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Abstract
ocial media platforms have
become powerful tools
influencing the buying behaviour
of youth. Among them, Instagram and
YouTube play a significant role due to their
visual content, influencer marketing, and
product reviews. This study examines how
these platforms affect purchasing decisions
among youth in Madurai city. The study
focuses on the impact of reels, shorts,
influencer endorsements, product reviews,
and advertisements on consumer behaviour.
Instagram has a stronger influence on impulse
buying, while YouTube plays a key role in
product search and decision-making. The
study concludes that social media significantly
shapes youth consumption patterns but also
highlights the importance of honest reviews
and informed purchasing.

Keywords: Social Media, Youth Buying
Behaviour, Instagram Marketing, YouTube
Reviews, Marketing, Consumer Behaviour.

1. Introduction

The rapid growth of digital technology
and social media platforms has transformed
the marketing landscape and consumer
decision-making process. Instagram and
YouTube have emerged as popular platforms
among youth due to their engaging visual
content and influencer-driven marketing
strategies. These platforms not only provide
entertainment but also serve as important
sources of product information and brand
promotion. Young consumers often rely on
reels, shorts, tutorials, and reviews before
making purchase decisions. In the 215t century
social media has become powerful
communication and marketing tools among
the various platforms available, Instagram and
Youtube stand out us the most influential,
especially among youth, due to their visual
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content, entertainment features, and direct
engagement with brands and influencers.

2. Objectives of the Study

> To identify the influence of Instagram
and YouTube on youth purchase
decisions.

> To analyze the role of influencers,
advertisements, and product reviews.

> To compare the level of trust between
Instagram and YouTube promotions.

> To explore the positive and negative
outcomes of social media influence on
youth consumption.

» To analyse the factors that motivates
youth to buy products (e.g., discounts,
trends, influencer’s credibility)

3. Research Design

The study adopts a descriptive research
design to analyse the buying behaviour of
youth influenced by social media platforms.

3.1 Primary Data:

Primary data refers to the information
collected directly from respondents for the
first time. In this study, the primary data is
collected from the youth of Madurai city (18-
25 years) through questionnaire.

3.2 Secondary Data:

Secondary data are already available
from many sources such as books, journals,
research articles, websites and online
publication related to consumer behaviour.
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3.3 Sample Size

Sample size is taken from the
mentioned above from 86 members of
respondents from youth in Madurai city.

3.4. Sampling Method

Convenience sampling method is used
to select respondents who actively wuse
Instagram and YouTube.

3.5 Tools Used for Analysis

The collected data was analysed using
percentage analysis, tables, and charts to
identify patterns and derive meaningful
interpretations

Data Analysis

Table 1: Influence of Instagram and YouTube
content on purchase decisions
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Options Resllj:r.lgints Percentage
Product 42 48.8
reviews
Tutorials /
How - to 21 244
videos
Reels / Shorts 56 65.1
Influencer
7 6
endorsements
Ads 8 8
Total 86 100
Source: Primary data
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Influence of Instagram and YouTube content on
purchase decisions

A

B Productreviews B Tutorials / How —to videos

Reels / Shorts B Influencer endorsements

HAds Total

Interpretation:

The table reveals that the majority of
respondents (65.1%) are most influenced by
Reels/Shorts, followed by Product reviews
(48.8%). About 24.4% are influenced by
Tutorials/How-to videos, while only a small
share is  influenced by  Influencer
endorsements (8%) and Ads (6%). This shows
that short, engaging content like Reels and
Shorts has the greatest impact on influencing
respondents’ purchase decisions.

Table 2: Determinants of Accepting Influencer
Product Recommendations
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Source: Primary data

Determinants of Accepting Influencer Product
Recommendations

120
100

Product
demonstration

Numberof  Honest reviews Brand reputation Total

followsers

mlloof Respondents W Percentage

Interpretation:

The table shows that honest reviews
(66.7%) are the most influential factor in
influencer product recommendations,
followed by product demonstration (13.1%)
and brand reputation (11.9%). The number of
followers (8.3%) has the least impact,
indicating that consumers value authenticity
over popularity.

Table 3: Product categories influenced by
Instagram and Youtube customer preferences

No of
Factors Respondents Percentage
Number of
Followers 7 8.3
Honest 57 66.7
Reviews
Product
Demonstration 1 131
Brand
Reputation 10 11.9
Total 86 100
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No of

Products Respondents Percentage
Fashion .&: 25 291
Accessories

Beauty &

Personal 26 30.2

care
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Gadgets &
Electronics 18 209
Food & 17 19.8

Beverages
Total 86 100

Source: Primary data

Product categories influenced by
Instagram and Youtube customer
preferences

150
100

50
P— — —

0

Fashion& Beauty & Gadgets & Food & Total

Accessories ~ Personalcare  Electronics  Beverages
¥ Product categoriesinfluenced by Instagram and Youtube customer preferences

¥ Product categories influenced by Instagram and Youtube customer preferences

Interpretation:

The table shows that highest number of
respondents (30.2%) mostly purchase Beauty
& Personal Care products through social
media, followed closely by Fashion
&Accessories  (29.1%). About 20.9% buy
Gadgets & Electronics, while 19.8% purchase
Food & Beverages. This indicates that beauty,
personal care, and fashion items are the most
popular categories of products bought via
social media platforms.
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6. Findings

1.

A majority of respondents are highly
influenced by short video content such
as Reels on Instagram and Shorts on
YouTube.

Honest product reviews are the most
important factor influencing youth
purchase decisions.

Product reviews and tutorials play a
significant role in building trust before
buying.

Beauty & Personal Care and Fashion

products are the most purchased
categories  through social media
platforms.

Influencer credibility is valued more
than the number of followers.

7. Suggestions

1.

Brands should focus more on creating
engaging short video content to attract
youth attention.

Influencers should provide honest and
transparent reviews to build long-term
consumer trust.

Companies must improve product
quality to match promotional claims
made on social media.
Marketers should collaborate
credible  influencers rather
focusing only on follower count.
Youth should verify product details
and reviews before making purchase
decisions to avoid impulsive buying.
Educational content about responsible
spending can help youth make
informed choices.

with
than
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Conclusion

The study shows that Instagram and
YouTube significantly influence youth buying
behaviour in Madurai city. Instagram
encourages quick and trend-based purchases
through visual content, while YouTube
supports informed decision-making through
detailed product information. Although social
media offers convenience and awareness,
consumers must make careful purchase
decisions. Authentic influencer marketing and
improved product quality are essential for
building long-term consumer trust.
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