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Abstract 

This study aims to assess how electronic word of mouth (EWOM) and social media advertisement (SMA) 

influence consumers’ Purchase Intention through trust and consumer engagement as mediating factors. 

The growing prevalence of social media marketing has made it necessary to understand the impact of 

electronic communication on the decision-making process of consumers. However, social media 

marketing’s engagement and trust aspects have received little attention. This research aimed to determine 

the extent to which EWOM and SMA influences purchase intention and to analyse the role of trust and 

consumer engagement in these relationships. Using quantitative research, the data were collected from 216 

respondents aged 18-25 selected through non-probability convenience sampling. The data was analysed 

using PLS-SEM. The result of the study suggests that SMA significantly and positively influences consumer 

purchase intention, consumer engagement, and trust. Conversely, EWOM did not have a significant direct 

effect on purchase Intention. trust and consumer engagement were significant mediators. The findings 

suggest that while the EWOM may not directly influence purchase intention, SMA can influence when 

combined with trust and consumer engagement. It helps marketers to gain insights to so they can improve 

their consumer engagement through social media platforms to enhance their purchasing. 

 

Keywords: Electronic Word of Mouth, Social Media Advertisement, Trust, Consumer Engagement, 

Purchase Intention. 
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Introduction 
 

Social Media Advertisement (SMA) is a marketing segment that uses social media platforms i.e. Facebook, 

Instagram, YouTube to communicate commercial messages to potential buyers (Noreen & Han, 2015). The 

rise of social media platforms has changed the way businesses operate, by promoting the development of 

social networks of users, influencers, and subject matter experts (Shafiq et al., 2023). Electronic Word of 

Mouth (EWOM) is an idea usually found at the foundation of social media communication, where social 

media allows customers to talk to each other (Ali & Javed, 2023; Atito et al., 2023). Purchase Intention (PI) 

occurs in the decision-making process, at the stage where the consumer has established a desire to advance 

towards a brand or a good/service. It is an indicator to evaluate consumer behavior because it can measure 

the chances of a consumer to buy a product or service (Image et al., 2024). Trust is the readiness of 

customers to believe that a brand will fulfill its promise. It occurs in places where there is no direct contact, 

and where electronic devices serve as a medium of communication (Atito et al., 2023). Consumer 

engagement is an essential element that has developed significantly over the years (Imtiaz et al., 2019; Toor 

et al., 2017).  

 

This study investigates the influence of EWOM  and SMA  on consumer purchase intention. The dependent 

variable is consumer purchase intention, while independent variables are electronic word-of-mouth and 

social media advertisement. The consumer engagement and trust play mediating roles in this study.  The 

research uses quantitative methods like, surveys and questionnaire to analyze the impact. The scope is 

limited to the audience of ages 18-25 because our target audience is social media users. The sampling 

method is non-probability convenience sampling. 

 

Social media advertisement has drawn substantial attention in business and academia (Noreen & Han, 

2015). The social media as marketplace is a topic that has been extensively debated by researchers and 

practitioners for more than ten years but limited attention has been paid so far to the research on marketing 

issues related to what is widely seen as the new stage of the Internet evolution. Electronic word-of-mouth, 

that was once considered a promotional activity, is now extremely important because of how quickly word 

may travel via digital sites. Word-of-mouth conversations among people were previously dependent on the 

opinions, evaluations, and criticisms of other people about products (Shafiq et al., 2023). 

 

The rising use of social media and the electronic word of mouth spread through it significantly impacts 

purchase intention which directly affects businesses. With social media advertisements growing rapidly, it 

is becoming difficult for marketers to keep up and produce engaging content that relates with the consumer. 

However, despite the increasing dependence on social media for various outreach, few research has focused 

on its influence on purchase intention (Imtiaz et al., 2019; Toor et al., 2017). To help marketers understand 

the degree of influence of SMA and EWOM on PI, it is important to address the issue mentioned above. 

 

Quantitative methods will be used to conduct a research on the impact of social media advertisement and 

electronic word of mouth on purchase intention; with the mediating effect of trust and consumer 

engagement. Data will be collected from individuals aged 18-25 and then analyzed using PLS SEM. 

