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Abstract:

With the fast pace of changes in digital technologies, there are also changes in consumer behavior, in
particular due to the emergence of a socially interactive online environment. While the impacts of digital
environments have already been discussed, there is still a deficit of theory regarding how the
transformation of technological affordance into consumer choice through social engagement mechanisms
takes place. Hence, the present review addresses the question by employing a theory-based analysis that
applies social influence theory, uses and gratifications theory, and signaling theory to uncover the
mechanisms of digital consumer behavior. The paper discusses social engagement as a mediating variable
in the relation between the digital features and decision outcomes. In line with the principles of signaling
theory, likes and reviews are regarded as the heuristic signals that help decrease information asymmetry
and, consequently, define product perception. From the perspective of social influence theory, electronic
word-of-mouth and influencer endorsements include normative and informational influences on consumer
judgment and preferences. In other words, consumers are considered to be active users of the uses and
gratification theory by consuming digital content to satisfy such needs as identity expression,
entertainment, and social interaction. They are augmented even more by personalized algorithms and
influencer content, thus filtering the informational environment and creating parasocial bonds. Social
validation and the fear of missing out are additional psychological factors that contribute to those processes
and render them more involved, and speed up decisions. However, the problem of data privacy,
transparency of the algorithm, and ethical transparency can affect negatively the creation of such bonds
and undermine them. The methodology of the research limits its scope because of the lack of
generalizability due to the utilization of a narrative review. It means that a narrative review is a useful
methodological tool to create a theoretical model that unites all traditional approaches to consumer
behavior.

Keywords: Digital technology, Social engagement, Consumption behavior, Electronic word-of-mouth,
Personalization, Digital marketing.

1. Introduction

1.1  Background and Context

The emergence of technology has brought about changes in the consumer market environment in terms of
consumer search, comparison of available choices, and decision-making (Melumad et al., 2020). The
emergence of the use of technology, such as internet-based gadgets, websites, and databases, has shifted
consumption from a transactional practice to a more interactive one, which involves social participation
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of consumers (Kiburu et al., 2023). It implies that consumers are no longer merely recipients of marketing
messages but are active participants in the creation of content, distribution, and rating in online
environments. Such changes mean that the involvement of social relationships plays a more prominent
role in the determination of consumer behavior in cases where the opinion of peers and their digital
presence matter a lot in determining the value of a product.

1.2  Digital Technology and Consumer Behavior

Digitization has revolutionized consumer market interactions and personalization to an unprecedented
level (Oumaima & Lamari, 2024). The advanced nature of algorithms, artificial intelligence, and big data
analysis has allowed firms to make decisions based on consumers' choices, making them more interactive
and relevant. The advanced technologies used have disrupted the previous decision-making process since
they have made searching cheaper, increased the availability of information, and facilitated feedback.
However, excess information is associated with complexity, prompting consumers to employ heuristics
such as reviews, ratings, and social cues (S. M. S. Ali, 2025). As a result, the digital setting of consumer
behavior is becoming increasingly influenced by the preferences of individuals as well as the dynamics of
online groups and platform-mediated relationships.

1.3  Concept of Social Engagement

Social engagement has become one of the primary constructs of digital consumer behavior, which reflects
how individuals engage with content, brands, and other users by means of likes, sharing, commenting, and
creating user-generated content (A. Ali, 2024). These engagement behaviors act as an expression of
consumer involvement as well as indicators that can shape the perceptions and decisions of others. Social
engagement in the digital sphere serves as a mediating process between the technological functionality
and consumer experience, where platform affordances are translated into a meaningful social experience
(Park et al., 2021). It also echoes the participatory aspect of modern consumption, where consumers are
co-creators of value and enhance the dissemination of information.

1.4 Theoretical Foundations

This paper utilizes three theoretical perspectives that are complementary to each other to shed light on the
processes behind digital consumer behavior. The social influence theory helps to establish a framework to
help understand the manner in which individuals are affected by the opinions and actions of other
individuals through electronic word of mouth and influencer endorsement, thereby having normative and
informational influence (Cho & Chan, 2021). Uses and gratifications theory is another aspect that can be
used to understand the role played by consumers in actively participating in consuming content (Kamboj,
2020). In digital form with regard to meeting specific requirements, such as entertaining themselves,
connecting with other social individuals, and expressing their identity, therefore understanding
engagement behaviors. Signaling theory is also effective in understanding how certain visible signs, such
as likes, ratings, and reviews, may be used as heuristic signals (Barbeisch & Krishnan, 2022).

