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ABSTRACT

The aim of this paper is to find how social media affect making purchasing de-
cisions by contemporary consumers, referred to as Customers 4.0. To start, we 
assumed that the development of digital technologies, the growing popularity 
of social media platforms, and changes in consumer information behavior are 
leading to a redefinition of the classic purchasing process model. The theo-
retical part discusses the mechanisms of social media, their role in consumer 
decision-making, and the characteristics of Customer 4.0 as an active, critical, and 
conscious participant in the digital market. The paper also discusses the potential 
benefits and threats of using social media as a source of product information. 
The empirical study was conducted using an online questionnaire (CAWI). 
The analysis covered 193 respondents classified as Customers 4.0. Structural 
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equation modeling (SEM) was used for data analysis. The results of the study 
show that experience in using social media and the perceived usefulness of the 
information available on them have a significant impact on the level of consumer 
knowledge about products. Furthermore, this knowledge positively affects the 
tendency to share information and the intention to purchase. 

KEYWORDS: purchasing process; social media; Customer 4.0; products; making deci-
sions

INTRODUCTION

In the context of a dynamically changing and competitive market, 
understanding the mechanisms that drive consumer behavior 
plays a crucial role in effective management and the develop-
ment of marketing strategies by enterprises. The contemporary 
market environment, characterized by rapid change, advancing 
digitalization, and growing complexity in relations between mar-
ket players, forces companies to conduct in-depth analyses of 
consumer purchasing decisions. Globalization, the intensification 
of information technology development, socio-cultural transfor-
mations, and even climate change are influencing the evolution of 
consumer preferences and behaviors, making their understanding 
a prerequisite for effective competition (Kijek et al., 2019; Rosz-
kowska, 2001; Zhang & Chang, 2021).

In the face of growing market uncertainty and volatility, 
organizations are increasingly turning to digital tools that en-
able faster and more accurate identification of customer needs. 
The COVID-19 pandemic has been a robust catalyst for change, 
accelerating the adoption of digital solutions in the areas of com-
merce, communication, and customer service. In this context, the 
purchasing decision-making process, previously presented as an 
orderly sequence of logical steps, has undergone a fundamental 
transformation. The modern purchasing path has become multi-
channel, dynamic, and susceptible to external influences such as 



The Role of Social Media in Searching for... 9

other users’ opinions or real-time content generated by brands 
(Mason et al., 2021; Miklošík, 2015; Riaz et al., 2020; Szakal, 2024).

In this context, the growing importance of social media (SM) 
as a source of information, a space for interaction, and a sales 
channel deserves special attention. These platforms play an im-
portant role at every stage of the purchasing process, enabling 
users not only to acquire knowledge about products, but also to 
share experiences and opinions that shape the decisions of other 
consumers. As a result, we are seeing a clear shift in purchas-
ing decisions towards more collective, social, and trust-based 
processes (Chowdhury et al., 2024; Hanaysha, 2022; Yogesh & 
Yesha, 2014).

Along with these changes, a  new type of consumer has 
emerged – Customer 4.0 – characterized by high digital com-
petence, information awareness, and a  critical approach to 
marketing messages. From the perspective of businesses and 
market practitioners, this means redefining the ways in which 
they communicate, design their offerings, and manage customer 
relationships. Knowledge about their behavior and decision-mak-
ing mechanisms is becoming not only an element of cognition, 
but also a practical tool supporting the building of competitive 
advantage (Dash et al., 2021; Giza & Wilk, 2021; Javaid et al., 2022).

