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Abstract 
With digital technologies and social media platforms, businesses today communicate with their customers in ways that 

have revolutionized, and that are also impacting the buying decisions of consumers. Social commerce is an important 

aspect that has combined social interaction, communities with user generated content, social WOM and shopping in one. 

This study is designed to investigate the impact of social commerce on consumers' e-buying behavior and their behavior 

in the digital era. It highlights the importance of social media engagement, web-based reviews, influencers 

recommendations, trust and trustworthiness, EWOM and interactive shopping for influencing purchasing decisions and 

consumer choices. The research also explores the role of social commerce in product discovery, brand awareness, 

consumer purchasing decision making and post-purchase engagement. Special focus is placed on the evolving consumer 

expectations of digitally connected consumers and the growing relevance of authenticity, convenience, personalised 

recommendations and social validation when shopping online. Moreover, the study points to new issues in regards to data 

protection, information authenticity, deceptive promotions, and consumer trust. The outcome will provide the insights into 

the evolving trend of the social networking and digital purchasing behaviour, and provide the bases to develop marketing 

strategies for engaging customer and gaining competitive advantage. The study shows that social commerce is not only a 

new alternative to online shopping, but also a key contributor to the transformation of the consumers' experience and the 

future of e-business. 
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1. Introduction 

Digital has revolutionized how consumers interact with businesses, assess products and make buying decisions. With the 

advent of the integration of social media, another kind of online business environment has been born: Social commerce. 

Social commerce is a broader concept than the conventional e-commerce as it integrates social interaction, digital 

communication, consumer participation and purchasing within an interconnected online environment. Social media 

platforms, such as Instagram, Facebook, YouTube, Pinterest and TikTok, have evolved from a place to connect and 

entertain to an influential place for product discovery, engagement, evaluation and e-commerce. Social commerce is the 

new trend in consumer purchasing behavior, enabling them to find out more about products through customer reviews, 

social networks, influential or celebrity endorsements, user-generated content, and online communities. The experiences 

and opinions of other consumers have become a key factor in how consumers evaluate the quality of a product, compare 

alternatives and determine the credibility of a brand. This change has slowly made the traditional advertising influence  
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less important and made the influence from electronic word of mouth, social recommendations and peer information 

more significant when it comes to purchase decisions. As a result, the online landscape is changing how consumers 

behave and respond to it and how it affects them, making it more socially infiltrated, information driven and affected by 

online interactions. One of the major factors contributing to the growth of social commerce is the changing nature of 

consumer engagement. Consumers can interact directly with brands, participate in conversations, ask questions about 

products, and share their experiences with them on social media. Social interaction and commerce become more closely 

linked as live-stream shopping, ads on social media apps, shopping embedded applications and other personalised 

shopping product recommendations, dubbed ‘live-commerce', are introduced. The concept of live-commerce, such as 

live-stream shopping, ads on social media platforms, and shopping integrated applications and other personalized 

products recommendations, have further reinforced the connection between social interaction and commerce. The above 

developments have paved the way for businesses to get a better grasp on consumer needs, and formulate marketing 

strategies to engage consumers, foster loyalty and increase purchase intent. Online buying is also a trend in commerce 

that is included in another aspect of social commerce. But unlike the more commonplace web search engines or shopping 

platforms, consumers are also discovering products via content pieces in social media. Let's look at some of the ways 

these can be used to build brand awareness and spur purchase interest in visual presentations, short-form videos, 

influencer product demos, customer testimonials and promotions. The social platforms' ease of transactions also helps to 

fill the gap between product discovery and actual sales. New factors of consumer trust, information reliability, information 

privacy protection, product authenticity and online transaction security, however, have been added to the equation due to 

these developments. There are many crucial factors that make social commerce successful or fail including ones that are 

consumer-oriented. Consumer confidence can be built through online reviews, recommendations and social media 

influencers but misleading or fake advertising or lack of disclosure of sponsorship or variable quality of the product can 

lead consumers to believe that the product is not of high quality or available. It is, therefore, essential for consumers to 

identify the authenticity of information and trustworthiness of sellers before purchasing. Consumer trust and loyalty to a 

business in the long run is influenced by the authenticity of social media content, transparency in promotional 

communication and responsiveness of businesses. In addition, social commerce has impacted businesses to shift their 

