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ABSTRACT

	Aims: The study aims to examine the influence of social media exposure on the purchase decisions of consumer products. It specifically focuses on how online reviews, influencer marketing, and user-generated content shape consumer perceptions, and investigates the impact of demographic factors and different types of social media content on consumer decision-making.
Study Design: The study utilizes a systematic literature review framework, applying a methodical, transparent, and replicable approach to locate, evaluate, analyze, and integrate pertinent studies comprehensively.
Results: Online reviews and peer recommendations are the most trusted sources of information, especially for technological gadgets and home appliances. Influencer endorsements significantly increase brand credibility. Targeted advertisements enhance purchase intent by creating a sense of familiarity and urgency. The effectiveness of these strategies varies by demographic: Younger consumers are more influenced by influencer content. Older consumers prioritize detailed product reviews.
Conclusion: The study highlights the necessity for businesses to tailor their digital marketing strategies to specific consumer segments for more personalized and effective engagement. By addressing gaps in existing research, the study offers valuable insights into the evolving landscape of digital consumption and underscores the critical role of social media in modern consumer decision-making.
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1. INTRODUCTION

Despite the widespread adoption of social media platforms such as Facebook, Instagram, TikTok, YouTube, and Twitter/X in the Philippines, there remains a limited understanding of how different demographic groups interpret and respond to various forms of social media content-such as user-generated content, influencer endorsements, and paid advertisements. This gap is significant because these distinctions are crucial for identifying which digital marketing strategies most effectively drive consumer trust, engagement, and purchase intent among Filipino consumers. This study proposes to systematically investigate the influence of different types of social media content on the purchasing decisions of Filipino consumers across age and income segments. By focusing on online reviews, influencer content, and user-generated posts, the research aims to generate actionable insights that can guide brands in developing more targeted, data-driven digital marketing strategies tailored to the Filipino market. Recent studies confirm that social media is a powerful force in shaping Filipino consumer behavior. Platforms like Facebook, Instagram, and Twitter are especially influential among younger audiences, with personalized content, influencer marketing, and peer recommendations driving brand loyalty and purchase decisions (Noldy et al., 2023; Kulawardena & Kalpana, 2024; Mounika et al., 2020; Jamil et al., 2022). Enke and Borchers (2021) describe social media influencers as individuals who, through their strong connections and distinct attributes, affect different stakeholders by producing, sharing, engaging with content, and maintaining an active presence on social media platforms. Supporting this, Kumar et al. (2023) emphasize that influencers play a crucial role in shaping consumers’ perceptions of brand value, their satisfaction levels, and overall brand preference. Findings from a survey involving 1,013 consumers further demonstrate the significant role influencers have in driving consumer engagement. While Nuseir (2023), noted that utilizing social media platforms allows businesses to reach a wider audience and increase their sales, thanks to the platforms’ extensive user communities. However, challenges such as data privacy and the oversaturation of promotional content, which can lead to consumer fatigue, have also been identified. Despite these insights, there is still a lack of research on how demographic differences affect responses to various social media marketing strategies. This research will focus on Filipino consumers with recent access to the internet and social media, specifically within the last 10 to 15 years. It will examine how age and income influence responses to user-generated content, influencer endorsements, and paid advertisements. The study is justified by the need for businesses to better understand the nuanced ways in which different segments of the Filipino market engage with digital marketing. By addressing current research gaps, the work aims to help brands optimize their strategies for greater effectiveness and consumer engagement in an evolving digital landscape.


