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ABSTRACT 

Social media has become an important channel through which consumers discover products, compare 

alternatives, read reviews, interact with brands and encounter promotional content. This paper study examines 

how social-media exposure may influence consumer purchase decisions, with emphasis on product discovery, 

online reviews, influencer recommendations, social-media advertising, discount offers, brand engagement, 

purchase confidence and purchase intent. An illustrative survey dataset of 100 respondents is used to 

demonstrate the prescribed analysis format. Frequency and percentage analysis, cross-tabulation and 

comparative interpretation are presented with charts and diagrams. The findings show that reviews and ratings, 

promotional offers, influencers and product information can all play a role in the decision process, while trust 

and perceived usefulness remain important considerations. The proposed solution is a Social Media Consumer 

Insights and Purchase-Decision Monitoring Model that combines campaign metrics, review monitoring, 

influencer tracking, audience engagement and purchase-intent indicators.  

INTRODUCTION 

Background 

Social media platforms have changed the way consumers encounter information about products and brands. 

Consumers can see product demonstrations, sponsored advertisements, influencer content, ratings, reviews, 

comparisons and user-generated posts within the same digital environment. This makes social media relevant 

to the consumer purchase journey from awareness through evaluation and post-purchase sharing. 

Overview of the Selected Area 

The selected area is consumer behaviour in relation to social-media platforms. The target population for the 

sample study consists of social-media users who encounter product or brand-related content online. The study 

considers common platforms and consumer activities such as discovering products, reading reviews, following 

influencers, responding to offers and deciding whether to purchase. 

Need for the Study 

Businesses need to understand which forms of social-media content consumers notice and which factors are 

associated with purchase confidence and intent. A structured field study can help identify consumer 

preferences, information needs, trust considerations and areas where digital marketing communication can be 

improved. 

Rationale of the Study 

• Social media is increasingly integrated into everyday information and shopping behaviour. 

• Consumers can receive product information from brands, influencers and other customers in the same 

environment. 

• Reviews, ratings, offers and demonstrations may reduce information gaps before purchase. 
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• The study provides a structured way to examine consumer perceptions rather than relying only on 

assumptions. 

• The findings can support more consumer-focused social-media communication and monitoring. 

Problem Definition 

Problem Statement 

Consumers are exposed to large volumes of social-media product content, but the relative influence of reviews, 

advertisements, influencers, offers, brand engagement and product information on purchase decisions is not 

always clear to businesses. The study therefore examines the factors that consumers report as influencing their 

purchase decisions. 

Stakeholders Affected 

Stakeholder Role / Impact 

Consumers Receive product information, reviews, promotions and recommendations. 

Brands / Businesses Use social media to create awareness, engagement and sales. 

Influencers / Creators Provide product-related opinions and demonstrations. 

Digital Marketing Teams Design campaigns and monitor engagement and conversion indicators. 

Retail / E-commerce Platforms Provide product information, reviews and purchase options. 

 

OBJECTIVES 

Primary Objective 

To study the impact of social-media content and interactions on consumer purchase decisions. 

Secondary Objectives 

➢ To identify the social-media platforms most frequently used by respondents. 

➢ To measure how often consumers discover products through social media. 

➢ To study the influence of online reviews and ratings on purchase decisions. 

➢ To examine the perceived influence of influencers, advertisements, discounts and brand engagement. 

➢ To assess consumer purchase confidence and purchase intent. 

➢ To propose a practical social-media consumer-insights model. 

Expected Outcomes 

➢ A structured understanding of consumer social-media usage and product discovery. 

➢ Identification of major purchase-decision influence factors. 

➢ Analysis of purchase confidence and purchase intent. 

➢ A proposed framework for monitoring social-media consumer insights. 

➢ Improved understanding of how field data can support business decision-making. 

Scope of the Study 

➢ Social-media use and product discovery. 

➢ Influence of reviews, influencers, advertisements, discounts and brand engagement. 

➢ Consumer purchase confidence and intent. 
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➢ Comparison of purchase-intent responses across primary platforms. 

➢ Design of a practical consumer-insights dashboard/model. 