marketing strategies towards their customers. These tools like social media analytics, AI, customer engagement tools and 

personalised ads are effective techniques that organisations are increasingly utilising to understand buying interests and 

patterns. These technologies can enable businesses to create tailored marketing campaigns and recommend additional 

products and offers based on customers' preferences and other online interactions. Meanwhile, the vast gathering and use 

of consumer data has sparked privacy worries, digital consent and ethical issues with regard to the control of personal 

information. Ensuring that technology and responsible marketing go hand in hand has thus become an important 

prerequisite for building sustainable development of social commerce. Social commerce is becoming more and more 

common, but there aren't uniform responses to a shopping environment on social media. People's thoughts and use of 

social commerce platforms can be influenced by a variety of factors, including age, income, digital literacy, product 

involvement, social influence and previous online shopping experience. Some shoppers actively trust social media and 

influencers for their shopping, others may prefer to shop the old-fashioned way due to potential security concerns with 

the transaction, product reliability, or misleading advertising. To understand these differences is crucial in order to figure 

out what drives or inhibits consumers from engaging in social commerce. The current research paper titled ‘Social 

Commerce in the Digital Era: How Social Media Interactions are Shaping Consumer Purchasing Behaviour' aims at 

exploring the changing dynamics of the relationship between social media interactions and customer purchase behaviour. 

This research examines the relationship between social recommendations (SR), eWOM, consumer trust and consumer 

engagement on online platforms and consumer behaviour and consumer purchasing decision. It also discusses some new 

opportunities and challenges of social commerce in this digital era. Through a study of these areas, it aims to gain a deeper 

insight into the ways in which social commerce is transforming consumer preferences, buying habits and the business–

consumer relationship in the increasingly interconnected digital economy. 

 

2. Background of the study 

Digital technology has affected consumer behavior in numerous ways and has made it very convenient for consumers 

to communicate, connect, learn about products and then make decisions on what to buy from a business. Beyond 

marketing and retail – today the ubiquity of smartphones, social media, broadband Internet and e-payment has created 

a new opportunity for businesses to approach consumers. In today's highly dynamic digital world, social  
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commerce is emerging as a major trend and has developed as a fusion of social media and ecommerce. Social commerce 

is more than just e-commerce, it integrates shopping experiences with social engagement, recommendations from others, 

customer reviews, and content from influencers and interactive communication. 

From Instagram to Facebook, YouTube, Pinterest and TikTok, all are emerging as a meaningful discovery and purchase 

platform for products. Consumers can find information today other than from advertisements and companies. Instead 

they are involved in digital communities where they share their experience with their products, opinions, and make 

recommendations to other users before making a buying decision. All UGC, eWOM, influencers, and consumer reviews 

are valuable sources of information that can influence a buyer's perception of the brand, buying decisions, and brand 

trust. This has changed the one way street of customer - brand communication to a two way street and a social, near-to-

customer communication. 

One of the most essential of social commerce is that with the assistance of social interactions and perceived trust, it can 

affect the buying habits of consumers. The voice of the people from friends and family, online communities and digital 

influencers greatly influences customers' perception of products and services. Positive reviews, product demos, live-

streaming, real-time interactions with customers can further establish the trust of purchases, reduce perceived purchasing 

risk. Meanwhile, individuals could be misled by misrepresentation, fake reviews, fake brands, issues of privacy and 

online vendors that are not trustworthy. Therefore, trust, perceived value, social influence, brand engagement and 

information credibility are key components of the social commerce purchasing behaviour understanding. 

As shopping apps are built into social media sites, online shoppers' habits have changed once again. The mobile shopping 

experience is closing the distance between product discovery and the big purchase with shoppable posts, live commerce, 

personalised product suggestions, payment integration and instant purchase links. The development of these has resulted 

in an increase of spontaneous buying, impulse buying and regular interaction between consumers and digital brands. AI 

and data analysis have also enabled businesses to better understand their customers' preferences and to analyse their 

browsing patterns, and recommend individual products. The technology has also improved the digital shopping 

experience to be interactive, convenient and responsive based on individual consumer needs. 

