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Abstract

This study investigates the influence of various factors, including Word of Mouth
(WOM), Entertainment (ENT), Credibility (CRD), and Product Quality (PRQ), on
Consumer Buying Behavior (CBB) in Nepal. The analysis reveals that WOM, ENT,
and CRD are strongly interrelated, while PRQ shows a more independent nature.
Regression analysis demonstrates that ENT, CRD, and PRQ significantly impact
CBB, while WOM does not have a direct influence. These findings highlight the
critical roles of Entertainment, Credibility, and Product Quality in shaping consumer
behavior, suggesting that a holistic approach is necessary for enhancing customer
satisfaction and loyalty. The study emphasizes the importance of maintaining high
product quality standards and considering the interconnectedness of these factors to
foster positive consumer behavior. Future research should explore additional variables
such as marketing strategies, customer service quality, and technological innovation
to gain a more comprehensive understanding of consumer buying behavior.

The findings of this study underscore the significant impact of Entertainment,
Credibility, and Product Quality on Consumer Buying Behavior in Nepal. While
Word of Mouth does not have a significant direct effect, the interdependence between
these variables suggests that improvements in Entertainment and Credibility can
positively influence consumer behavior. The strong correlations between WOM,
ENT, and CRD indicate that these factors do not operate in isolation but are
interrelated, enhancing the overall consumer experience. Product Quality, despite its
weaker correlation with other factors, directly influences consumer behavior,

emphasizing the need for businesses to maintain high standards.



CHAPTER |
INTRODUCTION

1.1 Background of the Study

Social media platforms have fundamentally transformed the way people
communicate, share ideas, and connect with others by eliminating spatial and
temporal constraints inherent in traditional communication methods (Kaplan &
Haenlein, 2010). Unlike conventional means of communication, such as face-to-face
interactions or written correspondence, social media allows individuals to interact and
engage with others instantaneously, irrespective of geographical location or time
zone. This instantaneous connectivity has revolutionized the way people collaborate,

share information, and build relationships (Schober et al., 2016).

Furthermore, social media platforms provide users with online tools that facilitate the
sharing of multimedia content to a wide audience (Boyd & Ellison, 2008). Users can
effortlessly share various forms of content, including text, images, videos, and audio
recordings, with their networks or the public. This one-to-many sharing capability
enables individuals to disseminate information, express themselves creatively, and

engage with diverse audiences on a global scale.

Moreover, the user-friendly interfaces of social media platforms have democratized
the process of sharing and connecting, making it accessible to individuals of all skill
levels (Mangold & Faulds, 2009). Unlike traditional forms of communication that
may require specialized knowledge or technical expertise, social media platforms
offer intuitive interfaces that enable even non-specialists to navigate and utilize
effectively. This ease of use empowers users to participate actively in online

conversations, contribute content, and engage with others without significant barriers.

Social media has emerged as a dominant platform for communication, socialization,
and learning activities, transforming the way people interact and share information
online (Papacharissi, 2018). The term "Social Media" encompasses a wide range of
Internet-based and mobile services that facilitate user participation in online
exchanges, contribute user- generated content, or join virtual communities (Kaplan &
Haenlein, 2010). It serves as a conduit for connections among individuals, enabling

them to create, share, or exchange information and ideas within virtual networks and



communities.

The advent of social media has brought about significant expectations for the business
sector, particularly for marketers, as it provides a medium to introduce products to
target consumers and persuade them to make purchases (Hanna et al., 2011). Social
media marketing, defined as the utilization of social media platforms as marketing
tools, has revolutionized the way products and services are promoted and has a
profound impact on consumer purchasing behavior (Mangold & Faulds, 2009). With
the increasing presence of individuals on social media platforms, marketers capitalize

on this opportunity to reach and engage with their target audience effectively.

Among social media platforms, social networking sites like Facebook play a crucial
role in fostering and strengthening relationships among individuals with common
interests or heterogeneous populations (Boyd & Ellison, 2008). Facebook, with its
massive user base exceeding a billion active users, is often referred to as a "Friend
Network" and offers extensive opportunities for marketers to target specific
demographics and interests (Statista, 2022). Marketers leverage Facebook'’s
sophisticated targeting capabilities to tailor their marketing efforts according to users'
interests, age groups, locations, and other metrics, making it a cost-effective

advertising platform (Chaffey et al., 2016).

