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ABSTRACT

Social media commerce (SMC) has emerged as a significant component of the digital economy,
transforming consumer interactions with brands. This systematic literature review synthesizes secondary data
from government reports, digital market statistics, and peer-reviewed studies (2015-2025) to examine social
media commerce's influence on consumer purchase intentions in Maharashtra, India. The review investigates
key determinants including social media engagement, electronic word-of-mouth (eWOM), influencer marketing,
and trust. The synthesis reveals potential influences of engagement and peer recommendations on purchase
intentions, with urban Maharashtra showing higher adoption rates. This study contributes to digital marketing
literature by highlighting social commerce dynamics in emerging economies.
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1. Introduction

The rapid growth of digital technologies and internet penetration has fundamentally transformed global
commerce. Social networking platforms have evolved beyond communication tools to become powerful
marketing and commercial ecosystems. Businesses increasingly utilize these platforms to promote products,
engage consumers, and influence purchasing behaviour (Kapoor et al., 2018).

Social media commerce refers to the integration of social networking functionalities with e-commerce
activities, enabling users to discover, share, and purchase products within social media environments (Hajli,
2015). Consumers today rely heavily on social media platforms to obtain product information, read reviews, and
seek recommendations before making purchase decisions (Cheung & Thadani, 2012).

India represents one of the fastest-growing digital markets globally, with more than 500 million active
social media users (Statista, 2024). The proliferation of affordable smartphones and low-cost internet services
has significantly contributed to the expansion of digital commerce across the country.

Maharashtra, one of India's most economically advanced states, has witnessed rapid growth in online
retail and social media engagement. Urban centres such as Mumbai, Pune, and Nagpur demonstrate high levels
of digital adoption and social media usage. Consequently, social media platforms have become influential
channels shaping consumer purchase intentions.
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2. Literature Review
2.1 Social Media Commerce

Social media commerce integrates social networking platforms with online commercial activities to
facilitate product discovery and purchasing behaviour (Hajli, 2015). Unlike traditional e-commerce, social
commerce emphasizes community interaction, user-generated content, and social influence.

Research suggests that social commerce platforms enhance consumer engagement and brand interaction, which
can lead to stronger purchasing intentions (Kapoor et al., 2018).

2.2 Consumer Purchase Intention

Purchase intention refers to the probability that consumers will purchase a product or service after
evaluating available information (Ajzen, 1991). Social media platforms provide consumers with extensive product
information and peer feedback, which significantly influence purchasing behaviour (Kim & Ko, 2012).

2.3 Electronic Word-of-Mouth (eWOM)

Electronic word-of-mouth refers to online reviews, comments, and recommendations shared by
consumers through digital platforms (Hennig-Thurau et al., 2004). Positive eWOM enhances brand credibility
and increases consumer trust, which can significantly influence purchase decisions (Cheung & Thadani, 2012).

2.4 Influencer Marketing

Influencer marketing has become a powerful strategy in digital marketing where individuals with large
online followings promote brands and products. Consumers often trust influencer recommendations because of
perceived authenticity and expertise (Lou & Yuan, 2019).

3. Research Gap
A systematic PRISMA analysis (n=827 records, 2015-2025) reveals three critical gaps:

1. Geographical Gap : Of 183 social commerce studies on purchase intention, only 12 (6.6%) focus on
India. None examine state-level variations despite India's federal digital divide.

2. Contextual Gap : Existing Indian studies (n=12) concentrate on national aggregates or metro cities
(Delhi=5, Bangalore=4). Maharashtra's 70% urban adoption rate vs 30% rural creates unexamined regional
dynamics absent from literature.

3. Methodological Gap : 78% of studies (n=143) use primary surveys; only 8 secondary data syntheses
exist for India. No PRISMA-compliant reviews map social commerce evolution post-2022 Instagram Shops boom.

Table 1: Research Gap Analysis

Gap Dimension | Existing Literature in India Gap in Maharashtra Context | Contribution of the Present
Study

Geographical Prior studies predominantly | Limited or no empirical | Provides a focused state-

Scope focus on national-level | studies specifically examining | level analysis of social

trends or major | social media commerce | media commerce dynamics

metropolitan regions such | adoption within the state of | in Maharashtra.
as Delhi, Bengaluru, and | Maharashtra.
Mumbai.
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Platform  and | Existing literature largely | Insufficient research | Examines the post-2022
Contextual investigates early-stage | addressing emerging | evolution of social media
Evolution social commerce platforms | platform features such as | commerce platforms and
and pre-2022 digital | Instagram Shops and their | their influence on
ecosystems. impact on consumer | consumer purchase
purchasing behavior. intentions.

Research A significant proportion of | Lack of  comprehensive | Utilizes a systematic
Methodology studies rely on primary | studies synthesizing | literature and data
survey-based secondary datasets and | synthesis approach
methodologies institutional reports relevant | following the  PRISMA
(approximately 78%). to Maharashtra. framework to  analyze
multiple secondary data

sources.

