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6. Choi, Kang & ,Choi:(2023)

A study by Choi, Kang, and Choi (2023) titled "Why Do You Engage with Brand on Instagram? Consumer
Motivations for Engaging with Global Brands", aimed to examine consumer motivations to engage with
global brands on Instagram using the Uses and Gratifications (U&G) theory. The study was applied to a
sample of (315 individuals) from (active Instagram users who follow at least one global brand) belonging
to the population of (active Instagram users). The study adopted the (quantitative) approach, used the
(online questionnaire) tool, and the findings of the study revealed that intrinsic motives such as brand
love and entertainment reduce the psychological distance between consumers and the company, as it
also revealed that the decision-making motive strongly drives users to actively seek peer reviews in the

comments section.

e StudyLink :Direct link to source

7. Ting, Rahman & ,Lim:(2022)

A study by Ting, Rahman, and Lim (2022) titled "Why do young consumers follow luxury brands on
Instagram? An empirical study of uses and gratifications”, aimed to understand the reasons behind
young consumers' attraction to luxury brand pages and how Instagram shapes their materialistic and
purchasing aspirations. The study was applied to a sample of (450 young consumers) from (Millennials
and Gen Z who follow social media platforms) belonging to the population of (young consumers of social
media). The study adopted the (deductive statistical survey) approach, used the (closed questionnaire
using a 5-point Likert scale) tool, and the findings of the study revealed that the desire for self-
enhancement and keeping up with fashion trends top the reasons for following, as it also revealed that

the quality and visual consistency of post designs increase the desire to continue following the account.

e Study Link :Direct link to source
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8. Belanche, Flavian & ,Ibafez-Sanchez:(2021)

A study by Belanche, Flavian, and Ibafiez-Sénchez (2021) titled "Understanding consumer motivations
to follow influencers and brands on Instagram”, aimed to compare the motivations that drive users to
follow official brand accounts directly versus their motivations to follow the influencers who advertise
them. The study was applied to a sample of (520 users) from (individuals who follow the beauty,
technology, and nutrition sectors via the application) belonging to the population of (social media users).
The study adopted the (descriptive comparative method and Structural Equation Modeling SEM)
approach, used the (electronic questionnaire) tool, and the findings of the study revealed that
motivations for browsing corporate accounts are predominantly utilitarian and practical, as it also
revealed that influencer attractiveness indirectly enhances the purchase intention toward the partner

brand.

e StudyLink :Direct link to source

9. Sheldon & Bryant:(2020)

A study by Sheldon and Bryant (2020) titled "Instagram: Motives for its use and relationship to followers'
engagement with commercial pages”, aimed to examine the underlying reasons for spending long
periods on Instagram and how it relates to initiating engagement with commercial brand
advertisements. The study was applied to a sample of (280 college students) from (the young consumer
segment) belonging to the population of (higher education students using the application). The study
adopted the (descriptive, analytical, and correlational) approach, used the (standardized questionnaire)
tool, and the findings of the study revealed that social surveillance and documentation motives enhance
an individual's desire to browse commercial brand accounts, as it also revealed that users who utilize
the platform for documentation and creativity purposes are more selective in choosing the brands they

follow.

e Study Link :Direct link to source
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10. Sedcan Altundal:(2020)

A study by Sedcan Altundal (2020) titled “Brand Followers' Motivations on Social Media: A Comparative
Analysis across Twitter, Facebook, and Instagram”, aimed to explore the primary motivations for
following brand pages and conduct a comparative analysis across three different platforms. The study
was applied to a sample from (social media users aged 18-44 who engage in online shopping) belonging
to the population of (social media users who shop online). The study adopted the (comparative)
approach, used the (digital questionnaire) tool, and the findings of the study revealed that following
motivations differ radically based on the nature of the platform, where Instagram dominates for
inspiration and visual entertainment motives, as it also revealed that relationship maintenance and

seeking marketing opportunities were shared and stable across all studied platforms.

e StudyLink :Direct link to source
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6. Tamboli & Bankar:(2025)