2. Main findings

Social Media Exposure: Social media has become a dominant force in shaping modern consumer behavior, influencing how individuals perceive brands, make purchase decisions, and interact with content. Social media exposure refers to the degree to which individuals interact with digital platforms—measured by the frequency and duration of use, as well as the intensity of engagement with advertisements and influencer content (Kaplan & Haenlein, 2020). In the Philippine context, where internet penetration and social media usage are among the highest in Southeast Asia, exposure to platforms like Facebook, TikTok, Twitter/X, Instagram, and YouTube significantly affects how consumers engage with marketing content (Statista Topic: Social Media, 2024). Millennials, born between 1981 and 1996, are one of the most active demographic groups on social media. Their unique patterns of engagement across different platforms offer valuable insights into their purchasing behavior, especially in digital markets.
Facebook: Facebook continues to serve as a central platform for Filipino consumers, providing a versatile space for social interaction, information exchange, and digital commerce. According to Kao et al. (2021), Facebook usage is closely linked to enhanced consumer trust and purchasing behavior, highlighting its influential role in shaping brand perceptions across different markets, including Southeast Asia. Consumers frequently interact with branded content, peer reviews, and influencer posts, which all contribute to shaping their attitudes and decisions toward products and services. Businesses leverage Facebook's extensive advertising tools and community-building features to engage consumers on a more personal level. The platform also supports e-commerce through Facebook Shops and integrated payment systems, enabling direct purchases. Exposure to product endorsements on Facebook has been found to strengthen brand recall and boost purchase intentions, especially among younger consumers in Southeast Asia (Tandon et al., 2021).
TikTok: TikTok has rapidly gained traction in the Philippines due to its engaging short-form video content and algorithm-driven personalization. Filipino millennials use the platform not only for entertainment but also to discover trends, new products, and peer recommendations. Social media interactions often mimic the feel of face-to-face conversations, which makes consumers more receptive to content shared by influencers. This is particularly true for TikTok influencers, who are viewed as not only accessible and relatable but also trustworthy and credible. Their authenticity, coupled with the personal nature of social media engagement, creates a stronger connection with their audience, leading to higher levels of trust and receptiveness to the messages they promote (Knoll et al., 2015).
Twitter/X: Twitter, now rebranded as X, serves as a real-time platform for news, discussions, and brand engagement. Twitter, initially popular for its effective visual communication and real-time interactions, rapidly gained a vast user base, who shifted from passive consumers to active creators and participants. As short videos and live interactions gained widespread popularity, social media platforms began to evolve, integrating e-commerce, live streaming, and AI technologies. This transformation has made social media an essential tool for both information dissemination and social networking in today's digital landscape. (Qiao, 2025).
Instagram: Instagram is primarily used by Filipino millennials for visual storytelling and aesthetic expression. Its emphasis on curated images and videos makes it ideal for product placement, brand campaigns, and influencer marketing. As demonstrated by Onofrei et al. (2022), social media interactions-particularly those mediated by source credibility and content relevance-positively influence brand engagement and purchase intention. Millennials are drawn to platforms like Instagram for lifestyle, travel, and fashion content, often relying on such content as a source of inspiration before making purchases. Features like Stories and Reels enhance engagement through immersive, interactive formats that align with the mediating role of content factors in driving behavioral outcomes. In markets like the Philippines, such social media strategies have proven particularly effective in sectors like beauty, fashion, and consumer electronics, where source authenticity and content interactivity act as key drivers of consumer decision-making (Onofrei et al., 2022).
YouTube: As highlighted by Choudhary, Dr Sonali, and Banerjee (2024), YouTube stands out as a primary video platform among Filipino millennials, offering a diverse mix of user-generated and professional content. Filipino consumers frequently turn to YouTube for product research, relying on unboxing videos, tutorials, and detailed reviews to inform their purchasing decisions. The study emphasizes that influencers on YouTube play a pivotal role in shaping consumer behavior, as viewers tend to perceive their recommendations as authentic and trustworthy. In the Philippines, tech vloggers and content creators have amassed substantial followings, with their in-depth product analyses often regarded as more credible than traditional advertising. The platform’s long-form video format enables comprehensive product exploration, making it especially valuable for high-involvement purchases such as electronic devices (Choudhary et al., 2024).
Consumer Behavior: Filipino working millennials exhibit distinct consumer behavior patterns driven by digital content engagement, peer validation, and the accessibility of online product information. As digitally native investors and consumers, they heavily depend on social media platforms-particularly visual-centric content-for both purchasing and investment decisions, with perceived source credibility playing a critical role (Casao et al., 2025). Key product attributes like brand reputation and pricing remain central to their decision-making process, especially in e-commerce environments where physical product interaction is limited. In such contexts, digital trust signals such as customer reviews and interactive content become essential substitutes for tactile evaluation. The rise of live selling strategies has further amplified this trend, with real-time interactions and personalized engagement fostering consumer trust and accelerating purchasing behavior. These immersive formats capitalize on social proof mechanisms and urgency-driven content, aligning with millennials' preference for authentic, community-driven commerce experiences (Casao et al., 2025).