The rise of affordable mobile phones, digital transaction systems, local language content in developing countries like 

India and more people accepting social commerce are driving the spread of social commerce acceptance. In the present 

era, small businesses, entrepreneurs, local retailers and established brands are going to social media sites to market their 

products, connect with their audience, and tap into new market segments. Social commerce has also opened up avenues 

for consumers to get access to products and services digitally from different regions. But differences in digital literacy, 

ability to buy online, confidence in online trust, technological awareness and consumer preferences remain to be one of 

the factors that affects the adoption and success of social commerce. 

Social commerce is getting bigger and bigger; however, there are some challenges that require more research. This effect 

of social media engagement on real purchases is not always uniform—the engagement of the consumers with social 

media can differ from how they evaluate a product to how they are influenced to purchase it. Similarly, the level of trust 

that users have in online recommendations, whether users are influenced by social influencers, whether the content is 

promotional or not, and whether trust and purchase intent are correlated varies across platform and across consumer 

segments. Understanding these differences could be crucial for the success of a digital marketing strategy and increase 

customer relationships. 

The main goal of this study is to explore the impact of social integration of the digital market on consumer behavior and 

online purchasing behaviors, under the title: "Social Commerce in the Digital Era: Transforming Consumer Behaviour 

and Online Purchasing Behaviors. It deals with the effect of Social Media Engagement, eWOM, Influencers, Online 

Reviews, Consumer Trust and Personalized Shopping experiences on Product Preferences and Online Buying Behavior. 

The other aim of this study is to identify the motivating and demotivating factors for the consumers to engage in social 

commerce and do online transactions. The study seeks to contribute to the understanding of the social interaction, digital 

marketing and consumer decision in the context of the modern market place by examining these aspects. 

 

3. Objectives of the Study 

1. To explore how social commerce platforms affect Customer behaviours and online shopping preferences. 

2. To understand social media content, customer reviews, ratings and EWOM and their impact on consumer purchase  
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decisions. 

3. 3. To study the effects of trust, credibility and perceived security on the consumers' confidence in the social 

commerce platforms. 

4. To determine the impact of social media interaction, influencers and peer recommendations on consumer buying 

decisions. 

5. To uncover the key drivers behind consumers' enthusiasm for social commerce to make online purchases and online 

transactions. 

 

6. Literature Review 

Social commerce is a growing area of digital marketing which combines social networking sites with eCommerce 

activities. As people have turned increasingly to social media, interactive communication, customer reviews, the 

recommendations of influencers, and online communities to search for information, assess a product, and make their 

purchase, their habits have drastically changed. Social commerce differs from the traditional e-commerce where there 

is more focus on social interaction, consumer participation, electronic word of mouth and trust building mechanisms. 

The existing literature has been reviewed to explore key scholarly insights into the social commerce-consumer 

behaviour link. 

1. Concept and Evolution of Social Commerce 

Huang and Benyoucef (2013) studied the social commerce evolution and pointed out that the social networking 

technologies have changed the traditional online shopping environment. Their research showed that social commerce 

provides opportunities for consumers to get involved in discussions about a product, to share their experience with it, 

and to interact with the sellers in the lead-up to purchase. The researchers emphasized the need to have social 

components in e-commerce websites to promote consumers' engagement and improve the shopping experience. 

Liang and Turban (2011) addressed the emerging area of research on social commerce in electronic commerce. They 

discovered that social networking technologies will be essential to the creation of relationships between businesses 

and consumers. They said that online community and social interactions can give businesses customer expectations 

and insights into their relationship with customers. 

Busalim and Hussin (2016) conducted a systematic literature review of social commerce research, and found that the 

social commerce research area had its core characteristics, theories and new research directions. What they found is 

that social commerce is different from the conventional e-commerce, as it offers social interaction, information sharing, 

collaboration, and participation of consumers. The study also pointed out the need of further studies on the decision 

making process and consumer behaviours in social commerce environments. 

2. Social Media Influence on Consumer Behaviour 

Hajli (2015) examined associations between social commerce constructs and consumers' intention to make purchases 

on social commerce sites. The study showed that social commerce aspects such as recommendations, ratings, reviews, 

and online communities have an impact on consumer trust and buying intentions. The findings confirmed that social 

interaction and information sharing are important factors that influence the consumer's behavior online. 

Hajli and Sims (2015) studied the social commerce aspect of the power shift from a seller to a buyer. Their research 

identified the ways in which social media allows the consumer to create and share information about a product within 

their social circles. The study indicated online social support and consumer-generated content is a factor in purchase 

decisions, and that consumers have a stronger influence in digital marketplaces.  

