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Abstract

In the digital era, social media advertising has emerged as one of the most powerful tools for companies to reach and engage with their
target audiences. This research study aims to analyze the usefulness and effectiveness of social media advertisements in enhancing brand
awareness, influencing consumer behavior, and driving sales growth. The study investigates how different social media platforms—such
as Facebook, Instagram, YouTube, and LinkedIn—serve as marketing channels for businesses of various sizes. Through a structured
questionnaire, data is collected from both consumers and business owners to evaluate their perceptions, levels of engagement, and
satisfaction with social media advertisements. The study further explores the advantages of social media ads over traditional forms of
advertising, along with the key challenges faced by companies in implementing social media marketing strategies effectively. Findings
from the research are expected to reveal that social media ads significantly contribute to improving brand recognition and customer
reach, provided they are targeted and designed strategically. Overall, this study highlights the growing importance of social media
advertising as a cost-effective and result-driven marketing approach in the modern business landscape.

Keywords: Social media advertising, digital marketing, brand awareness, consumer behavior, online marketing, business growth,
customer engagement, advertising effectiveness, social media platforms, marketing strategy.

Introduction

In today’s digital world, social media has become an essential
platform for communication, entertainment, and information
sharing. It has also transformed the way companies market
their products and interact with consumers. Social media
advertising refers to the use of social networking platforms
such as Facebook, Instagram, YouTube, LinkedIn, and X
(Twitter) to promote brands, products, or services to a
targeted audience. With billions of active users across these
platforms, social media advertising provides companies with
an unparalleled opportunity to reach a global audience in a
cost-effective and measurable manner.

Traditional advertising methods such as television, radio, and
print media are gradually being replaced or supplemented by
social media marketing due to its ability to offer direct
interaction and instant feedback from customers. Companies
now use advanced targeting tools and data analytics to design
personalized ads that appeal to specific demographics,
interests, and behaviors. This form of advertising not only

useful for startups and small businesses, as they require lower
budgets compared to traditional advertising methods.
Moreover, the ability to monitor ad performance in real time
helps companies make quick adjustments and improve
campaign effectiveness. However, despite these advantages,
challenges such as ad fatigue, privacy concerns, and
increasing competition for user attention still affect the overall
success of social media campaigns.

This study seeks to explore how useful social media
advertisements truly are for companies by examining their
impact on consumer behavior, brand awareness, and business
growth. By analyzing responses from both consumers and
business owners through a structured questionnaire, the
research aims to understand the effectiveness, challenges, and
future potential of social media advertising as a modern
marketing strategy.

Review of Literature
Social media has become a central element of marketing

enhances brand visibility but also allows businesses to build communication strategies in recent years. As digital
stronger  customer relationships  through  two-way technologies have advanced, companies increasingly rely on
communication. platforms such as Facebook, Instagram, YouTube, LinkedIn,

Social media advertisements have proven to be especially

*Corresponding Author: Akshaay SK

and X (formerly Twitter) to promote their products and
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engage with audiences. Several scholars have explored the
impact, effectiveness, and challenges of using social media
advertising as a marketing tool.

According to Kaplan and Haenlein, social media represents a
new form of communication that allows users and
organizations to interact and exchange content in real time.
The authors emphasized that platforms such as Facebook and
YouTube have created opportunities for companies to
establish two-way communication with consumers, enhancing
brand loyalty and trust. Similarly, Mangold and Faulds
described social media as a “hybrid component” of the
promotional mix that combines elements of traditional
advertising with the interactive nature of online word-of-
mouth communication. Their study highlighted that customer
opinions shared online could significantly shape brand image
and influence purchasing behavior.

Duffett conducted research on the effectiveness of social
media marketing among young consumers and found that
platforms such as Instagram and Facebook play a crucial role
in influencing purchase intentions. He concluded that the
interactive and visual nature of social media advertisements
helps capture consumer attention more effectively than
conventional advertisements. Furthermore, Tuten and
Solomon pointed out that the ability of social media platforms
to collect and analyze customer data allows marketers to
deliver highly targeted advertisements, making social media
marketing more personalized and efficient compared to
traditional methods.