1.5 Research Gap
There is no theoretical synthesis that puts forward the mechanisms of social engagement that mediate the
relationship between the affordances of a digital platform and consumer decision outcomes. Specifically,
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little focus has been placed on the interplay between the engagement metrics as a behavioral expression
and an informational signal, and how such dynamics are enhanced by algorithmic personalization and
influencer content. Moreover, although concerns like trust, privacy, and ethical issues are well recognized,
their moderating effect in this integrated framework has not been explored fully.

1.6 Aim and Objectives

The main objective of the research is to come up with a theoretically based framework explaining how
social engagement mediates the impact of digital technology on consumer decision-making. To
accomplish this goal, the study has the following objectives:

. To investigate the effects of digital technologies on consumer behavior in today’s world.

. To consider social engagement as a mediating variable between platform attributes and decision-
making by consumers.

. To integrate the theories of social influence, uses and gratification, and signaling theories into a
unified framework.

. To study the motivational factors, such as social validation and fear of missing out, that strengthen
engagement and decision-making behaviors.

. To examine the effects of personalized algorithms and influencer content on increasing consumer
engagement.

. To consider the implications of trust, privacy, and ethics in the context of online consumer
environments.

. To contribute to both theoretical developments and practical methods for studying digital

marketing and consumer behavior.

2. Literature Review

2.1  Evolution of Digital Technology in Consumer Markets

The emergence of digital technology has effectively transformed the organizational structure of consumer
markets from the provision of passive information systems to dynamic and interactive digital ecosystems
(Wang, 2021). The early stages of digital technology were information storage systems where customers
could access information on products and compare prices. However, the introduction of Web 2.0
technology has resulted in the adoption of the concept of user interaction, which has allowed for the
creation, dissemination, and diffusion of information in the form of digital content (Khan et al., 2022).
This development has formed the foundation of value co-creation, where customers actively participate in
the formation of the narrative of the brand as opposed to passively receiving information.

Further advancements in mobile computing, cloud computing, and artificial intelligence have significantly
hastened this process by enabling seamless connections and effective multi-channel communication. This
development has transformed digital platforms into consumer ecosystems where communication,
commerce, and engagement occur within the same environment. This has led to the creation of more fluid
and responsive consumer markets that are typified by constant interaction, quick exchange of information,
and changing consumer expectations.

2.2 Digital Consumer Decision-Making Process
The classic models of consumer decisions model the process as a series of steps, including recognition of
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a problem, search for information, evaluation of alternatives, purchase, and post-purchase behavior.
Although these models offer a basis of understanding, they are becoming inadequate in the representation
of the complexity of digital environments due to their linear nature. Decision-making in modern digital
spaces is non-linear, dynamic, and iterative in nature (Czauderna & Budke, 2020). Consumers often switch
between phases, which are determined by real-time data, socialization, and platform-based suggestions.
The reviews, ratings, and user-generated content on the Internet are the core aspects of shaping perceptions
during the information-seeking and assessment stage, causing both more transparency and information
overload, along with credibility assessment challenges.

Moreover, the online environment facilitates endless feedback processes, as the experiences after purchase
are disclosed publicly and consequently affect the decision-making of future buyers. The interdependency
involved in the decision-making process emphasizes the need for the consumer behavior concept to be
revisited as an ongoing social process rather than actions.

2.3  Social Engagement and Its Influence on Consumer Behavior

The social interaction has become an important concept in understanding consumer behavior (Rusdian et
al., 2024). It includes the set of interactive actions, such as likes, shares, comments, and being active in an
online community, which together can be viewed as not only the forms of consumer engagement but also
the instruments of influence.

