is compared with traditional marketing to be less expensive
when it comes to investment, and allows more people to be reached. Especially as social
media has become something that is a part of the lives of many, if not most, and is becoming
a way for people to buy products. There are lots of brands and product promotions carried
out through social media. So how does it affect people? Advertising that is poorly done or
deceptive reduces the ability to sell things and harms a brand’s name for good, which shows
that brands need to see how social media helps people make choices by looking at it all
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together. This paper will study how brands can influence consumers through social media for
their buying decisions to avoid over- or false advertising. As for the existing literature, it
analyzes social media marketing effects at three different levels: Intention, Behaviour,
Perception.

2 Keyword concepts

Social media marketing has 3 major concepts, which are: Brand Trust, Customer Satisfaction
and Customer Loyalty. The three are reinforcing each other; they create a good loop.
Nowadays, goods promoted on social media do not guarantee the quality of the product like
in a store, and there are lots of false advertisements. Therefore, if people like to buy products
online, they would choose which store is more credible and then decide whether to purchase.
They mostly look into the quality of the product, brand name and also advertisements. If the
product quality equals what was advertised, if they have never done anything to harm their
own brands, and if the advertisements did not stereotype any group or discriminate against it,
then people would find the brand trustworthy, leading to Brand Trust. It makes them much
more likely to buy it. And after purchasing, the customer would start thinking if it is what
they need, and this is called customer satisfaction. If a product satisfies them, then there is a
greater chance for that person to buy the same product again when they have the same need
as before and also introduce it to other people. And these will become the Customer’s Loyalty.
This is very important for a brand as loyal consumers would continue to purchase the brand's
products and promote it, which helps build brand image [2]. It creates a loop of logic: Brand
trust plus customer satisfaction equals customer loyalty (customer retention), and this will
make brand trust stronger. These ideas are significant for social media marketing, being
major elements affecting how customers see things, wish to buy them, and do stuff.

3 The influence of social media on people

3.1 Social media and consumer perception

Social media will influence the consumers’ minds, and brands can make a change there. The
consumer’s brand impression is comprised of numerous elements like personal product
experience, brand image, word of mouth recommendation, online reviews and also the
consumers’ own content production, all amplified and spread through social media platforms.
And the Internet gives a place for it. In the social media environment, Influencer marketing
integrates promotional material with user-generated content and thus speeds up how fast info
spreads and increases what brands can be seen by a larger group, so people can form or adjust
to seeing things about different companies faster. The consumer's opinion of a brand is
affected by how good the content is [3]. Unlike one-way marketing, consumers can also
transform themselves from a passive spectator to an active participant on Social media, and
this two-way communication allows all those in a bunch to tell their own story and influence
the minds of consumers regarding them. Like when people watch a brand’s videos or leave
something on social media, even before that, they have already started to think of it. If they
also comment on their thoughts in the videos and interact with the brands, it can create an
emotional tie that makes people like certain brands even more and might encourage them to
buy those items as well [4]. It is social media that impacts upon peoples perception and
therefore what they will buy.
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3.2 Social media and purchase intention

In terms of the digital environment, it is full of a large amount of information that is also
scattered, with brand content and people’s voices, etc., to some extent complicating
consumers’ choices. All these kinds of complicated information makes it hard for people to
select what they want. "The findings show that info quality, info credibility, info task fit and
attitudes toward info account for the info is useful". Purchase intention is based on
information adoption, in which “information usefulness is the predictor for information
adoption” [5]. So, good and reliable information will raise consumers' interests. Also, if the
brand provides useful info, product advantage and comparison with another product on social
media will also increase customer desire for purchase [6]. It should also be noted that the
content on social media will not increase consumers' purchase intentions directly but instead
builds and strengthens their brand trust, which increases purchase intention [5]. The
mediating function of brand trust explains why the improvement in purchase intention
happens, because information quality does it by making us have more faith. To sum up, the
information and content posted on social media and trusted brands also affect consumers'
purchase intention.

3.3 Social media and consumer behaviour

Businesses that take part in talks with people on social media sites can form feelings and
make it seem real, which makes ties stronger between the brand and customers, as well as
helps get customer preferences [7]. Moreover, it reflects what other people think and choose
to do, so there is peer pressure that makes you more likely to be influenced by how other
people behave. Many consumers watch videos of online celebrities before buying something,
and then buy the product after they have seen it. Brands will try to find these online
influencers to advertise because of the above. When choosing an influencer or someone they
will believe in, people usually look for something related to seeming credibility first. But as
brands choose influencers to sell their products, they should not only care about the
credibility of the influencers but also whether the influencer matches the brand and its
philosophy [8]. Under such circumstances, people are prone to transform their intention of
buying something into reality. Hence, it is shaped by the influence of interaction as well as
social influence.