Facebook, founded in 2004 by Mark Zuckerberg and his Harvard University peers,
has become a dominant force in the realm of social media, providing essential
networking services and enabling connections among individuals worldwide (Boyd &
Ellison, 2008). Facebook advertising, the process of capturing consumers' attention
through Facebook, has gained widespread popularity among marketers for its ability to
reach large audiences and foster relationships with consumers (Tuten & Solomon,
2017). Marketers leverage Facebook's extensive user base and interactive features to
engage consumers and build relationships through user-generated content, making it a

vital component of their marketing strategies.

Facebook emerges as the undisputed leader in Nepal's social media landscape,
commanding a staggering 92.6% share of the market, according to Stat Counter
Global Stats. This dominance underscores the platform's widespread appeal and utility
among Nepalese users for social networking, content sharing, and community

engagement. With its user-friendly interface and diverse features, Facebook has



become an integral part of daily life for millions in Nepal, facilitating connections,
communication, and information exchange on a massive scale (Statcounter Global
stats, 2023).

In contrast, while Twitter holds a smaller share at 4.31%, it remains a significant
player in Nepal's social media scene. Twitter's appeal lies in its real-time nature,
enabling users to stay updated on news, trends, and discussions happening both locally
and globally. Despite its relatively smaller user base compared to Facebook, Twitter
serves as a valuable platform for public discourse, activism, and content dissemination
among Nepalese users who prefer its succinct and immediate communication style
(Stat counter Global stats, 2023).

Consumer buying behavior is a multifaceted phenomenon influenced by various
factors such as cultural, social, personal, and psychological elements. It involves the
process through which individuals, families, or groups acquire products or services
for personal consumption. According to Enis (1974), consumer behavior encompasses
a series of inputs, processes, and actions that lead to the satisfaction of needs and
wants. Understanding consumer buying behavior is crucial for marketers as it helps
them develop effective marketing strategies to motivate consumers to make
purchasing decisions. Kotler and Keller (2011) emphasize that consumer behavior is
integral to marketing, as it involves studying how individuals and organizations
acquire and dispose of products or services to fulfill their needs and goals.
Additionally, Kimberlyn and Sanchez (2014) note that consumer behavior
encompasses not only the purchasing activities but also emotional and behavioral
responses associated with product or service usage and disposal. Therefore, marketers
need to delve deeper into understanding the motivations behind consumer purchases,
the factors influencing their decision-making process, and societal changes to tailor

their marketing efforts effectively.

The study focuses on examining the impact of social media marketing on consumer
buying behavior in the context of Nepal. It aims to analyze how social media
platforms such as Facebook, Twitter, YouTube, Instagram, Pinterest, and LinkedIn
influence the purchasing decisions of consumers in Nepal. By exploring the extent to
which consumers engage with social media content, interact with brands, and make
purchasing decisions based on social media marketing efforts, the study seeks to

provide insights into the effectiveness of social media as a marketing tool in Nepal.



Additionally, it aims to identify the most influential social media platforms in the
Nepalese market and understand the factors that drive consumer behavior in the
digital landscape. Through empirical research and data analysis, the study intends to
contribute to the existing knowledge on the role of social media in shaping consumer
buying behavior and provide practical implications for marketers operating in Nepal's

digital marketplace.
1.2 Problem Statement

One of the primary challenges faced by stakeholders in the context of social media
marketing's impact on consumer buying behavior is the limited understanding of
Nepalese consumers' behavior in the digital landscape. While social media platforms
have become ubiquitous in Nepal, marketers often struggle to comprehend the
intricacies of consumer preferences, motivations, and decision-making processes in
this environment (Shrestha et al., 2023). There is less comprehensive understanding of
how Nepalese consumers interact with social media content and how it influences their
purchasing decisions, marketers may fail to effectively tailor their marketing
strategies to resonate with their target audience, leading to suboptimal outcomes and

wasted resources.