 

This study investigates the influence of electronic word-of-mouth (eWOM) and social media advertising on 

consumers' purchase intentions. The purpose of this research is to gain knowledge on how consumer trust 

and consumer engagement are mediated. Thus, it provides marketers with valuable information to improve 

the customer experience. 

 

Earlier research has examined the impact of social media advertising and eWOM on consumer purchase 

intentions (Image et al., 2024). This research attempts to close the gap in literature by examining their 

combined effects on purchase intentions. This model also thoroughly analyzes the mediating role of 

consumer engagement and trust between eWOM, social media advertising and purchase intentions. 
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The following research questions were posed: 

 
 Does electronic word of mouth have a significant impact on purchase intentions? 

 Does social media advertisement have a significant impact on trust? 

 Does social media advertisement have a significant impact on consumer engagement? 

 Does trust significantly impact the relationship between social media advertisements and purchase 

intentions? 

 Does consumer engagement have a significant impact on the relationship between social media 

advertisements and purchase intentions? 

 

Literature Review 
 

Electronic Word of Mouth 

 

Word-of mouth communication (WOM) enables consumers to share information and opinions that direct 

buyers towards and away from specific products, brands, and services (M. Ali & Javed, 2023). Word of 

mouth messages usually have more credibility since the sender receives no benefit for transferring 

information (Noreen & Han, 2015). Electronic word of mouth is an extension of traditional word of mouth 

which allows consumers to connect with one another through social media platforms. It is “all informal 

communication via the Internet addressed to customers and related to the use or characteristics of goods 

or services or the sellers thereof”(D. M. Ali & Javed, 2023). The growth of the internet resulted in the 

growth of EWOM. 

 

Ali & Javed (2023) says that consumers share their opinions about any brand or organization with other 

consumers through EWOM. It is any positive or negative remark made by an actual or a former customer 

about a product or a service, online. However, organizations cannot control the spread of negative eWOM. 

Negative comments can significantly affect revenue and brand image (Atito et al., 2023). Irreplaceable or 

even costly damage can be caused by the spread of negative electronic word of mouth (Noreen & Han, 

2015). 

 

Social Media Advertisement  

 

Noreen & Han (2015) describe social media as a collection of online mediums of communication for user 

interaction, content sharing and collaboration. Advertisement is the art of persuasion. To create an effective 

ad, it is crucial to understand the elements that can successfully persuade a user (Sriram et al., 2021). Social 

media advertisement is a rapidly emerging field of marketing, which advertises products and services on 

social media platforms. With the immediate growth of social media platforms, traditional mediums of 

communication have become less effective as tools for marketing (Imtiaz et al., 2019).  

 

Social media advertisements can be customized to grab the attention of a specific audience. Attractive and 

eye catching details can also be added in social media advertisements (Sriram et al., 2021). Factors 

contributing to SMA include the rapid development of digital technologies such as laptops, smartphones, e-

commerce websites, and Artificial Intelligence. Social media advertisements have the ability to a wide 

range of customers and allowing interaction with the company, through different online platforms (Alwan 

& Alshurideh, 2022). 

 

According to Jack Ma, founder of the Chinese e-commerce firm, Alibaba, failure to utilize the social 

network platform as a media to interact with consumers and other business associates or prospects and 

potentials may lead businesses to be excluded from the industry, thereby, losing their position in the market 

(Marketing Strategy Tips from Jack Ma, Founder of Alibaba, 2018). Marketers have started the trend of 

developing close relationships with their customers because of the rise in social media advertisement. They 
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also intend to use social media platforms to their full advantage for effectively communicating their 

products to the target audience (Kotler, 2009; Noreen & Han, 2015) 

 

Purchase Intention  

 

Marketing researchers use purchase intention as a key construct in a variety of contexts. These include 

varying variables such as consumer attitudes, perceived value, perceived risk, usefulness, and the ease of 

use. Noreen & Han (2015) and  Shafiq et al. (2023) define it as the probability of a customer purchasing a 

product or a service in the future. It has a direct relationship with customer attitude and preference.  