The aim of the study is to find how social media affect the 
purchasing behavior of Customer 4.0. The research objective de-
termined the structure of the paper, which includes the following 
sections: introduction, a literature review on the importance of 
social media in Customer 4.0’s behavior on the market, data 
and methods, results and discussion, limitations and future re-
search directions, methodological and practical implications, 
and a summary.
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THE IMPORTANCE OF SOCIAL MEDIA IN CUSTOMER 4.0’S 
BEHAVIOR ON THE MARKET

Purchasing decisions are one of the key elements of consumer be-
havior that are studied and analyzed when developing a strategy 
for operating in a competitive market. In the traditional approach, 
the purchasing process is presented as a linear model consisting 
of the following stages (Brzozowska & Rollnik-Sadowska, 2024; 
Grant et al., 2001; Roszkowska, 2001):
•	 Recognition of a need: the consumer notices a need that they 

want to satisfy.
•	 Information search: the consumer gathers information about 

possible solutions.
•	 Evaluation of alternatives: analysis and comparison of different 

options.
•	 Purchase: the final decision to purchase a product or service.
•	 Post-purchase evaluation: the consumer evaluates whether the 

product has met their expectations (which influences future 
purchasing decisions and brand loyalty).
With the development of digital technologies, this process is 

becoming much more dynamic and complex. In the digital age, 
the purchasing decision-making process is based on several char-
acteristic features:
•	 Non-linearity: customers can repeatedly return to earlier stages 

of information search, compare offers across different chan-
nels, and their purchase path is constantly modified depending 
on the situation (Berlian, 2022; Praditsuwan & Karnreungsiri, 
2018).

•	 Personalization: consumers expect content tailored to their 
needs and preferences, which can now be enabled by digital 
technologies using data analytics and artificial intelligence al-
gorithms to deliver the best personalized recommendations 
(Ayobami Raji et al., 2024; Miklošík, 2015; Suherlan & Okombo, 
2023).
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•	 Co-creation: buyers are no longer just recipients of offers. 
Modern customers actively participate in shaping a brand’s 
image by sharing their experiences and opinions across various 
digital media (Butler & Peppard, 1998; Suganda & Arrifianti, 
2023).
In view of these changes, social media are becoming one of 

the key tools for influencing the market (Yogesh & Yesha, 2014). 
They affect not only the way people communicate with each other, 
but also their consumer decisions. Social media are most often 
defined as digital platforms that allow users to create, share, and 
consume content and interact with other users and brands. Their 
characteristic features are interactivity and the ability to personal-
ize the content delivered to the recipient (Hasan & Sohail, 2020; 
Sağtaş, 2022).

In the era of digital transformation, the role of social media 
goes far beyond that of a communication platform. It is becoming 
an important source of information about products and services 
and a tool for building relationships between brands and cus-
tomers. Consumers are increasingly using social media to obtain 
information about products, analyze other users’ opinions, and 
even make purchases directly on platforms such as Instagram, 
Facebook, and TikTok (Goodrich & de Mooij, 2013; Riaz et al., 
2020).

In the new market reality, social media have also become an 
integral part of the modern buyer’s purchasing process. Its ever-
growing importance in the selection and purchase process stems 
from the following characteristics, which are closely related to its 
specific nature:
•	 Easy and unlimited access to information: consumers can ob-

tain detailed information about a product, its advantages and 
disadvantages, as well as the opinions of other users within 
seconds (Aslihan et al., 2012; Hanaysha, 2022; Varghese & 
Agrawal, 2012).
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•	 Dynamic flow of information: social media enable instant dis-
semination of content, which influences public opinion about 
products and brands (Ao et al., 2023; Pop et al., 2012). New 
forms of information exchange and recommendations: influ-
encer opinions, video reviews, and sponsored posts often have 
a greater impact on purchasing decisions than traditional forms 
of advertising (Liao et al., 2021; Sriram et al., 2021).

•	 Strong and direct interaction with brands: social media allow 
consumers to interact directly with brands, which increases 
their engagement and loyalty (Mason et al., 2021; Palalic et al., 
2021).
The traditional purchasing process model has evolved under 

the influence of changes in digital technology and its widespread 
applications on the market. As mentioned earlier, social media 
have become a key link connecting consumers with brands at 
every stage of the purchasing process. In the context of digital 
transformation, social media play the following roles at each stage 
of the modern customer’s purchasing decision-making process:
•	 Recognizing and shaping consumer needs: content published 

by influencers, advertisements, and friends’ posts can trigger 
a desire to own a product or use a service. The visual appeal 
of content on platforms such as Instagram and Pinterest of-
ten inspires consumers to take an interest in new trends and 
products (Belanche et al., 2021; Pan et al., 2025).