In another study, Ashley and Tuten investigated how different
advertising content strategies affect consumer engagement.
Their research revealed that storytelling, emotional appeal,
and interactive content are key factors that drive consumer
participation and brand recall on social media. This aligns
with the findings of Kumar and Mirchandani, who argued that
companies face challenges in retaining consumer interest
amid the overwhelming volume of digital content. They
suggested that authenticity and relevance are essential in
designing impactful social media advertisements that resonate
with users.

Chaffey and Ellis-Chadwick emphasized the importance of
integrating social media advertising with broader digital
marketing strategies, including influencer marketing, email
campaigns, and search engine optimization. They observed
that businesses using a multi-channel approach achieve better
marketing outcomes, as it allows consistent brand
communication across different online platforms. Similarly,
Boateng analyzed the role of social media in small and
medium enterprises (SMEs) and concluded that these
platforms help businesses expand their market reach with
limited financial investment, particularly in emerging
economies.

Appel et al. highlighted the evolving role of artificial
intelligence and analytics in social media marketing. Their
study suggested that algorithm-driven targeting enhances the
effectiveness of advertisements by delivering relevant content
to the right audience at the right time. However, De Veirman,
Cauberghe and Hudders warned that excessive or intrusive
advertising can lead to “ad fatigue” among users, reducing
engagement levels. They proposed that companies should
focus on building long-term relationships with consumers
rather than relying solely on short-term promotional
campaigns.

Shareef et al. examined the psychological factors influencing
consumer response to social media advertising. Their research
found that credibility, informativeness, and entertainment
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value significantly affect consumers’ attitudes toward
advertisements and their willingness to purchase. Likewise,
Belanche, Cenjor and Pérez-Rueda concluded that trust in the
advertising source plays a vital role in shaping consumer
perceptions, especially when influencers or brand
ambassadors are involved.

From the reviewed literature, it is evident that social media
advertising provides companies with multiple benefits,
including increased brand awareness, cost-effective
promotion, and direct engagement with consumers. However,
the literature also identifies challenges such as audience
saturation, data privacy concerns, and the need for continuous
innovation to maintain customer interest. The effectiveness of
social media advertising, therefore, depends on a company’s
ability to use data analytics, creative content, and audience
targeting strategically.

Overall, the reviewed studies collectively demonstrate that
social media advertising has transformed the marketing
landscape by making communication more interactive,
measurable, and customer-focused. Yet, for companies to
fully utilize its potential, they must adapt to changing digital
trends and consumer expectations

Research Methodology

1. Type of Research

The present study is non-doctrinal and empirical in nature. It
is based on primary data collected through a structured
questionnaire distributed among social media users. The
research adopts a descriptive approach, aiming to describe
and analyze the perceptions, awareness and attitudes of
consumers toward social media advertisements. The study is
also quantitative, as it involves numerical data analysis,
charts, and percentages to interpret trends and patterns from
the collected responses.

2. Research Objectives

The main objective of the study is to assess the usefulness and

effectiveness of social media advertisements for companies.

The specific objectives are:

i). To analyze how social media advertisements influence
consumer awareness and purchasing decisions.

ii). To examine the impact of social media advertisements on
brand recognition and customer engagement.

iii). To identify which social media platforms are most
effective for advertising purposes.

iv). To understand consumer perceptions regarding the
credibility, attractiveness, and relevance of social media
ads.

v). To compare the effectiveness of social media
advertisements with traditional forms of advertising.

vi). To identify challenges and suggest improvements to
enhance the impact of social media advertisements.

3. Research Statement

In the digital era, social media has become one of the most
powerful tools for marketing and brand promotion. However,
questions remain regarding the true effectiveness of social
media advertisements in influencing consumer behaviour and
driving business growth. This study seeks to evaluate whether
social media advertisements genuinely help companies
achieve their marketing goals by creating brand awareness,
increasing customer engagement, and boosting sales. The
research also aims to understand consumers’ perceptions of
social media ads, including their trust, relevance, and
influence on purchase decisions.
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4. Hypothesis

Null Hypothesis (Ho): Social media advertisements do not
have a significant impact on consumer awareness,
engagement or purchasing behaviour.