Another significant issue faced by stakeholders is the lack of expertise in utilizing
data analytics tools to derive actionable insights from social media data. The
abundance of data generated through social media platforms which causes many
marketers in Nepal struggle to effectively analyze this data to extract meaningful
information about consumer behavior patterns and trends (Neupane, 2019). This dearth
of analytical skills and resources hampers marketers' ability to make data-driven
decisions and optimize their social media marketing strategies for better consumer

engagement and conversion rates (Devkota et al., 2023)..

Many stakeholders face challenges in integrating social media marketing seamlessly
into their overall marketing strategy. Despite recognizing the importance of social
media in influencing consumer buying behavior, businesses in Nepal often struggle to
align their social media efforts with their broader marketing objectives and messaging
(Sharma, 2022). This lack of integration can result in disjointed communication with
consumers, inconsistent branding, and missed opportunities to leverage social media

as a strategic tool for driving sales and brand loyalty.



e What is the impact of social media marketing on consumer buying behavior

in Nepal?
e What is the current practice of social media marketing in Nepal?

e Is there a relationship between social media marketing and consumer buying
behavior in Nepal?

1.3 Objectives of the Study
The objective of the study are as follows.
e To assess the current practices of social media marketing in Nepal.

e To analyze the relationship between social media marketing and consumer

buying behavior in Nepal.

e To evaluate the impact of social media marketing on consumer buying

behavior in Nepal.
1.4 Research Hypothesis

The hypothesis is formulated to examine the relationship between selected variables
and their impact on the subject of study. The hypothesis are as follows:
Hi: There is positive impact of word of mouth on consumer buying behavior.
H,: There is positive impact of entertainment on consumer buying behavior.
Hs: There is positive impact of credibility on consumer buying behavior.

H,4: There is positive impact of product quality on consumer buying behavior.
1.5 Rationale of the Study

In recent years, the landscape of marketing has been significantly reshaped by the
advent of social media platforms. With the proliferation of social media channels like
Facebook, Twitter, Instagram, and YouTube, businesses have gained unprecedented
opportunities to engage with their target audiences in ways previously unimagined.
This study aims to explore the impact of social media marketing on consumer buying
behavior, focusing specifically on the context of Nepal. Understanding this
relationship is crucial for various stakeholders, including emerging and existing
entrepreneurs, government bodies, policymakers, researchers, marketing agents,
students, and academics. By delving into the dynamics of social media marketing and

its influence on consumer behavior, this research seeks to provide valuable insights



that can inform strategic decision-making and enhance marketing effectiveness in

Nepal.

For emerging entrepreneurs, understanding the impact of social media marketing on
consumer buying behavior is crucial because it provides insights into cost-effective
strategies for reaching and engaging with potential customers. This study also helps
existing entrepreneurs to refine their social media marketing strategies to better align
with consumer behavior trends. Students pursuing degrees in marketing, business
administration, or related fields can also benefit from this study by gaining practical
insights into contemporary marketing practices and consumer behavior dynamics. It
also helps academicians and educators to incorporate the findings of this study into
their curriculum to enrich classroom discussions and assignments related to marketing

strategy and consumer behavior.

Overall, the study of social media marketing's impact on consumer buying behavior
holds immense significance for various stakeholders in Nepal. By shedding light on
the intricate relationship between social media marketing strategies and consumer
purchasing decisions, this research has the potential to drive innovation, inform
policymaking, and enhance marketing effectiveness across diverse sectors. Through
collaboration and knowledge- sharing, stakeholders can harness the insights gleaned
from this study to navigate the evolving marketing landscape, capitalize on emerging
opportunities, and foster sustainable growth and development in Nepal's marketplace.

1.6 Limitations of the Study

The limitation of the study are as follows:
e This study is concentrated on impact of social media on consumer buying

behavior.
e Kathmandu Valley is taken for the study.
e The study is based on primary data.
1.7 Organization of the Study

This study has been organized into five chapters. The first chapter, introduction deals
with the subject matter of the study that includes objectives, significance, research
problem, research questions and operational definition of the study. The chapter two

consists of conceptual framework; review of literatures related to studies in global



context a well as the review of studies in Nepalese context. Besides, this chapter ends
up with concluding remarks associated with the findings and major ideas of the
studies. The third chapter deals with research methodology, it includes research
design, nature and source of data, data gathering method and analytical tools used.
The fourth chapter is presentation and analysis of data and the data collected through
primary method. The data has been presented by using various tools and instruments.
Chapter five deals with the summary overview on all works carried out in chapter one
through four including major conclusions derived from the study. This chapter also
includes a separate section for recommendation based on the major findings of the

study.