Empirical studies have continually shown that an elevated degree of social engagement correlates
positively with a higher brand awareness, trust, and purchase intention. Engagement behaviors help in the
spread of information via electronic word-of-mouth (eWOM) that may be seen as more believable and
genuine than that generated by firms. Moreover, social interaction leads to emotional attachment between
consumers and brands, which enhances the relationship bond and loyalty in the long-term (Bing et al.,
2024). Notably, when dealing with situations where there is a sense of uncertainty and risk, social cues in
the form of engagement measures are extremely important to consumers since they rely on them in making
their decisions. These metrics are used as signals of popularity, but also serve as heuristic signals to make
decisions more ambiguous and to increase confidence in them.

2.4 Role of Influencers and User-Generated Content

The role of influencers and user-generated content (UGC) has become a key player in digital consumer
behavior, transforming the process of information communication and perception (Lariba, 2023).
Intermediaries who mediate the gap between consumers and brands are influencers, who are usually
defined by their social capital and perceived expertise.

It is enhanced by user-generated content, including reviews, testimonials, and posts on social media that
offer alternative perspectives based on their unique experience. Their perspectives appear credible since
people believe they are less biased, in that consumers have no ulterior motives and nothing much to gain
from the situation. Social validation plays an important role in brand assessment and intention to buy
products, hence its relevance in marketing decision-making. Despite the increasing commercialization of
influencer marketing, there are concerns about the validity, integrity, and disclosure of the process. Some
of these concerns include undisclosed sponsorships and fabricated engagement figures, among other issues
that need to be sorted out ethically.
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2.5  Personalization, Algorithms, and Data-Driven Marketing

The integration of big data analytics and algorithms has paved the way for personalized marketing,
revolutionizing the consumer experience like never before (Guendouz, 2024). It is now possible for
organizations to offer content, suggestions, and advertisements that are pertinent to consumers based on
their behavior and interests through the analysis of their interaction patterns. Algorithm curations are key
in shaping consumer exposure to information, most of the time determining priority placement of products
and services online . Recommendations and targeting advertisements have played pivotal roles in cost
reduction for searching, but also affect the consumer preferences and decision making in all manner of
subtle and often implicit ways.

While these advantages have been made abundantly clear, there has been a rising concern regarding the
aspect of consumer privacy and the security of consumer data amid the rising popularity of consumer data-
based personalization practices. The wide scale of collection and usage of personal data has led to debates
regarding the ethical boundaries involved. This is an indication of the need for the existence of a balanced
approach that makes use of the strength of technology as well as consumer interests.

2.6 Psychological Drivers of Social Engagement

Psychological drivers of engagement and participation in digital spaces are integral for consumer
engagement with digital media spaces (Weitzl & Einwiller, 2018). One of the key psychological drives
here is the drive for social validation, where individuals strive to be accepted, appreciated, and validated
for their online behavior (Schimel et al., 2001). The number of likes, shares, and comments serves as a
physical manifestation of such social validation, contributing to the continuation of participation as well.
The other psychological driver of engagement behavior in consumers is the fear of missing out on
something interesting. It prompts consumers to remain constantly connected in dynamic digital spaces to
stay up-to-date with any news, trends, or even interpersonal contacts. Moreover, digital spaces offer a
place where consumers can construct and express their identities by connecting with brands and
communities they believe in and value, helping build their identities. All these psychological factors
contribute to higher engagement, and they play a major role in shaping consumer decisions.

2.7 Trust, Privacy, and Ethical Considerations

One of the key factors in the digital consumption context that contributes to reliability is particularly
important in cases of uncertainty and when there is no direct communication. For example, such signals
as reviews and ratings can be used by consumers to minimize perceived risks in decision-making.
However, social interaction plays a role in establishing trust through the provision of observable signs of
mutual acceptance and experience.

However, on the other hand, the rise of new technologies has created several concerns related to ethical
questions. The violation of consumers' rights in terms of data breach, improper use of data, and non-
transparency of algorithmic processes has decreased the level of consumers' trust (Jabtonowska & Tagiuri,
2023). Additionally, there are several other aspects that raise ethical issues, including the manipulation of
persuasive technologies, behavioral targeting, and consumer autonomy. It seems obvious that in order to
overcome the challenges discussed above, the multidimensional approach should be adopted. This
includes regulation, accountability, and marketing strategies aimed at promoting ethics. In addition, to
make digital engagement sustainable, it is necessary to provide transparency and protect consumers' data.
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2.8 Emerging Trends in Digital Consumer Engagement