Alternative Hypothesis (Hi): Social media advertisements
have a significant impact on consumer awareness,
engagement and purchasing behaviour.

5. Sample/Population Size

The study is based on responses collected from 45
respondents.

The target population includes individuals who actively use
social media platforms such as Instagram, Facebook,
YouTube, and X (Twitter). The respondents represent a mix
of students, working professionals, and small business
owners. However, the majority of participants fall within the
18-25 age group, indicating a youthful demographic profile
that frequently interacts with online advertisements.

6. Sampling Technique

The study employs a Convenience Sampling Technique, as
respondents were chosen based on their availability and
willingness to participate in the online survey. This method
was selected because the study required responses from active
social media users, easily accessible through digital networks.
Although convenience sampling has limitations regarding
representation, it is practical for exploratory research focused
on understanding perceptions and trends.

. Data Type and Collection Technique
e Type of Data: The study uses both primary and
secondary data.
= Primary Data: Gathered directly from respondents
through a Google Form questionnaire containing
multiple-choice, Likert-scale, and open-ended questions.
= Secondary Data: Collected from existing research

Data Analysis
1. Age Distribution
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papers, journals, marketing reports, and online
publications related to digital marketing, consumer
behavior, and advertising effectiveness.

e Data Collection Technique: The survey method was
used for data collection. The Google Form link was
circulated via online platforms such as WhatsApp,
Instagram, and email to reach active social media users.
This technique ensured quick and efficient data collection
from diverse participants.

8. Research Limitations

Despite its practical relevance, the study has certain

limitations:

i). The sample size is limited and may not represent the
opinions of the larger population.

ii). The majority of respondents are young and students,
which may cause demographic bias.

iii). Responses are self-reported and based on individual
opinions, which can be subjective.

iv). The study does not include data from company-side
marketing teams or advertisers.

v). As the study focuses primarily on consumers, it may not
fully reflect the corporate perspective of advertising
strategies.

9. Research Gap

Although numerous studies have explored social media
marketing, there remains a gap in understanding consumer
perceptions of advertisement usefulness in the Indian context.
Many previous studies have emphasized the technical aspects
of digital marketing, but fewer have examined how social
media users themselves view the relevance, trustworthiness,
and influence of ads they encounter daily. This research
attempts to fill that gap by focusing on users’ experiences and
opinions, thereby offering insights that can help companies
design more impactful and credible advertising campaigns.

Age Distribution

@ Below 18 (11,1%)
@ 18-25 (77.8%)
@ 25-40 (6.7%)

@ 40+ (2.2%)

@ Missing (2.2%)

Chart 1: Age distribution of Respondents

Table 1: Age distribution of Respondents

Age Group Count Percentage
Below 18 5 11.1%
18-25 35 77.8%
25-40 3 6.7%
40+ 1 2.2%
Missing 1 2.2%
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The dominance of the 18-25 age group (77.8%) aligns with literature noting young consumers’ high engagement with social
media ads.? Limited representation of older groups suggests a focus on youth but restricts broader applicability.

2.

Gender Distribution
Gender Distribution
@ Male (82.2%)
@ Female (15.6%)
@ Other (2.2%)
Chart 2: Gender Distribution of Respondents
Table 2: Gender Distribution of Respondents
Gender Count Percentage
Male 37 82.2%
Female 7 15.6%
Other 2.2%

The high proportion of males (82.2%) may skew perceptions, as gender differences can influence ad engagement. Female and
other gender responses are limited, suggesting a need for broader sampling in future studies.