 

Purchase intention is significantly important for brands when they are strategizing about products that 

would compete in the industry (Zeeshan Hyder Memon, Zoha Furqan, Shahnihal Alwani, Syed Farzan 

AZhar, 2025). The chances of a customer buying a product and his willingness to introduce it to others is 

called purchase intention. Past studies have found that people’s purchasing decisions can be influenced and 

the willingness to buy a product or service can be cultivated, both directly and indirectly. It is a common 

tool used by businesses to predict sales and and measure the effectiveness of the company’s marketing 

strategy. 

 

Consumer Engagement 

 

Consumer engagement is the primary driver in the decision-making process of consumers because it can 

result in consumer satisfaction, consumer delightment, customer loyalty, trust and lastly, commitment 

(Imtiaz et al., 2019). Consumer engagement is an initiative by the seller to get attention of an existing 

customer by providing special benefits and experiences that go beyond the basic offerings (Henderson et 

al., 2014). The Marketing Science Institute, a research based global organization, highlights that consumer 

engagement involves retaining the attention of customer (Henderson et al., 2014). Additionally, marketers 

may also use consumer engagement to forecast business performance.  

 

Trust 

 

Trust is mostly interpersonal in the majority of human communication. However, it can be mediated by 

technology too in the current scenario of digital environments. Another important indicator of consumer 

trust is credibility. It is evaluated by comparing what businesses offer and what they deliver, via electronic 

word of mouth (Noreen & Han, 2015). Additionally, consumers are more likely to trust an organization if it 

shows concern for the issues raised by its customers and makes them feel valued and heard. Trust is a 

common feature that points towards a person’s inclination. Trust is different in online and traditional 

transactions. One study showed that trust is an essential factor in generating purchase intention (Image et 

al., 2024).  

 

Hypotheses Development 
 

Electronic Word of Mouth and Purchase Intention 

 

Communication and social interaction technologies alter how customers interact with organizations. This 

provides the customers with a choice as to how they perceive information, react to it and share it. Internet 

communication is an informal form of EWOM (Atito et al., 2023). Online reviews and recommendations 

provide intrinsic motivation to individuals to buy a product or a service. Positive reviews enhance the 

customer’s purchase intention (D. M. Ali & Javed, 2023) 

 

H1: Electronic word of mouth has a positive impact on purchase intentions. 
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Social Media Advertisement and Consumer Engagement 

 

With time, social media has changed the communication environment and this has had a considerable 

impact on marketing communication. This evolution has produced opportunities within trade and 

commerce to such an extent that it has changed how consumers respond to making purchases, as exposure 

to a wide variety of products and services has become accessible (Toor et al., 2017). 

 

H2: Social media advertisement has a positive impact on consumer engagement. 

 

Social Media Advertisement and Trust 

 

As consumer perceptions of brands and services are increasingly influenced by digital interactions, social 

media advertising is crucial in forming consumer trust. Social media platforms' interactive and captivating 

features enable companies to interact with consumers directly while delivering timely, transparent, and 

customised content. Because consumers view brands that interact openly and regularly on social media as 

more reliable and trustworthy, this type of advertising not only raises brand awareness but also cultivates 

relational trust. According to studies, social media ads that are done well can greatly increase consumer 

trust by providing genuine messages, client testimonials, and influencer endorsements—all of which add to 

the perception of a brand's dependability (Hajli, 2014). As a result, the idea that social media advertising 

 

H3: Social media advertisement has a positive impact on trust. 

 

Consumer Engagement, Social Media Advertisement, and Purchase Intention 

 

The relationship between social media advertising and purchase intention is significantly mediated by 

consumer engagement. Although social media advertising raises awareness and attracts initial attention, the 

persuasive power of these ads is enhanced by the level of consumer engagement, which is demonstrated by 

likes, shares, comments, and other forms of interaction. Engaged customers are more likely to internalise 

marketing messages, form emotional bonds with brands, and eventually turn their intentions into action. 

This mediating function implies that unless ads are successful in encouraging active consumer involvement 

first, they might not directly result in purchase intentions. 

 

H4: Consumer engagement mediates the relationship between social media advertisement and purchase 

intention. 