•	 Searching for information: for customers in the digital age, so-
cial media is the first and often the only source of information. 
Among other things, consumers check reviews, watch prod-
uct unboxing videos, and use search functions in apps. Social 
media platforms such as YouTube and TikTok have become 
popular sources of video reviews that help consumers better 
understand the functionality and quality of products (Muda 
& Hamzah, 2021; Poh et al., 2024; Tresa Sebastian et al., 2021).

•	 Evaluation of alternatives: consumers compare different prod-
ucts using rankings, comments, and user reviews available on 
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social media. Sponsored content and advertisements are often 
confronted with the opinions of independent users, which in-
creases the importance of authentic reviews (Ding et al., 2024; 
Suri et al., 2023).

•	 Purchase: social media increasingly enable direct product pur-
chases through e-commerce features such as Facebook and 
Instagram shops. Customers can make a purchase without 
leaving the platform, which shortens the purchase path and 
increases convenience (Ilieva, 2023; Kuncoro & Kusumawati, 
2021).

•	 Post-purchase evaluation: after making a purchase, consum-
ers share their opinions on social media by posting reviews, 
product photos, or videos. This type of content influences the 
decisions of other users. Social media platforms also serve as 
a tool for reporting complaints or communicating with the 
brand in case of problems (Ma et al., 2022; Obukhovich et al., 
2024).
A  new type of customer has emerged in the new reality 

– Customer 4.0, It is a new generation of consumers who func-
tion efficiently in the digital age, characterized by the ubiquity 
of technology, rapid information exchange, and a high level of 
personalization. The literature on the subject lists several key 
characteristics of Customer 4.0 (Bufon et al., 2024; Nowacki, 2014; 
Skrzypek, 2021; Wolniak & Grebski, 2023):
•	 Digital nativity: the customer is accustomed to using mobile 

devices, applications, and online platforms.
•	 Brand and product awareness: the buyer looks for products 

and services that meet their individual needs and values.
•	 Critical approach: the buyer knows how to analyze and com-

pare information, being aware of potential manipulation in 
social media.

•	 Interactivity: customers engage in communication with brands 
by actively participating in content co-creation processes (e.g., 
reviews, comments, shares).
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•	 Individualization: buyers are also more demanding in terms 
of personalization, expecting brands to understand their needs 
and preferences.
As an active internet user, Customer 4.0 uses social media, for 

example, to (Giza & Wilk 2021; Matiukaite et al., 2024):
–	 discover new products and services – through targeted ad-

vertising and recommendations from friends;
–	 obtain opinions and reviews before making a purchase deci-

sion;
–	 make transactions using tools embedded in social media 

platforms (e.g., the Instagram shop feature);
–	 share their experiences through reviews, comments, and 

shares, which can influence the decisions of other customers.
Social media is an integral part of the modern market and has 

a huge impact on the decision-making process of the Customer 4.0. 
On the one hand, it offers numerous benefits, but on the other 
hand, it can pose certain risks that affect buyer behavior in the 
market during the purchasing process.

The main benefits of using social media for Customer 4.0 pri-
marily concern the following aspects (Chowdhury et al., 2024; 
Hamdani et al., 2022; Khan et al., 2022; Sabila & Albari, 2023; 
Shrestha et al., 2023; Rahmawati & Nur, 2021):
•	 Easy access to information: social media offer consumers a wide 

range of information about products and services, from de-
tailed reviews and guides to visual presentations. Consumers 
can quickly compare different options by browsing comments, 
opinions, and posts from friends and influencers.

•	 Personalization of content: recommendation algorithms tai-
lor content to individual user preferences, making it easier to 
find products that suit their needs. Thanks to retargeting, ads 
remind users of previously viewed products, increasing the 
likelihood of a purchase.

