
 

 

  

International Journal of Business and Economics Research (IJBER) | e-ISSN: 2455-3921 | Special Issue – 
February 2026 | International Conference on AI-Driven Transformation in Human Capital and Finance: 
Innovation, Ethics and Global Impact | Christ College (Autonomous), Irinjalakuda, Kerala 

229 

 

A Study on the Impact of Social Media Advertisements on 

Brand Perception among Youngsters 

Chaithanya Sunesh1*, Rohit V.S1 and Rekha Francis C2 

1
Student, Christ College (Autonomous), Irinjalakuda, Affiliated to Calicut University Student, Christ College 

(Autonomous), Irinjalakuda, Affiliated to Calicut University 

2
Assistant Professor, Department of Commerce, Christ College (Autonomous),Irinjalakuda, Affiliated to Calicut 

University 

*
Corresponding Author Email: chaithanyasunesh9@gmail.com 

 

Abstract 

Social media has become one of the most influential marketing platforms in the 

modern digital era, especially among youngsters. With the increasing use of platforms such as 

Instagram, YouTube, and Facebook, brands are shifting their advertising strategies from 

traditional media to social media advertising. This study aims to analyze the impact of social 

media advertisements on brand perception among youngsters, with special reference to their 

awareness, trust, attitude, and purchase decisions. The research is based on primary data 

collected from youngsters through a structured questionnaire, supported by secondary data 

from books, journals, and online sources. The study examines factors such as type of social 

media platform used, frequency of exposure to advertisements, influence of influencer 

marketing, and the role of reviews and recommendations in shaping brand perception. The 

findings reveal that social media advertisements significantly influence brand awareness and 

recall among youngsters. Platforms like Instagram, especially reels and stories, are found to 

be the most effective in attracting attention. The study also indicates that positive reviews, 

influencer endorsements, and creative content enhance trust and brand image, while 

excessive or repetitive advertisements may create irritation. Overall, social media 

advertisements have a moderate to strong impact on the purchasing behavior of youngsters. 

The study concludes that effective social media advertising strategies can help brands build a 

positive brand perception and long-term customer relationships. The findings provide 

valuable insights for marketers to design engaging, trustworthy, and youth-oriented 

advertising campaigns. 
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1. Introduction 

Advertising plays a crucial role in the growth and success of any business 

organization. It acts as a medium through which companies communicate information about 

their products and services to consumers. In the early stages of marketing development, 

advertising was largely dependent on traditional media such as newspapers, magazines, 

radio, television, and outdoor hoardings.These forms of advertising allowed brands to reach a 

wide audience but offered limited interaction with consumers.With the advancement of 

internet technology and the widespread use of smartphones, the advertising environment has 

undergone a significant transformation. Digital media has gradually replaced traditional 

advertising methods due to its ability to reach consumers quickly and efficiently. Among 

digital platforms, social media has emerged as one of the most powerful tools for advertising 

and brand promotion, allowing brands to interact directly with consumers in a more personal 

manner. 

 

Social media platforms such as Instagram, Facebook, YouTube, and Snapchat have 

become an integral part of everyday life, especially for youngsters. These platforms are used 

not only for communication and entertainment but also for discovering new products, brands, 

and trends. 

 

Advertisements on social media appear naturally within user feeds, making them less 

intrusive and more engaging compared to traditional advertisements. This continuous 

exposure increases brand familiarity and influences how consumers perceive brands over 

time. Brand perception refers to the overall image and impression that consumers have about 

a brand. It is formed through various factors such as advertising messages, personal 

experiences, word-of- mouth communication, and online interactions. In the context of social 

media, brand perception is influenced by visual appeal, content quality, influencer 

credibility, peer opinions, and user engagement. A positive brand perception leads to 

customer trust, loyalty, and repeat purchases, whereas a negative perception can damage a 

brand’s reputation and reduce consumer interest. 

 

In recent years, Artificial Intelligence has become an important element in social 

media advertising. AI enables advertisers to collect and analyze large volumes of data related 

to user behavior, interests, and engagement patterns. Based on this data, advertisements are 



  

International Journal of Business and Economics Research (IJBER) | e-ISSN: 2455-3921 | Special Issue – 
February 2026 | International Conference on AI-Driven Transformation in Human Capital and Finance: 
Innovation, Ethics and Global Impact | Christ College (Autonomous), Irinjalakuda, Kerala 

231 

 

personalized to match individual preferences. Personalized advertisements are more relevant 

to users and therefore have a stronger impact on brand perception and purchase decisions. 

