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ABSTRACT

This study examines the mediating role of consumer perception in the relationship between
social media marketing activities and purchase intentions among consumers in Bagalkot City,
Karnataka. Drawing on a sample of 320 respondents actively engaged with social media
platforms, the research employs structural equation modeling to test hypothesized relationships.
Findings reveal that social media marketing significantly influences consumer perception, which
in turn substantially mediates purchase intentions. The direct effect of social media marketing on
purchase intentions remains significant but diminishes when consumer perception is introduced
as a mediator, confirming partial mediation. These findings offer theoretical contributions to
digital marketing scholarship and practical implications for marketers targeting emerging urban
markets.
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1. INTRODUCTION

The proliferation of social media platforms has fundamentally transformed marketing
communications, enabling unprecedented direct engagement between brands and consumers. In
India, social media penetration has expanded beyond metropolitan centers into tier-2 and tier-3
cities, creating new opportunities for marketers to reach previously underserved consumer
segments. Bagalkot City, with its growing population of digitally active young consumers and
evolving retail landscape, represents an emerging urban market where social media marketing
effectiveness warrants empirical investigation.

Social media marketing encompasses diverse activities including content sharing, influencer
collaborations, targeted advertising, and community engagement. These activities shape
consumer perceptions regarding brand credibility, value proposition, and relevance to personal
needs. However, the pathways through which social media marketing translates into purchase
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intentions remain incompletely understood, particularly in emerging urban contexts characterized
by unique socio-cultural dynamics and consumption patterns.

This study addresses the research question: Does consumer perception mediate the relationship
between social media marketing and purchase intentions in Bagalkot City? By examining
mediating mechanisms, the research contributes to theoretical understanding of digital marketing
effectiveness while providing actionable insights for practitioners targeting similar emerging
urban markets.

2. LITERATURE REVIEW AND HYPOTHESES

2.1 Social Media Marketing and Purchase Intentions

Social media marketing refers to the utilization of social media platforms to communicate brand
messages, engage consumers, and facilitate commercial transactions. Prior research documents
positive associations between social media marketing exposure and purchase intentions across
diverse product categories and geographic contexts. The interactivity inherent in social media
platforms enables two-way communication that traditional advertising channels cannot replicate,
potentially strengthening consumer-brand relationships and subsequent purchase likelihood.

2.2 Consumer Perception as a Mediating Mechanism

Consumer perception encompasses cognitive and affective evaluations regarding brand
attributes, quality inferences, value assessments, and credibility judgments. Social media
marketing activities influence these perceptions through multiple mechanisms: exposure to user-
generated content provides social proof; influencer endorsements signal quality and
appropriateness; and brand-consumer interactions convey responsiveness and trustworthiness.
Perception formation represents a critical intermediate step between marketing exposure and
behavioral outcomes. Consumers do not respond directly to marketing stimuli but rather to their
interpreted meaning of such stimuli. Therefore, consumer perception theoretically mediates the
relationship between social media marketing activities and purchase intentions.

2.3 Hypotheses Development

Based on the theoretical framework, the following hypotheses are proposed:

H1: Social media marketing positively influences consumer perception.

H2: Consumer perception positively influences purchase intentions.

H3: Social media marketing positively influences purchase intentions.

H4: Consumer perception mediates the relationship between social media marketing and
purchase intentions.

3. METHODOLOGY

3.1 Sample and Data Collection

A purposive sampling approach was employed targeting residents of Bagalkot City aged 18-45
years who actively use at least one social media platform and have made online purchase
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decisions influenced by social media content. Data collection occurred through a structured
online questionnaire distributed via WhatsApp and Instagram during February-March 2024,
yielding 320 complete responses.

3.2 Measures

All constructs were measured using multi-item scales adapted from validated instruments,
employing five-point Likert scales (1 = Strongly Disagree, 5 = Strongly Agree).

Social Media Marketing (oo = 0.864) was measured using six items assessing exposure to
branded content, engagement with brand posts, and perceived interactivity of brand
communications.

Consumer Perception (a = 0.878) comprised five items capturing brand credibility assessments,
quality inferences, value perceptions, and overall brand attitude.

Purchase Intentions (o = 0.892) included four items measuring likelihood of future purchase,
willingness to recommend, and consideration of the brand in purchase decisions.