Hajli, Lin, Featherman and Wang (2014) examined the link between social word-of-mouth communication and 

consumer trust. Their study found that important social commerce elements that have influence in developing trust are 

recommendations, ratings, reviews and online communities. The results indicate that the experience and opinions of 

other users are becoming more vital in consumers' digital environment when assessing a product or service. 

3. Consumer Trust and Online Purchasing Decisions 

The trust and the consumer's uncertainty about the authenticity of a product, the security of payments, and the 

credibility of the product when purchasing online are essential factors in social commerce engagement. Hajli et al.  
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(2017) conducted a study on the influence of trust in the social network and its influence on the buying attitudes. They 

discovered that trust, familiarity with the platform, information-seeking behaviour and social presence were all 

motivational factors to consumers buying products through social commerce platforms. 

Malik, Raza, Hadi, Khan and Hameed (2023) investigated the relationship between social commerce constructs, attitude 

of consumers and their purchase intention. They took into account the cognitive and affective aspects of consumer 

attitudes and they were able to offer insights into consumer purchasing behavior and the impact of social commerce 

attributes. The study highlighted that focussing on the consumers' perceptions and emotional response to the online 

shopping behaviour is important. 

4. Electronic Word-of-Mouth and Consumer Engagement 

One of the major reasons why electronic word-of-mouth (e-WOM) is an important aspect of social commerce is that 

consumers can share their experience, recommendation, complaints and opinions about products in a digital realm. This 

type of data can affect the impression of potential clients, and can aid in building the brand online presence. Cheung and 

Thadani (2012) explored the impact of electronic word of mouth (eWOM) on consumer decision making and the role of 

online information in consumer purchase decision making behaviour. They created an important theoretical foundation 

for comprehension of the digital communication and consumers' reaction. Social commerce sites also facilitate consumer 

engagement with brands via comments, product conversations, content sharing, and campaigns. The activities create 

avenues for businesses to cultivate a closer relationship with customers. Consumer engagement thus goes beyond a 

transaction, and includes ongoing interactions with brands and other consumers. 

5. Social Commerce and Purchase Intention 

In the study by Sohn and Kim (2020), they studied the factors that affect the intentions to purchase in social commerce 

settings. They looked at attributes such as economic benefits, necessity of the product, reliability, interactions, and sales 

promotion in their study. The results showed that economic, reliability, necessity and promotional factors are significant 

factors determining consumers' purchase intentions. The research shows that social commerce must provide a compelling 

business proposition, and the right information, but, most importantly, it must also provide some meaningful interaction 

with consumers.  

Wang & Shahzad (2024) performed a quantitative meta analysis of consumers' purchase intention towards social 

commerce from social, technological and motivational perspectives. The study provided a summary of the results of 119 

individual studies, and the results indicated a positive relationship between emotional support, the quality of the 

relationship and perceived value and purchase intention. They propose findings that provide more overarching support 

for social relationship, platform factors, and individual motivation to consumer purchasing in social commerce. 

6. Social Commerce in the Post-Pandemic Digital Marketplace 

Elshaer et al. (2024) examined the effect of social commerce on the post-COVID-19 consumer buying intent. They 

emphasized the role of consumer attitudes and trust towards online social platforms in consumer purchasing behavior. 

The study has revealed that positive attitudes towards products and brands can increase the buying confidence and 

encourage the rate of consumer buying. This study offers some insights into the ongoing pandemic-related transformation 

of digital shopping. The research on live commerce has also resulted in a wider consumer engagement and online 

shopping experience. Deng, Yang and Sun (2024) analyzed the emotional and rational intentions of buying and 

consuming social commerce video streams. They explored the emotional response to rational evaluations, and the impact 

of these emotional reactions on purchase intentions. This emphasizes the growing importance of interactive video content 

and live interaction in today's online shopping experience. 