3. Occupation Distribution

Occupation Distribution

@ Student (80.0%)
@ Employed (8.9%)

@ Business Owner (5.7%)
@ Missing (4.4%)

Chart 3: Occupation Distribution of Respondents

Table 3: Occupation Distribution of Respondents

Occupation Count Percentage
Student 36 80.0%
Employed 4 8.9%
Business owner 6.7%
Missing 4.4%

Students’ dominance (80.0%) aligns with frequent social media use, supporting their exposure to ads. The small number of
employed and business owners limits insights into professional perspectives.
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4. Social Media usage pattern
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Most Used Social Media Platforms

@ Instagram (62.2%)
@ YouTube (40.0%)
@ X (Twitter) (20.0%)
© Fagebook (11.1%)
@ Snapchat (4.4%)

© None (2.2%)
Chart 4: Most used Social Media Platform
Table 4: Most used Social Media Platform
Platform Count Percentage
Instagram 28 62.2%
YouTube 18 40.0%

X (Twitter) 9 20.0%
Facebook 5 11.1%
Snapchat 2 4.4%

None 1 2.2%

Instagram dominates (62.2%), followed by YouTube (40.0%), reflecting their appeal to young users. Companies should prioritize

these platforms for ad campaigns.

Count
o

Social Media Usage Frequency

Very Frequently Frequently Sometimes Rarely Missing
Frequency
@ Usage Frequency
Chart 5: Social Media usage Frequency
Table 5: Social Media usage Frequency
Frequency Count Percentage

Very Frequently 14 31.1%
Frequently 16 35.6%
Sometimes 17.8%
Rarely 11.1%
Missing 4.4%

Most respondents (66.7%) use social media frequently or very
frequently, consistent with young consumers’ high
engagement. This suggests greater ad exposure among
frequent users.

The frequency of social media use among respondents is
significantly high. A large proportion reported using social
media “Very Frequently” or “Frequently.” This pattern shows

that respondents actively engage with digital platforms on a
daily basis, making them ideal subjects for studying
advertising exposure.

In terms of platform preference, Instagram emerged as the
most used platform, followed by YouTube, Facebook, and X
(Twitter). A few respondents also indicated that they use
multiple platforms interchangeably.
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Instagram and YouTube are currently the dominant spaces for demonstrates why companies increasingly invest in social
digital marketing. The high daily usage rate of these platforms media advertisements rather than traditional media.

5. Awareness and exposure to Social Media Ads

Frequency of Encountering Ads

16

14
12
10
6
4
2
0

Very often Often Sometimes Rarely Missing

Count
=]

Frequency

@ Ad Exposure

Chart 6: Frequency of encountering Ads

Table 6: Frequency of encountering Ads

Frequency Count Percentage
Very often 6 13.3%
Often 15 33.3%
Sometimes 14 31.1%
Rarely 5 11.1%
Missing 5 11.1%

46.6% encounter ads often or very often, especially frequent users, supporting literature on high ad visibility. However, 11.1%
rarely see ads, possibly due to ad blockers or low usage.

Ads Catching Attention

@ Yes (46.7%)

@ Sometimes (11.1%)
@ No(31.1%)

@ Missing (11.1%)

Chart 7: Does Ads catch attention?

Table 7: Does Ads catch attention?

Response Count Percentage
Yes 21 46.7%
Sometimes 5 11.1%
No 14 31.1%
Missing 5 11.1%
57.8% (Yes/Sometimes) find ads attention-grabbing, The survey results reveal that the majority of respondents
reflecting visual appeal. The 31.1% who say no suggest ad encounter social media advertisements “Very Often” or
fatigue. “Often.” This suggests that exposure to advertisements on
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these platforms is extremely high due to advanced targeting
algorithms used by advertisers.

When asked whether these ads catch their attention, most
respondents answered “Yes”, followed by those who said
“Sometimes.” Only a small number said “No.” This indicates
that social media ads generally succeed in attracting user

6. Consumer perception and Behaviour

https://academicjournal.ijraw.com

attention, although engagement levels depend on factors such
as creativity and relevance.

The results imply that companies are effectively reaching
their audience through social media advertisements. However,
sustained engagement still depends on how interactive and
visually appealing the content is.

Ad Informativeness and Relevance

@ Yes (40.0%)

@ Somewhat (31.1%)
@ No (17.8%)

@ Missing (11.1%)

Chart 8: Are Ads Informative and Relevant?

