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[bookmark: _Toc227081843]1. Introduction and Background

Digital economy has given rise to social media as one of the most potent forces to drive consumer buying behaviour. Platforms such as Instagram, TikTok, Facebook, YouTube and X have become more than just communication or entertainment platforms for consumers but also significant vehicles through which consumers discover products, compare alternatives and make purchases. Social media influences the purchase intention of consumers via social and influencer media activity, user-generated content and online product recommendations (Macías Urrego et al., 2024)
In the current era of social media, consumers are empowered with the knowledge and information necessary to make more informed purchasing decisions. Consumers interact with the content that brands and companies create online, share their reviews and reactions to products and engage with ads targeted at them based on their interests. Such interactions have a powerful influence on the perceptions and reactions of consumers to products. The credibility, trustworthiness and authenticity of the content published on social media platforms play a crucial role in determining their influence on the buying behaviour of consumers (Zhang, Zhang and Daim, 2023).
[bookmark: _Toc227081844]a.  Research Aim
The aim of this study is to examine whether and how social media affects consumer choices, with a focus on its impact on consumer buying behaviour.
[bookmark: _Toc227081845]b. Research Objectives
1. To examine the role of social media in influencing consumer buying behaviour.
2. To identify the main social media factors that affect consumer choices.
3. To explore the relationship between social media content and purchase intention.
4. To evaluate how businesses use social media to shape consumer decision-making.
5. How influencers on social media affect consumers buying behaviour.
[bookmark: _Toc227081846]c. Research Questions
1. Does social media affect consumer choices?
2. Which social media factors have the greatest influence on consumer buying behaviour?
3. How does social media content shape purchase intention?
4. How can businesses use social media more effectively to influence consumer decisions?
5. How influencers affect consumers behaviour?

[bookmark: _Toc227081847]2. Literature Review
As per the literature in the topic, social media has become one of the most significant sources of information for consumers. Social media platforms are often used by consumers to gather information prior to making purchases. Macías Urrego et al. (2023) state that social media plays an important role in the pre-purchase process as it impacts how consumers search for, evaluate, and interpret the information that they encounter prior to making their purchases.
Another important topic in the literature concerns influencer marketing. As the literature states, influencers play an important role in consumer decision-making processes. The credibility of the influencer, their message and the media they use is vital in creating a relationship with their consumers that influences their purchasing intentions and their tendency to purchase the products that are promoted (Shamim et al., 2024). 
The importance of engagement on social media platforms has also been studied. Social media users develop an emotional connection to the brands and content that they engage with rather than simply observing the features and benefits of those brands. Furthermore, engagement helps to create awareness, trust and the purchase intentions of the consumers interacting with those platforms. However, studies have also indicated that the impact of social media differs for various groups of consumers, such as individuals of different age groups (Bhat et al., 2024), various product categories (Jalil & Rezai, 2021), and even the social media platform and the credibility of the content published by those individuals on the social media platforms (Alotaibi et al., 2024; Liao & Wang, 2024).
[bookmark: _Toc227081848]3. Theoretical Framework
The theoretical foundation of this research is based on Social Influence Theory and the Consumer Approach to Decision Making (CADM) model, both of which provide valuable insights into consumer behaviour in digital environments. Social Influence Theory suggests that individuals’ attitudes, beliefs, and behaviors are shaped by the actions and opinions of others within their social networks (Lee and Mathies, 2023). In the context of social media, influencers, peers, and user-generated content play a critical role in shaping consumer perceptions and purchase intentions. Platforms such as Instagram and TikTok amplify this effect by enabling rapid information sharing and engagement. 
Meanwhile, the CADM model explains how consumers process information, evaluate alternatives, and make purchasing decisions based on both internal and external stimuli (Solomon, 2020). Together, these theories help explain how social media interactions influence modern consumer decision-making processes.
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Figure 1 – The Decision-Making Process (Shamim, K. et al. (2024)

This diagram effectively supports the study by illustrating how individual, group, situational, and marketing influences interact within the consumer decision-making process. It highlights how external social factors, particularly from digital environments, shape each stage of decision-making, reinforcing the role of social influence in guiding consumer behaviour (Solomon, 2020; Lee and Mathies, 2023).
[bookmark: _Toc227081849]4. Research Methodology
[bookmark: _Toc227081850]a. Research Philosophy
This study adopts a positivist research philosophy, which focuses on objective measurement and the use of existing empirical evidence to understand relationships between variables. Positivism is appropriate as the research aims to examine the link between social media activity and consumer buying behaviour through observable and measurable findings reported in prior studies (Creswell and Creswell, 2018). This approach ensures a structured and evidence-based investigation.
[bookmark: _Toc227081851]b. Research Design
A deductive approach is employed, beginning with established theories such as Social Influence Theory and testing them against existing literature. The research design follows a literature review strategy, enabling the synthesis of previous academic work to evaluate how social media influences consumer decision-making. This approach supports theory validation and development (Creswell and Creswell, 2018).
[bookmark: _Toc227081852]c. Data Collection
The study relies entirely on secondary data sources. These include peer-reviewed journal articles, academic books, and credible industry reports focusing on social media and consumer behaviour. Databases such as Google Scholar, ScienceDirect, and Taylor & Francis are used to access relevant and up-to-date publications. Secondary data allows for a broad understanding of the topic across different contexts (Johnston, 2014).
[bookmark: _Toc227081853]d. Data Analysis
The collected data is analysed using thematic analysis to identify key patterns and recurring themes related to social media’s impact on consumer behaviour. This method enables systematic interpretation of qualitative findings and supports the development of meaningful conclusions (Braun and Clarke, 2006).

[bookmark: _Toc227081854]5. Expected Contribution
This study builds upon the existing literature on digital marketing and consumer behavior (Shamim et al., 2024; Andonopoulos, Lee and Mathies, 2023) to solve the problem of how social media impacts the buying decisions of consumers through the dimensions of trust, authenticity, engagement and social influence.
The findings of this study may also be useful for companies looking to refine their social media strategies to recognize which social media strategies have the most impact upon consumer buying decisions (Macías Urrego et al., 2024).

[bookmark: _Toc227081855]6. Limitations
There are also a few limitations to this research study. First, the study will use secondary data to draw its  conclusions. Second, because social media trends change so quickly, some of the studies could potentially be out of date. Third, the research did not focus on a specific industry or demographic. Finally, because there were differences in the methods and samples drawn from the studies referenced in this project, it is difficult to draw completely consistent conclusions from the literature on social media and entrepreneurship.
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