CHAPTER Il
LITERATURE REVIEW
The literature review for this study is structured into four main categories: conceptual
review, theoretical review, empirical review, and research gap analysis. The
conceptual review provides a comprehensive overview of the key concepts related to
social media marketing and consumer buying behavior, elucidating fundamental
principles and theoretical frameworks in this domain. Following this, the theoretical
review delves deeper into established theories and models relevant to understanding
the relationship between social media marketing strategies and consumer behavior.
Subsequently, the empirical review synthesizes findings from existing studies and
research conducted in similar contexts, highlighting empirical evidence of the impact
of social media marketing on consumer buying behavior. Finally, the research gap
analysis identifies areas where existing literature falls short or lacks sufficient
investigation, paving the way for the current study to contribute new insights and
knowledge to the field. Through this structured approach, the literature review aims to
provide a comprehensive understanding of the existing body of knowledge while

pinpointing gaps that warrant further exploration.
2.1 Conceptual Review
2.1.1 Social Media

Social media can be defined as a dynamic and multifaceted platform that facilitates
online communication, interaction, and content sharing among individuals or
communities. It encompasses various online channels, including social networking
sites like Twitter and Facebook, social gaming platforms, blogs, social bookmarking
sites, and more (Chahat et al., 2020). At its core, social media serves as a two-way
communication medium, allowing users to engage in dialogue, share information, and

collaborate in real-time.

One perspective defines social media as an online medium powered by the internet for
social communication. This highlights its fundamental role in connecting people
globally, transcending geographical boundaries and time zones. Moreover, social
media serves as a medium that enables the creation and exchange of information,
fostering a rich ecosystem of user-generated content and discussions. It provides

individuals with a platform to express themselves, share their experiences, and



contribute to various conversations (Johnson, 2019).

Another dimension emphasizes the technological aspect of social media, emphasizing
its reliance on web-based technologies and services. This underscores the role of
digital infrastructure in facilitating social interactions and content dissemination.
Platforms like Twitter, Facebook, and blogs leverage these technologies to provide
users with tools for communication, content creation, and community building (Di,
2013).

In essence, social media represents a paradigm shift in how individuals and
communities engage with information and each other. It has revolutionized
communication by democratizing content creation and distribution, empowering users
to become active participants in shaping online discourse. As social media continues
to evolve, its impact on society, culture, and commerce remains profound, shaping the

way we connect, communicate, and collaborate in the digital age (William, 2017).
2.1.2 Type of Social Media

In the vast landscape of the internet, social media platforms have proliferated, making
it challenging to ascertain an exact count. However, these platforms can be
categorized based on their diverse purposes and functionalities. Among the multitude
of options available, six platforms stand out as the most popular and widely used
today. These include Facebook, Twitter, Instagram, LinkedIn, Snapchat, and
YouTube. Each of these platforms serves distinct purposes, catering to various aspects
of social interaction, content sharing, professional networking, and entertainment.
Facebook remains the largest social networking platform, facilitating connections
among friends, family, and businesses. Twitter specializes in real-time
communication and news dissemination, while Instagram focuses on visual content
sharing. LinkedIn serves as a professional networking hub, Snapchat offers ephemeral
messaging, and YouTube dominates the realm of video sharing and content creation
(Lee et al., 2022). Together, these six platforms represent the forefront of social media

usage, shaping digital interactions and communication worldwide.
2.1.2.1 Social Networking Sites

Social networking sites serve as virtual platforms where users can connect with others
who share similar interests by posting, sharing, and engaging with each other's content
(Chahat et al., 2020). These platforms typically allow users to create lists of
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individuals they know and then enable those individuals to confirm their connections.
While some social networking sites like LinkedIn focus on establishing professional
connections, others like Facebook blur the line between personal and professional

interactions.

