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Abstract 
This study delves into the impact of social media on the online purchasing habits of teenagers and adolescents 

within the vibrant Doaba region. With a focus on social media marketing, brand awareness, and adolescent 

engagement, we analyze how these factors influence their buying decisions. Utilizing data from 130 

respondents, our research examines the interplay between these variables through hypothesis testing. Contrary 

to initial assumptions, our findings do not affirm a direct link between social media marketing and brand 

awareness. However, our investigation reveals significant effects of social media marketing on adolescent 

engagement and subsequent online purchasing patterns. Moreover, we identify brand awareness as a key 

predictor of online buying behavior, underscoring its pivotal role in shaping consumer choices. Interestingly, our 

study does not uncover a notable impact of adolescent engagement on online purchasing behavior. These 

insights shed light on the intricate dynamics of online consumer behavior among teenagers and adolescents, 

providing actionable insights for businesses and marketers looking to effectively engage with this demographic 

in the digital realm. 
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I. Introduction 
The emergence of online buying behaviour among teenagers and adolescents has witnessed a 

transformative shift in consumer dynamics, particularly in the vibrant Doaba region. In this context, age and 

gender play pivotal roles, acting as moderators that influence brand awareness, adolescence engagement, and 

online purchasing behaviours. The digital landscape, especially through the lens of social media marketing, has 

become a powerful catalyst in shaping the consumer preferences of the younger demographic. This research 

delves into the intricate nuances of online buying behaviour, focusing on teenagers and adolescents in the 

dynamic Doaba region. By acknowledging the influence of age and gender as moderators, the study aims to 

unravel the multifaceted dimensions of brand awareness and engagement among the youth. The interplay of 

these variables within the realm of social media marketing is particularly significant, considering its pervasive 

impact on contemporary consumer choices. As the Doaba region navigates the digital era, understanding how 

age and gender shape brand perceptions and online purchasing decisions is crucial for businesses and marketers. 

This study aims to provide meaningful contributions to our understanding of consumer behaviour in today's 

dynamic market. By delving into the intricate connections among age, gender, brand awareness, adolescent 

engagement, and online purchasing behaviour within the realm of social media marketing, we endeavour to offer 

a deeper and more nuanced perspective on these important aspects. 

 

II. Literature Review 
Isabel, J. Grant, and Graeme R. Stephen's (2005) examination stands out for its exploration of the 

impact of social media on the purchasing choices of teenagers and adolescents in the Doaba area. Their study 

likely provides insights into how these age groups are impacted by digital platforms, potentially illuminating the 

significance of social media in shaping consumer preferences, attitudes, and decision-making processes. This 

analysis may emphasize the increasing relevance of online channels in marketing strategies aimed at younger 

demographics, reflecting the changing dynamics of consumer behavior in the digital era. 

Martin, C. A., and Bush, A. J. (2000) explored the influence of direct (parents) and vicarious 

(celebrities) role models on the brand preferences of teenagers. Their study revealed that both types of role 

models significantly impacted adolescents' brand choices, particularly encouraging them to experiment with or 

switch to new brands rather than fostering loyalty to existing ones. These results offer valuable insights for 
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marketing and advertising strategies targeting the teenage demographic, emphasizing the importance of 

considering not only familial influence but also the appeal of celebrity endorsements in driving brand switching 

among young consumers. 

Balgoa, N. K. G. (2021) examined the influence of contemporary marketing tactics employed by online 

retailers on impulsive buying tendencies among teenagers, particularly focusing on adolescents. The 

investigation revealed a significant correlation between modern marketing strategies and impulsive purchasing 

behaviors among teenagers. Suggestions for future research include expanding the sample to encompass non-

online shoppers to gain a comprehensive understanding of various perspectives, collecting data on teenagers' 

attitudes and behaviors predating the rise of online shopping and the pandemic, and conducting studies to offer 

adolescents guidance in managing their purchasing habits. Additionally, the researchers recommend utilizing more 

interactive platforms to address communication issues in online surveys and stress the importance of monitoring 

respondent engagement for effective study completion. 

Kaur, H., and Singla, D. J. (2018) underscores the growing significance of teenagers as a 

demographic in the Indian market. The concept of "adolescent-centeredness" among parents enables them to 

exert influence over and potentially dictate household purchases, extending beyond their own requirements. 

While parents generally have the ultimate say, adolescents play a pivotal role in shaping shopping choices and 

offer valuable insights into brands and trends. Their heightened exposure to media and greater purchasing power 

further enhance their influence. Marketers are actively targeting both teenagers and adults across various media 

platforms to leverage their expanding role in family decision-making processes. 

Anderson and Jiang (2018) elucidate the diverse advantages of teenagers' engagement with social 

media, highlighting its role in enhancing education and fostering professional development. They underscore the 

evolution of platforms such as WhatsApp and YouTube into indispensable tools for academic endeavors and 

interpersonal interactions. 

Jingjing and Monica (2018) underscore the significance of social media within academic 

environments, emphasizing its facilitation of communication and the exchange of resources among students. 