Limitations 

➢ The numerical dataset is illustrative and not a verified field survey. 

➢ Consumer responses may vary by product category, age, income and purchase context. 

➢ Self-reported perceptions may differ from actual purchase behaviour. 

➢ The sample does not establish causal relationships between social media and purchases. 

FIELD WORK METHODOLOGY 

Research/Field Study Design 

A descriptive survey design is used for this sample report. The questionnaire is structured around social-media 

usage, product discovery, reviews, influencer content, advertisements, offers, brand engagement, purchase 

confidence and purchase intent. 

Data Collection Methods 

➢ ☑ Questionnaire/Survey 

➢ ☑ Observation 

➢ ☑ Group Discussion 

➢ ☑ Secondary Data 

Sample / Respondents 

Parameter Sample Description 

Target Population Social-media users / consumers 

Sample Size 100 respondents 

Sampling Method Illustrative convenience sample 

Study Type Descriptive field-work study 

 

Tools Used 

Tool / Technology Purpose 

Questionnaire Collect consumer responses 

Spreadsheet / CSV Organize and summarize data 

Charts Visualize response distributions 

Cross-tabulation Compare platform and purchase intent 

Proposed dashboard Monitor consumer insights 
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DATA COLLECTION 

Field Visit Details 

Visit No. Location / Setting Purpose Major Observation 

1 
College / student 

community setting 

Understand social-

media usage patterns 

Respondents reported regular exposure to 

product-related content. 

2 
Local retail / consumer 

discussion setting 

Discuss product 

discovery and reviews 

Reviews, offers and recommendations 

were frequently mentioned. 

3 
Digital observation 

session 

Observe brand and 

creator content 

Product demonstrations, short videos and 

promotional posts were common. 

4 
Group discussion 

setting 

Discuss purchase 

decision factors 

Trust, value, reviews and product 

information were recurring themes. 

 

Interview / Discussion Details 

Date Participants Key Points Discussed 

6th Sept 2026 Consumer respondents Product discovery, reviews, offers and purchase confidence. 

27th Sept 2026 Student group Platform use, influencer content and purchase intent. 

 

Observations 

• Consumers often encounter product information while using social media for other purposes. 

• Reviews and ratings are used as supporting information before purchase. 

• Discounts and offers can attract attention and encourage consideration. 

• Influencer content can increase product awareness, but respondents may still consider trust and reviews. 

• Consumers use multiple platforms, making cross-platform measurement useful. 

DATA ANALYSIS AND INTERPRETATION 

The following analysis uses an illustrative dataset of 100 respondents. Percentages are calculated from the 

collected dataset. 

Product Discovery Through Social Media 

Response Frequency Percentage 

Often 33 33% 

Very often 25 25% 

Sometimes 21 21% 

Rarely 12 12% 

Never 9 9% 
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Figure 9. – 9.1 Product Discovery Through Social Media 

Interpretation: The dataset shows frequent product discovery through social media, indicating that platforms 

can function as an early awareness channel in the consumer decision process. 

Influence of Influencers 

Response Frequency Percentage 

Moderate 31 31% 

High 29 29% 

Low 20 20% 

Very high 11 11% 

None 9 9% 

 
Figure 9. – 9.2 Influence of Influencers 

Interpretation: Influencer content has varying influence across respondents. The distribution suggests that 

influencer recommendations can contribute to consideration, but their effect is not uniform across consumers. 
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Importance of Online Reviews and Ratings 

Response Frequency Percentage 

Very important 41 41% 

Important 40 40% 

Neutral 14 14% 

Less important 3 3% 

Not important 2 2% 

 

 

Figure 9. – 9.3 Importance of Online Reviews and Ratings 

Interpretation: Reviews and ratings receive high importance in the dataset. This indicates that peer information 

is a significant input during product evaluation. 

Influence of Social-Media Advertisements 

Response Frequency Percentage 

Neutral 31 31% 

Influence 29 29% 

Rarely influence 22 22% 

Strongly influence 15 15% 

Do not influence 3 3% 
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Figure 9. – 9.4 Influence of Social-Media Advertisements 

Interpretation: Advertising is reported to influence many respondents, while a smaller group reports little or 

no influence. This highlights the importance of relevance and message quality. 

