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Abstract

In today’s digitally driven marketplace, social media engagement has emerged as a powerful force shaping
consumer behaviour. This paper investigates how different forms of engagement—including likes, comments,
shares, influencer interactions, and content consumption—affect consumers decisions across diverse demographic
groups such as age, gender, income, education level and digital literacy. By examining these variations, the study
uncovers how social media interactions influence decision-making patterns and reshape consumer identities.
Furthermore, the paper highlights the transformation of passive consumers into active participants through the
dynamics of electronic word of mouth (e-WOM). As users increasingly interact, express opinions, and share
experiences online, thus social media platforms serve as catalysts for collective consumer influence. The study also
explores the long-term psychological effects embedded in consumer behaviour, offering insights into the
sustainability of digital consumption habits. These effects—ranging from emotional reinforcement to behavioural
conditioning—play a crucial role in determining how consumers form preferences and maintain loyalty over time.
Finally, the paper examines how the rise of digital consumerism challenges and modifies traditional consumer
behaviour models. By analysing the intersection between digital engagement and established theoretical
frameworks, the research provides a comprehensive understanding of how social media continues to redefine
modern consumer behaviour.
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Introduction

Social media platforms have transformed how consumers discover, evaluate, and buy products. Engagement on
platforms (likes, comments, shares, direct messages, and user-generated content) can shape perceptions of brands
and influence purchase choices. This study aims to quantify the effect of different types of social media
engagement on consumer decisions and to identify the most influential engagement features. Also a "one-size-fits-
all" approach is insufficient, as the effects of social media engagement are likely not uniform across all consumer
groups. So, this study provides a demographic-enhanced approach which is necessary to provide a deeper, more
accurate understanding of how factors like age, gender, income or location can change the way social media
influences consumer decisions.

Literature Review

Social media engagement is defined as users’ interactive behaviors such as liking, commenting, sharing, viewing,
following, and participating in brand-related conversations. According to Cvijikj & Michahelles (2013), these
engagement activities deepen user–brand relationships and significantly affect brand recall and purchase intention.

Studies indicate:

Likes & Reactions create social proof and boost perceived popularity (Kim & Ko, 2012).

Comments influence trust formation by enabling two-way communication between consumers and brands.

Shares multiply message dissemination, enhancing credibility and virality (Berger & Milkman, 2012).

Influencer Engagement combines parasocial relationships and credibility transfer mechanisms.

Along with this, According to Erkan & Evans (2016), electronic word of mouth (eWOM) is one of the most
influential content types driving purchase decisions. Electronic word of mouth (eWOM) is the online sharing of
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information about a product or service. Consumers who have had an experience with a product or service can use
an online review platform to share what they wish to about their experience, opinion, recommendations and even
attach photos and videos to support their contentions. Since consumers who are considering a purchase are engaged
in an optimization decision under substantial uncertainty, the experiences of other consumers contained in online
reviews represent a valuable uncertainty reduction tool, which can influence the decision to purchase or not to
purchase. Influencer–follower parasocial interaction creates perceived authenticity, making influencer
endorsements more trusted than brand advertisements.

The literature identifies several mechanisms through which social media affects consumer behaviour: social
proof(buying a popular product), source credibility, information richness, and network effects. Research in
marketing and information systems uses both experimental and observational methods to show that
recommendations, reviews, and influencer content can increase purchase likelihood.

Objectives of the study

1. Measure the relationship between engagement intensity and purchase intention.

2. Assess how content credibility (brand posts vs. influencer vs. peer-generated) moderates this relationship.

3. To Provide managerial recommendations for optimizing social media strategies.

4. To analyse demographic variations in engagement-driven consumer behaviour.

5. To propose a demographic-enhanced engagement–decision model for marketers.

6. Test whether trust, perceived credibility, and e-WOM mediate the engagement → purchase relationship.

Research methodology

This study adopts an explanatory (cause-effect relationship among social media engagement and consumer decision
making )research design while using the Deductive approach (based on existing theories such as Social Influence
Theory and Technology Acceptance Model) to investigate how social media engagement influences consumer
purchase decisions and how this relationship varies across demographic groups (age, gender, and income).

Variables in the Study

The research includes three types of variables:

Independent variables:

Engagement Intensity : combining frequency of likes, comments, shares, story views, and messages, Participation
in polls, contests.

Engagement Source : Categorical — Brand , Influencer , Peer

Dependent variables: - Purchase Intention , Purchase Behaviour

Control variables: Age, Gender, Income,education and digital literacy

Data Collection Methods

Secondary Data

 Journals on e-commerce, marketing, consumer behaviour

 Social Influence Theory literature, behavioural operant conditioning theory literature

 Reports from Statista, Deloitte, McKinsey, etc.
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Findings

1. High Social Media Engagement Leads to Stronger Purchase Intent

 Consumers who frequently like, comment, share, or save brand content show significantly higher levels of
purchase intention compared to passive viewers.

 Interactive features (polls, stories, influencer posts) have a stronger impact than static advertisements.