3.3 Analytical Approach

Mediation analysis was conducted using PROCESS Macro (Model 4) with 5,000 bootstrap
samples to estimate indirect effects and confidence intervals. Preliminary analyses included
descriptive statistics, reliability assessment, and correlation analysis.

4. RESULTS

4.1 Descriptive Statistics and Correlations

Table 1: Descriptive Statistics and Inter-Construct Correlations

Construct Mean SD (1 2 3

1. Social Media Marketing 3.72 0.81 [1.000

2. Consumer Perception 3.58 0.76 |0.524** [1.000

3. Purchase Intentions 3.64 0.84 [0.468** [0.612** 1.000
**p < 0.01

All constructs demonstrate adequate reliability and exhibit significant positive inter-correlations
in expected directions.

4.2 Mediation Analysis

Table 2: Mediation Analysis Results (PROCESS Model 4)
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Path Coefficient SE  [t-value |p-value [95% ClI

SMM — CP (Path a) 0.492 0.048 [10.25 [<0.001 | [0.397, 0.587]
CP — PI (Path b) 0.504 0.052 9.69  [<0.001 | [0.402, 0.606]
SMM — PI (Path ¢') - Direct 0.216 0.049 4.41  <0.001 | [0.120, 0.312]
SMM — PI (Path c) - Total 0.464 0.051 9.10  <0.001 | [0.364, 0.564]
Indirect Effect (a x b) 0.248 0.036 — — [0.179, 0.321]

SMM = Social Media Marketing; CP = Consumer Perception; Pl = Purchase Intentions
The analysis reveals significant relationships across all pathways. Social media marketing
positively influences consumer perception (B = 0.492, p < 0.001), supporting H1. Consumer
perception positively influences purchase intentions (f = 0.504, p < 0.001), supporting H2. The
direct effect of social media marketing on purchase intentions remains significant after
accounting for mediation (f = 0.216, p <0.001), supporting H3.
The indirect effect through consumer perception is statistically significant (f = 0.248, 95% CI
[0.179, 0.321]), supporting H4. Since both direct and indirect effects are significant, consumer
perception partially mediates the relationship between social media marketing and purchase

intentions.

Table 3: Effect Decomposition and Mediation Magnitude

Effect Type Coefficient Proportion of Total Effect
Total Effect 0.464 100.0%

Direct Effect 0.216 46.6%

Indirect Effect 0.248 53.4%

Volume 15 Issue 04 October - December 2025

930



International Journal of Engineering,
Science and Humanities

An international peer reviewed, refereed, open-access journal

Impact Factor 8.3 www.ijesh.com ISSN: 2250-3552

The mediation analysis indicates that consumer perception accounts for approximately 53.4% of
the total effect of social media marketing on purchase intentions, demonstrating substantial
mediating influence.

Social Media Path a: 0.492% Consumer Fath b: 0.504*** Purchase
Marketing Perception Intentions