Digital consumer engagement is a dynamic process, not only technologically, but also concerning the
changing interests and tastes of consumers (Morgan-Thomas et al., 2020). The advent of video content for
a short period of time has transformed the consumption pattern of the consumer, as it presents very
engaging, visualized content that attracts the consumers' attention and guides their behavior. Another
innovation that further blurs the line between engagement and transaction is the inclusion of business
activities within social media platforms, which is commonly referred to as social commerce. Social
commerce facilitates the ease and simplicity of searching, evaluating, and purchasing products through
one platform, thus making consumers more prone to making impulsive purchases. These are innovative
tools that provide an interactive and immersive experience to consumers, facilitating visualization and
decision-making processes.

3. Methodology

3.1 Research Design and Approach

The current study is founded on a qualitative narrative review of literature, which is the primary
methodology adopted in the development of a theory-based study that analyzes the influence of digital
technology on consumer decisions through social interactions. The narrative review, in particular, is well
matched to theory-building and conceptual synthesis as opposed to systematic reviews that favor
exhaustive coverage and statistical aggregation. This research is separate from technology, society, and
psychology as applied to the topic under examination; the approach enables the combination of divergent
theories into one framework.

The reason behind selecting a narrative review is that the aim of the study is to promote conceptual
knowledge instead of testing the hypothesis. It can be interpreted flexibly to find patterns, relationships,
and underlying processes that describe how technological affordances are converted into consumer
decisions using socially mediated processes.

3.2  Theoretical Framework Integration Strategy

This research is based on the methodological principles of a combination of three theoretical viewpoints
that are complementary: social influence theory, uses and gratifications theory, and signaling theory. The
choice of these theories was deliberate in the sense that they are applicable in the explanation of the unique
but interrelated aspects of digital consumer behavior.

The social influence theory offers an understanding of how the attitudes and behaviors of consumers are
influenced by interpersonal interactions, especially through electronic word-of-mouth and influencer
endorsements. The theory of uses and gratifications conceptualizes consumers as active individuals who
seek to fulfill psychological and social needs through interacting with digital material, thus explaining the
behavior of engaging. Signal theory, on the other hand, talks about using visible cues such as likes, ratings,
and reviews as signals that improve upon information asymmetry and reduce risks.

Rather than applying the two theories independently, this research proposes to integrate the theories by
applying them at a particular level of the consumer decision-making process. Such an integration may aid
in comprehending the impact of the interplay of technology, society, and psychology on consumers.
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3.3  Literature Selection Strategy

For the purpose of selecting relevant literature, an intentional and systematic method was adopted to enable
the depth and relevance of this paper. The selected literature is obtained from relevant databases like
Scopus, Web of Science, and Google Scholar, which are relevant academic literature sources in relation
to digital consumer behavior. Among the selected terms for searching for relevant literature are: "digital
technologies,” "consumer decision-making,” "social engagement,” "electronic word-of-mouth,"”
"influencers,"” "personalization,” and "algorithmic recommendations.”

The selection criteria for the articles are those that

. The paper dealt with the digital interactions of consumers,
. The theoretical perspective was adopted, and
. The value of the significance of social interaction in influencing behavior was expanded.

Papers that lacked any theoretical perspective, discussed only technical aspects, and those that were
irrelevant to the research subject were ruled out from the review. While the preference was for current
literature because of its pertinence, relevant classical literature was also considered when required.

3.4  Data Extraction and Thematic Synthesis

A systematic review and thematic analysis have been conducted on the selected literature. Key themes,
variables, and relationships among them have been developed by conducting an iterative reading and
coding of the literature. Specifically, pertinent observations with regard to digital technology, methods of
engagement, psychological motivators, and decision-making results have been identified in the literature.
The result was the generation of themes including interactions within digital platforms, social engagement
practices, influencer/user-generated content, personalization, algorithms, psychological motivators, and
issues of trust and ethics. These themes were not treated as separate categories but were analyzed
collectively for any existing patterns and relationships among them. Concept mapping techniques have
been applied in order to determine the linkages between technology, social dynamics, and consumer
behavior.

