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ABSTRACT

The impact of social media on consumer purchase behaviour is a growing field of study that encompasses various
aspects of digital marketing, trust mechanisms, and behavioural psychology. Platforms like Instagram, YouTube, and
Facebook have become essential tools for businesses to engage with consumers through influencer marketing,
algorithm-driven advertisements, and peer recommendations. This study explores how social media content influences
purchasing decisions, highlighting the effectiveness of video-based promotions, discount campaigns, and customer
testimonials in shaping consumer trust. Additionally, the research integrates insights from Enterprise Resource Planning
(ERP) and Accounting Information Systems (AIS) to examine how businesses leverage data analytics for personalized
marketing strategies and financial transparency. The findings reveal that younger demographics rely more on influencer
endorsements, whereas older consumers exhibit skepticism, favoring peer reviews and verified product descriptions.
Ethical concerns surrounding misleading promotions and influencer biases further emphasize the need for regulatory
measures to ensure transparency in digital commerce. With Al-driven fintech solutions and blockchain integration
emerging as trust-building mechanisms, businesses must adapt their engagement models to align with consumer
expectations. Future research should focus on optimizing Al-powered personalization and data-driven transparency to
enhance consumer trust in social media-driven purchasing environments.

Keyword: Social Media Influence, Consumer Purchase Behaviour, Digital Marketing Strategies, Influencer
Endorsements, Trust in Online Commerce, Blockchain and Al in Marketing

I. INTRODUCTION

Social media has transformed traditional marketing into an interactive, user-driven engagement model. With billions of
users actively participating in content-sharing platforms such as Instagram, YouTube, Facebook, and X, digital
commerce has evolved into a dynamic ecosystem where product promotions, influencer endorsements, and peer
recommendations shape consumer decisions.

Studies such as Kapoor et al. (2021) emphasize that influencer marketing has transitioned from promotional strategy to
a necessity for brands. Mangold and Faulds (2009) describe social media as a hybrid element that merges advertising
with organic engagement, reinforcing trust through community-driven interactions. Meanwhile, Statista (2024) reports
that India’s social media landscape exhibits rapid growth, particularly among users aged 18-34, reinforcing its
importance in digital purchasing.

The integration of Enterprise Resource Planning (ERP) and Accounting Information Systems (AIS) in digital
marketing enables businesses to track consumer behavior with advanced analytics. Research by Halimuzzaman &
Sharma (2022, 2023a, 2024) highlights the role of ERP-driven personalization in improving targeted advertising
strategies, reinforcing the importance of data-driven marketing in digital consumer engagement.

This study aims to explore which social media platforms drive engagement, which content formats foster trust,
and how digital interactions shape modern consumer behavior. Through an empirical approach, the research seeks
to provide actionable insights into optimizing social media-driven commerce while ensuring ethical brand
communication.
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Il. LITERATURE REVIEW

Social media platforms have revolutionized consumer interactions, enabling businesses to leverage peer
recommendations, influencer collaborations, and Al-driven advertisements to enhance engagement. Kapoor et al. (2021)
assert that digital marketing strategies have evolved from static promotional content to immersive, real-time experiences
designed to optimize brand visibility and customer retention. Mangold and Faulds (2009) reinforce this by describing
social media as a hybrid model that integrates traditional advertising techniques with interactive communication,
maximizing consumer trust.

Consumer psychology research emphasizes the importance of social validation and engagement-driven marketing in
shaping buyer behavior. Solomon (2017) notes that digital commerce heavily relies on peer validation mechanisms,
where likes, shares, and user-generated testimonials serve as trust-building assets. Nielsen (2020) supports this claim,
stating that consumers prefer organic recommendations over direct promotional content, reinforcing the demand for
transparent and unbiased advertising.

Technology-Driven Enhancements in Digital Commerce

Beyond behavioral influences, technological advancements, including Enterprise Resource Planning (ERP) and
Accounting Information Systems (AIS), have emerged as critical enablers in optimizing consumer analytics,
streamlining financial tracking, and enhancing targeted advertising mechanisms. Halimuzzaman & Sharma (2022,
2023a) discuss ERP’s role in predictive analytics, helping businesses refine marketing models based on consumer data
patterns.

Additionally, blockchain-based solutions (Halimuzzaman et al., 2024) are being integrated into digital marketplaces to
reduce fraudulent transactions and establish trust-building frameworks for secure e-commerce environments. Studies on
Al and fintech solutions in consumer purchasing (Halimuzzaman et al., 2024) highlight emerging trends in automated
digital engagement, fraud detection, and ethical finance modeling.

Challenges in Ethical Digital Marketing

Despite its advantages, social media commerce faces challenges related to content authenticity, deceptive advertising,
and influencer biases. Arora & Sanni (2019) emphasize the importance of ethical regulatory frameworks in ensuring
credibility in digital marketing practices, advocating for transparency-driven promotional strategies.

Brands must integrate Al-enhanced analytics, blockchain-backed verification systems, and ERP-driven consumer
behavior modeling (Halimuzzaman et al., 2024) to balance personalization with ethical transparency, ensuring long-term
consumer trust and engagement sustainability.

