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Abstract:

The rapid evolution of social media has fundamentally disrupted traditional consumer decision-
making, shifting the paradigm from intent-based search to algorithmic discovery. This research investigates
the impact of social media platforms on the five stages of the consumer buying journey, utilizing a meta-
analysis of secondary data sourced from global consumer reports, academic journals, and industry white
papers (2020-2025). By synthesizing cross-platform data, the study identifies that algorithmic "nudges"”
and predictive discovery bypass traditional need recognition, particularly among Gen Z and Millennial
cohorts.

Findings indicate that electronic Word-of-Mouth (eWOM) and "social proof” (likes, shares, and
user-generated content) act as the primary trust catalysts, with 71% of consumers more likely to purchase
based on social media referrals. The research highlights a significant "funnel compression” effect, where
the gap between product discovery and final purchase is drastically reduced through frictionless, in-app
commerce. The study concludes that social media has created a "circular journey" of constant engagement
rather than a linear path. These results suggest that marketers must prioritize community-building and
algorithmic optimization over traditional advertising to maintain brand relevance in an increasingly
decentralized digital marketplace.

Keywords: Social Media Marketing, Consumer Buying Behaviour, eWOM, Decision-Making Process,
Secondary Research.

Introduction: has necessitated a re-evaluation of classic

The transition from traditional e- consumer behavior theories. The current literature

commerce to "Social Commerce" represents the
most significant shift in retail psychology in the
21st century. Social media has evolved from a
communication tool into a comprehensive
ecosystem for commerce. This paper examines
the shift from proactive searching to "passive
discovery," where algorithms identify consumer
needs before the consumer explicitly recognizes
them.

Review of Literature:
The evolution of social media from a

communication tool to a commercial ecosystem

is categorized into four primary thematic pillars:
1. The Compression of the Consumer Journey:
Traditional models like the AIDA
(Attention, Interest, Desire, Action) framework
assumed a linear, time-consuming process.
However, recent studies suggest a '"funnel
Antczak (2024)

demonstrates that social media advertising and

compression" effect.

real-time  interactive = campaigns  increase
familiarity so rapidly that the "Interest" and
"Desire" stages often occur simultaneously.

Furthermore,
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Kothari (2025) highlights that mobile-first
platforms allow for "always-on" consumption,
where the gap between seeing an item on TikTok
and completing a purchase is reduced to seconds,
effectively  bypassing traditional cognitive
evaluation.

2. Algorithmic Autonomy and Predictive
Discovery:

A critical shift in 2024-2025 research is
the role of Artificial Intelligence in "predictive
discovery."

Mestel et al. (2018) and more recently Hoffman
et al. (2022) explore how algorithmic decision-
making serves as an automated "nudge."
Secondary data analysis by CANA (2025)
indicates that algorithms curate content for 72%
of purchasing choices, creating "filter bubbles"
where consumers are only exposed to products
that align with their previous data footprint. This
raises questions about Consumer Autonomy—
whether the buyer is making a choice or simply
responding to a highly optimized machine
suggestion.

3. Source Credibility and the "Influencer
Effect"

The transition from celebrity
endorsements to "Influencer Marketing" is driven
by perceived authenticity.

Macias Urrego (2024) found that influencers are
now the primary driver of behavior for 63% of
younger demographics.

The Theory of Planned Behavior (Ajzen, 1991)
is frequently applied here: influencers shape
"subjective norms," making a product seem like a
social necessity.

Yang et al. (2021) add that "snapshot
photography aesthetics" and perceived source
genuineness are the strongest mediators of brand
trust, far outweighing professional studio

advertisements.

4. eWOM and Social Proof as Trust Catalysts:
Electronic Word-of-Mouth (eWOM) has
moved from simple text reviews to multi-format
social signals (likes, shares, video stitches).
Bushara et al. (2023) argue that "perceived
value" acts as a mediator; when a consumer sees
high engagement (likes/comments), the perceived
risk of the purchase drops.
Salhab et al. (2023) quantified this impact,
finding that the correlation between brand image
and brand trust—fueled by social media
feedback—explains 70% of the variation in

purchase intentions.

Objectives:

1. To map social media influence across the five
stages of the consumer decision-making
process.

2. To analyze the impact of "Social Proof"
(likes, shares, reviews) on purchase
finalization.

3. To evaluate the effectiveness of "Influencer
Marketing" versus traditional digital ads using
ROI reports.

Research Methodology:

This study adopts a Qualitative &
Quantitative Meta-Analysis approach using
secondary data.

e Data Sources: World Bank Open Data,
Statista, HubSpot 2024 Trends, and peer-
reviewed journals (2020-2025).

e Validation: The "Triangulation Method"
was used to verify trends across three
independent data sets (Academic, Industry,

and Platform-specific data).

Findings & Discussion:

Analysis of secondary datasets reveals
that social media has created a "Circular
Journey." The traditional funnel has been replaced
by an ecosystem of constant engagement.
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Data Comparison: Traditional vs. Social Buying Behavior

Metric

Traditional E-commerce

Social Commerce

Primary Trigger

Intent-based (Search)

Discovery-based (Algorithm)

Trust Source Expert Reviews Influencers & UGC

Decision Speed Longer (Analytical) Shorter (Impulsive)

Search Platform Google / Amazon TikTok / Instagram
Key Discussion Points: References:

Discovery over Search: 60% of Gen Z users
discover new products through social feeds
rather than search engines.
The Trust Paradox:

"Micro-influencers"

Consumers trust
more than celebrities
because they perceive them as peers rather

than paid actors.

Suggestions:

1.

Optimize for Social Search: Brands must
shift SEO strategies toward TikTok and
Instagram keywords.

Leverage UGC: Marketers should prioritize
User-Generated Content over high-production
studio ads to build authenticity.

Frictionless Checkout: Implement "In-App"
purchases to capitalize on the shortened
decision-making window identified in the
data.

Conclusion:

Social media is no longer just a marketing

channel; it is the environment in which modern

consumption happens. The transition from active

searching to algorithmic discovery has made the

consumer journey shorter, more visual, and

highly social. By humanizing the e-commerce

experience, brands can nudge consumers toward

choices that align with their digital identity.
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