3.5  Development of Conceptual Framework

From the findings of the thematic analysis, a conceptual framework is developed based on an approach
that assumes social engagement to be the mediator construct between the digital technological attributes
and the outcomes of the decision-making process of consumers. The conceptual framework integrates
important variables identified from the chosen theoretical perspectives in order to form a model that
explains the way through which the attributes of the technology platforms allow engagement behavior that
results in consumer decision-making.

For instance, technological affordances play a key role in shaping the digital environment through
personalized and interactive experiences, while social engagement practices enable consumers to engage
in behavior like liking and sharing posts, and even reviewing products on digital platforms.

3.6  Rigor and Validity Considerations

Some of the techniques used in this research include the following. First, the selection of the literature for
review has been done according to specific criteria set to ensure uniformity. Secondly, the application of
different theoretical frameworks helps in achieving theory triangulation. The iterative process of thematic
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synthesis ensures that the conclusions are not drawn independently but are backed by evidence in the
same. Consistency has been maintained in connecting the results obtained from the empirical research to
the theory. Narrative analysis does not focus on proving its statistical significance, although the advantage
of narrative analysis is the depth of its analysis.

3.7 Methodological Limitations

Despite the presence of some good characteristics, it should be noted that the methodology used in the
present study is not without drawbacks either. In this regard, being a narrative literature review, the current
paper fails to implement any empirical verification stage, which might reduce its external validity. The
fact that the subjective interpretation can introduce bias cannot be excluded.

Also, the lack of empirical and case studies means that it is not possible to verify the hypothesized
relationships more tangibly. Nevertheless, the mentioned limitations pertain to all types of theory-building
projects; hence, they are outweighed by the value of this research in bringing together different viewpoints.

4 Results

4.1  Digital Platforms and Consumer Interaction

The digital platform is the medium through which consumer engagement takes place since they provide
an active environment where communication, content, and commerce take place. This analysis shows that
the characteristics of the platform enable continuous engagement between the consumers and the brands.
In the digital world, consumers do not engage with the digital platform just to gain information but also
to engage in conversations and product reviews. Engagement on the digital platform is multi-dimensional
since there is engagement among consumers, between the consumer and the brand, and between the brand
and the consumer.

4.2  Role of Social Engagement in Decision-Making

Social engagement becomes one of the key drivers of consumer decision-making. According to the study,
engagement activities such as liking, sharing, and commenting act not only as signs of engagement but
also as cues for consumer decisions.

High engagement leads to higher perceptions of credibility, attractiveness of the product, and purchase
intent. Engagement metrics work as heuristic cues through which consumers can make their decision based
on group validation. This pattern is especially noticeable when it comes to uncertainty, when consumers
use engagement activity data to mitigate risk.

4.3 Influence of Influencers and Content Creators

Influencers and content creators are very influential in the formation of consumer attitudes and behaviors.
The analysis indicates that influencer marketing is more effective than advertising because the former
comes across as credible, relatable, and trustworthy to consumers. User-generated content makes the
influence even stronger because it offers diverse views that improve information richness. Consumers
make use of such content when evaluating products and services during the decision-making process.
However, there are concerns related to authenticity and transparency in relation to influencer marketing,
where the influence could be diluted owing to such issues.
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4.4  Personalization and Al-Driven Recommendations

The process of personalization and Al-based recommendations is crucial for the way consumers
experience and make decisions.

The study findings reveal that the use of algorithms increases engagement by providing personalized
content related to one’s individual needs and behavior. At the same time, algorithm-based systems impact
both what consumers view and their interpretation and evaluation of the provided options. By focusing on
more relevant information and blocking less relevant data, algorithms decrease the amount of mental effort
required to make the right choice. However, at the same time, the use of algorithms raises questions
concerning consumer autonomy and information diversity.

45  Emotional and Psychological Drivers

The analysis highlights various psychological factors that drive consumers' engagement and decision-
making behaviors in the digital environment. Social validation is among the most important psychological
factors that drive consumers' engagement in the digital environment. The need for recognition, approval,
and validation in the form of positive social interactions motivates people to interact in the digital
environment. Likes, shares, and comments on posts and products serve as indicators of social validation,
thus driving people to participate in conversations about content and products. Another important
psychological factor that drives consumers' engagement in the digital environment is FOMO. As the digital
world becomes increasingly fast-paced, people become compelled to stay continuously engaged in
conversations so that they do not miss out on anything important.