 

Trust, Social Media Advertisement, and Purchase Intention 

 

The relationship between purchase intention and social media advertising is fundamentally mediated by 

trust. Although social media ads have the power to grab consumers' attention and pique their interest, their 

impact on real purchasing decisions frequently depends on how much trust they inspire. Trust is a crucial 

psychological mechanism that lowers the perceived risk and uncertainty associated with online 

transactions, which is why consumers are becoming more cautious in digital environments. Consumers are 

more inclined to make a purchase when social media ads are seen as genuine, consistent, and credible. 

According to this mediating relationship, social media ads might not directly influence purchase intention 

on their own unless they first establish credibility. 

 

H5: Trust mediates the relationship between social media advertisement and purchase intention. 
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Hypothesized Model 

 
Figure1: Conceptual Framework 

Research Methods 
 

Procedure of Data Collection 

 

The data was collected using a structured questionnaire. The key variables were electronic word of mouth 

(EWOM, social media advertisement (SMA), trust, customer engagement (CE), and purchase intention 

(PI). The questionnaire was circulated through online platforms such as whatsApp and Instagram. The 

collection process of the data lasted for 2 weeks in which 216 valid responses were recorded. 

 

Sampling Technique & Sample Size 

 

A non probability convenience sampling method was used and individuals of age 18-25 were targeted. The 

sample size was 216 respondents, of which 67.1% were females and 32.9% were males. As for the chosen 

age group, there was diversity in the demographics as participants of different education levels were 

targeted, ranging from intermediate to pHD. 

 

Table1: Demographic Profile of Respondents 

PROFILE FREQUENCY PERCENTAGE (%) 

GENDER MALE 71 32.9 

FEMALE 145 67.1 

AGE (YEARS) 18-20 153 70.8 

21-23 53 24.5 

24-26 10 4.6 

LAST COMPLETED 

EDUCATION 

INTERMEDIATE 106 49.1 

BACHELORS 103 47.7 

MASTERS 6 2.8 

PHD 1 0.4 

 

Instrument of Data Collection 

 

A five point Likert scale was used ranging from ―strongly disagree‖ to ―strongly agree‖ to assess the 

constructs. The scales were taken from validated instruments in previous research. Data reliability was 
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confirmed through Cronbach’s Alpha. The validity was established with the use of Composite reliability 

and AVE. Hypothesis testing was done with the help of PLS-SEM. 

 

Research Findings 

 

As shown in Table 2, Composite reliability and Cronbach's alpha has been used in PLS-SEM, to evaluate 

the internal consistency and reliability of the model. Since the cronbach alpha values for CE, EWOM, PI, 

and T are in the range of 0.667-0.809, which is greater than 0.6, they meet the cronbach alpha criteria. 

However, SMA does not meet the criteria because it’s value is 0.587, which is less than 0.6. 

 

For all constructs, the value of composite reliability rho_a and composite reliability rho_c lie within the 

range of 0.663 – 0.867. Therefore the data is highly consistent because all values are greater than 0.6 which 

is the cutoff criteria. 

 

This means that the Internal Consistency and Reliability of CE, EWOM, PI and T is being established since 

they meet both, the Cronbach alpha and the Composite Reliability criteria. However, the Internal 

Consistency and Reliability for SMA has not been established because it’s cronbach alpha value is 0.587, 

which is less than 0.6. 

 

Table 2: Internal Consistency and Reliability 

VARIABLES CRONBACHS 

ALPHA 

COMPOSITE 

RELIABILITY 

(rho_a) 

COMPOSITE 

RELIABILITY 

(rho_c) 

CE 0.806 0.818 0.863 

EWOM 0.667 0.671 0.800 

PI 0.809 0.809 0.867 

SMA 0.587 0.663 0.725 

T 0.675 0.685 0.785 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

The research found no Multicolinearity issues since the VIF values for all the variables (as shown in Table 

3) are under 5, which is the acceptable criteria. 