 Studies also show that likes and shares tend to have a more direct influence on purchase decisions than
comments on platforms like Instagram, according to ResearchGate.

Managerial recommendations: Foster a two-way conversation by responding promptly to comments, messages,
and mentions. Encourage user-generated content and host interactive sessions like polls or Q&As to build
community and loyalty.

2. Age Influences Engagement Patterns

 18–25 years: Highest engagement, most influenced by influencers, peer reviews, and interactive content.

 26–35 years: More influenced by informational content, product demonstrations, and expert reviews.

 35+ years: Lower engagement but higher trust in brand pages with consistent credibility cues (reviews,
testimonials).

Managerial recommendation: Create a content calendar that includes a diverse mix of high-quality, relevant, and
engaging content (e.g., videos, infographics, blog snippets, user-generated content). Use a balanced content
approach, such as the 80/20 rule (80% informative/entertaining, 20% promotional) to build trust.

3. Gender Differences in Decision Making

 Female respondents show higher engagement with visual, aesthetic, and influencer-driven posts.

 Male respondents respond more to technical details, comparison posts, and value-driven promotions.

 Both genders consider online reviews(eWOM) highly reliable in final purchase decisions.

Managerial recommendations: To optimize social media strategies in a gender-specific manner, managers
should tailor content, messaging, and platform selection based on an understanding of different gender preferences
and behaviors, while strictly avoiding harmful stereotypes to maintain brand image and promote

4. Income Level Moderates the Effect of Engagement

 Higher-income groups rely more on brand credibility, while lower-income groups rely more on peer reviews
and offers.

 Engagement with promotional content (discounts, deals) strongly predicts purchases among mid-income
consumers.

Managerial recommendations: Establish specific, measurable, achievable, relevant, and time-bound (SMART)
goals that align with overall business objectives. This moves the focus beyond vanity metrics (likes, comments) to
tangible outcomes like conversion rates and leads generated.

5. Digital literacy

 High digital literacy reduces susceptibility to impulsive buying triggered by viral trends.

 Digitally literate individuals are better at discerning between genuine recommendations and paid
advertisements or sponsored content, making them less likely to be swayed by a trend's popularity alone
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Managerial recommendations: Maintain a consistent brand identity and tone of voice across all channels. This
builds trust and brand loyalty. Be open about sponsorships and data practices to respect the audience's digital
awareness.

6. Trust and Perceived Authenticity Are Critical

 Authentic content (user-generated content, honest reviews) significantly increases confidence in purchasing.

 Posts perceived as overly promotional reduce trust and weaken decision-making impact.

Managerial recommendations: Establish specific, measurable, achievable, relevant, and time-bound (SMART)
goals that align with overall business objectives. This moves the focus beyond vanity metrics (likes, comments) to
tangible outcomes like conversion rates and leads generated.

7. Influencer Marketing Shapes Behaviour, but Credibility Matters

 Micro-influencers with perceived expertise generate stronger behavioural responses than celebrity influencers.

 Consumers prefer influencers who represent relatable lifestyles.

Managerial recommendations: Working with experts and influencers will help you raise awareness and your
brand's credibility. Work with experts whose client overlap matches with your own target audience, and create
programmes that offer mutual gain.

8. Platform-Specific Behaviour

 Instagram: Strong influence on fashion, beauty, lifestyle products.

 YouTube: Strong influence on electronics, learning tools, long-term purchases.

 Facebook: More effective for family-oriented, local, and service-based purchases.

Managerial recommendations: The social media landscape evolves rapidly. Managers should stay updated with
new platform features, algorithm changes, and emerging trends, and be ready to adapt their strategies accordingly
to stay relevant

9. Consumer Decision Stages Affected

 Social media affects all major stages where Engagement Intensity, Engagement Source, and Engagement
Sentiment influence Attitude toward Brand and Purchase Intention, which in turn predict Purchase Behaviour.
Control variables include age, gender, income, prior brand familiarity, and product price tier.

 Awareness: 86% reported discovering new products via social media.

 Evaluation: Reviews, comparison posts, and comments heavily influence judgment.

 Purchase: One-click purchase links drive spontaneous buying behaviour.

Conclusion

The study concludes that social media engagement plays a substantial and measurable role in shaping consumer
decisions, acting as both an informational and emotional driver. Different demographic groups interact with and
interpret online content differently, which highlights the importance of targeted social media strategies.

Engagement—especially interactive and authentic engagement—is a powerful predictor of purchase behaviour
across age, gender, and income categories. Brands that provide credible, relatable, and transparent content are more
successful in generating consumer trust and ultimately influencing decision outcomes. The findings reinforce that
social media has evolved into a central component of modern consumer decision-making, not merely as a
promotional platform but as a space where consumers evaluate product quality, assess credibility, seek peer
validation, and make final purchase decisions. Hence, marketers must adopt demographic-sensitive content
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strategies and prioritize authenticity, influencer credibility, and platform-specific engagement techniques to
maximize consumer impact.
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