Implications for Future Research

Given the growing intersection of Al, fintech, and blockchain technologies in digital commerce, future studies should
assess how adaptive marketing strategies, ethical frameworks, and technological innovation will redefine consumer
purchasing patterns. Exploring Al-driven fintech solutions for transaction security and fraud detection (Halimuzzaman
et al., 2024) can provide deeper insights into how businesses can align data-driven engagement models with consumer
expectations.

This study contributes to existing literature by integrating social media behavioral patterns with ERP-driven digital
analytics, highlighting how data transparency, engagement authenticity, and Al-backed fintech solutions shape modern
consumer behaviour.

111. RESEARCH METHODOLOGY

This study adopts a quantitative research approach to systematically analyze how social media influences consumer
purchase behavior. The research design is descriptive, aiming to quantify relationships between social media
interactions, consumer trust levels, purchasing triggers, and engagement with influencer promaotions.
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A descriptive research design is essential for understanding behavioral trends, providing structured insights into
purchase drivers linked to digital marketing strategies. By employing statistical tools, cross-tabulations, and

frequency distributions, the study ensures that findings remain empirical, measurable, and generalizable to wider
consumer groups engaged in social media commerce.

Additionally, ERP-integrated analytical methods (Halimuzzaman & Sharma, 2023a) were referenced to support the
data-driven modeling of consumer behavior in social media environments. These methodologies help businesses
track digital interactions, improving market segmentation and consumer targeting.

Data Collection Methods

Survey Instrument

Primary data collection was conducted through a Google Forms survey, targeting consumers actively engaged in social
media-driven purchases. The questionnaire design followed structured response categories, ensuring ease of analysis
through standardized metrics.

The survey comprised:

o Demographic Data: Age, gender, education level, income range, and frequency of social media
engagement.

o Social Media Consumption: Preferred platforms, time spent daily, nature of interaction (e.g.,
influencer engagement, brand followership).

. Trust Mechanisms & Decision-Making Factors: Reliance on influencer recommendations,
advertisement perceptions, customer reviews, and peer endorsements.

o Purchasing Behavior Metrics: Most frequently purchased product categories influenced by social

media, preference for video-based content, purchase urgency linked to discount promotions.
Pre-Testing and Survey Optimization

Before full-scale distribution, the survey was pre-tested on a sample group to refine clarity, logical sequencing, and
response structure. Adjustments were made to eliminate ambiguous questions, reduce leading question bias, and
enhance respondent engagement.

Sampling Plan and Target Respondents

Sampling Approach

The study employs a non-probability purposive sampling technique, selecting individuals who engage in online
purchasing behaviors influenced by social media marketing.

A total of 80 respondents participated, ensuring demographic diversity across age groups, income brackets, and
digital literacy levels.

Sampling Breakdown

Variable Categories Percentage (%)

Age Distribution Under 18, 18-24, 25-34, 35+ 12%, 55%, 25%, 8%

Education Level High School, Undergraduate, Postgraduate, Others 15%, 50%, 30%, 5%

Income Range Below 5,000, %5,000-%10,000, ¥10,000-%20,000, 320,000+ 20%, 40%, 30%,
10%

Social Media | Instagram, YouTube, Facebook, X 85%, 70%, 50%,

Preference 20%
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The sampling design allows for cross-examination of how different demographic factors influence trust in
influencer promotions, aligning with ERP-driven consumer analysis techniques (Halimuzzaman et al., 2024).

Data Analysis and Interpretation

Collected responses were processed through statistical analysis tools, ensuring structured evaluation through frequency
distributions, correlation analysis, and regression modeling.

Analytical Techniques Used

o Descriptive Statistics: Identifying primary trends across social media platform preferences, purchasing
habits, and trust indicators.
o Cross-tabulation Analysis: Examining relationships between age groups and influencer trust,

income range and purchase urgency, and education level and product categories influenced by social
media promotions.

o Sentiment Analysis: Assessing consumer perceptions of influencer recommendations, advertisement
reliability, and peer-generated product endorsements.
o Graphical Representations: Data was visualized through bar charts, heatmaps, and regression

scatter plots to illustrate statistical correlations.

ERP-integrated data analytics (Halimuzzaman & Sharma, 2022, 2023a) were leveraged for predictive modeling,
refining insights into how digital marketing affects purchase behaviors across different consumer demographics.

While the methodology ensures structured analysis, the following limitations are acknowledged:

1. Self-reported Bias: Responses may be influenced by individual perceptions, leading to minor
distortions in behavioral analysis.

2. Sample Size Constraints: A larger sample could enhance generalizability, but resource constraints
limited respondent inclusion.

3. Focus on Major Platforms: While Instagram and YouTube dominate findings, emerging platforms
such as TikTok were not extensively analyzed, which could limit broader applicability.

Future research should expand sample size, include additional social media platforms, and leverage Al-driven data
analytics (Halimuzzaman et al., 2024) for deeper insights into evolving consumer purchasing trends.