A study by Tamboli and Bankar (2025) titled "How Instagram Reels and YouTube Shorts Influence
Consumer Decision-Making in Indian Local Food Businesses (Pune City)", aimed to analyze how short
videos (Instagram Reels and YouTube Shorts) influence consumer engagement, trust, and final
purchase decisions in the local food business sector. The study was applied to a sample of (100
respondents) from (residents of Pune City, India, who interact with local food accounts) belonging to the
population of (consumers of food and fast food via social media). The study adopted the (quantitative
method using ANOVA tests) approach, used the (online questionnaire) tool, and the findings of the
study revealed that short videos build high levels of trust and interaction, as it also revealed that purely
entertaining content does not automatically lead to immediate purchasing of the product, but rather

requires support with clear information such as price and location.

e StudyLink :Direct link to source

7. Thwe:(2025)

A study by Thwe (2025) titled A Comparative Study on Consumer Behavior Toward Foreign and Local
Clothing Brands in Yangon", aimed to conduct a comparative study on how brand awareness, perceived
value, and quality via social media influence the purchase and repurchase decisions for local versus
foreign clothing brands. The study was applied to a sample of (145 respondents) from (individuals who
have experience purchasing from the targeted clothing brands in Yangon) belonging to the population
of (consumers of the retail and fashion sector online). The study adopted the (quantitative method
utilizing descriptive metrics and t-tests) approach, used the (structured questionnaire on a 4-point
Likert scale) tool, and the findings of the study revealed that brand awareness and perceived quality
through digital content are the primary drivers of repurchase intention, as it also revealed that foreign

brands excel in visually attracting consumers and shifting their purchasing tendencies.
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e StudyLink :Direct link to source

8. Papet Favret:(2024)

A study by Papet Favret (2024) titled "The impact of social media marketing on consumer behavior",
aimed to examine the impact of social media marketing on consumer behavior, emotions, and
perceptions toward companies and digital shopping. The study was applied to a sample from (users of
various social media platforms such as TikTok, Instagram, and Facebook) belonging to the population of
(digital consumers of social networks). The study adopted the (descriptive statistical method and
regression analysis) approach, used the (online electronic questionnaire) tool, and the findings of the
study revealed that social media marketing positively and negatively affects purchasing behavior and
plays a major role in directing consumer emotions, as it also revealed the growing impact of electronic

word-of-mouth (eWOM 2.0) generated by real, unpaid users in modifying buyers' decisions.

e Study Link :Direct link to source

9. Silva:(2024)

A study by Silva (2024) titled "The Influence of Digital Marketing on Gen Z Consumer Behavior and
Decision-Making Process", aimed to measure the extent of digital marketing's influence, specifically via
social networks, on the purchasing behavior and decision-making process of Generation Z. The study
was applied to a representative sample from (Gen Z youth who are active consumers on the internet)
belonging to the population of (new digital citizens). The study adopted the (descriptive analytical
survey) approach, used the (digital questionnaire via online platforms) tool, and the findings of the study
revealed that digital marketing holds a powerful influence over Gen Z and effectively guides their
consumption decisions, as it also revealed that this demographic constantly searches for authenticity,

reliability, and transparency in interactive advertisements before purchasing.

e Study Link :Direct link to source

10. Khor Xin Tian:(2023)

A study by Khor Xin Tian (2023) titled "The Impacts of Social Media Advertisement on Consumer

Purchase Behavior Among Generation Z", aimed to examine the impact of social media advertising
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dimensions (entertainment, informativeness, credibility, irritation, and e-WOM) on the purchasing
behavior of Gen Z. The study was applied to a sample from (Gen Z consumers who viewed
advertisements via social media platforms and purchased based on them) belonging to the population
of (users of social media platforms for shopping). The study adopted the (inferential statistical method
and multiple regression analysis) approach, used the (structured questionnaire on a Likert scale) tool,
and the findings of the study revealed that there is a strong positive correlation between
informativeness, entertainment, credibility, and e-WOM dimensions and consumer purchasing
behavior, as it also revealed that annoying and random advertising messages negatively affect purchase

intention.

e StudyLink :Direct link to source
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