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1-Jgue
G5 $isty s> o
Description Frequency Percent
Age
18-25 356 92.2%
26-35 25 6.5%
36-45 5 1.3%
Total 386 100 %
Gender
Male 386 100 %

Education Level

12 Pass 91 23.6 %
14 Pass 108 28.0 %
Bachelor's Degree 182 47.2 %
Master degree 5 1.3%
Total 386 100 %

Consumption of social media

Less than 1 hour 130 33.7 %
1-3 hours 171 44.3 %
3-5 hours 50 13 %
More than 5 hours 35 9.1%
Total 386 100 %
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oL R ¢SU9.2%). 6 Plamtl Slugly ESUS27.6%) . (5 ozl &S s SU(25.1%)
(12.7%). (g Mol & pd 0 ESU5(13.6%) . (5 Plosal pl Sl &U5(5.6%) (5 o
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Usage of social media

Platform Percent
Facebook 25.1%
WhatsApp 27.6%
Telegram 9.2%
Instagram 5.6%
YouTube 13.6%
Tiktok 12.7%
Other 6.2%
Total 100.0%

b G (o6 S
G (Kurtosis) | (Skewness) 5 o, 5kS™ 5 (Normality) L?;,.lﬁ)ls > @4:5' 3
Sl L_;,J;f}- Ol il giloglas 3 a3 (Mean) lawsl 5 (Skewness) (53 (g opw )
(Skewness) Ll o)L S Jby g sleglae 5 .é_}-’&f} BPIPERY o I (Kurtosis)
S > 155 15 sle 5 il Cate > il (Kurtosis) ol g5 15l 3 gital e >
5 oyld ladly 5 .03 (0.738) ojll (Kurtosis) 3 5l (0.853) o3l (Skewness) oL
(Skewness) 3 0,3 < 5 55 5 ¢63(0.799) o314 (Kurtosis) 5 51(0.880) o4l (Skewness)

-) ojll (Skewness) 3 oyl ST a& > 65 (-0.589) oIl (Kurtosis) s ol (-0.006) o4l
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3ol dile 5 Sy 3 5SSss8 o pae 3 gl o3 (-0.545) o3Il (Kurtosis) > I (0.224

.03 (1.143) of3.51 (Kurtosis) 3 o1 (0.850) 3161 (Skewness)
3-Jou=

= b Kurtosis g Skewness & gidoxio glgs & gs’g:‘&’ 3

Descriptive statistics

Skewness Kurtosis
Variables
Statistic Std. Error Statistic Std. Error
Facebook .853 124 .738 .248
WhatSApp .880 124 .799 .248
YouTube -.006 124 -.589 .248
TikTok -.224 124 -.545 .248
Consumer buying

.850 124 1.143 .248

behavior

Lt (Correlation matrix) &

STRURN R IR L R P e
Jpeta 03 ‘g;)Li,.y Gf Jod> 4 T &f- Ry (g} ogs ‘&ié‘ (Satisfactory)
w3 ne 2! (0.257) o, (Consumer buying behavior) Js»ze c\: > (Facebook)
(0.322) 0 J s @ls s (You tube) « s} &41 (0.267) 0, J g>ee c\: > (WhatsApp)
(WhatsApp) 4 (Facebook) « ¢ J 455 )1 (0.204) ¢ J gome w5 3 (TIKTOK) 31 g J 455
sl 4Kyl 55 (0.303) o,m (You tube) o (Facebook) « s} 4S5yl 658 (0.350) o
s (You Tube) 4} (WhatsApp) « s} 45| s 8 (0.294) s, (TikTok) 4 (Facebook)
You) « s} 4Kyl 558 (0.218) o, (TikTok) f (WhatsApp) « s} 45, 58 (0.273)
- 4S5y 55 (0.392) o, (TikToK) 4 (Tube

4- Joor
‘?.(.g 41 (ST S &y gdgmino O
Correlation Matrix
Consumer
Variables Facebook WhatsApp YouTube TikTok
Behavior
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Facebook 1.000