•	 Interaction with brands and the community: consumers 
can communicate directly with brands through comments, 
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messages, or participation in interactive campaigns (e.g., con-
tests). Communities around brands (e.g., Facebook groups, 
Instagram hashtags) enable the exchange of experiences and 
recommendations.

•	 Ability to make purchases directly on social media: e-commerce 
features on social media, such as Instagram Shop, Facebook 
Marketplace, and shopping links on TikTok, allow users to 
quickly move from browsing content to making a purchase.

•	 Authenticity of user-generated content: opinions and reviews 
from other users are often perceived as more credible than tra-
ditional advertising, which helps consumers make decisions.

•	 Inspiration and discovery of new trends: social media allow 
consumers to follow trends and draw inspiration from content 
posted by influencers, friends, or brands.
On the other hand, the main risks for customers associated 

with the use of social media are related to the following issues:
•	 Information overload: the excess of available content can 

lead to so-called “decision paralysis,” where consumers have 
difficulty choosing one option from many. Buyers may feel 
overwhelmed by the number of opinions, reviews, or adver-
tisements (Cabeza-Ramírez et al., 2022).

•	 The problem of information reliability: not all content pub-
lished on social media is reliable. Fake reviews, unmarked 
sponsored content, and manipulated opinions can mislead 
consumers. Customers are increasingly questioning the au-
thenticity of influencer recommendations, especially when they 
are not clearly marked as commercial collaborations (Dash et 
al., 2021; Świerczak, 2017).

•	 Manipulation and hidden advertising: social media is a space 
where advertising often takes subtle forms (e.g., product 
placement, collaborations with influencers), which can make 
it difficult for consumers to distinguish between sponsored 
and organic content (Mucundorfeanu et al., 2024; Sanak- 
Kosmowska & Wiktor, 2020; Wellman et al., 2020).
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•	 Information bubble: although recommendation algorithms 
tailor content to user preferences, they can lead to consumers 
being locked into information bubbles, limiting their access to 
diverse opinions and alternatives (Marzec, 2022; Grewal et al., 
2020).

•	 Lack of control over personal data: the use of social media 
involves sharing personal data, which is used by platforms to 
target advertising. Consumers may fear loss of privacy and 
misuse of their data (Liyanaarachchi et al., 2024; Łagutko & 
Modric, 2024; Zagajewski & Binek, 2023).

•	 Excessive reliance on the opinions of others may lead consum-
ers to lose confidence in their own decision-making abilities, 
particularly when they depend exclusively on the views of 
other users or influencers (Mensah et al., 2021; Szakal, 2024).

•	 Increased risk of impulse purchases: features such as “buy 
now” or time-limited promotions (e.g., flash sales) can lead to 
impulsive purchasing decisions that later cause dissatisfaction 
(Reddy & Azeem, 2022; Yang et al., 2024).

DATA AND METHODS

The research sample comprised university students, who accord-
ing to widely accepted theoretical frameworks are considered to 
exhibit characteristics typical of Customer 4.0 and to actively par-
ticipate in fourth-generation e-commerce (Werenda & Woźniak, 
2019). The study was conducted between late 2022 and early 2023 
using the CAWI (Computer-Assisted Web Interview) method. 
Data were collected via an online questionnaire created in Google 
Forms, with responses automatically archived in a Google Sheets 
file. The data were subsequently formatted for compatibility with 
statistical analysis software and subjected to quantitative analysis.

A non-probability convenience sampling strategy was em-
ployed. Participants were recruited by distributing the survey link 
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via social media platforms, online forums, and private channels 
such as email and messaging applications. Additionally, a snow-
ball sampling method was applied, whereby respondents were 
encouraged to forward the survey link to their acquaintances.

The initial sample consisted of 440 respondents. In the first 
stage of analysis, K-means clustering was used to segment the 
sample and identify individuals fitting the profile of Customer 4.0. 
The clustering process considered variables such as respondents’ 
preferences regarding sources of information, communication 
channels, value orientations, and payment methods used dur-
ing the purchasing process. As a result, two distinct consumer 
segments were identified. The first segment, comprising 193 in-
dividuals, was classified as representative of Customer 4.0 and 
included in subsequent analyses. The remaining 247 respondents 
formed a separate consumer group.

