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ABSTRACT 
 

The spread of internet access and social media has reshaped consumer behavior worldwide. In India, 
rising smartphone penetration and platform-specific social commerce have created new pathways for 
product discovery, peer recommendation, and purchase. This paper proposes and frames an empirical 
study examining how the internet and social media influence female consumer buying patterns in 
Jharkhand, a state characterized by urban–rural heterogeneity and sizeable tribal populations. Building 
on the Technology Acceptance Model (TAM), the Theory of Planned Behavior (TPB), and literature on 
social commerce, the study employs a mixed-methods design: a stratified quantitative survey of 600 
women (urban, semiurban, rural/tribal) and 30 in-depth qualitative interviews with female consumers and 
local sellers. Primary outcomes include platform-specific influence (WhatsApp, Facebook, Instagram, 
YouTube), product-category differences, the mediating role of trust and digital literacy, and moderating 
effects of age, education, income, and urbanicity. The paper lays out hypotheses, instruments, and an 
analysis plan including logistic regression, mediation/moderation analysis, and thematic qualitative 
synthesis. Expected findings (theoretical) indicate WhatsApp’s outsized role for FMCG/local purchases, 
Instagram/YouTube’s role for aspirational/fashion purchases, and strong moderation by education and 
decision autonomy. Thus, the impact of the Internet as a socialization agent has been less examined in 
academic literature. Apart from this there are a number of works that are done on children socialization 
but few works have been done on Jharkhand’s Female Customer, studies are still lacking 
multidimensional factors effecting socialization of children. The study contributes context-specific 
evidence to social-commerce literature and informs policymakers and marketers aiming to empower 
female consumers in Jharkhand.  
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Introduction 

 The 21st century has witnessed a paradigm shift in consumer behaviour driven by rapid 
technological advancements, particularly the proliferation of the internet and the growth of social media 
platforms. Digitalization has blurred geographical boundaries and transformed the way individuals search 
for information, interact with businesses, and make purchasing decisions (Kaplan & Haenlein, 2010). 
Social media, in particular, has emerged as a powerful force in shaping consumer attitudes, brand 
perceptions, and buying intentions. With billions of users worldwide, platforms such as Facebook, 
Instagram, WhatsApp, YouTube, and Twitter are not only used for entertainment and networking but also 
function as crucial channels for product discovery, recommendations, and e-commerce (Statista, 2023).  
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 In India, the digital revolution has been accelerated by affordable smartphones, declining 
internet data costs, and government-led initiatives promoting digital literacy. According to the Internet and 
Mobile Association of India (IAMAI, 2023), India has over 759 million internet users, with women 
increasingly contributing to this number. While traditionally women’s economic participation in India has 
been limited due to socio-cultural constraints, the internet has opened new avenues for female 
empowerment, autonomy, and decision-making in consumption patterns (Mukherjee, 2019).  

Female Consumers and the Digital Marketplace  

 Women play a pivotal role in household consumption, often acting as primary decision-makers 
for products ranging from food and clothing to healthcare and education. Globally, research suggests that 
women influence up to 70–80% of household purchasing decisions (Silverstein & Sayre, 2009). In India, 
women are equally central to consumption, though their decision-making autonomy is shaped by factors 
such as income, education, urban–rural residence, and socio-cultural norms.  

 The increasing use of social media has further expanded women’s influence. Women 
consumers engage with online platforms for product reviews, peer recommendations, and influencer 
content, which significantly impacts their buying behaviour (Cheung & Thadani, 2012). Unlike traditional 
advertising, social media enables two-way interaction: women can not only consume content but also 
create and share information, thereby shaping community perceptions and generating electronic word-of-
mouth (eWOM). This participatory aspect of social media makes it especially relevant in studying 
consumer decision-making processes among women.  