Brand Awareness: In the Philippines, consumer brand awareness in the electronics sector is increasingly shaped by strategic digital marketing and peer-driven content, which foster familiarity and credibility (Kumar & Choudhary, 2024). Advertising plays a pivotal role in brand preference, particularly for mobile service providers, with Kumar’s framework emphasizing how consistent, platform-specific messaging strengthens recall and trust. The study highlights the effectiveness of recognizable brand identities paired with optimized social media visibility and interactive content formats, such as influencer collaborations and polls, which create a self-reinforcing cycle of engagement. Kumar’s research underscores the importance of authentic storytelling and data-driven content strategies in resonating with digitally native audiences, where relatability and algorithmic alignment directly influence brand perception and purchasing decisions (Kumar & Choudhary, 2024).
Product Preferences: Product preference in e-commerce is primarily influenced by factors such as price, product variety, and user reviews, with consumers favoring competitively priced items that offer diverse selections to meet their needs (U Jothimani et al., 2023). Shoppers increasingly rely on peer feedback to assess quality, as user-generated reviews serve as critical trust signals in decision-making processes (Shrivastava et al., 2023). High satisfaction with product quality and shopping experience further reinforces preferences, emphasizing the role of reliable review systems and curated product assortments in shaping online purchasing behavior (U Jothimani et al., 2023).
Customer Loyalty: Social media marketing plays a transformative role in cultivating brand loyalty by leveraging customer engagement as a mediating factor, as demonstrated in Pramana and Jen’s (2024) study. Their analysis of Nihao Indonesia’s Instagram strategy revealed that tailored content-such as interactive polls, behind-the-scenes reels, and user-generated campaigns-directly strengthens emotional connections between brands and consumers. Structural equation modeling confirmed a dual pathway: social media marketing not only directly enhances loyalty but also indirectly fosters it through deepened engagement. Key drivers include trust-building transparency (e.g., live Q&As) and community-centric interactions that make consumers feel valued. The study emphasizes that engagement acts as a bridge, translating passive followers into loyal advocates by creating shared identity and reciprocity. For businesses, prioritizing platform-specific content that encourages participation (e.g., challenges, personalized responses) can amplify this effect. By aligning marketing strategies with audience preferences-such as authenticity in messaging and consistency in interaction-brands can sustain long-term loyalty in competitive digital landscapes (Pramana & Jen, 2024).
Purchase Decisions: Social media advertising significantly influences consumer purchase decisions through targeted information delivery, emotional engagement, and trust-building mechanisms, as demonstrated by Zhang and Li’s (2025) study. By leveraging precise audience segmentation and personalized content, ads align with individual preferences, enhancing relevance and click-through rates. Emotional resonance is achieved via story-driven campaigns and interactive formats (e.g., live streams), which foster brand-consumer connections. Trust is cultivated through authentic user reviews, expert endorsements, and transparent brand narratives, addressing consumer skepticism. The study highlights price comparisons, feature demonstrations, and value-based messaging as critical in guiding decisions, with data showing a 65–75% boost in conversion rates when these strategies are employed. External factors such as social proof, cultural alignment, and logistics transparency further shape outcomes, ensuring ads resonate across diverse demographics. For instance, region-specific content tailored to collectivist or individualist values optimizes engagement, while real-time promotions and after-sales assurances reduce purchase hesitancy. By integrating data-driven personalization, emotional storytelling, and trust signals, social media ads effectively bridge the gap between awareness and action, transforming browsing into buying behavior (Zhang & Li, 2025).
Price: Price perception plays a dual role in consumer decision-making, acting as both a value indicator and trust signal, as outlined in the study by (Ramli et al., 2025). Social media marketing activities (e.g., targeted promotions, influencer collaborations) shape price perceptions by framing costs relative to quality assurance and brand equity. Consumers associate competitive pricing with fairness, directly enhancing brand trust and purchase intention, while premium pricing-when paired with transparent value narratives-strengthens brand image as aspirational. The study notes that price transparency (e.g., breakdowns of production costs) mitigates skepticism, particularly when combined with user-generated content validating product worth. However, price sensitivity remains critical: overly aggressive discounts may erode perceived quality, whereas value-added bundles (e.g., limited-time offers with free services) balance affordability and brand prestige. Ultimately, aligning price strategies with social proof (e.g., reviews comparing price-performance ratios) optimizes conversion by reinforcing perceived fairness and reliability (Ramli et al., 2025).
Usability: Usability is defined as how effectively a product meets practical needs and integrates into daily life-is a critical factor in consumer purchase decisions, shaped significantly by social media advertising strategies. Zhang and Li’s (2025) analysis highlights how ads emphasize functional clarity (e.g., tutorials showing gadget multitasking features) and real-world applicability (e.g., influencers demonstrating portability or durability) to address usability concerns. For instance, ads targeting product-related factors often include side-by-side feature comparisons (e.g., battery life benchmarks) and user testimonials validating ease of use, which reduce perceived risk and align with consumers’ practical requirements. The study notes that personalized content-such as ads matching users’ browsing histories with compatible accessories or software-enhances perceived usability by showcasing relevance to individual lifestyles. Additionally, interactive formats (e.g., live Q&As troubleshooting common issues) preemptively resolve usability doubts, fostering confidence. Zhang and Li (2025) further link usability to post-purchase satisfaction: ads that transparently communicate after-sales support (e.g., warranty details) or community forums for troubleshooting reinforce long-term usability perceptions, directly influencing repurchase likelihood.