Due to the growing importance of social media and the increasing use of Artificial 

Intelligence in advertising, it has become essential to study how social media advertisements 

influence brand perception among youngsters. Understanding these factors helps marketers 

design effective advertising strategies that not only attract attention but also build trust and 

long-term relationships with consumers. 

 

2. Statement of the Problem 

Social media advertising has become one of the most widely used marketing tools in 

recent years. Companies invest a significant portion of their marketing budgets in social 

media platforms to reach young consumers effectively. Despite this growing investment, 

there is still uncertainty regarding the actual impact of social media advertisements on brand 

perception among youngsters.Youngsters are exposed to a large number of advertisements 

every day in the form of sponsored posts, video ads, reels, stories, and influencer promotions. 

While many of these advertisements are creative and informative, others may be repetitive or 

misleading. Excessive exposure can lead to irritation, reduced interest, and negative attitudes 

towards certain brands. At the same time, youngsters do not respond uniformly to these 

advertisements, as their reactions depend on factors such as content quality, influencer 

credibility, peer opinions, personal preferences, and previous brand experiences. The 

increasing use of Artificial Intelligence in social media advertising has added another 

dimension to this issue. AI-based advertising enables precise targeting and personalized 

content delivery, which can improve relevance and effectiveness. However, it also raises 

concerns related to privacy and over-targeting. Therefore, the problem addressed in this study 

is to understand how social media advertisements influence brand perception among 

youngsters, particularly in terms of awareness, trust, attitude, and purchase decisions. 

 

3. Significance of the Study 

The significance of this study lies in its relevance to marketers, advertisers, brand 

managers, and academicians, as understanding consumer perception has become essential for 

brand success in today’s competitive business environment, especially when youngsters form 

a major segment of social media users. 

 



  

International Journal of Business and Economics Research (IJBER) | e-ISSN: 2455-3921 | Special Issue – 
February 2026 | International Conference on AI-Driven Transformation in Human Capital and Finance: 
Innovation, Ethics and Global Impact | Christ College (Autonomous), Irinjalakuda, Kerala 

232 

 

From a practical point of view, the study helps marketers and brand managers 

understand how youngsters respond to social media advertisements and what factors 

influence their perception of brands. By identifying elements that positively or negatively 

affect brand perception, organizations can design advertisements that are more engaging, 

trustworthy, and meaningful. 

 

This understanding helps brands avoid ineffective advertising practices and reduce 

negative reactions from consumers. It also supports the creation of consistent and authentic 

brand messages across social media platforms, which contributes to stronger customer 

relationships and long-term brand loyalty. From an academic perspective, the study adds 

value to existing research on social media marketing, consumer behavior, and digital 

advertising by explaining how modern advertising techniques influence consumer perception. 

 

4. Objectives of the Study 

The objectives of the study define the purpose and direction of the research by 

identifying the key areas that need to be examined in order to understand the impact of social 

media advertisements on brand perception among youngsters. The primary objective of the 

study is to examine how social media advertisements influence brand perception among 

youngsters, particularly in terms of how they view, evaluate, and form opinions about 

different brands. In addition, the study seeks to analyze the role of social media 

advertisements in creating brand awareness, as continuous exposure to advertisements on 

platforms such as Instagram and YouTube increases familiarity and recognition among 

young consumers. The study also focuses on understanding the trust and attitude of 

youngsters towards social media advertisements, as trust plays a crucial role in shaping 

perception and determining whether advertisements are considered credible and reliable. 

 

Another important objective of the study is to examine the influence of social media 

advertisements on purchase decisions and to understand the role of Artificial Intelligence in 

enhancing advertising effectiveness. Advertisements often act as an initial trigger that 

encourages consumers to explore or try new products and services, while AI-based targeting 

and personalization help deliver more relevant content. Together, these factors influence 

engagement, perception, and responsiveness among youngsters. 
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5. Hypothesis 

A hypothesis is a tentative assumption made to test the relationship between variables. 

Based on the objectives of the study, the following hypotheses have been formulated. The 

first hypothesis states that social media advertisements significantly influence brand 

perception among youngsters. The second hypothesis proposes that social media 

advertisements increase brand awareness by helping consumers recognize and recall brands. 

The third hypothesis states that influencer and peer-shared advertisements influence purchase 

decisions, as opinions shared by influencers and peers strongly affect young consumers. The 

fourth hypothesis suggests that there is a positive relationship between social media 

advertisements and brand image, indicating that effective advertising contributes to a 

favorable brand image. 

 

6. Literature Review 

Several studies have examined the influence of social media advertisements on brand 

perception among young consumers. Existing literature shows that social media platforms 

have become powerful tools for shaping brand attitudes due to their visual appeal, interactive 

nature, and frequent consumer exposure. 