 

Table 3: Multicollinearity 

VARIABLES VARIANCE INFLATION FACTOR (VIF) 

CE -> PI 1.115 

EWOM -> PI 1.592 

SMA -> CE 1.000 

SMA ->T 1.000 

T -> PI 1.666 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

Convergent validity of the research model has been assessed through Average Variance Extracted. As 

shown in Table 4.3, the AVE for CE, EWOM and PI is 0.516, 0.503, and 0.567 respectively, which is 

greater than 0.5, therefore the convergent validity for these variables is being established. However, the 

AVE for SMA is 0.341 and that for T is 0.381, which is less than 0.5, therefore the convergent validity for 

these variables is not being established. 
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Table 4: Validity 

VARIABLES AVERAGE VARIANCE EXTRACTED (AVE) 

CE 0.516 

EWOM 0.503 

PI 0.567 

SMA 0.341 

T 0.381 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

According to the Fornell–Larcker criteria, the discriminant validity for CE, EWOM and PI is being 

establishedsince the top values are greater than all other variables. However, it is not being established for 

SMA and T because their top values are smaller than the other values. 

 

Table 5: Fornell-Larcker Criterion and Correlation 

 CE EWOM PI SMA T 

CE 0.718     

EWOM 0.240 0.709    

PI 0.565 0.506 0.753   

SMA 0.494 0.363 0.626 0.584  

T 0.315 0.608 0.648 0.486 0.617 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

According to the HTMT criteria, all HTMT values must be less than 0.9 for discriminant validity to be 

established. As shown in Table 4.5, the discriminant validity under HTMT criteria is being established for 

all variables except T and EWOM because the HTMT value is 0.975, which is greater than 0.9. 

 

Table 6: Heterotrait – Monotrait (HTMT) 

 CE EWOM PI SMA T 

CE      

EWOM 0.453     

PI 0.691 0.684    

SMA 0.724 0.665 0.750   

T 0.540 0.957 0.845 0.826  

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

After testing the hypotheses in Table 6, it can be seen that all hypotheses are supported except for 

hypothesis H1, which was related to the positive impact of Electronic word of mouth on Purchase intention. 

It’s p-value which is the value of significance is 0.084, which is greater than the standard 0.05, therefore 

the hypothesis is not supported. This means that EWOM does not have a positive impact on Purchase 

Intention. 

 

Hypothesis H2, that is, Social media advertisement has a positive impact on consumer engagement, is 

accepted since its p-value is 0.000 which is less than 0.05. Additionally, the beta value indicates that when 

SMA increases by 1 unit, CE increases by 0.494 units, keeping other things constant. 

 

Hypothesis H3, Social media advertisement has a positive impact on Trust, is accepted because SMA has a 

significant impact on T since its p value is 0.000 which is less than 0.05. The beta value indicates that when 

SMA increases by 1 unit, T increases by 0.486 units, keeping other things constant. 
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Hypothesis H4, Consumer engagement has a positive impact on purchase intention, has also been 

supported. Its p value is 0.000 which is less than 0.05, this indicates that CE has a significant impact on PI. 

The beta value 0.393 indicates that when all other things are constant, a 1 unit increase in CE will result in 

a 0.393 unit increase in PI. 

 

Lastly, as shown in table 6, H5 which was Trust has a positive impact on Purchase intention, has also been 

accepted. T significantly impacts PI because its p value is 0.000 which is less than 0.05. Additionally, when 

trust increases by 1 unit, purchase intention increases by 0.434 units, keeping other things constant. 

 

Table 7: Hypotheses Testing 

HYPOTHESES PATH B SIGNIFICANCE SUPPORT 

H1 EWOM -> PI 0.148 0.084 No 

H2 SMA -> CE 0.494 0.000 Yes 

H3 SMA -> T 0.486 0.000 Yes 

H4 CE -> PI 0.393 0.000 Yes 

H5 T -> PI 0.434 0.000 Yes 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

Table 7 shows that there is partial mediation in hypothesis H6a and H6 b. This is because the direct path 

that is SMA has a positive impact on PI is significant because its p value is 0.000 which is less than 0.05. 

Additionally the indirect paths of H6a (Consumer engagement mediates the relationship between social 

media advertisement and purchase intention) AND H6b (Trust mediates the relationship between social 

media advertisement and purchase intention) have also been supported because their value of significance 

is 0.000 which is less than 0.05. There is partial mediation as the direct and indirect paths are significant. 