Facebook, for instance, has emerged as one of the leading social networking sites
globally, boasting over 2 billion users (Maryam, 2021). Over the years, Facebook has
evolved to meet users' demands, offering a space where individuals can connect with

others from anywhere, stay updated on global events, and share their opinions freely.

Social networking platforms facilitate various forms of communication, ranging from
text-based posts to multimedia content like photos and videos. Users can engage in
real-time conversations, join groups based on shared interests, and discover new
connections through mutual acquaintances. These platforms have become integral
parts of people's lives, influencing how they interact, share information, and build
relationships in the digital age. Additionally, social networking sites have transformed
the way businesses and professionals connect and engage with their audiences.
Platforms like LinkedIn provide a space for professionals to showcase their skills,
network with industry peers, and explore career opportunities. Meanwhile, businesses
leverage social networking sites for marketing purposes, reaching a vast audience and
building brand awareness through targeted advertising and engaging content (Chahat
et al., 2020).

In summary, social networking sites play a crucial role in facilitating connections,
fostering communication, and shaping online interactions. From personal
relationships to professional networking and business marketing, these platforms offer
diverse opportunities for individuals and organizations to engage with others in the

digital realm.
2.1.2.2 Media Sharing Sites

Media sharing sites provide users with platforms to store and disseminate visual
content, such as images, infographics, and illustrations, capturing the attention of their
audience (Shayne, 2021). While popular social networking sites like Facebook,
Twitter, and LinkedIn allow users to post photographs, they are not primarily
considered media sharing networks. In contrast, media sharing sites are specifically

designed for the distribution of visual content, making them ideal channels for online
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marketing efforts. Brands have capitalized on these platforms by sharing visually
appealing content to enhance brand awareness and engage with customers effectively
(William, 2017). Social media sharing sites are particularly appealing to users who
prefer colorful images or engaging videos over lengthy textual descriptions when

learning about products or services.

Instagram stands out as a prominent social networking site that revolves around visual
content sharing. While similar to Facebook in some aspects, Instagram is distinctively
photo-centric, placing a strong emphasis on photos and videos. As a result, it has
evolved into a leading photo-sharing application with a vast user base (Shayne, 2021).
The platform's visually immersive nature appeals to users seeking dynamic and
visually stimulating content, making it an attractive channel for brands looking to

engage with their audience in a visually compelling manner.

One of the key advantages of media sharing sites like Instagram is their ability to
facilitate seamless and visually appealing brand storytelling. Through carefully
curated images and videos, brands can convey their message, showcase products or
services, and evoke emotional responses from their audience. By leveraging the
power of visual content, brands can create a more immersive and memorable brand
experience, ultimately fostering stronger connections with their target audience
(Johnson, 2019).

Moreover, media sharing sites offer unique features and tools designed to enhance
visual content creation and sharing. Instagram, for example, provides users with a
wide range of filters, editing tools, and creative options to customize their posts and
make them more visually appealing (Johnson, 2019). Additionally, the platform's
Stories feature allows brands to share temporary, ephemeral content that creates a

sense of urgency and exclusivity, driving user engagement and interaction.

In recent years, the rise of influencer marketing has further propelled the importance
of media sharing sites in the realm of digital marketing. Influencers, who have
amassed large followings on platforms like Instagram, have become powerful brand
advocates capable of influencing consumer behavior and purchase decisions (Ong,
2020). By collaborating with influencers, brands can leverage their credibility and
reach to amplify their message and connect with their target audience in a more
authentic and impactful way.
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Media sharing sites play a pivotal role in modern digital marketing strategies, offering
brands a visually engaging platform to showcase their products, tell their story, and
connect with their audience on a deeper level. With their emphasis on visual content
and immersive user experiences, platforms like Instagram have become indispensable

tools for brands looking to stand out in a crowded digital landscape.
2.1.2.3 Blogs

A blog, derived from the term "weblog," serves as an online platform for discussions,
information sharing, and personal expression on the internet (William, 2017). These
platforms typically consist of discrete, diary-style text entries known as posts, which
are arranged in reverse chronological order, with the most recent content appearing at
the top of the webpage (Wikipedia, 2021). Blogs offer a diverse range of content,
combining