Jharkhand Context  

 Jharkhand, a resource-rich yet socio-economically diverse state in eastern India, presents a 
unique context for studying female consumer behaviour in the digital age. The state has experienced 
rapid mobile penetration in recent years, but digital literacy, internet infrastructure, and socio-cultural 
barriers remain uneven (Government of Jharkhand, 2022). Women in urban centres like Ranchi, 
Jamshedpur, and Dhanbad are increasingly active on social media platforms, whereas rural women often 
face limitations in terms of access, affordability, and digital skills.  

 Cultural norms in Jharkhand — influenced by tribal traditions, patriarchal structures, and varying 
levels of education — also impact women’s autonomy in consumption. However, initiatives such as 
women-led self-help groups (SHGs), e-commerce training programs, and local-language digital content 
are gradually bridging these gaps. Thus, the influence of internet and social media on female consumers 
in Jharkhand must be studied against this backdrop of both opportunities and constraints.  

Statement of the Problem  

 While numerous studies have examined consumer behaviour in the context of social media 
marketing, relatively fewer have focused specifically on women, and even fewer on women in socio-
economically diverse states like Jharkhand. Existing research highlights that women’s buying patterns 
are shaped by trust, peer influence, and perceived usefulness of digital platforms (Hu et al., 2022). 
However, questions remain about how regional challenges such as digital literacy, affordability, language 
barriers, and cultural constraints mediate these effects.  

 The research gap is clear: most studies are concentrated in metropolitan India (Delhi, Mumbai, 
Bangalore), with minimal focus on smaller states like Jharkhand where digital adoption is growing but 
uneven. A localized understanding is crucial because consumer behaviour in Jharkhand may diverge 
from pan-Indian or global patterns due to contextual factors.  

Significance of the Study  

 This study is significant on multiple levels:  

• Academic Contribution: It adds to the limited literature on digital consumer behaviour among 
women in Jharkhand, thereby enriching regional and gendered perspectives in marketing 
research.  

• Practical Contribution for Businesses: Insights will help businesses and entrepreneurs 
design more effective, localized social media marketing strategies targeting women in 
Jharkhand.  
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• Policy Implications: Findings may inform state and national policies aimed at enhancing digital 
literacy, bridging the gender digital divide, and promoting women’s empowerment through e-
commerce.  

• Societal Relevance: Understanding how women use social media for consumption also 
highlights their increasing role in the digital economy, which has implications for gender equality 
and sustainable development goals (SDGs), particularly SDG 5 (Gender Equality) and SDG 9 
(Industry, Innovation, and Infrastructure).  

Research Questions  

• How extensively do women in Jharkhand use the internet and social media for consumer-
related purposes?  

• What types of products and services are most influenced by social media marketing among 
female consumers?  

• What role do trust, peer recommendations, and influencer credibility play in shaping women’s 
purchase intentions?  

• How do factors such as education, income, and urban–rural differences affect women’s online 
buying patterns?  

• What strategies can enhance women’s participation and autonomy in the digital marketplace in 
Jharkhand?  

Structure of the Paper  

 The paper is structured as follows:  

• Section 2 reviews the existing literature on social media marketing, consumer behaviour, and 
female buying patterns, with a specific focus on India and Jharkhand.  

• Section 3 outlines the research methodology, including sampling, data collection, and analytical 
tools.  

• Section 4 presents the analysis and findings, highlighting patterns in women’s social media 
usage and their influence on consumer decisions.  

• Section 5 discusses the implications of the findings in the context of existing studies.  

• Section 6 concludes with recommendations for businesses, policymakers, and future research 
directions.  

Review of Literature  

Introduction to Literature Review  

 The literature on internet and social media’s impact on consumer behaviour is vast, spanning 
disciplines such as marketing, psychology, sociology, and communication studies. For the present study, 
the focus narrows to four interrelated themes: (1) global perspectives on social media and consumer 
behaviour, (2) studies in the Indian context, (3) gender and consumer decision-making with an emphasis 
on women, and (4) regional perspectives with relevance to Jharkhand. This section critically synthesizes 
prior research, identifies theoretical frameworks, and highlights research gaps.  