WhatsApp .350 1.000

YouTube .303 .273 1.000

TikTok .294 .218 .392 1.000

Consumer .257 .267 .322 .204 1.000
Behavior

b (Reliability test) jlast s

215 0aaEE DS Jotls fie 5 e s o5 s > (Reliability test) >
4okae S50 2 (S5 S0 Sl Ml mlS S S o 0 b e
3 eg) My g omss Rl o e G 0 Sl 13 o i
Sl S P34 (3,54 g gl g3 & 5 52 8l e s Jol= (Cronbach's alpha)
P> B 5 es G oS o)l > > (Cronbach's alpha) > &;45&'5 &> % (SH s
(Cronbach's alpha) s S %;d,.x? L‘;,\3‘)( G S S G 52 J& o)ld st smie
(Items) > ST 55 > S5 13 (0.855) 3 53 5 (S 4ipd (93 485 S m =Bls b
Sl s (0.830) 28 &5 (Items) > (You Tube) 5 aig)s 3 5 Y Fs
O Ol J15(0.698) y5) 53 (Ttems) 5 (WhatsApp) s gy are 5o s ) 05
Lol gJogs ol H=15(0.677) 28 & (Items) > (Facebook) > a9 5> 3 s}
o5 Ol J=15(0.530) 38 &5 (Items) > (Consumer buying behavior) éélﬁ
(0.840) < -5 (Cronbach's alpha) > Sl s U5 > 5 5 (53 3 K5 (8 pormn &5
So o3 (S w lael s oIl b 4 Smi gy S 935 (e Oy 5@
.(Ayoubi, Sadiqi 2024) > (0.840) - -4 (Cronbach’s alpha) =

5-Jgor
el gy s
Reliability Statistics
Variable No of Items Cronbach's Alpha
Facebook 4 .677
WhatsApp 4 .698
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YouTube 4 .830
TikTok 4 .855
Consumer buying Behavior 4 .530

Total 20 .840

glglg Regression Analysis  pis 048

@3 403(0.393)45 1 e 5 It wlb ol Jomte 33l > (S Jase 4y 95 62
03 o)) g B ante e S5 pte w5l At sll s (S Jase 4 o Las
6-Jgur

Model Summary

Model Summary
DV: Consumer Buying Behavior
Std. Error of the
Model R R Square Adjusted R Square
Estimate
1 .393° 154 .145 .41695

a. Predictors: (Constant), Facebook, WhatsApp, YouTube, TikTok

b Analysis of Variance (ANOVA) &
Js,)5 el wuﬁ;,;,b#,ujwﬁj:g;tﬁ”n@ 33 5n Sl 5 15
S S OsE S e o 5ol Ee S s S ks g e S R 5 eS
Independent Js>zs 5} ST o S S5S 4w opw L}_ﬁ)f > (ANOVA)
Sox S .44 5l ) opl s ¢l > Dependent Variables J e @U » Vvariables
N o 6 Y 5l 15 5 (55 63 (0.05) 3 Sig.(Pvalue) S G (ANOVA) 4
058l J gt >b‘\:}3&5ﬁ4j5(1:—value) Lﬁbf};—j&j‘ é} o5l gL J gete @U%J}’d‘
Ay > (S8 e > ms It by (STt (50 455 0L 5L I mite pb 4y &
Facebook, WhatsApp, sJdeete sl3l > ¢t Consumer Buying Behavior Als-
5 o3 Sy oslitul a3 (ANOVA) 5 o)l o 3 5 5581 5 YouTube and Tictok
S 5l Dz Pl (Spd UL il 4 sty > (S S e s 5 S 40 shae

P- > Consumer Buying Behavior Jg=is sG> 6z Soa S )50 el s s
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&3 4 1303(0.000) sxs 03 455( 0.05) 5 o P-value Esilg*"f > JSs a5 value
éjjoﬁ&“g)r\e)d?ﬁﬁcqujﬂab‘@w

7-Jgu
ANOVA
ANOVA®
Model Sum of Squares Df Mean Square F Sig.
1 Regression 12.062 4 3.016 17.347 .000°
Residual 66.234 381 174
Total 78.297 385

a. Dependent Variable: consumer buying behavior

b. Predictors: (Constant), , Facebook. WhatsApp. YouTube. Tiktok

Sl guo B 2

4o (S gogd

> o) e Gl il ag il 3 5598 9 me > D! S > S i o SCd o H,
-4 S0 g ek

s (Beta=0.122) 5 Syd o (o b Mo @Y b Jhos s S S

& 56 BE s el s M 4 Pusl 5 (KnS opae 5 dagls w4 (sig=0.021)
O pae > SUNS) s 5 2 (S8 HT 4 p abolite 5l (653, HO 4053 (6 5o S5 15
(S B g5 el > sl e @b il 4 sy > 5555