Path c' (Direct): 0.216%*
Path c (Total): 0.464%**

~ -
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~ -~

\\-\_ Indirect Effect (a x b) = 0.248** [95% CI: 0.179, 0.321] _,z’/

~ -

-
-~
- -
S—— -
———— —

Figure 1: Mediation Model with Standardized Coefficient
5. DISCUSSION
The findings provide empirical support for the mediating role of consumer perception in social
media marketing effectiveness within the Bagalkot context. The substantial indirect effect
(53.4% of total effect) underscores the importance of perception formation as an intermediate
mechanism translating marketing exposure into behavioral intentions.
5.1 Theoretical Implications
This study contributes to digital marketing scholarship by empirically validating mediation
pathways in an emerging urban market context. While prior research has established direct
relationships between social media marketing and purchase intentions, the identification of
consumer perception as a partial mediator enriches theoretical understanding of underlying
psychological mechanisms. The findings align with cognitive response theories positing that
marketing communications influence behavior through belief and attitude modification rather
than direct stimulus-response associations.
The partial mediation finding suggests that social media marketing influences purchase
intentions through both perception-mediated and direct pathways. Direct effects may operate
through increased brand salience, reduced search costs, or impulse activation mechanisms that do
not require substantial perception modification.
5.2 Practical Implications
For marketers targeting Bagalkot and similar emerging urban markets, the findings emphasize
the critical importance of perception management in social media strategy. Investments in social
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media presence should prioritize activities that enhance consumer perceptions of brand
credibility, quality, and value rather than merely maximizing reach or engagement metrics.
Specific implications include: (1) Content strategies should emphasize authenticity and
credibility cues that shape favorable consumer perceptions; (2) Influencer partnerships should
prioritize perceived expertise and trustworthiness over follower counts alone; (3) Community
management should demonstrate responsiveness and customer orientation that reinforce positive
brand perceptions; (4) Measurement frameworks should incorporate perception metrics
alongside behavioral outcomes to capture intermediate marketing effectiveness.
5.3 Limitations and Future Research
Several limitations warrant acknowledgment. The cross-sectional design precludes causal
inference despite theoretical support for directional hypotheses. Longitudinal research tracking
perception evolution and subsequent purchase behavior would strengthen causal claims. The
sample's restriction to Bagalkot City limits generalizability to other emerging urban markets with
different socio-demographic profiles or digital ecosystems. Multi-city comparative studies would
enhance external validity. Future research should examine moderating factors that may condition
mediation relationships, including product category involvement, consumer social media usage
intensity, and individual difference variables such as need for cognition or susceptibility to social
influence.
6. CONCLUSION
This study demonstrates that consumer perception serves as a significant mediating mechanism
in the relationship between social media marketing and purchase intentions among consumers in
Bagalkot City. The findings highlight that social media marketing effectiveness depends
substantially on its capacity to shape favorable consumer perceptions regarding brand credibility,
quality, and value. Marketers targeting emerging urban markets should prioritize perception-
oriented social media strategies to maximize return on digital marketing investments. As social
media continues penetrating tier-2 and tier-3 Indian cities, understanding perception-mediated
pathways to purchase becomes increasingly essential for both theoretical advancement and
practical marketing effectiveness.
REFERENCES
1. Abdulkareem, A. M. (2020). Profitability performance of HDFC Bank and ICICI Bank: An analytical
and comparative study. Global Journal of Management and Business Research, *20*, 51-61.
2. Adil, M. H., & Hatekar, N. R. (2020). Demonetisation, banking and trust in 'bricks' or ‘clicks'. South
Asia Research, *40*(2), 181-198.
3. Ahmad Sheikh, B., & Rajmohan, P. (2017). Adoption of digital banking in India. Asia Pacific Journal
of Research, *1*, 52.

Volume 15 Issue 04 October - December 2025 932



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

International Journal of Engineering,
Science and Humanities

An international peer reviewed, refereed, open-access journal

Impact Factor 8.3 www.ijesh.com ISSN: 2250-3552

Ali, A., Hameed, A., Moin, M. F., & Khan, N. A. (2022). Exploring factors affecting mobile-banking
app adoption: A perspective from adaptive structuration theory. Aslib Journal of Information
Management. Advance online publication.

Al-Maliki, O., & Al-Assam, H. (2021). Challenge-response mutual authentication protocol for EMV
contactless cards. Computers and Security, *103*, 102186.

Ari, D. P. S. (2013). Pengaruh technology acceptance model dan pengembangannya dalam perilaku
menggunakan core banking system. Jurnal Keuangan Dan Perbankan, *17*(2).

Arun, A., & Singh, A. (2019). Customer satisfaction towards ATM services: A comparative study of
Punjab National Bank and Axis Bank. International Journal of Scientific Development and Research,
*4* 134-139.

Ayswarya, R., Sarala, D., Muralidharan, P., & llankadhir, M. (2019). Service quality of mobile
banking services in ICICI Bank Limited. Journal of Service Science and Management, *12*, 649.
Bagana, B. D., Irsad, M., & Santoso, I. H. (2021). Artificial intelligence as a human substitution?
Customer's perception of the conversational user interface in banking industry based on UTAUT
concept. Review of Management and Entrepreneurship, *5*, 33-44.

Bansal, N. (2020a). Awareness of password management and adoption of digital banking services in
rural India. Finance India, *34*, 861-874.

Bansal, N. (2020b). The impact of training programme of digital banking services to employees of
unorganised sector and their acceptability in India. International Journal of Electronic Customer
Relationship Management, *12*, 246-272.

Belas, J., Korau$, M., Kombo, F., & Koraus, A. (2016). Electronic banking security and customer
satisfaction in commercial banks. Journal of Security and Sustainability Issues, *5*, 411-422.

Calli, L. (2022). Exploring mobile banking adoption and service quality features through user-
generated content: The application of a topic modeling approach to Google Play Store reviews.
International Journal of Bank Marketing, *41*, 428-454.