In addition, consumers also use digital platforms to express their identities through associations with
certain brands and content. Thus, the desire to communicate one's identity through associations with
brands and content also contributes to higher levels of consumer engagement and decisions to purchase
certain products or services.

4.6  Trust, Privacy, and Ethical Concerns

It is found that trust is one of the fundamental factors affecting the efficiency of the engagement process.
Trust factors include reviews and ratings, and also engagement itself as indicators that help consumers
evaluate their credibility and decrease their uncertainty. Yet privacy issues, cybersecurity, and ethical
concerns are key determinants of consumer trust in online channels. Such problems as unethical data
collection and manipulation of the data by using hidden algorithms can damage the consumer's trust. These
moderating factors can weaken the connection between engagement and decisions.

4.7 Emerging Trends

Among the new trends mentioned in the article, one can identify the increased importance of short-form
videos, which are now becoming an integral part of digital engagement. The high level of engagement in
watching video content makes it possible to attract and influence users through short videos. Another
interesting trend involves social commerce, when the process of making purchases takes place on social
networks themselves. As a result, it becomes easier for consumers to make purchase decisions. Finally,
augmented reality technology allows creating more interactive experiences and helps make the decision-
making process more comfortable and confident.

IJAIDR26022091 Volume 17, Issue 2, July-December 2026 9



https://www.ijaidr.com/

Journal of Advances in Developmental Research (IJAIDR)

—
w
%ﬁé E-ISSN: 0976-4844 e Website: www.ijaidr.com e Email: editor@ijaidr.com

Table 1: Summary of Thematic Findings

Theme Key Insights Impact on Decision-Making
Digital Platforms Enable interactive, real-time Facilitate continuous consumer
engagement involvement
Social Engagement  Acts as a behavioral expression and Reduces risk, increases purchase
signal intention
Influencers & UGC Provide credible, relatable Shape perceptions and evaluations
information
Personalization &  Tailor content and recommendations Streamline decisions, influence
Al preferences
Psychological Social validation, FOMO, identity  Increase engagement and decision speed
Drivers expression
Trust & Ethics Trust signals vs. privacy concerns Moderate engagement effectiveness
Emerging Trends  Short-form video, social commerce, Enhance engagement and experiential
AR decisions

Digital Technology
(Platforms, Al, Algorithms)

V.

Social Engagement
(Likes, Shares, Comments, UGC )

¥

Psychological Drivers
(Social Validation, FOMO, Identitty)

¥

Consumer Decision-Making Outcomes

Moderators: Moderators:

Trust, Privacy, Trust, Privacy,
Ethical Concerns Ethical Concerns

Figure 1: Conceptual Flow of Digital Consumer Decision-Making

In conclusion, it may be stated that decision-making in the digital world does not depend only on
technology but is driven by the combination of technological features, social interaction processes, and
psychological factors. Social interaction is the key channel through which the digital environment impacts
consumer behavior, while ethical aspects define the essence and extent of its impact.

5 Discussion

51 Interpretation of Key Findings

The findings that are revealed in this study have enabled us to achieve a more thorough understanding of
how digital technology affects the consumer’s decision-making process via social engagement as a
mediating variable. It can be seen clearly now that digital technology is not just a means of information
transfer but a lively arena that influences the consumer’s perceptions and actions. We find from our
findings that social engagement plays a mediating role whereby the affordances offered by digital
technology can actually manifest into real consumer consequences. We learn from the study that
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engagement cues like likes, sharing, and commenting not only behave as behavioral indicators but also as
information indicators that reduce consumer uncertainty and enable consumer decisions.

Furthermore, it was found that the personalization process and algorithm-based strategy had a considerable
influence on the consumer's availability of information, hence making it possible for engagement and
preferences to be formed. Psychographic motives, such as social validation, fear of missing out, and self-
expression, make it easier for the effect to be enhanced by motivating constant engagement and aiding
decision-making procedures. However, the role of trust and privacy as moderating factors, which could
either enhance or hinder the effect of engagement, should not be overlooked.