For the purposes of this study, both endogenous and exog-
enous constructs were developed. These included: usefulness of 
information from SM, experience in SM use, knowledge on prod-
ucts, sharing information on products, intention to buy products. 
In total, 24 items were employed to operationalize the constructs 
(see Table 1).

Table 1. Constructs and items used in the research model.

Latent variables   Items 

Usefulness of 
information  
from SM 

Social media provide access to a wide range of product-
related information
Social media deliver comprehensible product information
I can easily obtain product information through social media
Social media offer quick access to product-related information
Social media help me accelerate my product purchase 
decisions
Social media are a source of up-to-date product information 
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Latent variables   Items 

Experience in  
SM use 

I am proficient in using social media tools
I am aware of the capabilities of social media for information 
searching
I frequently use social media to search for needed information
I always begin my shopping process by checking information 
on social media
I always know what kind of information I am looking for on 
social media
I easily find the information I need on social media
Social media have increased my knowledge

Knowledge on 
products 

 I can easily compare available offers on the market
 I use reviews and comments posted on social media when 
deciding on a product to choose or purchase
I try to verify information using other sources
Social media help me discover more products that I was 
previously unaware of
After browsing or using social media, my knowledge about 
the product increases

Sharing 
information on 
products 

I share both positive and negative comments about products 
on social media
I encourage my friends to share their experiences with 
products on social media
I ask or post questions on social media when searching for 
information about products I plan to purchase

Intention  
to buy products 

After obtaining information about a product on social media, 
I intend to check out the product
After obtaining information about a product on social media, 
I look for a store where I can purchase it
After obtaining information about a product on social media, 
I want to buy the product
Using information about products on social media increases 
my chances of gaining greater benefits
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All variables were assessed using a five-point Likert scale, with 
response options ranging from 1 (strongly disagree) to 5 (strongly 
agree). The validity of the measurement model was evaluated 
based on reliability and construct validity criteria. Reliability was 
estimated using Raykov’s Reliability Coefficient (RRC), which 
offers a more accurate assessment than Cronbach’s alpha by re-
laxing the assumption of tau-equivalence. Convergent validity 
was established through the calculation of the Average Variance 
Extracted (AVE). To analyze the interrelationships among the 
constructs, Structural Equation Modeling (SEM) was applied.

RESULTS AND DISCUSSION

A confirmatory factor analysis (CFA) was performed to evaluate 
the psychometric properties of the measurement model. As pre-
sented in Table 2, the standardized factor loadings of the observed 
variables exhibit variation. In this context, composite reliabili-
ty (CR) was applied as a measure of internal consistency; it is 
a generalized form of Cronbach’s alpha and becomes equivalent 
to it under conditions of tau-equivalence. The CR values for all 
constructs exceeded the threshold of 0.60, which is regarded as 
acceptable in empirical research. With respect to convergent valid-
ity, the average variance extracted (AVE) values ranged from 0.41 
to 0.46. Although these values fall below the conventional cutoff 
of 0.50, they may still be deemed acceptable in light of Fornell and 
Larcker’s (1981) criterion, which posits that convergent validity 
remains adequate if CR exceeds 0.60, even when AVE is below 
0.50. Furthermore, the majority of standardized factor loadings 
exceeded the recommended minimum value of 0.50, confirming 
the satisfactory quality of the indicators
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Table 2. Reliability and validity of variables.

Variable No. of 
items

Factor loadings 
range AVE CR

Usefulness of information from SM 6 0.55–0.73 0.41 0.82

Experience in SM use  7 0.54–0.74 0.45 0.81

Knowledge on products 4 0.55–0.80 0.43 0.80

Sharing information on products 3 0.77–0.87 0.46 0.86

Intention to buy products 4 0.65–0.72 0.44 0.77

Figure 1 presents the results of the structural model estima-
tion. Most of the paths are significant at the 0.01 p-value. The 
model’s chi-square is statistically significant, suggesting that the 
hypothesis of perfect fit should be rejected. All other model fit 
indices, namely the root mean square error of approximation 
RMSEA = 0.081 and the comparative fit index CFI = 0.77, gener-
ally meet the recommended thresholds, indicating that the model 
has good fit.