 

Table 8: Mediation Analysis 

HYPOTHESES PATH B SIGNIFICANCE SUPPORT 

H6 SMA -> PI 0.405 0.000 Yes 

H6a SMA -> CE -> PI 0.194 0.000 Yes 

H6b SMA -> T -> PI 0.211 0.000 Yes 

CE = Consumer engagement, EWOM = Electronic word of mouth, 

PI = Purchase intention, SMA = Social media advertisement, T = Trust 

 

Discussion, Conclusion, Implications, Limitations & Future Research 
 

Discussion 

 

This study emphasizes on mediation of social media advertising (SMA) and electronic word of mouth 

(eWOM) on purchase intention (PI) through trust and consumer engagement. The findings provide 

information on how these variables interact in digital marketing, especially the youth in Pakistan who use 

social media. 

 

Hypothesis H2 was confirmed by an analysis that shows that SMA has significantly and favourably 

affected PI. This result is consistent with earlier studies show how visually appealing and targeted 

advertisements on social media platforms like Facebook and Instagram can influence consumer decisions in 

a positive way (Noreen & Han, 2015; Toor et al., 2017). Real time interaction and personalization made 

possible by social media increasing message recall and effectiveness which then influences consumer’s 

probability to buy. Furthermore, SMA had major influence on trust and consumer engagement which 

confirms Hypotheses H3 and H4. These findings are consistent with earlier studies showing how successful 
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digital marketing depends on building reliable and interesting connections along with the reach (Imtiaz et 

al., 2019; Shafiq et al., 2023).  

 

Hypotheses H2a and H2b were supported by indirect effects of SM on PI through consumer engagement 

and trust which is statistically significant. This tells that trust and engagement are key factors to influence 

consumer behaviour by SMA. Trust and interactions with customers are prioritized more than immediate 

marketing objectives in relationship marketing (Ali & Javed, 2023). 

 

Trust acts as a psychological safety net which is crucial in a virtual setting since it’s impossible to evaluate 

products in person. Consumer engagement—through likes, comments, shares, or extended interaction with 

content—creates a sense of connection and commitment to the brand (Imtiaz et al., 2019).  

 

Hypothesis H1 was rejected because eWOM had no direct effect on PI. This result deviates from previous 

studies (Atito et al., 2023; Image et al., 2024), but it can be the result of information overload or scepticism. 

Among tech-savvy youth, user-generated content may come across as biased, promotional, or less reliable, 

unless it originates from a trusted or verified source.  

 

Still, eWOM showed a strong correlation with Trust and a moderate correlation with PI, suggesting its 

effect may be indirect or mediated by Trust. Previous research has found that source credibility, message 

presentation, and platform norms can all influence eWOM effectiveness (Shafiq et al., 2023).  

 

Both Consumer Engagement and Trust significantly affected PI, confirming Hypotheses H5 and H6. This 

supports that emotional connections to brands influence consumer behaviour (Toor et al., 2017). Customers 

are more familiar with brands with which they regularly interact with. According to theories on 

engagement-based consumer behaviour, higher engagement increases the likelihood of loyalty and brand 

advocacy (Imtiaz et al., 2019).  

 

Conclusion 
 

According to research findings, SMA significantly influences consumers’ purchase intention, directly and 

indirectly by engagement and trust. Functions of engagement and trust emphasizes on consistent 

connection- building with customers. EWOM can have more effective impact on purchase intentions when 

combined with trust. Hence, marketing campaigns need to concentrate on building trust. Future research 

should examine larger population and take into account other elements for e.g, perceived credibility. 

 

Implications 

 

For academics and industry professionals, particularly marketing managers, this study presents valuable 

new insights. It provides a comprehensive analysis of how social media advertising influences the 

purchasing decisions of younger demographics. 

 

A key finding of the study is that simply displaying advertisements does not guarantee an increase in sales. 

Consumers consider a variety of factors when making their choices, including their level of brand 

engagement, trust in the company, and the opinions expressed in online reviews, in addition to ad exposure. 