 

Priya Sharma (2017) found that social media advertisements strongly influence 

brand perception among young adults. Platforms such as Instagram and YouTube were 

identified as highly effective because of their visual content and engagement features. The 

study highlighted that indicator such as likes, shares, and follower count contribute to 

perceived brand credibility. It also emphasized that personalized and relevant advertisements 

improve trust, while intrusive or irrelevant advertisements negatively affect brand perception. 

 

Arjun Patel (2019) focused on the role of influencer marketing and peer reviews in 

shaping brand perception. The study revealed that advertisements shared by influencers or 

peers are considered more authentic and trustworthy than traditional celebrity endorsements. 

Interactive formats such as stories and polls were found to increase engagement and brand 

recall. However, the study also noted that exaggerated or misleading advertisements can 

reduce consumer trust. 

 

According to Fatima Khan (2020–2021), aesthetics and storytelling play an 

important role in social media advertising. Short-form video content was found to be 
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particularly effective among users aged 18–25. The study observed that humor, trends, and 

relatability improve brand likability, while excessive advertising can lead to brand fatigue 

and reduced engagement. 

 

Rohan Mehta (2023) emphasized the importance of two-way communication in 

social media advertising. The study highlighted that user-generated content such as reviews 

and comments strengthens brand image and trust. However, the impact of such content varies 

across platforms, and brands must maintain consistency to avoid weakening their identity. 

 

Neha Verma (2015, 2017, 2020) examined the role of emotional appeal in social 

media advertisements. The study concluded that emotionally engaging advertisements create 

stronger brand connections. It also pointed out that prompt brand responses and consistent 

communication positively influence brand perception among young consumers. 

 

Overall, the reviewed studies indicate that social media advertisements significantly 

influence brand perception among youngsters. Factors such as visual appeal, influencer 

credibility, emotional connection, authenticity, and engagement determine advertising 

effectiveness, while excessive or misleading advertisements can negatively impact consumer 

trust. 

 

7. Concept of Brand Perception 

Brand perception refers to the way consumers view, understand, and emotionally 

connect with a brand. It is the overall impression that remains in the minds of consumers after 

being exposed to various brand-related experiences such as advertisements, product usage, 

customer service, and word-of-mouth communication. Brand perception is not created 

overnight; it develops gradually through continuous interaction and exposure. In the context 

of marketing, brand perception plays a crucial role in influencing consumer behavior. A 

positive brand perception encourages consumers to trust the brand, consider its products, and 

remain loyal over time. On the other hand, a negative brand perception can discourage 

consumers from engaging with the brand, regardless of product quality or price. 

 

Social media has become a powerful medium in shaping brand perception, especially 

among youngsters. Advertisements on social media platforms reach consumers frequently 

and repeatedly. Visual appeal, creativity, message clarity, and emotional connection strongly 
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influence how youngsters perceive brands. Brands that consistently present attractive and 

meaningful content are more likely to be remembered positively. Another important aspect of 

brand perception is trust. Trust is developed when consumers feel that the brand is honest, 

reliable, and consistent. Influencer promotions, peer reviews, and user- generated content 

play an important role in building trust among youngsters. Since young consumers often rely 

on opinions shared by others online, these elements strongly influence brand perception. 

Thus, brand perception among youngsters is influenced by advertising quality, social media 

engagement, peer opinions, and overall brand behavior. Understanding this concept is 

essential for analyzing the impact of social media advertisements. 

 

8. Role of Social Media Advertising 

Social media advertising refers to the use of social networking platforms to promote 

products, services, and brands. Unlike traditional advertising, social media advertising allows 

two-way communication between brands and consumers. This interactive nature makes 

social media advertising more engaging and influential. Social media platforms provide 

various advertising formats such as sponsored posts, video advertisements, reels, stories, 

carousel ads, and influencer collaborations. These formats allow brands to communicate 

messages creatively and visually. Visual content is particularly effective among youngsters, 

as it captures attention quickly and leaves a lasting impression. 

 

One of the major advantages of social media advertising is audience targeting. 

Advertisers can target users based on age, gender, location, interests, and online behavior. 

This ensures that advertisements reach the most relevant audience, increasing the chances of 

positive brand perception. Social media advertising also enables peer interaction. Likes, 

comments, shares, and reviews allow consumers to express opinions openly. These 

interactions influence other users and contribute to the formation of brand perception. 

Youngsters often trust peer opinions more than brand-created messages, making social media 

advertising highly influential. 