Furthermore, Figure 1 also provides information on the pre-
dictive power (R²) for each dependent variable. R² indicates the 
percentage of the total variance in the dependent variable ex-
plained by the independent variables. This means that our model 
accounts for 52% of the total variance in the intention to purchase 
products, 18% of the total variance in sharing information about 
products, and 26% of the total variance in knowledge about prod-
ucts. All of these values represent an acceptable explanatory value.

As illustrated in Figure 2, both prior experience with social 
media and the perceived usefulness of information obtained 
through these platforms exert a positive influence on consumers’ 
product knowledge. This relationship may be explained by the 
observation that greater familiarity with social media enhances 
users’ ability to efficiently search for, interpret, and assess prod-
uct-related content. Individuals with more extensive experience 
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in navigating social media environments are better equipped to 
filter information and recognize content relevant to their needs. 
Moreover, when users perceive the information encountered on 
social media as useful, they are more inclined to engage with it, 
thereby increasing the depth and accuracy of their product-related 
knowledge. This interplay suggests that experienced users are 
more proficient in leveraging social media content to support 
their purchasing decisions.

Figure 1. Results of structural model estimation.

***p < 0.01, **p < 0.05.

The findings indicate that product knowledge exerts a positive 
influence on the propensity to share information about products. 
This relationship can be attributed to the fact that individuals 
with a higher level of product-related knowledge exhibit greater 
confidence in their ability to assess and effectively communicate 
product value to others. As consumers become more informed, 
they are increasingly inclined to participate in discussions, share 
personal experiences, and offer recommendations within their 
social networks. Such behavior is driven both by the intention to 
support others in making well-informed purchasing decisions and 
by the intrinsic satisfaction derived from sharing useful insights.
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Moreover, the results demonstrate that product knowledge 
affects purchase intentions through both direct and indirect 
mechanisms. The direct effect, as reflected by a path coefficient 
of 0.89, suggests that an increase in product knowledge is associ-
ated with a corresponding increase in the intention to purchase. 
This underscores the central role of product knowledge in shaping 
consumer decision-making.

In addition, an indirect effect estimated at 0.24 (0.89 × 0.27) 
was observed, indicating that product knowledge also influences 
purchasing intentions via the intermediary variable of information 
sharing on social media. This suggests that informed consumers 
not only make more confident purchase decisions themselves 
but also engage in communicative behaviors that reinforce such 
intentions within their social circles.

In summary, the findings highlight the pivotal role of product 
knowledge as a determinant of purchase intentions, operating 
through both direct and mediated pathways. This underscores 
the complex and multifaceted influence of consumer knowledge 
within the decision-making process.

Limitations and future research direction
The conducted research provided valuable insights; however, 
several limitations should be acknowledged, as they may influ-
ence the interpretation of the findings and provide a basis for 
further inquiry.

First, the sample was selected using a non-random, conve-
nience-based approach, which constrains the generalizability of 
the results to the broader population of Customer 4.0. Although the 
study deliberately targeted students – representatives of a young, 
digitally engaged demographic – the demographic structure of 
the sample does not fully reflect the diversity of contemporary 
consumers, thus limiting the representativeness of the findings.

Second, the study employed a cross-sectional design, meaning 
that data were collected at a single point in time. This approach 
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precludes the analysis of temporal changes in consumer behavior 
and, consequently, limits the ability to infer trends or directions in 
purchasing attitudes, particularly in the context of rapidly evolv-
ing digital technologies.