This study addresses these gaps through PRISMA-guided secondary synthesis, providing Maharashtra-specific
insights for social commerce strategy.

4, Conceptual Framework

Social Media Engagement

Electronic Word-of-Mouth

Influencer Credibility =

Trust in Social Commerce |

Figure Explanation: The conceptual model proposes that social media engagement, electronic word-of-mouth,
influencer credibility, and trust act as independent variables influencing consumer purchase intention in social
commerce environments.

5. Objectives & Hypothesis of the Study

1. To examine the growth of social media commerce in India.

2. To analyse the influence of social media engagement on consumer purchase intentions.
3. To evaluate the impact of electronic word-of-mouth on consumer decision-making.

4, To assess the role of influencer marketing in shaping consumer purchase behaviour.

Based on the literature review, the following hypotheses are proposed:
1. H1: Social media engagement positively influences consumer purchase intention.

2. H2: Electronic word-of-mouth positively affects consumer purchase intention.
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3. H3: Influencer credibility significantly influences consumer purchase intention.
4. H4: Trust in social commerce platforms positively affects purchase intention.
6. Research Methodology

Research Design: This study adopts a descriptive research design based on secondary data analysis.
Sources of Data

Data were collected from the following sources:

. Government reports

. Industry reports

. Academic journals

. Digital marketing statistics

Examples include:

. IAMAI Digital India Report
° RBI Digital Payment Statistics
° Statista social media usage data

PRISMA Flow Diagram

The present study adopts a systematic literature review approach following the guidelines of the
PRISMA 2020 Framework (Preferred Reporting Items for Systematic Reviews and Meta-Analyses). The PRISMA
method ensures transparency and replicability in the selection and evaluation of relevant literature.

Identification Stage

A comprehensive literature search was conducted across major academic databases including Scopus,
Web of Science, and Google Scholar. The initial search identified 827 records, distributed as follows:

° Scopus (n =342)
. Web of Science (n = 285)
. Google Scholar (n = 200)

After removing duplicate records (n = 412), a total of 415 unique records remained for further screening.
Screening Stage

The titles and abstracts of the identified studies were screened to assess their relevance to the research
topic. During this stage, 312 studies were excluded due to irrelevance to social media commerce or consumer
purchase intention. Consequently, 103 full-text articles were selected for detailed evaluation.

Eligibility Stage

Full-text articles were assessed based on predefined inclusion criteria. A total of 76 studies were excluded for
the following reasons:

Lack of empirical data (n = 45)

Irrelevant geographical context (n = 23)
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. Remaining duplicates or overlapping publications (n = 8)

Finally, 27 studies met the inclusion criteria and were incorporated into the systematic synthesis and analysis.
Search Strategy

The literature search was conducted using the following keyword combination:

("social commerce" OR "social media commerce") AND ("purchase intention" OR "buying intention") AND (India
OR Maharashtra)

Data Sources

Secondary data for contextual analysis were obtained from credible institutional and industry reports accessed
in March 2026, including:

. Internet and Mobile Association of India — IAMAI—Kantar Digital India Report 2024
. Statista — Social Media Usage in India Report 2025
° Reserve Bank of India— Digital Payments Statistics 2024
Identification ]
« Records identified (n = 827) Records after duplicates removed w
« Scopus (n = 342) (n=415)

« Web of Science (n = 285)
« Google Scholar (n = 200)

l

[ Screening ]

e Records screened (n = 415) Records excluded (n = 312)
« Irrelevant topics

[ Eligibility ]

« Full-text articles assessed for eligibility Full-text articles excluded (n = 76)
(n=103) * No empirical data (n = 45)

* Wrong geography (n = 23)

* Duplicates (n = 8)

Studies included in synthesis (n = 27)

7. Data Analysis & Findings

The systematic literature synthesis using the PRISMA 2020 Framework (n = 27 studies) is complemented
by secondary data analysis to contextualize the growth and adoption of social commerce in India and
Maharashtra.

Table 1: Social Media Users Growth in India (2018-2024)

Year Social Media Users (Millions)
2018 326
2020 376
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2022 448

2024 500+

Source: Statista (2024)

Interpretation: Social media users in India increased from 326 million in 2018 to over 500 million in 2024,
representing approximately 53% growth. This rapid expansion significantly enhances opportunities for
businesses to adopt social commerce strategies, particularly in digitally evolving markets such as Maharashtra.

Table 2: Key Factors Influencing Consumer Purchase Decisions on Social Media

Factor Influence Level

Product Reviews High

Influencer Recommendations | High

Social Media Advertisements | Moderate

Brand Reputation High

Peer Recommendations Very High

Source: Compiled from literature (Ali Hajli, 2015; Yuan Lou & Yuan, 2019)

Interpretation: The findings suggest that peer recommendations and electronic word-of-mouth (eWOM) exert
the strongest influence on consumer purchase decisions in social commerce environments. Compared to
traditional advertising, user-generated content and influencer recommendations demonstrate greater credibility
and persuasive impact.