3. Discussion 

Social Media Engagement and Consumer Behavior
The findings show that active participation on social media platforms—specifically Facebook, Instagram, Twitter/X, TikTok, and YouTube—has a significant impact on how Filipino consumers approach buying electronic gadgets. These platforms have become key information hubs where exposure to targeted ads, influencer posts, and peer reviews shapes consumers' brand preferences and buying attitudes.
Younger Filipino audiences, in particular, respond favorably to customized content and engaging marketing approaches. Features like comment sections, sharing options, and instant feedback help strengthen emotional bonds between brands and their audiences, fostering both trust and customer loyalty. Additionally, content created by users and reviews from peers hold substantial sway, as many buyers look for confirmation from their online networks before finalizing their purchases. This online interaction speeds up buying decisions and promotes repeat purchases, especially when the shared content feels genuine and is visually attractive.
Impact of Different Social Media Content
The study highlights that exposure to social media plays a vital role in influencing consumers' gadget purchase choices. Peer influence and confidence in the platform itself emerge as key factors that drive buying intent. Compared to endorsements from influencers, recommendations from peers and the perceived trustworthiness of the platform have a more pronounced positive effect, emphasizing the value of authenticity and relatability in promotional tactics.
Furthermore, ads on social media often lead to spontaneous purchases. Positive reviews and feedback frequently encourage impulse buying, as consumers are persuaded by the experiences and views shared within their digital circles. Of all the platforms, Facebook ranks as the most powerful for discovering new products, followed closely by YouTube. These two platforms significantly shape purchase decisions, with Facebook’s adaptability and YouTube’s detailed product reviews offering strong support for well-informed consumer choices.
Implications for Digital Marketing Approaches
The results point to the importance for brands to craft targeted, data-driven digital marketing plans that capitalize on each platform's distinct advantages. To build trust and boost engagement, marketers should focus on promoting authentic user-generated content, encouraging peer recommendations, and enhancing interactive features. Additionally, brands should leverage the capacity of social media ads to prompt both intentional and impulsive purchases, particularly by designing campaigns that create a sense of authenticity and community among users.
4. Conclusion