 

Theoretical Implications 

 
Marketing theories have historically prioritized advertising as a means to enhance product appeal, aiming to 

attract customers and engage their interest. However, a fundamental concept introduced in this study is 

trust. Customers are not solely attracted to aesthetically pleasing products; they also seek validation of the 

brand's reliability. Trust is built on honesty, dependability, and integrity. A brand risks losing customers 

quickly if it misrepresents itself or withholds information. By integrating emotional trust into marketing 
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theory, this study illustrates that a company’s relationship with its consumers extends beyond advertising 

messages; it also involves emotional connections and brand authenticity. This insight broadens existing 

theoretical frameworks and transforms our understanding of marketing. 

 

Traditional advertising theories emerged during an era dominated by one-way communication channels 

such as radio, print, and television, where consumers primarily received messages from brands without 

interaction. In contrast, social media facilitates two-way communication, allowing consumers to pose 

questions, leave comments, and give feedback, anticipating responses from brands. 

 

This study underscores the importance for brands to foster meaningful dialogues instead of merely 

broadcasting their messages. When customers receive replies, they feel valued and recognized, which 

enhances their loyalty. As social media promotes participation and emphasizes interaction over simple 

information dissemination, this research refreshes and updates traditional advertising concepts. 

 

There have been different opinions in past research about how online reviews affect people's decisions to 

buy things. Some studies have shown that reviews and sales are directly related, while others have argued 

against this idea. This research clarifies these discrepancies by demonstrating that while reviews may not 

always lead to immediate purchases, they play a crucial role in establishing trust. Positive reviews can lead 

consumers to perceive a product as worthy of consideration. Even if they do not make an immediate 

purchase, the favorable impressions linger. This indicates that online reviews have an indirect yet 

substantial impact. The study contributes to marketing theory by illustrating how electronic word-of-mouth 

(eWOM) shapes customers' emotional and cognitive processes prior to making decisions. 

 

Many prior studies have concentrated on consumers in affluent, Western countries. However, the behaviors 

of young adults in developing nations like Pakistan differ significantly. They experience distinct lifestyles, 

income levels, educational backgrounds, and access to technology. This study focuses on young social 

media users in Karachi, offering a localized perspective. It highlights how cultural, economic, and 

environmental factors can influence responses to online marketing. By including this demographic, the 

research enriches theoretical frameworks, suggesting that marketing models should be adaptable to various 

contexts. Future researchers can draw from this to incorporate a broader range of demographics in their 

investigations. 

 

Practical Implications 

 

The findings of this study underscore that crafting visually appealing advertisements is insufficient. 

Consumers are increasingly concerned about the authenticity of brand claims. If a company makes 

misleading or exaggerated assertions—such as claiming a juice is ―100% natural‖ while it contains 

artificial ingredients—it can severely damage the brand's reputation. Managers must ensure that all 

advertising content is accurate and verifiable. Every communication should reflect truthfulness and 

integrity. 

 

In the contemporary marketplace, merely posting advertisements is insufficient. Consumers desire 

interaction with brands rather than passive reception of information. Research indicates that when brands 

engage by responding to comments, expressing gratitude, posing inquiries, or sharing customer 

experiences, individuals feel appreciated. This emotional bond cultivates loyalty, making customers feel 

integral to the brand’s narrative. For managers, this underscores the necessity of training personnel to 

actively engage on social media platforms and to address customer inquiries rather than overlook them. A 

brand that prioritizes listening will consistently outperform one that solely focuses on broadcasting 

messages. Loyal customers not only increase their purchases but also contribute to attracting new clientele 

through positive word-of-mouth. 
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Although online reviews may not always lead to immediate purchases, they significantly enhance consumer 

confidence in their choices. Research demonstrates that reviews are pivotal in shaping a brand’s reputation. 

Managers should encourage satisfied customers to leave feedback and ensure they respond to all reviews, 

particularly negative ones. Rather than becoming defensive, brands should view negative feedback as an 

opportunity for improvement and a demonstration of their commitment to customer care. When prospective 

customers observe this transparent and sincere approach, they are more inclined to trust the brand. In 

essence, reviews should be regarded as an extension of customer service rather than solely a marketing 

tool. 