Purchases Through Social Media 

Response Frequency Percentage 

Sometimes 39 39% 

Often 23 23% 

Rarely 16 16% 

Very often 13 13% 

Never 9 9% 

 
Figure 9. – 9.5 Purchases Through Social Media 
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Interpretation: The dataset contains respondents who purchase through social-media pathways at different 

frequencies. Social platforms therefore operate both as discovery channels and as part of the purchase journey. 

Influence of Discount Offers 

Response Frequency Percentage 

High 40 40% 

Very high 30 30% 

Moderate 20 20% 

Low 9 9% 

None 1 1% 

 

 
Figure 9. – 9.6 Influence of Discount Offers 

Interpretation: Discounts and promotional offers are a substantial reported influence factor, suggesting that 

perceived value can affect purchase consideration. 

Influence of Brand Engagement 

Response Frequency Percentage 

High 30 30% 

Moderate 29 29% 

Low 24 24% 

Very high 11 11% 

None 6 6% 
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Figure 9. – 9.7 Influence of Brand Engagement 

Interpretation: Brand interaction contributes to consumer perceptions. Consistent responses and useful 

communication can support trust and consideration. 

Purchase Confidence 

Response Frequency Percentage 

Moderate 36 36% 

High 24 24% 

Low 19 19% 

Very high 15 15% 

Very low 6 6% 

 

Figure 9. – 9.8 Purchase Confidence 
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Interpretation: Most respondents report moderate to high purchase confidence, indicating that social-media 

information may support decision-making when combined with other information. 

Main Purchase-Decision Influence Factor 

Response Frequency Percentage 

Reviews/Ratings 35 35% 

Discounts/Offers 26 26% 

Influencers 17 17% 

Product Information 14 14% 

Brand Reputation 8 8% 

 

Figure 9. – 9.9 Main Purchase-Decision Influence Factor 

Interpretation: Reviews/ratings and discounts/offers are prominent reported factors, while influencers, product 

information and brand reputation also contribute. 

Purchase Intent 

Response Frequency Percentage 

Likely 38 38% 

Undecided 26 26% 

Very likely 17 17% 

Unlikely 12 12% 

Very unlikely 7 7% 
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Figure 9. – 9.10 Purchase Intent 

Interpretation: The distribution indicates that purchase intent varies across respondents, with a substantial 

share reporting likely or very likely purchase intent. 

Primary Platform × Purchase Intent 

Platform Likely Undecided Unlikely Very likely Very unlikely 

Facebook 7 4 2 4 0 

Instagram 12 10 4 4 3 

WhatsApp 7 3 3 5 1 

X 4 0 0 1 1 

YouTube 8 9 3 3 2 

 
Figure 9.11 – Primary Social-Media Platform × Purchase Intent 
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Interpretation: Purchase-intent responses differ across primary-platform groups in the illustrative sample. This 

demonstrates why businesses may benefit from platform-specific analysis rather than treating all social-media 

audiences as identical. 

Social-Media Time × Purchase Intent 

Daily Social-Media Time Average Purchase-Intent Score 

<1 hour 3.54 

1-2 hours 3.47 

2-3 hours 3.57 

3-4 hours 3.5 

>4 hours 2.9 

 
Figure 9.12 – Social-Media Time and Average Purchase-Intent Score 

Interpretation: The sample illustrates a possible association between time spent on social media and purchase-

intent scores, but this descriptive result does not establish causation. Product category, age, income and other 

variables may also affect purchase intent. 

Selected Performance Indicators 

Indicator Illustrative Result 

Frequent/very frequent product discovery 58% 

Reviews rated important/very important 81% 

Discounts rated high/very high influence 70% 

Purchase intent likely/very likely 55% 

http://www.rsisinternational.org/
https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi


www.rsisinternational.org Page 74 

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI) 

ISSN No. 2321-2705 | DOI: 10.51244/IJRSI |Volume XIII Issue X October 2026 

 

       

 

 

 

Interpretation: These indicators provide a compact management view of the sample. They can be replaced by 

actual field-survey KPIs and campaign analytics during a real study. 