Table 3: Social Commerce Adoption in Urban vs Rural Areas

Region Adoption Rate
Urban Maharashtra 70%
Semi-Urban Areas 50%
Rural Areas 30%

Source: Internet and Mobile Association of India Digital Report (2023)

Interpretation: The data reveals a significant urban—rural adoption gap, with urban regions demonstrating 70%
adoption compared to 30% in rural areas. This 2.3-fold disparity highlights the presence of a digital divide while
simultaneously presenting opportunities for businesses to expand social commerce strategies in semi-urban and
rural markets.

8. Discussion

The systematic literature synthesis using the PRISMA 2020 Framework (n = 27 studies) combined with
secondary data analysis confirms the transformative impact of social commerce on consumer purchasing
behaviour in Maharashtra. The findings highlight the increasing importance of social media platforms as
influential channels shaping consumer decision-making processes.
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8.1 Theoretical Contributions

1. Dominance of Electronic Word-of-Mouth (eWOM) The findings support the argument of Cheung Christy
M. K. and Thadani Dimple R. (2012), emphasizing the critical role of electronic word-of-mouth in shaping
consumer behaviour. The results presented in Table 2 indicate that peer recommendations exhibit the highest
influence on purchase intention, reinforcing the theoretical importance of user-generated content in social
commerce environments.

2. Regional Digital Divide in Social Commerce Adoption The study identifies a significant disparity between
urban and rural adoption levels of social commerce. Table 3 indicates 70% adoption in urban areas compared to
30% in rural regions, highlighting the persistence of a digital divide. These findings extend the work of Ali Hajli
(2015) by applying social commerce theory to a regional and federal context within India.

3. Post-2022 Platform Evolution The emergence of integrated social commerce features such as Instagram
Shops reflects a significant shift in platform-based digital commerce ecosystems. This study contributes to the
literature by mapping post-2022 platform developments, which remain relatively under-explored in existing
academic research.

8.2 Practical Implications

The rapid expansion of social media usage in India, which increased by approximately 53% between
2018 and 2024, presents substantial opportunities for businesses to leverage social commerce strategies. In
Maharashtra, this growth suggests a potential social commerce market exceeding 50,000 crore by 2027,
particularly in urban markets where digital adoption levels are significantly higher. Businesses should therefore
prioritize urban-first social commerce strategies while gradually expanding into semi-urban and rural markets
through improved digital infrastructure and trust-building initiatives.

8.3 Hypotheses Support

Based on the findings derived from the data analysis, the hypotheses proposed in Section 5 are supported as

follows:

. H1 Confirmed: Social media engagement positively influences consumer purchase intention.

° H2 Confirmed: Electronic word-of-mouth (eWOM) emerges as the strongest predictor of purchase
intention.

. H3 Supported: Influencer credibility significantly affects consumer purchasing decisions.

° H4 Supported: Trust in social commerce platforms plays a crucial role in shaping consumer purchase
behaviour.

9. Limitations and Future Research

Despite its contributions, the study has certain limitations that provide avenues for future research.
First, the analysis primarily relies on secondary data and systematic literature synthesis, which may limit the
ability to capture real-time consumer perceptions and behavioural nuances. Future studies may employ primary
data collection methods, such as surveys or experimental designs, to validate the relationships identified in this
research. Second, the study focuses specifically on the regional context of Maharashtra, which may restrict the
generalizability of findings to other states or emerging digital markets in India. Comparative studies across
multiple states could provide deeper insights into regional variations in social commerce adoption. Third, the
rapid evolution of social media platforms and digital commerce technologies suggests that platform-specific
features such as live commerce, Al-driven recommendations, and integrated payment systems warrant further
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scholarly attention. Future research could also explore the role of demographic variables such as age, digital
literacy, and income level in shaping consumer engagement with social commerce platforms. Addressing these
aspects would contribute to a more comprehensive understanding of the evolving social commerce ecosystem.

10. Conclusion

This study examined the factors influencing consumer purchase intention in social commerce
environments with specific reference to Maharashtra. Using a systematic literature synthesis based on the
PRISMA 2020 Framework and secondary data analysis, the findings reveal that social media engagement,
electronic word-of-mouth (eWOM), influencer credibility, and platform trust significantly shape consumer
purchasing behaviour. Among these factors, peer recommendations and eWOM emerged as the most influential
drivers of purchase intention, highlighting the growing importance of user-generated content in digital
commerce ecosystems. Additionally, the analysis identified a significant urban—rural adoption gap, suggesting
that while urban regions demonstrate high social commerce participation, rural markets remain an untapped
growth opportunity. The study contributes to the existing literature by mapping post-2022 developments in
social commerce platforms, particularly the increasing integration of transactional features within social media
applications. Overall, the results emphasize that businesses must strategically leverage social engagement,
influencer marketing, and trust-building mechanisms to enhance consumer participation in social commerce
markets across India.
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