 

Research reveals that advertisements that are vibrant, innovative, and informative capture consumer 

attention. However, aesthetic appeal alone is insufficient; advertisements must effectively convey how the 

product benefits the customer. For instance, rather than simply displaying a face cream, it is more impactful 

to illustrate its effects on skin over time through before-and-after visuals. This method helps customers 

understand how valuable the product is. Both the message and the visual design should be important to 

managers. It's important to hire creative people who know the product and can explain its benefits clearly. 

Instead of just getting customers to like how the product looks, the goal should be to get them to feel like 

they need it. 

 

One of the significant advantages of social media is its cost-free accessibility, which is particularly 

beneficial for small businesses with limited marketing budgets. Research indicates that smaller brands can 

effectively compete with larger entities by concentrating on trust-building and relationship development. 

For example, a local bakery might share daily updates, engage with customers, or conduct polls to 

determine the next cake flavor. These minor yet meaningful interactions foster a sense of community 

around the brand. Managers of small businesses should recognize that substantial financial resources are 

not a prerequisite for growth; rather, they require time, authenticity, and effective communication with their 

audience. 

 

This research serves as a valuable resource for training marketing teams and students. illustrates that 

modern marketing transcends mere slogan creation and advertisement placement; it focuses on establishing 

genuine human connections. Companies can leverage these insights to instruct their staff on appropriate 

online conduct, customer engagement, and trust-building strategies. Moreover, these results can also be 

used by universities, institutions and business schools in their marketing classes. This method teaches 

future marketers that emotional intelligence, honesty, and responsiveness are just as important as creative 

advertising for success today.           

 

One of the best things about social media is that it gives you access to a lot of information. This study helps 

managers make better use of that information. They can figure out what kinds of content work best by 

looking and examining which posts get the most likes, shares, and comments. Furthermore, they can 

monitor their response times to messages and track customer interactions with the brand. This information 

is invaluable for refining marketing strategies. The deeper managers understand their audience, the more 

effectively they can cater to their needs. Over time, this fosters stronger relationships and drives increased 

sales. 

 

Limitations 

 

As with any research endeavor, this study presents several limitations that should be taken into account 

when evaluating its findings:  

 

 The research was exclusively conducted among individuals aged 18 to 25. This specific demographic 

may exhibit distinct behaviors, preferences, and social media usage patterns compared to older adults 

or younger teenagers, which means the results may not be generalizable to the broader population.  
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 Data collection was confined to participants residing in Karachi, a metropolitan area. Individuals from 

smaller cities, towns, or rural regions may engage with social media differently, influenced by diverse 

lifestyles, access to technology, and cultural factors. 

 The study depended entirely on online surveys, which included only those participants who had 

internet access and were comfortable navigating digital platforms. Consequently, individuals who are 

less familiar with technology or lack access to digital devices may have been excluded, thereby 

reducing the variety of responses.  

 For this research, cross-sectional data were collected rather than over an extended period. This 

approach provides a snapshot of user behavior but fails to capture potential changes in opinions, 

preferences, or online habits over time.  

 Participants were required to self-report their behaviors and opinions. However, there is a possibility 

that respondents may inadvertently provide inaccurate information or answer in a manner they believe 

is expected, which could compromise the reliability of the findings. 

 The study focused on users' intentions to purchase following exposure to social media content, rather 

than their actual purchasing behavior. Since intentions do not always lead to concrete actions, this 

limitation restricts the conclusions that can be drawn regarding genuine consumer behavior.  

  The research approached social media as a broad category without differentiating among various 

platforms such as Instagram, Facebook, or TikTok. Each platform possesses unique characteristics and 

user engagement patterns, suggesting that more nuanced insights could have been obtained through a 

separate analysis of these platforms 

 

Future Research 

 

This study creates many paths for future research. Firstly, future research could study and assess some 

more mediating variables like brand loyalty or perceived value for further understanding of purchase 

intention. Secondly qualitative methods should also be by researcher to get deeper insights into consumer 

behaviour. Lastly the future research can target a population beyond the age range of 18-25 to get a more 

generalized view of the impact of EWOM and SMA on consumer behaviour.   
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