4 Case study of Chanel

Chanel, being one of the world’s leading luxury brands, provides a good case context to study
the application of social media marketing in the high-end consumer market. In the digital age,
it constantly refines its marketing model and adopts various strategies on different social
media sites to boost brand recognition and draw younger customers. Chanel not only
maintains its offline store, but it also increases its online promotion to enhance its market
coverage by combining online and offline resources. Regarding the marketing channels,
Chanel used different forms of digital communications like using social media, which are
Instagram, Facebook and YouTube, also they had their own official website and mobile apps
[9]. These platforms do not just display stuff and let people buy it; they become really
important hangouts where brands get to interact with customers in a good way. Social media
and other online advertising enable communication between brands and consumers and
enhance the reach of brand campaigns.

Specific Digital Marketing Strategies used by Chanel are Search Engine, Web
Advertising and Social Media. Its main digital marketing is by doing collaborations with
celebrities and influencers to make ads, documentaries, music, films, etc., and it also
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advertises in other media. Regarding the content of marketing for Chanel, it is about
conveying their brand value through the use of good-quality visuals and storytelling. It
naturally integrates brand history with current looks via little clips and making-of docs. Like
in their short films, commercials, and social media content, they mix the brand’s past, culture
and products to create a stronger feeling for customers. At the same time, it will improve the
popularity of the brand and consumer loyalty [9]. And second, Chanel broadens and boosts
the influence of its brand through well-known film stars and fashion influencers. They tend
to wield significant sway in society, possessing strong public credibility, and by transferring
their own credibility to others, they make consumers associate this positive image with the
brand, thus boosting consumer confidence. At the same time, it allows brands to better target
their own audience and expand the scope of coverage with their fans. It will help to raise
consumers' knowledge and interest in the brand [10].

The analysis of Chanel's social media marketing reveals lots of influences on consumers'
minds, wishes and actions. Firstly, from a perceptive standpoint: Through good content and
various forms of communication to increase the brand's exposure so as to make it more
accessible and easy to understand for customers. It has improved the brand’s image and also
formed people’s understanding of this kind of brand. Second, as for purchase intention, using
social media to disseminate information and express emotions with the brand story improved
people's belief in the brand, and they were more willing to make a purchase. Lastly, when it
comes to the behaviour aspect is also due to the interactive feature along with influencer
recommendations. Chanel succeeded in improving brand awareness, purchase intent and
customer behaviour with multi-channel communications, content marketing and influencer
partnerships. These work together and will be a whole marketing system.

5 Suggestion

Brands must make sure that what they say is true in their advertisements, and not favour one
group over another. They need to look at the rationality of promoting goods from many angles
and whether there is a possibility of being deceived by false information. In order to prevent
over-consumption, consumers must pay attention to whether the advertisement has overstated
its claims and also be careful about the truthfulness of the product display in the
advertisement. The brands can make use of these people's minds for their purchases.
Consumers must observe brands’ promotions and avoid purchasing irrationally by spending
more than they can afford. Meanwhile, market regulators should be wary of misleading
advertising. In this age of rapid information transmission, social media users are unable to
discern the truthfulness of things. It creates hidden antagonism between those who watch the
biased advertisements on social media. Inaccurate advertisements will mislead people to
make wrong judgments. The market regulator can not just immediately react to
misinformation and false advertising, but also actively make up and put into practice
transparent rules regarding social media advertisements, like a necessary declaration about
sponsored content. This will stop systematic deceit and defend consumers' rights.

6 Conclusion

This study finds that social media itself does not change how people buy things, but it does
make them feel better about brands and builds trust, so people slowly start thinking about
buying stuff from them and doing it. Among all these factors, brand trust and social
interaction are very important for the consumer decision-making process. Therefore,
concerning social media marketing, brands need to focus more on the quality and truth of
their promotions, along with interacting with customers. So the brand must not trick
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customers into buying them and should create great promo stuff in order to prevent losing
customers due to wrong promotion. Meanwhile, consumers must be careful not to fall for
online advertisements so as not to lose money.
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