SWOC ANALYSIS 

Strengths Weaknesses 

Large and diverse social-media reach Information overload can reduce attention 

Real-time consumer engagement Self-reported influence may not equal actual 

purchase 

Reviews and user-generated content provide social 

proof 

Negative content can spread quickly 

Campaign data can be measured Platform algorithms and metrics change over time 

Opportunities Challenges 

Personalized content and audience segmentation Privacy and data-use concerns 

Social commerce and integrated purchase journeys Fake reviews or misleading content 

Influencer partnerships and product demonstrations High competition for attention 

Consumer-insight dashboards Dependence on platform policies and analytics 

access 

 

FINDINGS 

• Social media acts as an important product-discovery channel in the illustrative sample. 

• Online reviews and ratings are among the prominent reported purchase-decision factors. 

• Discounts and promotional offers show substantial reported influence on purchase consideration. 

• Influencer content affects some consumers strongly while others report lower influence. 

• Social-media advertisements can contribute to awareness and consideration, but influence varies by 

respondent. 

• Brand engagement and product information contribute to purchase confidence. 

• Purchase intent differs across primary-platform groups in the sample. 

• Descriptive relationships should not be interpreted as proof of causation. 

• Businesses can benefit from combining social-media metrics with consumer feedback and purchase data. 

PROPOSED SOLUTION 

Proposed Solution 

A Social Media Consumer Insights and Purchase-Decision Monitoring Model is proposed. The model 

combines platform engagement, product discovery, review signals, influencer activity, promotional response 

and purchase-intent indicators into a structured dashboard for business decision-making. 

Features of Proposed Solution 

➢ Platform-wise reach and engagement monitoring. 

➢ Product-discovery and content-performance tracking. 

➢ Review and rating monitoring. 
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➢ Influencer campaign tracking. 

➢ Offer and promotion response analysis. 

➢ Purchase-intent survey indicators. 

➢ Customer feedback and issue categorization. 

➢ Periodic campaign comparison and reporting. 

Benefits 

➢ Better understanding of consumer information needs. 

➢ More structured campaign evaluation. 

➢ Identification of influential content types. 

➢ Improved integration of consumer feedback with marketing decisions. 

Feasibility 

Feasibility Area Assessment 

Technical Can be implemented using spreadsheets, platform analytics, survey tools and dashboard 

software. 

Economic A basic version can use existing analytics and low-cost reporting tools. 

Operational Marketing teams can review the dashboard weekly or monthly. 

Social / Ethical Data collection should respect privacy, consent and applicable platform policies. 

 

PROTOTYPE 

Consumer-Insights Architecture 

 

Figure 13.1 – Social Media Consumer-Insights Architecture 

The architecture links consumer exposure to social-media content with engagement, evaluation, purchase 

intent and post-purchase feedback. Data from surveys and platform analytics can be organized into a common 

reporting layer. 

Purchase-Decision Workflow 

 

Figure 13.2 – Social-Media Purchase-Decision Workflow 
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The workflow represents a simplified consumer journey from exposure to content through product evaluation 

and purchase decision, followed by feedback and sharing. 

Proposed Dashboard 

 

Figure 13.3 – Proposed Social Media Consumer Insights Dashboard 

The dashboard is designed to show key indicators such as reach, engagement, review signals, purchase intent, 

influencer impact and campaign performance. Actual implementation can be adapted to the business and 

platform data available. 

CONCLUSION 

This sample field-work study examined the role of social media in consumer purchase decisions. The analysis 

used an illustrative dataset of 100 respondents to demonstrate how product discovery, reviews, influencer 

content, advertising, discounts, brand engagement, purchase confidence and purchase intent can be studied 

using frequency tables, percentages, cross-tabulation and diagrams.  

The sample results indicate that consumers may use multiple social-media signals during purchase evaluation, 

with reviews, offers, product information and recommendations playing different roles. The proposed Social 

Media Consumer Insights and Purchase-Decision Monitoring Model provides a practical framework for 

combining consumer feedback with platform-level indicators.  
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