Table 8: Are Ads Informative and Relevant?

Response Count Percentage
Yes 18 40.0%
Somewhat 14 31.1%
No 17.8%
Missing 5 11.1%

71.1% (Yes/Somewhat) find ads informative/relevant, supporting data-driven targeting. The 17.8% who disagree may face

irrelevant ads.

Purchased Due to Social Media Ads

@ Yes (55.6%)
@ No (33.3%)
@ Missing (11.1%6)

Chart 9: Purchased due to Social Media Ads

Table 9: Purchased due to Social Media Ads

Response Count Percentage
Yes 25 55.6%
No 15 33.3%

Missing 5 11.1%

55.6% purchased due to ads, supporting influence on young consumers.
<447 >
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Satisfaction with Ad-Driven Purchases

@ Very Satisfied (20.0%)
© Satisfied (40.0%)

@ Neutral (28.0%)

© Dissatisfied (8.0%)

@ Very Dissatisfied (4.0%)

Chart 10: Satisfied with Ad driven Purchases

Table 10: Satisfied with Ad driven Purchases

Satisfaction Level Count Percentage
Very Satisfied 5 20.0%
Satisfied 10 40.0%
Neutral 7 28.0%
Dissatisfied 2 8.0%
Very Dissatisfied 4.0%

60% are satisfied/very satisfied, indicating positive outcomes.
The 12% dissatisfaction suggests quality or expectation
issues.

A significant number of respondents find social media
advertisements informative and somewhat relevant to their
interests. However, a smaller portion of respondents remains
neutral, showing that not all users find ads personally
appealing.

When asked about purchasing behavior, many respondents

confirmed that they have purchased a product or service after
viewing a social media advertisement. Among these, most
reported being satisfied or very satisfied with their purchase,
while a few expressed neutrality or dissatisfaction.

These results suggest that social media ads influence not only
awareness but also consumer purchasing behavior.
Satisfaction levels further indicate that customers trust ads
that appear genuine, visually creative, and relevant to their

needs.

7. Effectiveness and Usefulness of Social Media Advertisements

Count
o
o

Effectiveness for Brand Awareness

N =

Very effective Effective Neutral Ineffective Very ineffective Missing
Effectiveness
@ Brand Awareness Effectiveness
Chart 11: Is Social Media Ads effective?
Table 11: Is Social Media Ads effective?
Rating Count Percentage

Very effective 6 13.3%
Effective 19 42.2%
Neutral 6 13.3%
Ineffective 4 8.9%
Very ineffective 3 6.7%
Missing 7 15.6%
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55.5% rate ads effective/very effective, supporting brand visibility. Ineffective responses (15.6%) may reflect saturation.

Count

-

0
Creativity/Relevance

Suggested Improvements for Ads

I-ID

Trust/Authenticity
Improvement Theme

@ Improvement Themes

Less Intrusiveness Miscellaneous

Chart 12: Improvements for Ads

Themes and Frequencies:

e  Creativity/Relevance: 7 mentions (e.g., "More attractive ads", "Short and innovative").
e Trust/Authenticity: 2 mentions (e.g., "Not trustable so making it more trustable").

e Less Intrusiveness: 3 mentions (e.g., "Nothing", "Less is more").
[ ]

Miscellaneous: 4 mentions

Overall Usefulness for Companies

@ Yes (60.0%)
© To some extent (20.0%)
@ No (13.3%) © Missing (6.7%)

Chart 13: Usefulness of Ads to Companies

Table 13: Usefulness of Ads to Companies

Response

Yes

To some extent

No

Missing

Count Percentage
27 60.0%
20.0%
13.3%
3 6.7%

80.0% (Yes/To some extent) see ads as useful, aligning with
cost-effectiveness. The 13.3% disagreement reflects trust
issues.

Most respondents agreed that social media advertisements are
effective or very effective in creating brand awareness.
Similarly, a majority rated them as useful when compared to

traditional advertising media such as print or television.

In response to questions about improvements, participants
suggested that companies should make ads more attractive,
relevant, and trustworthy. Some respondents also mentioned
reducing repetitive or irrelevant ads.