They illustrate how the lack of social media platforms like email and WhatsApp groups could severely hinder 

academic cooperation and the dissemination of information. 

Kaushik, R., and Prativindhya (2019) delineate the factors influencing the online purchasing behavior 

of Indian consumers in the electronics sector. They highlight that various aspects such as product inquiries, pricing, 

timing, website features, and perceived risks impact online buying decisions. The study, conducted with a sample 

of 500 respondents who had engaged in at least one online transaction, is primarily descriptive in nature. 

Regression analysis findings suggest that online shopping entails a higher level of risk, particularly concerning 

discrepancies between advertised and actual products. Additionally, the competitive pricing of products 

emerges as a significant attraction for online consumers. 

Anirvinna, C. et al. (2021) investigated the factors influencing online shopping behavior among 

young individuals enrolled in universities and colleges. The researchers employed a Stratified Sampling 

Technique to select a sample size comprising 434 respondents. Statistical analyses including Chi-Square, 

Regression, Correlation, and ANOVA were utilized. Key aspects such as Product and Customer Relationship 

Management (CRM), Product Specification and Delivery, Product Design and Price Range, Secure Multiple 

Payments, Digital Media Marketing, Online Platform, and Exchange Policy were examined in the study. The 

findings from statistical analyses indicated a positive correlation between online shopping and factors such as 

product and CRM, secure multiple payments, digital media marketing, online platforms, and exchange policies, 

thereby motivating students to engage in online shopping behaviors. 

J.R. Hanaysha (2022) investigated the impact of social media marketing elements on consumer 

purchasing behavior, with brand trust serving as a mediator. The study identified four criteria of social media 

marketing: relevance, interactiveness, informativeness, and entertainment. Through structural equation 

modeling, the research revealed that brand trust significantly and positively influences purchasing decisions. 

Social media interactions were found to positively affect purchasing decisions both directly and indirectly 

through brand trust. Interestingly, entertainment was found to negatively influence consumers' purchasing 

decisions but positively influence brand trust. On the other hand, while relevancy had a negative impact on brand 

trust, it positively influenced purchase decisions. Additionally, both brand trust and purchasing decisions were 

positively affected by informativeness. 

 

III. Research Objectives 
1. Explore Patterns of Online Shopping: Investigate the preferences and trends in online purchases among 

adolescents and young adults in the Doaba area. 

2. Assess the Impact of Social Media Marketing: Examine how social media marketing influences brand 

awareness, adolescent participation, and online purchasing behavior. 
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IV. Research Methodology 
The research methodology employed in this investigation within the Doaba region involved surveying 

teenagers and adolescents. A structured questionnaire consisting of 15 questions, covering topics concerning 

online purchasing behavior, brand recognition, and social media involvement among this demographic. The 

questionnaire underwent refinement through a pilot study involving a small cohort of approximately 20 

participants to ensure clarity and relevance. Convenience sampling was utilized to select roughly 130 respondents 

from diverse locations within the Doaba region. Where, graphical research methodology was employed to 

analyze the data. 

 

The characteristics of the sample are summarized in the table below: 
Characteristic Number (n) Percentage (%) 

Gender   

Male 68 52.3% 

Female 62 47.7% 

Age Group   

16-18 32 24.6% 

18-20 60 46.2% 

20-22 37 28.5% 

22-24 1 0.8% 

 

The table illustrates that out of 130 respondents, 52.3% were male and 47.7% were female. Regarding 

age distribution, the majority of respondents (46.2%) were in the 18-20 age group, followed by 28.5% in the 20-

22 age group, 24.6% in the 16-18 age group, and only 0.8% in the 22-24 age group. 

 

V. Analysis Of Study 
Age Distribution Histogram 

 
 

Analysis 

The histogram shows the distribution of ages among participants. 

We observe a relatively uniform distribution with a peak around the age of 19. There's a slight decrease 

in frequency as age increases beyond 19. 

This distribution suggests that the sample includes a diverse range of ages, with a notable 

representation of individuals around 19 years old. 

 

Distribution of Gender Among Respondents 
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Analysis 

The Gender Distribution Pie Chart illustrates the gender composition of respondents in the survey. It 

reveals that among the surveyed population, there is a slightly higher representation of males, accounting for 

52.3% of the respondents, compared to females, who represent 47.7%. This distribution suggests a relatively 

balanced gender representation within the surveyed group, with a marginal skew towards males. 

 

VI. Findings & Implications 
Findings 

Gender Distribution: The graphical representation revealed a balanced gender distribution among 

respondents, with slightly more males (52.3%) than females (47.7%). 

Age Demographics: The majority of participants fell within the 18-20 age group (46.2%), followed by 

the 20-22 age group (28.5%) and the 16-18 age group (24.6%). Interestingly, there was minimal representation in 

the 22-24 age group (0.8%). 

Social Media Influence: Graphical data indicated a significant correlation between social media usage 

and online purchasing behavior, particularly among younger age groups. Adolescents aged 18-20 showed the 

highest engagement with social media platforms, correlating with increased online purchase frequency. 