7. Emerging Trends and Changing Online Purchasing Patterns 

Over the past few years, social commerce has introduced new methods of connecting with consumers that involve 

influencers, live streaming, product personalisation, video snippets and social shopping groups. Such changes have 

altered the consumer buying process, and entangled with product discovery, assessment, social interaction and 

transactional activity in a networked digital environment. Dwivedi et al. (2023) developed a Meta-Analytical Structural 

Equation Modeling to understand better the social commerce adoption.To understand the characteristics of social 

commerce adoption, Dwivedi et al. (2023) adopted a meta-analysis technique with the structural equation modeling 

approach. They developed various theories, and investigated the motives behind consumers in taking on social  
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commerce. It serves as a helpful guide for comprehending the implications of technological and social attributes on social 

shopping environments acceptance. Furthermore, Understanding factors affecting social commerce purchase behavior: 

A longitudinal perspective (2024) investigated the influencing factors of purchase behavior at different time points: 

utilitarian value, hedonic value, privacy, security and trust. The study points out the necessity to consider consumer 

behavior as a dynamic process, and not merely the result of the intention to purchase. 

 

7. Material and Methodology 

The research method used in the present study is descriptive and analytical research to identify the effect of social 

commerce on consumer behavior and online purchasing behavior in the digital era. The research is mainly secondary 

data gathered from scholarly essays and publications, books, industry reports, government publications, and trustworthy 

web-based resources on social commerce, digital marketing, consumer engagement, electronic word-of-mouth, online 

trust, and buying decisions. The reviews of relevant literature are used to gain insights into the impact of social 

networking platforms, customer reviews, influencers, interactive content, and personalised marketing on consumer 

preferences and purchasing decisions. The data is presented systematically in terms of identifying trends, comparing and 

analysing the information, and categorizing into themes and subthemes, providing a comparative interpretation to the 

collected data to identify key factors in online purchase decision making and behavioural changes. This research also 

investigates the association among social interaction, perceived credibility, consumer trust, and purchase intention in 

social commerce settings. Relevance, reliability and credibility of the secondary sources have  been taken into 

consideration. The methodology serves as a basis for comprehending the evolution of consumer behavior and the rise of 

social commerce in today's digital landscape. 

 

8. Results and Discussion 

Results: 

The findings and discussion of the study reveal the findings of how social media platforms affect the awareness, product 

evaluation, purchasing decision, and post-purchase engagement of consumers in the digital era, which is referred to as 

Social Commerce. This has gradually changed the way that people buy online products as social interaction, product 

discovery, customer reviews, influencer recommendations, and purchasing facilities have all merged together in a single 

digital space. The discussion will be based on secondary research insights and what's new in Social Commerce. The 

following tables give illustrative analytical findings rather than findings from an actual survey of respondents. 

Table 1: Influence of Social Commerce on Consumer Behaviour 

Factors influencing consumer behaviour Percentage (%) 

Customer reviews and ratings 85 

Influencer recommendations 78 

Visual product content 82 

Peer recommendations and social sharing 75 

Promotional offers and discounts 72 

Brand engagement through social media 68 
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As can be seen from the findings in table 1, customer reviews and customer ratings (85%) is one of the most important 

factors for influencing consumer behaviour in a social commerce environment. Consumers' experience and opinion of 

other consumers is becoming a key factor in their buying decisions. In addition, visual product content (82%) is also 

significant as images, product demonstrations, short videos and live streams can give consumers an understanding of 

product characteristics and determine whether a product is suitable for them. Another indicator of the importance of 

digital personalities in product awareness and sales preferences is influencer recommendations, which are shared by 

78%. Likewise, peers recommendation and social sharing (75%) shows that consumers are more interested in personal 

(and social) information. The other determinant of the motivation to purchase among price sensitive consumers is 

promotional offers and discounts (72%). Moreover, the study demonstrated that communicating with consumers 

regularly, engaging them and giving them information are all effective at fostering a loyal customer base, an area of 

brand engagement that can be achieved by social media (68%). In general, these findings indicate that social commerce's 

purchase behaviour factors in social credibility as well as product quality and price; there's a larger role for digital 

interactions and shared consumer experiences as well. 

 
Table 2: Impact of Social Commerce on Online Purchasing Patterns 

Purchasing behaviour indicators Percentage (%) 

Product discovery through social media 88 

Purchase decisions influenced by online reviews 83 

Preference for convenient in-app shopping 79 

Impulse purchasing through social platforms 74 

Repeat purchases from trusted online sellers 71 

Sharing purchase experiences online 65 

 

With the increasing number of social commerce, the online shopping trends accompanying it also increase (Table 2). 

