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ABSTRACT 

Using a descriptive-correlational research approach, this study looked at the purchasing 

habits of Accountancy, Business, and Management (ABM) students and how they relate to 

social media marketing. It examined how 300 randomly chosen ABM students' brand 

knowledge, purchase intent, and social sentiment were impacted by social media engagement, 

reach, and click-through rates. Higher levels of engagement, reach, and click-through rates 

were linked to greater brand awareness, stronger purchase intent, and more positive social 

sentiment, according to the results, which showed a strong positive correlation (r =.804, p < 

0.05) between social media marketing and consumer purchasing behavior. These findings 

emphasize the importance of financial literacy programs and ethical digital marketing. The 

report suggests that educators integrate ethical marketing techniques into curricula, students 

participate in budgeting and critical evaluation courses, and legislators create regulations to 

control digital marketing tactics aimed at younger consumers. In order to investigate students' 

opinions and decision-making processes with relation to social media marketing, future 

researchers may use a mixed-methods strategy that incorporates qualitative techniques like 

focus groups or in-depth interviews. A longitudinal study could also evaluate how changes in 

digital marketing tactics affect customer behavior over time. 

  

KEYWORDS: ABM students, social media marketing, and consumer purchasing patterns. 

 

Similar patterns have been seen throughout the world. High inflation and unstable economic 

conditions have had a major impact on consumer purchasing behavior in Turkey. Khurram et 

al. (2018) claim that economic difficulties have caused customers to change their priorities 
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when making purchases, concentrating more on necessities and looking for excellent deals. A 

study conducted in Finland with 2,318 participants between the ages of 18 and 29 looked at 

impulsive purchasing behavior in online settings, highlighting the importance of self-control 

and outside factors (Nyrhinen et al., 2024). In a similar vein, consumer behavior has been 

significantly impacted by Lebanon's terrible economic crisis. According to a research by 

Challita et al. (2021), 53% of respondents said they had changed their purchasing habits as a 

result of hyperinflation and a decline in purchasing power. 

 

Importance of the Research  

This study looks at how social media marketing affects consumer purchase behavior among 

students studying accountancy, business, and management (ABM), specifically how social 

media affects their choices. The following stakeholders, according to the researchers, will 

gain from this study: 

 

Marketers and businesses. By knowing how social media marketing influences ABM 

students' purchasing decisions, the findings may assist companies in customizing their 

marketing tactics to better engage with these students. 

 

Marketing on Social Media  

Due to its substantial impact on consumer behavior and brand engagement, social media 

marketing (SMM) has emerged as a crucial element of contemporary marketing tactics. SMM 

is the use of social media channels to accomplish marketing communication and branding 

objectives. It includes a range of initiatives meant to cultivate customer relationships and 

increase brand loyalty (Shrestha, 2023). By facilitating two-way communication, SMM 

enables brands to interact directly with consumers, boosting loyalty and trust (Manzoor et al., 

2020). 

 

Consumer Purchase Patterns  

Zhao et al. (2022) claim that social media platforms give companies a special way to 

communicate and collect input from their target customers in real time. Customer-brand 

relationships are strengthened by this immediacy, which boosts loyalty and influences 

purchase decisions. According to Alhalalmeh et al. (2022), customer behavior is greatly 

influenced by the kind of material published on social media. According to Andoh-Quainoo 
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(2022), visual content—such as pictures and videos—generates more interaction than text-

based posts, which makes it more successful at influencing consumer behavior. 

 

 

 

RECOMMENDATIONS AND CONCLUSIONS  

The study's conclusions are presented in this chapter along with suggestions on how they 

might enhance practice. The purpose of the study was to ascertain the degree of social media 

marketing and consumer purchasing behavior among Carlos P. Garcia Senior High School 

students studying accounting, business, and management. It specifically aimed to determine 

whether and how strongly social media marketing and consumer purchasing behavior are 

related.  

 

The degree of social media marketing and consumer purchasing behavior among accounting, 

business, and management students was assessed using a descriptive correlational research 

design in order to ascertain whether these variables are significantly correlated. 

 

CONCLUSION 

Based on the results, the study comes to the conclusion that social media marketing has a 

significant impact on students studying accounting, business, and management's purchasing 

decisions. The substantial relationship between these factors indicates that students' 

purchasing decisions are greatly influenced by their exposure to social media marketing. This 

emphasizes how crucial social media is as an effective marketing tool that influences 
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consumer behavior. Even while students show a high degree of interest in social media 

marketing, they still need to improve their financial literacy to guarantee appropriate 

spending practices. 
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