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The influence of social media on consumer behavior is N (
undeniable, as it has revolutionized the way consumers TN X . —
interact with brands. access product information. and connect \ : I | 679% Female I ( - [ s
with the product endorsers. However. with the continuous N '

evolution of social media platforms. there is a growing concern /N
regarding the potential rise in negative consumer behavior. ' '

‘ 52% use social media 3+ hours per (la_\"

Negative consumer behavior encompasses actions and
attitudes that can be detrimental to individuals. society. or the
environment, often stemming from factors such as

dissatistaction. social influences, or lack of awareness when it Based on the survey findings. it is evident that social media has a
comes to product purchases. These negative behaviors not profound impact on consumer behavior. especially in the realm of
only pose risks such as debt accumulation. inereased waste seeking produet information before making a purchase and
production. financial instability. and stress for consumers, but showing a favorable response to tailored advertisements, ultimately
also have broader implications for society and the leading to a higher likelihood of making a purchase. The consensus
environment. It is erucial for consumers to be mindful of their among participants revealed a strong inclination towards consumer
actions and make informed choices to mitigate the adverse reviews as the primary factor influencing purchasing decisions.
effects of negative consumer behavior in the digital age. surpassing considerations of sustainability or ethical standards
upheld by the brand or advertising platform.
N This study primarily aimed to investigate the correlation
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. finaneial debt. and unsustainable environmental practices.
= i Moreover, questions pertaining to personal sustainability and
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\“l ow i;"‘l;“s‘: " })“ﬁ"'h:"’e ) lbl‘ullllu"t 4li>‘]n sal methods were included to ]bl'ovitlr‘ a more
s A roducts by nlluencec . - - . -
— _ . Recviling bv Reviews nuaneced analvsis of consumer behaviors and associated risks.
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Notably. a significant number of participants indicated a
. o
. . - ) . preference for consumer reviews over considerations of
| egative Consumer Practices sustainability or ethical standards when assessing a brand or
advertisement prior to making a purchase.
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+ Data was gathered using a web-based survey implemented

using Qualtrics software. Paronalizea 1_‘955 The collected findings provide sufficient data to back my
* Participants were recruited through word-of-mouth and Ads Uanactory initial hypothesis, showing that consumers rely on social
et : g 3

media for produet research and are more receptive to
personalized advertisements. resulting in a higher likelihood
Directly of making a purchase. Moreover. the evidence indicates that
consumers are not particularly interested in ethical sourcing
and environmentally friendly practices.

social media.

+ Inclusion eriteria included an age restriction of 18 vears old
older to participate.

+ The research questions aimed to measure self-reported social Linked
media patterns and purchase practices.
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