4o P dadgd

3 3l e (Sl il 4y sty 3 5S5n 8 o pme > DUl gl > S Hle oS 4 H,
-$A 0 g el

(5ig=0.003) 5! (Beta=0.153) 3 Clugly (o (oo b Moy ¥ i Jilos > e Sy
o SNsps S 5.6 50 s el dilr 4 Juil > SssS Span s dadys w

Helmand University

Volume: 2 Issue : 1 Year: 1404



Ogiingy aial

45 Sy JEIFHF S doxo ol gogls g yudod & wd

Py 3 K55S O 5 Sl Glgly 5 o sk3 HT a3 dolas o) (53, HO 458

(S B6 gl s 5l e bl il 4

4o B dogyd
> 5l oo Gl il g 5l 5 535S e s DUl s 3 (Sl o8 Sl o o H,
L LRTE
(sig=0.000) 5l(Beta=0.225) 3 i e (o7 (oo Sl Mol 4l a5t el s 020 S5
e SNsp S 5 B0 gyl s e g dadly 5 (SKsS Opae s oo 4
A3y 2 s sS Span > SNl Sz > (o S HT 25 dole 5l (552, HO 453
A S0 el s 5l e gl Wl 4
40 doygl>
e ol sl 4y f5l) 5 5558 e s Sl ST S5 (Sl oS 4 o H,
LB BTY IR
5 (Beta=0.047) 5 &S ¢S5 (o ot b ol Y whd o > 550 K, 5
S& 560 sl e iy s ‘:5;:;5 Sy s a4y 4 (sig=0.371)
O pae > S ST S35 oz 693 HT 4 p sl 51 (5L HO 408 (6o SO 15
(SH 0 B0 g el s ol Ste L il 4y il > oSS
4Bl

(50528 Plaily < &S mmed) o) S35 7 05 g Sdba gt
Sl ST 635 5l 6 D0 g el s o) Ste gl il 4 il > (SO S 5 s
Sz o 55 4 6 SNl s 550553 (63 4 B0 gy el s Wil 4 (ST555 e s
F5ly 3 Sss8 Bpae 36 ganlindy 555 S 0 J3055 4 (Beta=0.225,p<0.001)
Ganlindy ol 5 sy 935 > Slhen o) opbl s R e
ooz (15.4%) Sl il 4y (Kn 8 e > (S &5 5l s Py <SS gnmnd)
4 kb s pr S SpE s e 5S4 O skl St 035 e VS A O
3 siey 93055 3 o Jogas 1> S Kjlder 555 w930 = D s> M Y
sde g il o (S e > s S er d 5B 5 sanlind

Helmand University

Volume: 2 Issue : 1 Year: 1404



SNl il 4 gy 3 (igg Sytn > (Sl IUBIGT S i 93l & (S L oSl 4y

o oy s SssS opan 36 ggeslidy )5 Cod 0y 3505 4 (Beta=0.225,p<0.001)
(Princewill & Anayo, > 4l glbl) awy aes @éj o5l 29 els o) e kil
Sz > eed S 5 S sa bombia s 15, o) s 4550 g 42024)
ope S35 S 5 4 (Bata=0.159,p<0.013) bl e 4 (555 320 3 g5l 5Nl >
> Sl O > Gl il g (S55s8 e > S0yan 5l 56 g el ol e
03 G ym oy g S 3 gn S 4 (658 ) (Bandara, 2021) 5 oyl e shee > (5551
BN T S D) el s ol e oy #3455 45 (Beta=0.354,p<0.000) < s 52 T
(Gaurav & > o)l Jpeslae > 381> Sl > Cpgs > b il & (SS9 5 e
Cais T 0 S oS &g ;;5 Slpa da 4,48 4 Suraj Ray, 2020)
L SP 56 s pls sl oo oy #3455 45 (Beta=0.200,p<0.000)