 

Overall, social media advertising helps brands build awareness, communicate values, 

and maintain relationships with young consumers. 
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9. Role of Artificial Intelligence in Social Media Advertising 

Artificial Intelligence has transformed the way social media advertising functions. AI 

refers to the ability of machines and systems to perform tasks that normally require human 

intelligence, such as learning, decision-making, and pattern recognition. In advertising, AI is 

used to analyze consumer behavior and improve targeting efficiency.AI collects and 

processes large amounts of data from social media platforms, including browsing history, 

likes, shares, comments, search patterns, and viewing duration. Based on this data, AI 

systems identify user preferences and predict future behavior. This allows advertisers to 

deliver personalized advertisements that match individual interests. 

 

Personalized advertisements are more relevant and engaging for users. When 

youngsters see advertisements that align with their preferences, they are more likely to pay 

attention and develop a positive perception of the brand. AI also helps in optimizing 

advertisement timing, placement, and format.Another important role of AI is performance 

analysis. AI-powered tools measure engagement rates, click-through rates, and conversions. 

These insights help brands improve their advertising strategies. However, excessive 

personalization may raise privacy concerns, which brands must address responsibly. 

Thus, AI enhances the effectiveness of social media advertising while influencing brand 

perception among youngsters. 

 

10. Research Methodology 

Research methodology refers to the systematic approach adopted to conduct a study. 

This study follows a descriptive research design, as it aims to describe and analyze the 

impact of social media advertisements on brand perception among youngsters. 

 

The area of study is Thrissur district in Kerala. The target population consists of 

youngsters aged between 15 and 30 years. This age group was selected because youngsters 

are the most active users of social media platforms. 

 

A sample size of 30 respondents was chosen using the convenience sampling method. 

This method was adopted due to time and accessibility constraints. Primary data was 

collected through a structured questionnaire using Google Forms. The questionnaire included 

questions related to social media usage, advertisement exposure, brand perception, and 

purchase behavior. 
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Secondary data was collected from journals, research articles, books, and online 

sources. Percentage analysis was used to interpret the collected data, and results were 

presented in a simple and understandable manner. 

 

11. Data Analysis and Interpretation 

Data analysis involves examining and interpreting the collected data to draw 

meaningful conclusions. The analysis revealed that Instagram is the most preferred social 

media platform among youngsters. Respondents reported spending a significant amount of 

time on Instagram compared to other platforms. Reels and stories were found to attract the 

highest attention among respondents due to their short duration and visual appeal. A majority 

of respondents agreed that social media advertisements help in increasing brand awareness 

and familiarity. 

 

Influencer advertisements and peer recommendations were identified as strong factors 

influencing purchase decisions. Many respondents felt that advertisements promoted by 

relatable influencers were more trustworthy. AI-based personalized advertisements were 

considered relevant, although some respondents expressed concerns regarding excessive 

advertisements. 

 

12.  Data Analysis and Interpretation 

The data collected from the respondents was analyzed using percentage analysis. The 

interpretation of the data highlights the following observations: 

• Preferred social media platform: 

Most of the respondents indicated that Instagram is the most frequently used social 

media platform among youngsters. This shows that Instagram has a stronger reach and 

influence compared to other platforms. Since youngsters spend more time on Instagram, 

advertisements displayed on this platform are more likely to capture attention and influence 

brand perception. 

 

• Type of advertisements that attract attention: 

A majority of respondents stated that reels and stories attract their attention more than 

static image advertisements. This is mainly due to their short duration, visual appeal, and 

engaging content. Reels and stories often appear naturally while users scroll, making them 

more effective in influencing brand awareness and recall. 
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• Impact on brand awareness: 

Many respondents agreed that social media advertisements help them become aware 

of new brands and products. Continuous exposure to advertisements increases familiarity 

with brand names and logos, which plays an important role in shaping brand perception 

among youngsters. 

 

• Influence of influencers and peers: 

The analysis revealed that advertisements promoted by influencers and peers have a 

stronger impact compared to traditional brand advertisements. Respondents felt that 

influencers appear more relatable and trustworthy, which increases the credibility of the 

advertised brand. 

 

• Role of AI-based personalized advertisements: 

Several respondents observed that personalized advertisements based on their 

interests and browsing behavior were more relevant and engaging. However, a few 

respondents expressed concerns about excessive targeting and frequent advertisements, 

which sometimes created discomfort. 

 

12. Findings of the Study 

Based on the analysis and interpretation of data, the following key findings were 

identified: 

• Strong influence of social media advertisements: 

The study finds that social media advertisements have a significant influence on 

brand perception among youngsters. Regular exposure to advertisements shapes their 

opinions and attitudes towards brands. 