Overall, when asked about the usefulness of social media ads,
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most respondents answered “Yes”, showing a strong belief
that digital advertising benefits both consumers and
companies.

The analysis clearly demonstrates that social media
advertisements are perceived as a powerful marketing tool.
They help companies reach large audiences at lower costs
while increasing engagement and awareness. Nevertheless,
companies should focus on building trust and authenticity to
make their advertisements more impactful.

Discussion

The findings of this study reveal that social media
advertisements have become one of the most effective tools
for business marketing in the digital era. The majority of
respondents indicated that they are exposed to advertisements
regularly while using platforms such as Instagram, YouTube,
and Facebook. These platforms have revolutionized the way
companies connect with their audiences, making advertising
more interactive and personalized than ever before.

From the data analysis, it is evident that young adults between
18-25 years form the most responsive group to social media
advertisements. This age group spends a significant amount of
time online, browsing content and interacting with posts,
stories, and reels. Their constant exposure to digital content
makes them highly receptive to creative marketing
campaigns. This aligns with the findings of previous studies
(Smith, 2021; Gupta & Sharma, 2020), which also concluded
that younger demographics are more influenced by digital
media advertisements than older consumers.

The results further show that Instagram and YouTube are the
most preferred platforms for advertisement viewing.
Instagram’s visual and short-video content appeals to users’
attention spans, while YouTube’s longer video format allows
for detailed product presentations. The interactive features
like likes, shares, comments, and links to purchase make these
platforms not just spaces for entertainment but also strong
marketplaces for businesses. This supports the argument that
visual storytelling and influencer marketing have emerged as
powerful strategies for companies to engage with potential
customers.

Another key finding from this study is that social media
advertisements significantly influence consumer behavior.
Many respondents confirmed that they have purchased a
product or service after watching a social media
advertisement, indicating a clear link between ad exposure
and buying decisions. The study also found that most of these
consumers were satisfied with their purchases, which
highlights that social media ads not only attract but also retain
customers. This result agrees with the research by Lee &
Hong (2022), who noted that trust-building and consistent
brand presence on social media increase consumer loyalty and
conversion rates.

However, despite these positive outcomes, the study also
reveals certain limitations and challenges faced by social
media advertisements. Some respondents expressed that they
often encounter repetitive or irrelevant ads, which create a
sense of irritation or ad fatigue. Others indicated doubts
regarding the authenticity of online promotions, especially
when sponsored by unfamiliar brands or influencers. These
issues point to the need for companies to focus more on ad
personalization and credibility. Transparency, truthful
messaging, and genuine customer engagement must be
prioritized to maintain consumer trust in the long run.

The discussion also highlights that traditional advertising
methods are gradually losing their dominance, particularly

https://academicjournal.ijraw.com

among younger audiences. While television, radio, and print
ads still have a certain reach, their ability to target specific
consumer groups is limited compared to social media
platforms that use advanced algorithms to deliver customized
content. This shift signifies a major transformation in the
advertising landscape — where digital marketing has
overtaken traditional marketing as the preferred medium for
brand promotion.

From a business perspective, the results suggest that
companies using social media advertisements benefit from
low-cost marketing, wider audience reach, and measurable
performance. The analytical tools provided by platforms such
as Meta Ads, Google Analytics, and YouTube Insights help
companies track engagement rates, click-throughs, and
conversions effectively. Such data-driven advertising allows
marketers to refine strategies and allocate budgets more
efficiently than conventional methods.

Nevertheless, it is important to acknowledge that the success
of social media advertising depends on multiple factors,
including creativity, target audience, ad frequency, and
content quality. Poorly designed or misleading ads can
backfire and damage a brand’s image. Therefore, companies
need to adopt an ethical and consumer-centric approach to
advertising by focusing on genuine value rather than just
visibility.

Overall, the discussion underscores that social media
advertisements are not just a marketing trend but a strategic
necessity for companies in today’s competitive business
environment. The study’s findings strongly support the
hypothesis that social media advertising has a significant
impact on consumer awareness and behavior. With the right
blend of creativity, trust, and technology, companies can
leverage social media platforms to achieve sustainable brand
growth and customer engagement.