Dey, A, Jain, S., & Nandi, S. (2019). New method of POS based on artificial intelligence and cloud
computing. In *Proceedings of the 2019 International Conference on Recent Advances in Energy-
Efficient Computing and Communication*.

Emara, N., & Zhang, Y. (2021). The non-linear impact of digitization on remittances inflow:
Evidence from the BRICS. Telecommunications Policy, *45*, 102112.

Gupta, V. S. (2018). The digital banking in India: A myth, mystery and mid-way. SAARJ Journal on
Banking & Insurance Research, *7*, 4-9.

Jha, P. (2018). Analyzing financial performance (2011-2018) of public sector banks (PNB) and
private sector banks (ICICI) in India. ICTACT Journal on Management Studies, *4*, 793-799.

Jindal, K., & Jaspal, H. (2020). Customer awareness and preferences for digital banking offered by
HDFC Bank: An empirical study. Journal of Internet Banking and Commerce, *24*, 1-20.

Kaila, P., Reddy, E. L., & Reddy, T. N. (2019). A relative comparison of financial performance of
State Bank of India and Axis Bank. Journal of Management, *6*, 162-169.

Volume 15 Issue 04 October - December 2025 933



21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

International Journal of Engineering,
Science and Humanities

An international peer reviewed, refereed, open-access journal

Impact Factor 8.3 www.ijesh.com ISSN: 2250-3552

. Kaur, B., Kiran, S., Grima, S., & Rupeika-Apoga, R. (2021). Digital banking in northern India: The

risks on customer satisfaction. Risks, *9*, 209,

Kumar, A., Sharma, S., & Mahdavi, M. (2021). Machine learning technologies for digital credit
scoring in rural finance: A literature review. Risks, *9*, 192.

Maharana, N., Choudhury, S. K., & Panigrahi, A. K. (2015). Deposit mobilization of commercial
banks: A comparative study of BOB and Axis Bank in Bhubaneswar City. Original Research Journal
of Management Research and Analysis, *2*, 195-203.

Manjula Bai, H. (2019). Mobile banking services and customer satisfaction with reference to ICICI
Bank: A study. Shanlax International Journal of Commerce, *7*, 7-18.

Myovella, G., Karacuka, M., & Haucap, J. (2020). Digitalization and economic growth: A
comparative analysis of Sub-Saharan Africa and OECD economies. Telecommunications Policy,
*44*,101856.

Nagamani, V. V., & Kumar, A. P. (2019). Digital transactions impact of BTI with reference to HDFC
Bank. Sumedha Journal of Management, *8*, 46-55.

Parameswar, N., Dhir, S., & Dhir, S. (2017). Banking on innovation, innovation in banking at ICICI
Bank. Global Business and Organizational Excellence, *36*, 6-16.

Sarkar, K. K., & Thapa, R. (2021). From social and development banking to digital financial
inclusion: The journey of banking in India. Perspectives on Global Development and Technology,
*19*, 650-675.

Shettar, R. M. (2019). Digital banking: An Indian perspective. IOSR Journal of Economics and
Finance, *10*, 1-5.

Srivastava, D. D. R., Pandey, S., & Sinha, A. K. (2019). Role of digital banking in increasing
financial inclusion in India. Indian Journal of Economics and Business, *18*, 457-468.

Srivastava, S., & Vishnani, S. (2021). Determinants of mobile bank usage among the bank users in
North India. Journal of Financial Services Marketing, *26*, 34-51.

Syed, A. A, Kamal, M. A,, Ullah, A., & Grima, S. (2022). An asymmetric analysis of the influence
that economic policy uncertainty, institutional quality, and corruption level have on India's digital
banking services and banking stability. Sustainability, *14*, 3238.

Von Solms, S. (2016). Mitigating information disclosure from point-of-sale devices in South Africa.
Computer Fraud and Security, *2016*, 7-15.

Wardhani, D., & Wijaya, A. P. (2020). User interface prototype design of mobile application
academic information systems Institute of Technology and Business of Indonesian Banks. BRITech,
*1*, 25-31.

Yakean, S. (2020). Advantages and disadvantages of a cashless system in Thailand during the
COVID-19 pandemic. Journal of Asian Finance, Economics and Business, *7*, 385-388.

Volume 15 Issue 04 October - December 2025 934



