






Paper id Title of the Paper Authors Page

INTERNATIONAL CONFERENCE ON RECENT ADVANCEMENTS IN MANAGEMENT, COMMERCE, 

INDUSTRY, AND TECHNOLOGY (RAMCIT2026): ISBN 978-81-997033-3-9

RAM088

A Study on the Impact of Discounts and 

Promotional Offers on Consumer Buying 

Behaviour

Brindha, Pradeepa, Vaishnavi 88

RAM089
An Analytical Study on Critical Transportation 

Challenges in Modern Logistics Operations
Ramki, Karthikeyan, Mukesh 89

RAM090

Impact of Social Media on Student Buying 

Decisions: A Study on Consumer 

Engagement and Purchase Intention

Hemavarshini, Amirthavarshini, Harini 90

RAM091

Impact of Digital Payments on Students' 

Spending: A Study on Behavioural Shifts and 

Financial Discipline

Hariharan, Arish, Vignesh 91

RAM092

Digital Marketing Strategies for Start-ups: A 

Study on Adoption, Effectiveness and Growth 

Impact

Glori, Venkatesh, Yuvasri 92

RAM093

Role of Travel Agencies in Modern Tourism: 

A Study on Consumer PReferences and 

Service Value

Kamesh, Gokul, Jeeva, Samson Rohit Raj 93

RAM094
Women Entrepreneurs: A Study on 

Challenges and Success Factors
Supriya, Jagadeeswari, Shabreen Taj 94

RAM095

An Exploratory Study on Financing 

Challenges Faced by Small Businesses in 

Local Communities

Hari Prasanth, Sakthivel, Sasi Kumar, 

Sukesh
95

RAM096
Volatility and Vulnerability: Assessing 

Financial Risks in Cryptocurrency Markets
V. Sai Krishna Rao & K. Karthick 96

RAM097
Marketing in Social Media and AI Era: A 

Study on Chennai Sub-urban Area
K.A. Hemalatha & Dr. T. Sujatha 97

RAM098

Harnessing Technology for Sustainable 

Growth: The CEO’s Role in Shaping 

Innovation at Olir Solutions

Christopher Jeberson Baskaran 98

RAM099

The Role of HR Business Partners in Driving 

Tech-Enabled Workforce Strategies in Health 

Insurance

Abhishek Mariappan & Dr. A. Sudhanraj 99

RAM100

Leading Through Disruption: CEO 

Perspectives on Technology-Enabled Growth 

at Inypeople Technology

P. Rajeswaran 100

RAM101
Stress Management among IT Employees in 

Chennai
G. Madhusudanan & J.V. Deepak 101

RAM102

A Study on Site HR Practices in Managing 

Third-Party Workforce in a Manufacturing 

Unit – With Reference to SSHRD Group

P. Arjun 102

RAM103
Design and Implementation of Talent 

Management Strategies at SS HRD Group
D. Dinesh Kumar 103

RAM104 Blockchain as a Tool enhancing data privacy A. Vijayakumar 104



 

ISBN 978-81-997033-3-9 New Prince MBA 97 

 

INTERNATIONAL CONFERENCE ON RECENT ADVANCEMENTS IN MANAGEMENT, 

COMMERCE, INDUSTRY AND TECHNOLOGY (RAMCIT2026)  

Marketing in Social Media and AI Era:  

A Study on Chennai Sub-urban Area 

MANAGEMENT TRACK Paper Id: RAM097 

K.A. Hemalatha 

Research Scholar, School of Commerce, VISTAS, Chennai. 

Dr. T. Sujatha 

Assistant Professor, School of Commerce, VISTAS, Chennai. 

ABSTRACT 

The rapid growth of digital technologies has reshaped traditional marketing, with social 

media and artificial intelligence (AI) emerging as transformative tools. This study, titled 

“Marketing in Social Media and AI Era – A Study in Gummidipoondi”, investigates their 

impact on consumer behaviour and marketing effectiveness in a semi-urban context. With 

rising internet penetration and smartphone adoption, even regions like Gummidipoondi have 

experienced significant changes in how consumers engage with brands and make purchasing 

decisions. Platforms such as Facebook, Instagram, and YouTube now serve as vital channels 

for promotion, enabling interactive communication, feedback, and relationship building. 

Simultaneously, AI technologies—ranging from predictive analytics and personalized 

recommendations to chatbots—equip businesses with deeper insights into consumer 

preferences and enhance marketing efficiency.  Primary data was collected through a 

structured questionnaire administered to 50 respondents, including students, professionals, 

and general consumers, while secondary data was drawn from academic and credible online 

sources. Findings reveal that social media strongly influences consumer perceptions and 

purchase decisions, with advertisements, influencer endorsements, and peer 

recommendations playing a decisive role. Younger consumers, in particular, rely heavily on 

digital platforms for product information and purchases. AI-driven features such as 

personalized ads and automated support were found to improve convenience and 

satisfaction, though awareness of AI remains limited among some respondents, highlighting 

the need for greater digital literacy. Overall, the study concludes that integrating social 

media and AI into marketing strategies significantly enhances consumer engagement and 

competitive advantage, even in developing regions, offering valuable insights for marketers, 

researchers, and policymakers. 
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