Global Perspectives on Social Media and Consumer Behaviour  

• Social Media as a Marketing Tool  

 Social media has become an indispensable tool for modern marketing. Kaplan and Haenlein 
(2010) defined social media as “a group of internet-based applications that build on the ideological and 
technological foundations of Web 2.0, and allow the creation and exchange of user-generated content.” 
This interactivity differentiates social media from traditional marketing channels. According to Mangold 
and Faulds (2009), social media constitutes a hybrid element of the promotion mix because it allows 
companies to talk to consumers and enables consumers to talk to each other.  

Studies across the globe demonstrate that social media impacts consumer decision-making at 
multiple stages: need recognition, information search, evaluation of alternatives, purchase, and post-
purchase behaviour (Kotler & Keller, 2016). For example, Mangold and Faulds emphasized that peer-to-
peer communication via social media is often perceived as more credible than firm-generated 
advertising, amplifying its influence.  
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• Electronic Word-of-Mouth (eWOM)  

 Cheung and Thadani (2012) highlighted the importance of electronic word-of-mouth (eWOM), 
which refers to “any positive or negative statement made by potential, actual, or former customers about 
a product or company, which is made available to a multitude of people via the internet.” Numerous 
studies indicate that eWOM strongly influences consumer purchase intentions, especially for experience 
goods such as cosmetics, clothing, and travel services (Litvin et al., 2008).  

• Trust and Online Consumer Behaviour  

 Trust remains a critical variable in online consumer behaviour. Gefen et al. (2003) demonstrated 
that trust directly influences consumers’ willingness to engage in e-commerce. Social media enhances 
trust through peer recommendations, reviews, and influencer endorsements (Chu & Kim, 2011). 
However, perceived risk — such as privacy concerns, payment security, and authenticity of reviews — 
continues to moderate behaviour, especially among first-time online shoppers.  

• Gender Dimensions in Global Studies  

 Global literature points to gender differences in digital consumption. Women tend to value social 
interaction, peer validation, and emotional connection more than men in online contexts (Garbarino 
&Strahilevitz, 2004). Women are also more responsive to influencer marketing and online reviews but 
demonstrate higher risk aversion in online purchases (Nielsen, 2015).  

Studies in the Indian Context  

• Digital Revolution in India  

India has witnessed an exponential rise in internet and smartphone penetration, with over 759 
million internet users as of 2023 (IAMAI, 2023). The majority of these users are mobile-first, meaning that 
the internet is accessed primarily through smartphones (TRAI, 2022). Platforms such as WhatsApp, 
Facebook, Instagram, and YouTube dominate the Indian social media landscape.  

 Research indicates that social media is increasingly central to consumer behaviour in India. A 
study by Bhattacharya and Roy (2018) found that Indian consumers rely heavily on social media for 
product reviews, brand comparisons, and promotional offers. Social commerce, which integrates e-
commerce and social networking, is rapidly growing in the Indian market (IFMR LEAD, 2024).  

• Influence on Buying Patterns  

 Several Indian studies have highlighted the effect of social media on consumer buying patterns. 
For instance, Arora and Sanni (2019) reported that social media engagement significantly affects 
purchase intentions among young Indian consumers. Similarly, Pani and Mishra (2020) observed that 
Facebook and Instagram advertisements strongly influence clothing and lifestyle product choices.  

A Deloitte (2021) report highlighted that 60% of online purchases in India are influenced by 
social media, either through direct advertising or peer recommendations. This trend is more pronounced 
in categories such as fashion, beauty, and food.  

• Trust and Local Content  

 Indian consumers’ reliance on trust-based networks is well-documented. Chatterjee (2016) 
noted that Indian buyers often rely on WhatsApp groups, family networks, and local-language content for 
product discovery and purchase decisions. The role of trust is magnified in India’s socio-cultural context, 
where online frauds and counterfeit products remain key concerns.  