b oz d S 5smlidy > sy 555 5 o st 1> 5 S)lken
e 30 55153 4 (Beta=0.122,p<0.021) > ey 4 5l 5 (SS558 e > S s
Al b wN s g ol gy el ol St gl W 4 Il > (SSusS
;és!xggﬁba\gd‘é- I>. 6} s 50w 5 g5 4 (Princewill & Anayo, 2024) »
GUL 4 (SpS Spae 5 (bl Sl 3 Spd 5 gees Gpw o
Cope s Kigltan 5l (s ) 56 3ol s sl axte o pm fs5 S a5 « (Bata=0.473,p<0.000)
4 (Bandara, 2021) > o, Jseshae 3 58l 5 el 5 $Sod 5 Gl i gﬁﬂf
35053 45 (Beta=0.321,p<0.000) &S pumud - 03 (S g 05 4 3= (S 350 Ko 4 (555
(A 20 g el s sl e o
>0l Jpeslae 3 bl > SISl > $Sind > Gl il 4 (SS9 S Dopn 5 51 s
S gnd ST 0 Sy o Mg g:lxﬁs a4 (g, Gaurav & Suraj Ray, 2020)
Josig oa 15 53 (5306 30 33 pl 5 5l Sote g 5l 4y 4 (Beta=0.229,p<0.000)
A3 > (NS Dpan s Qlgly b o & gl 5pmliny > sy 55355 >
@Gl e & Jaily 5 (SSss8 e 3 opm 5 4 (Beta=0.153,p<0.03) > Al 4
B ) (Princewill & Anayo, 2024) 5 4Ll b awy aes ;5""6.}‘ o5l g5 eles 5l Sue
S5 SNl > Oldly 3 reod S0 5 S3lpn Lol 65 15 g ) s 455 0
25pL 3 sl e o o S ki 4, (Bata=0.084,p<0.020) (gL e 4 (g5 3 pmm0 >

Helmand University

Volume: 2 Issue : 1 Year: 1404



Ogiingy aial

45 Sy JEIFHF S doxo ol gogls g yudod & wd

Asnsbae s 55815 Sl s Olugly s Gl il 4 ST 8 o pme 3 K5 s 1 (g ) 30

Claily (03 Gamw oS 43 (S slea Il 4 5, 4 (Dangol et al., 2024) 3 o,

Jasivs oa 13 S 6306} 36 g5 pl 3 5l e o 5l )y & (Beta=0.121,p<0.001)
A3 > (NasS e > S &S b o o Sl > 55 p0lii 5 sy 55350 5 o
GLb il 4 sy 5 (S555S pmme 3 0 g o534 (Beta=0.047,p<0.371) 5 - 4
g 13 s Js s opm oo Al Job el abs s wopbl g5 els 5 o
W 4y S5 Gpan 3 6581 SNl 3 05 03 5 s S 0y 5 (S lpn n
Eoslhen sl & 36 g5l sl axte g P S 4 (Bata=0.084,p<0.132) (sl
(Dangol et 5 o)l Jsnshas 5 (g5l s SISl 5 Slagly 3 b dilyr 4 SS558 D pme >
(Beta=0.067,p<0.06) Sluils o 03 (S o 4 S 31508 I & (5, Jal., 2024)

A4 50 el s sl Cte 0w slaglys o
b

S pd) sty 550533 Sl B SIS e0s Gy So)ld (3365 1
S Ly adly 5 (SssS Span > g3l SN > (S &G 5l Caise <l
s 455z 5400 & $L,Le 5Ls o505 o)L oy 4l s Coda sl s g0 (55
S5 3 g Dl > S 5 ) oS e sy 5SS g plan 5 ge sy
(18-25) > <S5 025 92% 5. (65 4256100% Sz Dl 53 2 (S shrs 53 5Ll
Sz o Pldly (a5 (55 55 035 (A5 S el 20423 47.2% (g jas JE
> ST oS5 Sas ) 26 g pl s ol e il il s sl 3 (ST S e s e
Jogios bl S5 3 ) 6 50 gspl > ol oo il il 4 il > (SO s5 s
Cpae > bl Sl 5 (S &G 5l Catis e pladly «Spmd) sy 53055 >
sy e oy ope S5 4N 54 (R=0.393) > il Ll 4 Joily > (Ks S
Copan 3 (G5l SNl > (ST &G 5l O < Plaily  Spmd) sy 935055 SSliken
o GV e 55 S eead (15.4%) sl il 4y 5l > SSss8°