Conclusion

The present study aimed to examine the usefulness and
effectiveness of social media advertisements for companies,
with a particular focus on consumer awareness, perception,
and behavior. Based on the responses collected and analyzed,
it is evident that social media advertisements play a vital role
in shaping consumer opinions and influencing purchase
decisions in today’s digital landscape.

The findings indicate that a majority of respondents,
particularly those in the 18-25 age group, are highly active on
social media and are frequently exposed to advertisements on
platforms like Instagram, YouTube, and Facebook. This
demographic represents the core audience for most brands,
making social media marketing a highly efficient and
impactful strategy. The study further reveals that consumers
find social media advertisements informative, creative, and
influential, leading to higher brand awareness and customer
engagement.

It can be concluded that social media advertising has
successfully transformed the traditional advertising model.
Unlike conventional media such as newspapers or television,
social media provides two-way communication, allowing
users to interact directly with brands through likes, comments,
shares, and feedback. This interaction helps companies build
stronger relationships with consumers and enhance brand
loyalty. Moreover, the cost-effectiveness and global reach of
social media make it a preferred choice for companies of all
sizes — from small start-ups to large corporations.

However, the study also uncovers certain drawbacks. A
portion of respondents expressed concerns over the repetitive
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and irrelevant nature of some advertisements, which often
leads to ad fatigue and reduced interest. Additionally, the
issue of trust and authenticity remains a major challenge.
Many users tend to doubt the -credibility of online
advertisements, especially when promoted by influencers or
unknown pages. Hence, while social media advertising is
undoubtedly powerful, its success depends largely on the
quality, creativity, and transparency of the content being
promoted.

In summary, the research confirms that social media
advertisements are highly useful and effective tools for
companies aiming to strengthen their market presence and
consumer reach. The study supports the alternative hypothesis
(H:) that social media advertisements significantly impact
consumer awareness and purchasing behavior. The insights
gained highlight the growing importance of digital marketing
in the modern economy and encourage businesses to continue
investing in innovative and ethical social media strategies.

Recommendations

Based on the results and analysis, the following

recommendations are proposed to enhance the effectiveness

and credibility of social media advertisements for companies:

i). Focus on Targeted Advertising: Companies should
make use of data analytics and algorithms to reach
audiences that are genuinely interested in their products
or services. Targeted advertising reduces ad fatigue and
improves engagement rates.

ii), Improve Creativity and Visual Appeal: Attractive
visuals, concise messages, and storytelling elements
make advertisements more memorable. Brands should
invest in creative content design that reflects authenticity
and emotional connection.

iii). Ensure Transparency and Credibility: Advertisements
should be truthful and supported by verifiable
information. Brands must avoid misleading claims and
maintain transparency, especially when collaborating
with influencers or third-party promoters.

iv). Engage in Two-Way Communication: Companies
should actively respond to customer comments, queries,
and feedback. This interaction not only builds trust but
also improves brand-customer relationships.

v). Use Influencer Marketing Wisely: Businesses should
collaborate with influencers who share similar values and
have genuine engagement with their followers rather than
focusing solely on their popularity. Authenticity drives
greater trust and loyalty among consumers.

vi). Avoid Excessive Ad Frequency: Repeated and intrusive
ads can create frustration among users. Companies
should maintain a balanced frequency and ensure that
content remains fresh, relevant, and valuable.

vii). Invest in Consumer Research: Continuous research on
consumer preferences and behavior patterns will help
companies design advertisements that resonate with their
audience and adapt to changing market trends.

viii). Promote Social and Ethical Advertising: Companies
should use social media responsibly by avoiding
offensive or manipulative content. Ethical advertising
enhances brand image and long-term customer trust.

ix). Measure Performance Regularly: Brands should make
effective use of insights and analytics tools to measure
engagement, conversion rates, and feedback. This data-
driven approach helps in refining future campaigns for
better outcomes.
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