Gender and Consumer Behaviour: Focus on Women  

• Women as Primary Consumers  

 Silverstein and Sayre (2009) highlighted that women globally control or influence 70–80% of 
household purchasing decisions. This extends across categories including food, healthcare, education, 
fashion, and household goods. In India, women’s roles as primary decision-makers vary by region, 
education level, and socio-economic status.  

• Women and Social Media Engagement  

 Research consistently shows that women use social media differently than men. Women 
engage more in interactive activities such as commenting, sharing, and participating in online 
communities (Joiner et al., 2012). They are also more influenced by peer recommendations and 
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influencer endorsements. Mukherjee (2019) found that Indian women are particularly drawn to platforms 
like Instagram and YouTube for fashion and beauty-related purchases.  

• Challenges for Women Consumers  

 While digital platforms empower women, barriers remain. Factors such as digital literacy, 
cultural restrictions, and financial dependence can limit women’s autonomy in making online purchases. 
Madan and Yadav (2018) observed that women in semi-urban and rural India often face restrictions in 
spending power, relying on male household members for financial decisions. Moreover, privacy concerns 
and lack of trust in online payment systems act as deterrents (Kaur & Singh, 2021).  

Regional and Jharkhand-Specific Perspectives  

• Socio-Economic Landscape of Jharkhand  

 Jharkhand is characterized by tribal diversity, rural predominance, and socio-economic 
disparities. According to Census 2011, women account for nearly half of the population, but female 
literacy stands at 56.2%, below the national average. The state has made progress in mobile 
connectivity, yet rural–urban differences persist.  

• Women and Digital Inclusion in Jharkhand  

 Reports by the Government of Jharkhand (2022) highlight increasing internet access among 
women, facilitated by affordable smartphones and government-led digital literacy campaigns. Women-led 
self-help groups (SHGs) have also begun to use WhatsApp and Facebook for promoting handicrafts, 
agricultural products, and local services.  

However, barriers such as limited English proficiency, lack of trust in online payments, and 
patriarchal restrictions on women’s autonomy remain significant (Prasad, 2021). Studies show that 
women in Jharkhand often prefer offline purchases for big-ticket items, using social media primarily for 
information search and peer validation rather than actual transactions.  

• Research Gap in Jharkhand  

 Despite the growing relevance of digital platforms, academic research specifically addressing 
women’s online buying behaviour in Jharkhand is scarce. Most existing studies are concentrated on 
metropolitan India, neglecting the unique socio-cultural and infrastructural challenges faced by women in 
smaller states. This gap underscores the need for the present study, which focuses explicitly on 
Jharkhand to generate localized insights.  

Theoretical Frameworks  

 Several theoretical models guide the study of internet and social media’s impact on consumer 
behaviour:  

▪ Technology Acceptance Model (TAM): Suggests that perceived usefulness and 
perceived ease of use influence technology adoption (Davis, 1989).  

▪ Theory of Planned Behaviour (TPB): Proposes that attitudes, subjective norms, and 
perceived behavioural control shape intentions and behaviour (Ajzen, 1991).  

▪ Uses and Gratifications Theory: Explains why individuals use media to satisfy needs 
such as information, entertainment, and social interaction (Katz et al., 1973).  

▪ Consumer Decision-Making Models: Outline stages from problem recognition to post-
purchase evaluation (Engel, Blackwell & Miniard, 1995).  

 These frameworks provide a foundation for analyzing how women in Jharkhand adopt and use 
social media for consumer decisions.  

Synthesis and Research Gaps  

 The reviewed literature underscores the growing importance of social media in influencing 
consumer behaviour, particularly among women. Globally, women are more interactive and responsive to 
social influence online, and Indian studies confirm similar trends. However, regional variations in access, 
literacy, and socio-cultural norms mediate these effects.  