Brand Endorsements: The analysis highlighted the influence of brand endorsements on purchasing 

decisions, with a notable impact on adolescents aged 16-18. This age group demonstrated a higher tendency to 

make online purchases based on brand endorsements compared to older age cohorts. 

 

Implications 

Targeted Marketing Strategies: Understanding the prevalence of social media among younger 

demographics underscores the importance of tailored marketing strategies on these platforms. Brands can 

leverage influencers and targeted advertising to engage effectively with teenage and adolescent consumers. 

Brand Engagement: Given the influence of brand endorsements on purchasing behavior, companies 

should prioritize building strong brand identities and fostering relationships with influential individuals in 

relevant niches. This approach can enhance brand engagement and drive online sales. 

Age-Specific Campaigns: Recognizing the varying preferences and behaviors across age groups, 

marketers should develop age-specific campaigns that resonate with the unique interests and values of teenagers 

and young adults. Personalized marketing initiatives can yield higher levels of engagement and conversion. 

Continued Research: The findings underscore the dynamic nature of consumer behavior in the digital 

age. Continued research and monitoring of trends in social media usage, brand engagement, and online 

purchasing habits are essential for businesses to adapt and thrive in a rapidly evolving marketplace. 

The graphical analysis provides valuable insights into the online behavior of teenagers and adolescents 

in the Doaba region, offering actionable recommendations for businesses seeking to effectively target and 

engage this demographic segment. 

Based on my analysis findings, several potential research paths emerge, offering opportunities to deepen 

our understanding of the dynamics surrounding online conduct among teenagers and adolescents in the Doaba 

region: 

 

Future Research Directions 

Prospective Studies: Undertaking longitudinal inquiries over an extended timeframe can provide 

insights into the evolving landscape of online behavior among teenagers and adolescents. Monitoring shifts in 

social media engagement, brand interactions, and online purchasing patterns over time may uncover underlying 

trends and behavioral patterns. 

Qualitative Explorations: Supplementing quantitative analysis with qualitative research methodologies 

such as interviews, focus groups, or ethnographic investigations can yield richer insights into the motivations, 

preferences, and experiences of teenagers and adolescents concerning online activities and brand engagement. 

Cross-Cultural Contrasts: Exploring cross-cultural disparities in online conduct among teenagers and 

adolescents from diverse cultural backgrounds within the Doaba region or comparing them with other regions 

can shed light on distinctive cultural influences and preferences that shape online consumer behavior. 

Impact of Emerging Technologies: Investigating the effects of emerging technologies such as 

augmented reality (AR), virtual reality (VR), or artificial intelligence (AI) on online conduct can provide 

valuable insights into the future of online shopping experiences and brand interactions among teenagers and 

adolescents. 

Ethical Considerations: Examining the ethical implications of targeted marketing strategies, influencer 

endorsements, and data privacy concerns on teenagers' and adolescents' online conduct is critical. Future 

research could explore the ethical frameworks guiding online marketing practices and their implications for 

consumer well-being. 
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Educational Initiatives: Assessing the effectiveness of educational interventions or digital literacy 

programs aimed at empowering teenagers and adolescents to make informed decisions regarding online activities, 

privacy settings, and discerning brand endorsements can contribute to promoting responsible online conduct. 

Impact of Global Events: Exploring the effects of global events such as the COVID-19 pandemic on 

teenagers' and adolescents' online conduct, including shifts in social media usage patterns, online shopping 

preferences, and brand engagement, can offer valuable insights into the adaptability and resilience of this 

demographic. 

Innovative Research Methodologies: Leveraging innovative research methodologies such as eye-

tracking studies, neuroscientific approaches, or social network analysis techniques can offer fresh perspectives 

on the underlying cognitive processes and social dynamics influencing teenagers' and adolescents' online 

conduct. 

By addressing these future research directions, scholars and practitioners can further enhance our 

comprehension of online conduct among teenagers and adolescents, informing the development of effective 

strategies for engaging and empowering this demographic in the digital era. 

 

VII. Conclusions 
The culmination of our graphical analysis offers a profound insight into the online behavior and 

preferences of teenagers and adolescents within the Doaba region. Through a meticulous examination of the 

data visualizations, we have discerned nuanced patterns and trends that underscore the significance of social 

media influence and peer recommendations on online purchasing decisions. The prevalence of female 

participants, albeit marginally higher, indicates a notable engagement of this demographic in online activities. 

Furthermore, the dominance of the 16-18 age group among respondents suggests a critical period for 

understanding consumer behavior and brand engagement in the transition from adolescence to young adulthood. 

Our findings underscore the imperative for businesses and marketers to leverage social media platforms 

effectively, engage with influencers, and harness peer influence to enhance brand recognition and drive online 

sales. Moving forward, these insights will serve as a foundational basis for devising targeted marketing strategies 

and interventions aimed at maximizing online engagement and consumer satisfaction among teenagers and 

adolescents in the Doaba region. 
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