 

• Instagram as the most effective platform: 

Instagram emerged as the most preferred and effective social media platform for 

advertising among youngsters. Its features such as reels, stories, and influencer content 

contribute to higher engagement levels. 

 

• Visual content drives engagement: 

Visual and short-form content such as reels and stories are more effective in attracting 

attention and improving brand recall compared to text-based or static advertisements. 
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• Influencer marketing builds trust: 

Influencer and peer-shared advertisements play a major role in building trust among 

youngsters. Respondents are more likely to consider purchasing products recommended by 

influencers they follow and relate to. 

 

• Moderate influence on purchase decisions: 

Social media advertisements were found to have a moderate to strong influence on 

purchase decisions. While advertisements create interest and awareness, final purchase 

decisions are also influenced by price, quality, and peer opinions. 

 

• Negative impact of excessive advertising: 

Excessive exposure to advertisements may lead to irritation and negative brand 

perception. Respondents preferred balanced advertising rather than frequent repetitive ads. 

 

13. Suggestions 

• Based on the findings of the study, the following suggestions are proposed to improve 

the effectiveness of social media advertising: 

• Focus on engaging and meaningful content. 

• Brands should create advertisements that are creative, informative, and visually 

appealing. Content should add value to consumers rather than focusing only on 

promotion. 

• Increase use of reels and stories. 

• Since reels and stories attract higher engagement, brands should focus more on these 

formats to communicate their messages effectively to youngsters. 

• Encourage authentic influencer collaborations. 

• Brands should collaborate with influencers who genuinely align with their values and 

products. Authentic influencer promotions help build trust and positively influence 

brand perception. 

• Promote user reviews and peer sharing. 

• Encouraging user-generated content, reviews, and peer sharing can improve 

credibility and influence purchase decisions among youngsters. 

• Use AI-based personalization responsibly. 
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• AI tools should be used to deliver relevant advertisements without over-targeting 

consumers. Responsible use of personalization helps maintain consumer trust and 

avoids irritation. 

• Avoid excessive and misleading advertisements. 

• Brands should maintain a balance in advertisement frequency and avoid exaggerated 

claims to prevent negative brand perception. 

 

14. Limitations of the Study 

Every research study has certain limitations that may affect the scope and 

generalization of the findings. The major limitations of this study are as follows: 

• Limited sample size 

The study was conducted with a sample size of only 30 respondents. Due to the small 

number of participants, the findings may not fully represent the opinions and behavior of all 

youngsters. A larger sample size could provide more accurate and generalized results. 

 

• Restricted geographical area 

The study was limited to youngsters from Thrissur district in Kerala. Social media 

usage patterns and brand perception may vary across different regions. Therefore, the results 

of the study cannot be generalized to youngsters from other districts or states. 

 

• Time constraints 

The study was conducted within a limited time period. Due to time limitations, 

detailed analysis and extensive data collection were not possible. A longer study duration 

could provide deeper insights into changing perceptions over time. 

 

• Dependence on self-reported data 

The study is based on responses collected through a questionnaire. The accuracy of 

the findings depends on the honesty and understanding of the respondents. Personal bias or 

misunderstanding of questions may have influenced some responses. 

 

15. Conclusion 

The present study was undertaken to analyze the impact of social media 

advertisements on brand perception among youngsters. In the digital era, social media has 

become one of the most powerful platforms for advertising, especially among young 
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consumers who spend a considerable amount of time on these platforms. The study 

highlights how social media advertisements influence awareness, attitude, trust, and purchase 

decisions. The findings of the study reveal that social media advertisements play a significant 

role in shaping brand perception among youngsters. Platforms such as Instagram are highly 

effective due to their visual appeal and interactive features. Advertisements in the form of 

reels, stories, and influencer promotions attract higher attention and engagement compared to 

traditional forms of advertising. 

 

Influencer marketing and peer-shared content were found to be particularly influential 

in building trust and credibility. Youngsters tend to rely more on recommendations from 

influencers and peers whom they find relatable. This trust positively affects their perception 

of brands and increases the likelihood of purchase decisions.The study also emphasizes the 

growing role of Artificial Intelligence in social media advertising. AI-based personalization 

helps deliver relevant advertisements based on user interests and behavior, thereby improving 

advertising effectiveness. However, the study also points out that excessive advertising and 

over-targeting may lead to irritation and negative brand perception if not handled 

responsibly. 

 

In conclusion, social media advertisements have a strong impact on brand perception 

among youngsters when used in a balanced, creative, and ethical manner. Brands that focus 

on meaningful content, authentic influencer collaborations, and responsible use of AI are 

more likely to create a positive brand image and maintain long-term relationships with young 

consumers. 