L5 7319

Helmand University

Volume: 2 Issue : 1 Year: 1404



SNl il 4 gy 3 (igg Sytn > (Sl IUBIGT S i 93l & (S L oSl 4y

Js2 gV 4 o 69 65 53 il J 0 (N sty e s s S5 oo
s>
NS Sy > ST Csis 3 x50 e e Sl s d s s 1
5 s a8 s plicdy (635 WL 69)bsyl8 5 ) S6 sl s sl W 4 sty s
o S 2 DS SISl o S o DUl S
NS5 pan s SN s > o (53 3 o A gsnlinly sage ) 5 &S pd 2
7=l 5wt plind (635 b 4L 56 36 s el > @bl il 4y Il
S 9233 S Jlgr sl oo L) 2 D5 A5 5l o Ssn o DN 55
P SIS0 5058 s B 5SS @ o S5l s  Solenial 654 4
RETSITI STT-JEIvR
S5 IS o d S 5000 o9 65 o I snlind sege 5 o0 SLegls 3
69,9, 5.6 S s el s el sl 4 sy 3 S5 S Cpme s Sl Ll s
@ D5 S5 o) e fse 2 DBl 5 5 s 48 et plinly o35 b
(83 bl as o)l Slel s Jlgs sl oa plicdy 15 oo DL
Span > Sl plindy (535 S L NCR O PUREIEN el oo 2 o2 STg 54
ope DUl SG S 4 ol (932063 8 56 s el s W 4 sl 0 (s S
o Pl L sl s B s (e ey s B o
FRNTEY
Asif, R., Naveed, A., Farasat, M., & Khan, M. 1. (2024). Impact of Digital
Signage and Social Media Advertising on Consumer Buying Behavior:
Mediating Role of Emotional Processes. Journal of Asian Development
Studies, 13(1), 1147-1160. https://doi.org/10.62345/jads.2024.13.1.94
Bandara, D. M. D. (2021). Impact of Social Media Advertising on Consumer
Buying Behaviour : With Special Reference to Fast Fashion Industry.
A2).
Basir Ahmad Ayoubi, S., & Sadiqi, A. (2024). the Impact of Visual Content

Helmand University

Volume: 2 Issue : 1 Year: 1404



Uglingy alals
45 St JE VPP s doxo ol gogls g yudod & wd

on Consumer Engagement and Buying Behavior in Herat Province: a

Social Media Perspective. International Journal of Advanced Research,
12(08), 911-918. https://doi.org/10.21474/ijar01/19327

Dangol, R., Bhatta, R., Pokharel, S., Shrestha, Z., & Sah, A. (2024). Effect of
Social Media on Consumer Buying Behavior in the Elec - tronics Market.
0X01), 101-111.

Gaurav, K., & Suraj Ray, A. (2020). Impact of Social Media Advertising on
Consumer Buying Behavior in Indian E-commerce Industry. Sumedha
Journal of Management, A1), 41.
https://doi.org/10.46454/sumedha/9.1.2020.3

Hinterstein, A.-L. (2020). The Effects of Social Media on the Online
Consumer Behaviour of University Students. June, 1-43.

Jiang, Y., & Yin, S. (2021). The Impact of Social Media Marketing on
Consumers’ Purchase Intention. Lecture Notes in Electrical Engineering,
747July), 1797-1803. https://doi.org/10.1007/978-981-16-0115-6_209

kumari, S. (2024). Impact of Social Media Advertising on Consumer Buying
Behaviour. Infernational Journal of Scientific Research and Engineering
Trends, 1X1), 230-234. https://doi.org/10.61137/ijsret.vol.10.issuel.131

Musik in bayern. (2024). March. https://doi.org/10.15463/gfbm-mib-2024-
249

Naveena, B. (2022). “ A Study On Impact Of Social Media Marketing In
Consumer Behaviour ~ Submitted in partial fulfillment of the
requirements for the award of Bachelors of Business Administration
Department Of Business Administration School Of Management
Studies. April.