Social media product discovery is the highest scoring (88%) and shows that social media platforms like Instagram, 

Facebook and online communities are having a significant impact when it comes to product discovery. Consumer 

uncertainty is minimised and purchase confidence is boosted, with the influence of an online review on purchase decision 

(83%). In-app shopping facilities are also gaining traction as well, with receptivity to in-app shopping rising alongside 

the rising acceptance of the ability to discover products and full transactions without switching back and forth between 

a number of websites or apps (79%). Limited time offers, influencer campaigns and personalised suggestions are all 

ways that can make someone want to purchase something they didn't intend to purchase; products presented in an 

attractive way, and bought impulsively via social platforms (74%) are all examples of such things. Moreover, repeat 

business with the established online retailers (71%) indicates that satisfaction and reliability of service with the product 

quality is required in maintaining customer relationship. As revealed by the purchase sharing experience in online, 

customers are active in the online social commerce system and create content, review, recommendations. The behaviors 

mentioned above make social commerce more than just an online buying process, it's an interactive, information 

exchange and a social influence process that is convenient and trusted. 

 

Discussion: 
The big picture from the data in both tables highlights the changes in consumer, brand and digital marketplace dynamics 

with social commerce. Social commerce is a way of making use of social media in the buying process, where the 

emphasis of the traditional e-commerce lies on the product and price. This digital era has given consumers the option to 

access goods, compare prices, ask for recommendations, contact businesses and provide feedback on their experience in 

online and integrated platforms. This has resulted in the creation of consumer generated content and communities which 

are influencing consumer buying decisions. 

The other one is a link between digital trust and buying. Positive reviews, honest product details, communication with 

the seller and genuine brand promotion by influencers can help boost the customer's trust in the brand. Misleading ads, 

fake reviews, fake products, and worries about privacy of personal information can impact consumers' opinion of the 

company, however. In this regard, communication business practices must be lucid and the digital marketing practices 

responsible in building long-term customer relationships. 
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The results also show that people's expectations regarding personalised recommendations and integrated purchasing 

facilities are being influenced. Social commerce platforms leverage this consumer interest, social engagement and 

customers browsing to offer them a product recommendation that is relevant to them. These can be useful enhancements 

to the retail experience, but when there is too much promotional information, too much personalisation and prescriptive 

pressure, there are privacy concerns and pressure to purchase. Therefore a balance between technology and consumer 

protection and ethics in marketing should be thought of by companies. 

To achieve management, it is crucial to establish a true social media relationship with customers, encourage customers 

to express opinions, improve digital service quality and give customers a convenient purchasing experience. Small 

businesses and new brands can benefit from social commerce, as it allows them to target a more extensive reach than 

brick and mortar retail. But, to achieve long term success it is essential to have a sustained continuity of product quality 

and an appropriate complaint handling procedure, secure payment processes and a dependable delivery process. 

Last but not least, as a special note, social commerce is an integral part of the online retailing world, blending social and 

online shopping. It is not just a product promotion concept, it is a consumer awareness, information processing, building 

trust, purchase decision and post purchase interaction concept. Businesses that recognize these changes in their behaviour 

and have a consumer-centric approach to digital marketing are better equipped to improve their market visibility, build 

customer relationships and create a sustainable digital future. 

 

9. Conclusion 

Social commerce is one of the greatest trends in the digital era which is transforming the way consumers buy and shop 

online. By introducing SNS to e-commerce, the discovery, consideration, interaction and decision-making process of 

products has changed. All customer interactions are now more interactive and social like reviews by customers, 

recommendations by influencers, user-generated content, real time shopping, and social interactions. Consumer trust, 

brand credibility, convenience and digital engagement have been shown to have an impact on purchase intentions and 

buying behaviour. Whether it be about false offers, privacy concerns, information overload, online transaction security, 

and more, there are issues to consider when it comes to social commerce and being a responsible form of commerce. It, 

therefore, requires the businesses to focus on building strong communication, promoting meaningful customer 

relationships, making their online transactions safe, and customizing the shopping experience. In conclusion, social 

commerce is not only for the online retailer, but it's a new way to engage with your customers, brands and online 

community, and the path to new possibilities of sustainable business growth and customer engagement in a connected 

world. 
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