5.2  Theoretical Implications

The following research paper contributes to the existing theory in several ways. First, it contributes to the
existing literature on consumers' online behavior. Specifically, this paper develops a conceptual
framework that is composed of three theories to analyze consumers' decisions. In other words, social
influence theory, uses and gratifications theory, and signaling theory have been utilized together for the
analysis in this paper, unlike past studies where each theory was analyzed independently. This makes the
framework systematic compared to previous studies.

Furthermore, social engagement is recognized as a mediating variable that connects technological
variables with consumers' behavioral outcomes. Specifically, previous research has largely examined
social engagement as a dependent rather than an independent variable, which means it was used to assess
the effects of certain digital features on customers. With engagement considered a mediator variable, this
study addresses one of the limitations of previous research. Finally, the use of psychological drives and
moderators in the research framework enriches the existing theoretical models by adding important
contextual and emotional aspects to the analysis.

5.3  Practical Implications

Firstly, there are numerous practical implications that this research brings about regarding marketers,
platform developers, and policymakers. In particular, for marketers, the research demonstrates that
creating opportunities for consumer engagement rather than focusing only on communication is highly
beneficial. Marketers should engage consumers in interaction processes and develop content created by
users to increase credibility and affect decision-making. At the same time, marketers may consider the use
of influencers to create credible marketing strategies that allow them to achieve greater success and reach
desired outcomes.

Additionally, speaking about technology advancements, it should be noted that the matter of
personalization needs to be addressed while developing algorithms and promoting different items. Even
though personalization adds up to consumer engagement and satisfaction, it should be emphasized that
companies need to offer adequate protection to consumers in terms of privacy, because otherwise, their
credibility might suffer. Finally, from the standpoint of the government, it is essential to introduce some
regulations in order to deal with data privacy issues and algorithm transparency.

5.4  Future Research Directions
Some of the potential areas that can be explored for future research are as follows. Firstly, it is necessary
to undertake empirical research to test the validity of the conceptual framework and prove the relationship
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between technological affordances, social interaction, psychological influences, and decision outcomes
that were formulated as a part of this study. For instance, one of the possible ways is to use quantitative
research and structural equation modeling specifically. Secondly, it could be relevant to explore the
differences related to context depending on culture, sector, or type of platforms being analyzed.

Thirdly, longitudinal studies might prove useful to assess the impact of new technologies and the changing
behavior of consumers on the process of engagement and decision-making. In other words, it contributes
to a deeper understanding of the dynamic nature of the digital consumer ecosystem. Fourthly, it seems
important to consider ethical issues associated with emerging technologies. It is essential to address such
questions as the problem of algorithmic bias, data protection, and consumers' freedom.

55  Limitations of the Review

However, despite its contributions, the current paper suffers from several limitations. First of all, the
choice of narrative literature review as the method of conducting this study decreases its empirical
generalizability since the results have been achieved through interpreting the information provided by
other researchers. Another limitation of the study is the possibility of biased literature selection since it
depends on the subjective opinion of the researcher. Lack of empirical evidence in the form of quantitative
data analysis is another limitation of the study since it is difficult to test the identified relationships on the
basis of the obtained data.

The fact that digital technologies are constantly changing can be considered another limitation, as the
results might become obsolete quite quickly. Nevertheless, it is important to note that the current study
makes an essential contribution to further development of the field of interest.

6 Conclusion

The discussed research paper can be seen as a comprehensive and theoretically well-grounded study of
the effect that digital technology may have on the decision-making process by means of social interaction.
Thanks to the integration of theories of social influence, uses and gratifications, and signaling, the authors
succeeded in developing a holistic model explaining how technological resources, social interaction, and
psychology contribute to consumer decision-making. First of all, the obtained findings suggest that social
interaction should be perceived as an influential mediating variable that transforms the technical abilities
of digital technology into consumers’ benefits. Instead of being mere indicators of use, socially interactive
actions serve as influential signals for consumers under conditions of uncertainty and information
overload.

Another critical aspect of this study is the attention paid to psychological elements like social validation
needs and fear of missing out, which act as drivers for increased involvement and faster decision-making
processes. Yet, trust, privacy, and ethics must also be taken into account while designing consumer
engagement strategies in the digital domain. Still, regardless of some flaws connected to the use of the
narrative review approach, the article brings forward several crucial insights for scholars and marketing
professionals alike and provides an adequate basis for future empirical research on this subject matter.
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