1V. FINDING
Social Media as a Purchase Influencer

The findings indicate that Instagram (85%) and YouTube (70%) are the most influential platforms in shaping purchasing
behavior. Consumers favor video-based product demonstrations, aligning with YouTube Insights (2024) and Instagram
Business (2024).

Trust in Influencer Endorsements

While younger consumers (ages 18-24) display confidence in influencer-backed promotions, older demographics
express skepticism, preferring customer-generated reviews over sponsored content (Nielsen, 2020).

Purchase Triggers in Digital Commerce
Key purchase drivers include:

Discount Promotions: Over 60% of respondents reported being influenced by social media sales campaigns.
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Customer Reviews: 75% prioritize transparent testimonials before committing to a purchase.
Influencer Endorsements: Trust levels remain selective, with 45% expressing concerns over exaggerated promotions.
Implications for Businesses

Brands must refine data-driven marketing strategies, leveraging ERP-backed analytics (Halimuzzaman et al., 2024) to
personalize consumer engagement while maintaining ethical advertising practices (Arora & Sanni, 2019).

V. RECOMMENDATION

Based on the findings of this study, several recommendations are proposed to enhance social media marketing
effectiveness, reinforce consumer trust, and integrate data-driven engagement strategies.

1. Strengthening Transparency in Digital Promotions

Given consumer concerns about misleading influencer endorsements, businesses must ensure transparency by
collaborating with credible influencers and implementing disclosure policies. ERP systems, as highlighted in
Halimuzzaman & Sharma (2023a), provide data-driven verification mechanisms, enabling brands to track consumer
trust metrics and refine digital engagement strategies.

2. Leveraging Data-Driven Personalization

Social media commerce thrives on personalized recommendations, which can be optimized using Enterprise Resource
Planning (ERP) systems. Studies by Halimuzzaman et al. (2024) suggest that Al-enhanced ERP analytics help
businesses tailor advertisements, refine product targeting, and analyze consumer behavior, ensuring higher conversion
rates and improved marketing efficiency.

3. Enforcing Ethical Marketing Standards

To mitigate issues related to deceptive promotions and influencer biases, regulatory frameworks must be strengthened.
Arora & Sanni (2019) advocate for stricter compliance measures, ensuring brand authenticity and ethical advertising
practices. Blockchain integration (Halimuzzaman et al., 2024) can improve transaction security and credibility
verification, reinforcing consumer trust.

4. Enhancing Interactive Content Strategies

Consumers increasingly favor visually immersive content, such as live demonstrations, Q&A sessions, and augmented
reality showcases. Research by Instagram Business (2024) and YouTube Insights (2024) highlights the effectiveness of
video-based engagement, reinforcing that social validation enhances purchase confidence.

5. Expanding Future Research on Al-Driven Consumer Analytics

Given the growing intersection of Al, fintech, and blockchain in digital commerce, future studies should explore how
adaptive marketing models, predictive analytics, and automated personalization tools shape modern purchasing trends
(Halimuzzaman et al., 2024). Understanding Al-powered fintech innovations can help businesses refine consumer
targeting and trust-building mechanisms.

By implementing these recommendations, brands can maximize engagement, reinforce long-term consumer trust, and
optimize social media’s potential in digital commerce.

V1. CONCLUSION

The findings of this study reaffirm social media’s significant impact on consumer purchasing behaviour, highlighting
the central role of platforms like Instagram, YouTube, and Facebook in digital commerce. By fostering interactive
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brand engagement, peer-driven recommendations, and influencer promotions, social media has reshaped conventional

marketing strategies. The research demonstrates that consumer trust remains a primary driver of purchase decisions,
with transparency in product endorsements playing a crucial role in shaping buying confidence.

One of the key takeaways is the varying trust levels across different consumer demographics. Younger audiences
(18-24 years) display higher reliance on influencer recommendations, whereas older consumers prefer peer-
generated reviews and verified brand messaging. This aligns with Nielsen (2020), which found that trust
mechanisms significantly affect purchasing confidence. The study also reinforces that discount promotions and
visually immersive content are highly effective in driving sales, particularly through social validation techniques such
as likes, shares, and interactive comments.

Beyond social media itself, the study highlights the growing role of technological advancements in digital consumer
analytics. Enterprise Resource Planning (ERP) and Accounting Information Systems (AIS) (Halimuzzaman &
Sharma, 2023a) enhance business capabilities by refining targeted advertising, financial tracking, and consumer
data analysis. Blockchain-backed security features (Halimuzzaman et al., 2024) further strengthen credibility in online
purchasing by preventing fraud and reinforcing transaction transparency.

However, ethical concerns remain regarding influencer marketing, biased promotions, and deceptive advertising
strategies. To sustain consumer trust, businesses must incorporate transparent engagement models while leveraging
Al-driven personalization, fintech solutions, and regulatory mechanisms to reinforce integrity in digital marketing
(Arora & Sanni, 2019).

Future research should explore the intersection of Al, blockchain, and fintech-driven analytics in consumer
purchasing to assess how evolving technologies will shape digital commerce trends. The findings of this study
emphasize the need for adaptive, data-driven marketing strategies that align with consumer expectations, ethical
brand practices, and long-term trust-building mechanisms.
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