In light of these limitations, several potential avenues for fu-
ture research can be proposed to enhance and expand the current 
understanding:
–	 conduct longitudinal studies to capture the dynamics of con-

sumer behavior and identify long-term trends in social media 
usage;

–	 broaden the research sample to include diverse age, cultural, 
and occupational groups, thereby enabling comparative analy-
ses across consumer segments;

–	 apply mixed-method approaches that combine quantitative 
and qualitative techniques to gain deeper insights into user 
motivations, attitudes, and decision-making processes;

–	 examine the influence of specific social media platforms (e.g., 
Instagram, TikTok, YouTube) or content types (e.g., influencer 
endorsements, user-generated reviews) on consumer purchas-
ing behavior;

–	 investigate the relationship between social media engagement 
and variables such as brand loyalty, trust, and willingness to 
recommend products or services.
Future, more comprehensive studies may significantly deepen 

the understanding of the decision-making mechanisms charac-
teristic of Customer 4.0 and support the development of more 
effective marketing strategies adapted to the realities of the digital 
marketplace.

Methodological and practical implications
Our research and analysis provide several methodological insights 
that may serve as a foundation for future studies on consumer 
behavior in the context of social media.
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Firstly, the application of structural equation modeling (SEM) 
enabled a comprehensive evaluation of the relationships among 
latent variables and confirmed the validity of the proposed 
theoretical framework. This analytical approach proved highly 
effective in examining the complex interrelations among user ex-
perience, perceived information usefulness, product knowledge, 
and purchase intention.

Secondly, the construction of the measurement instrument 
allows for its replication and adaptation in comparative studies 
across various cultural, sectoral, or demographic contexts. The 
findings also emphasize the necessity of incorporating both cogni-
tive variables (e.g., product knowledge) and behavioral variables 
(e.g., information sharing) into research models, thus providing 
a basis for their future extension and refinement.

From a  managerial perspective, the study offers practical 
implications for digital marketing, customer relationship manage-
ment, and brand communication strategies. The results confirm 
that social media constitute a key medium for shaping consum-
er knowledge about products, which subsequently influences 
purchasing decisions and the willingness to recommend these 
products to others.

For enterprises, this underscores the importance of strategically 
managing brand presence on social media platforms, particularly 
through:
–	 the creation of valuable, accessible, and engaging content;
–	 transparent and authentic collaboration with influencers;
–	 building customer relationships founded on trust, interaction, 

and personalized communication;
–	 systematic monitoring of user feedback and its integration into 

the processes of product and service improvement.
Moreover, organizations are encouraged to develop advanced 

analytical tools to gain deeper insights into consumers’ digital 
purchasing behavior and to implement educational initiatives 
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aimed at enhancing users’ ability to critically assess content dis-
seminated via social media.

CONCLUSION

The contemporary consumer market is undergoing profound 
transformation driven by the advancement of digital technolo-
gies and the increasing significance of social media as both an 
information source and a channel of marketing communication. 
Theoretical analyses and empirical findings presented in this 
study confirm the pivotal role of social media in shaping the pur-
chasing behavior of Customers 4.0, who are modern, informed, 
and digitally active consumers.

The identified relationships demonstrate that both experience 
in using social media and the perceived usefulness of information 
obtained through these platforms significantly influence consum-
ers’ knowledge regarding products. Furthermore, this knowledge 
is positively correlated with both the intention to purchase and 
the willingness to share information with other users. The results 
of structural equation modeling indicate satisfactory model fit 
and substantial explanatory power with respect to the dependent 
variables, particularly purchase intention.

The study provides evidence that social media platforms not 
only facilitate the consumer information process, but also con-
tribute to the formation of attitudes, preferences, and purchasing 
decisions. Accordingly, social media should be regarded as stra-
tegic instruments in marketing communication and customer 
relationship management. However, attention must also be paid 
to the risks associated with this form of interaction, especially 
those related to the credibility of information, manipulation 
through sponsored content, and concerns over user privacy.

In conclusion, social media constitute an integral component of 
the digital consumer ecosystem and exert a considerable influence 
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on the behavior of Customer 4.0. This reality calls for a deliber-
ate, transparent, and ethically responsible corporate presence in 
social media, grounded in trust, authenticity, and the delivery of 
tangible value to users.
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