Social media exposure significantly shapes the consumer behavior of Filipino millennials, particularly in their purchasing decisions related to electronic gadgets. Frequent engagement on platforms such as Facebook, TikTok, Instagram, Twitter/X, and YouTube influences how millennials perceive brands, assess product value, and ultimately decide what to buy. These platforms serve as primary sources of information, where users encounter targeted advertisements, peer reviews, influencer content, and live selling features that boost product visibility and appeal. Filipino millennials are highly responsive to content that is authentic, visually engaging, and socially validated. They rely on digital cues like reviews, ratings, and unboxing videos to gauge usability, functionality, and design. Social media not only facilitates product discovery but also accelerates decision-making through real-time interaction and emotional engagement. This environment fosters brand awareness and loyalty, particularly when marketing strategies are relatable and personalized. Functionality, price, and brand identity remain top priorities in selecting gadgets, but social proof and convenience increasingly drive purchasing intent. Platforms like Facebook and YouTube are especially influential in shaping impulse purchases and repeat buying behavior. Overall, the integration of social media into the daily lives of Filipino millennials has transformed how they evaluate, trust, and choose electronic gadgets, highlighting the power of digital engagement in shaping modern consumer habits.

In conclusion, social media interaction stands as a powerful force shaping consumer behavior within the Philippine electronic gadgets market. As digital platforms continue to evolve, their role in influencing purchase decisions becomes even more pronounced, especially among younger, tech-savvy Filipino consumers. To cultivate lasting consumer confidence, deepen brand loyalty, and drive purchase intent, marketers must go beyond traditional promotional tactics. Effective digital strategies should place authenticity at the forefront, amplifying genuine user experiences and peer recommendations that resonate with local audiences. Moreover, fostering interactive, community-driven engagements can create meaningful connections between brands and consumers, encouraging not only initial purchases but also long-term brand advocacy. By embracing these principles, businesses can harness the full potential of social media to sustain relevance and competitiveness in an increasingly dynamic marketplace.
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Definitions, Acronyms, Abbreviations

Consumer Behavior: encompasses the processes by which individuals select, purchase, use, and dispose of goods and services, influenced by psychological, social, and cultural factors.
Brand Awareness: refers to the extent to which consumers recognize and recall a brand when making purchasing decisions.
Customer Loyalty: refers to a consumer’s commitment to repurchasing from a particular brand due to satisfaction, trust, and positive experiences.
Product Preferences: reflects a consumer’s tendency to favor one product over another based on attributes such as perceived quality, brand reputation, and personal needs.
Consumer Purchase Decisions: involve a series of stages—problem recognition, information search, evaluation of alternatives, purchase, and post-purchase behavior—through which individuals decide whether and what to buy.
Price: the monetary value assigned to a product and is a critical factor in purchase decisions, as consumers weigh affordability and perceived value.
Type of Electronic Gadget: refers to the classification of technological devices based on their functions, such as smartphones, tablets, laptops, and smartwatches.
Usability: refers to the extent to which a product can be used effectively, efficiently, and satisfactorily by specified users to achieve specific goals in a particular context.
Electronic Gadgets: digital devices designed for communication, entertainment, and productivity, including smartphones, tablets, laptops, and wearables.
Social Media Platforms: digital technologies that facilitate the creation, sharing, and exchange of information, ideas, and content through virtual communities and networks.
Facebook: a social networking platform that enables users to create personal profiles, connect with others, share multimedia content, participate in groups and communities, and interact through features such as the News Feed, Messenger, and Marketplace.
Instagram: a social media platform focused on visual content sharing, including images, videos, and live streams, which brands use for marketing and engagement.
TikTok: a short-form video-sharing platform that enables users to create, view, and engage with dynamic content, often including product promotions and reviews.
Twitter/X: now known as X, is a microblogging platform that facilitates real-time discussions, brand engagement, and information dissemination through short-form text, images, and videos.
YouTube: exemplifies participatory culture, where digital platforms enable users not only to consume but also to create, share, and circulate content, fostering active cultural participation and collaboration among individuals and communities.
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