Of, I., Media, S., Consumers, O. N., & Behaviour, B. (2024). Musik in bayern.
8X01).

Helmand University

Volume: 2 Issue : 1 Year: 1404



SNl il 4 gy 3 (igg Sytn > (Sl IUBIGT S i 93l & (S L oSl 4y

Princewill, O., & Anayo, D. (2024). Effect of social media platforms on
consumer online purchase intention : A study of consumers of online
products in South East, Nigeria. 1(1), 1-16.

Schuiteman, K. (2024). Pillars at Taylor University The Effects of Social
Media Marketing on Consumer Behavior.

Sokhatska, O., & Siddharth, S. (2019). the Impact of Social Media Marketing
on Consumer Buying Behaviour: Theoretical Aspect. Journal of
European  Economy, Vol 18 No 2 (2019), 285-297.
https://doi.org/10.35774/jee2019.02.285

Tashtoush, Dr. Laith. (2021). The Effect of Social Media on Consumer
Buying Behavior in Commercial Banks. Saudi Journal of Business and
Management Studies, &2), 28-38.
https://doi.org/10.36348/sjbms.2021.v06i02.001

Thao, N. (2021). Impact of Social Media on Consumer Purchasing Decision
Process. International Business, 1-41.

Varghese, Mr. Sony, & Agrawal, M. M. (2021). Impact of Social Media on
Consumer Buying Behavior. Saudi Journal of Business and Management
Studlies, 6(3), 51-55. https://doi.org/10.36348/sjbms.2021.v06i03.001

Wang, K. (2023). The Impact of social media On Consumer Behavior.
Highlights in Business, Economics and Management, 231), 1198-1205.
https://doi.org/10.54097/1ys3cj95

Wickrama Hewage Thejani Madhuhansi. (2019). Impact of Social Media
Characteristics on Consumer Buying Decision Process in Western
Province, Sri Lanka. Global Journal of Management and Business

Research: E Marketing, 14X2).

Helmand University

Volume: 2 Issue : 1 Year: 1404






mSocial Sceince daa ale gagic g jifg 3 sy
AcademicJournal LSSAJ

The Effects of Social Media Advertising on

Consumer Buying Behavior in Lashkargah City
Assistant Lecturer Abdul Malik Nazarit*, Assistant Lecturer
Mohammad Naim Kakar?, Candidate Assistant Lecturer Hikmatullah
Khadim?, Candidate Assistant Lecturer Mohibullah Amini*&

Nasibullah®
Department of Business Administration, Faculty of Economics, Helmand University

Email: maliknazari2020@gmail.com

Abstract

This study was conducted to examine the effects of social media
advertisements (Facebook, WhatsApp, YouTube, and TikTok) on consumer
buying behavior in Lashkargah city. To achieve this objective, researchers
distributed 400 questionnaires to residents of Lashkargah, from which 386
valid responses were collected. Data were gathered using a structured survey
questionnaire based on the Likert scale. The research methodology was
grounded in the deductive approach, where hypotheses were developed from
existing theories and tested according to a predefined plan. The study follows
a cross-sectional design, as data were collected once from a specific group of
people and analyzed. For reliability testing, SPSS 27 software was used prior
to regression analysis to ensure more credible results.

Findings show that all respondents were male (100%), with 92% aged between
18-25 years, and 47.2% holding a bachelor’s degree. Among the social media
platforms, YouTube advertisements (Beta=0.225, p<0.001) have the most
significant positive effect on consumer buying behavior. Facebook
advertisements (Beta=0.122, p<0.021) and WhatsApp advertisements
(Beta=0.153, p<0.03) also show positive and significant effects, while TikTok
advertisements (Beta=0.047, p<0.371) have no significant effect on consumer
buying behavior. Correlation results indicate that overall, social media
advertisements (Facebook, WhatsApp, YouTube, and TikTok) positively and
significantly influence consumer buying behavior. Moreover, these
advertisements explain 15.4% of the variance in consumer buying behavior in
Lashkargah city.

Keywords: Social Media, Buying Behavior, Consumer, Advertising,
Purchaser
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