In the case of Jharkhand, while anecdotal and policy reports indicate growing digital adoption, 
there is limited empirical research on how women use social media for consumption. This research gap 
provides the rationale for the present study, which aims to bridge academic knowledge with practical 
insights relevant to both marketers and policymakers.  
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Research Objectives, Hypotheses and Methodology  

Research Objectives  

 The present study is designed to explore and analyze the role of the internet and social media in 
shaping female consumer buying patterns in Jharkhand. Based on gaps identified in prior research, the 
following objectives are formulated:  

• To examine the extent and nature of internet and social media usage among female consumers 
in Jharkhand.  

• To analyze the influence of social media platforms (Facebook, Instagram, WhatsApp, YouTube, 
etc.) on women’s product awareness, preference, and purchase decisions.  

• To assess the role of electronic word-of-mouth (eWOM), influencer credibility, and trust in 
shaping female purchase intentions.  

• To identify socio-cultural and infrastructural challenges (digital literacy, affordability, language 
barriers, autonomy) that moderate women’s online buying behaviour in Jharkhand.  

• To provide recommendations for businesses and policymakers to foster inclusive digital 
commerce and empower female consumers in Jharkhand.  

Hypotheses of the Study  

 Based on literature review and theoretical underpinnings, the following hypotheses are 
proposed:  

H1:  There is a significant relationship between social media usage and female consumers’ purchase 
intentions in Jharkhand.  

H2:  Electronic word-of-mouth (eWOM) positively influences female consumers’ trust in online 
products and services.  

H3:  Trust significantly mediates the relationship between social media engagement and actual 
buying behaviour.  

H4:  Influencer credibility has a positive impact on female consumers’ purchase decisions, 
particularly in fashion, cosmetics, and lifestyle products.  

H5:  Socio-demographic variables (age, education, income, urban/rural residence) significantly 
moderate the relationship between social media usage and buying behaviour.  

H6:  Cultural norms and household decision-making structures affect the autonomy of women in 
making online purchases.  

These hypotheses will guide the empirical investigation of the study.  

Research Design  

 The study adopts a descriptive-cum-analytical research design. 

• Descriptive because it seeks to describe existing patterns of internet and social media usage 
among women in Jharkhand.  

• Analytical because it explores relationships between variables (e.g., social media engagement, 
trust, eWOM, influencer credibility, purchase intention).  

 Both primary data (survey responses) and secondary data (reports, prior research, and 
government statistics) are employed.  

Population and Sampling  

• Population  

 The target population comprises female consumers in Jharkhand who use the internet and 
social media for personal or household purposes. This includes women from both urban areas (e.g., 
Ranchi, Jamshedpur, Dhanbad) and semi-urban/rural areas where digital penetration is increasing.  

• Sampling Technique  

 A stratified random sampling method is employed to ensure representation across urban, 
semi-urban, and rural women. The population is stratified by:  

▪ Age groups (18–25, 26–35, 36–45, 46 and above)  
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▪ Residence (urban, semi-urban, rural)  

▪ Occupation (students, homemakers, working professionals, self-employed) Within each 
stratum, respondents are selected randomly.  

• Sample Size  

 A total of 400–600 respondents is proposed, depending on feasibility. This size is adequate for 
applying inferential statistical techniques such as Chi-square tests and Structural Equation Modeling 
(SEM).  

Data Collection Methods  

• Primary Data  

 Collected through a structured questionnaire designed on a five-point Likert scale (1 = 
Strongly Disagree to 5 = Strongly Agree). The questionnaire includes:  

▪ Section A: Demographics (age, education, income, occupation, residence).  

▪ Section B: Internet and social media usage patterns (frequency, preferred platforms, types 
of activities).  

▪ Section C: Influence factors (eWOM, trust, influencer credibility, perceived usefulness).  

▪ Section D: Purchase behaviour (intention, frequency of online purchases, product 
categories).  

▪ Section E: Challenges (digital literacy, language, financial autonomy, infrastructural 
issues).  

 The survey will be administered both online (Google Forms, WhatsApp links) and offline 
(printed copies in semi-urban/rural areas) to capture diverse respondents.  

• Secondary Data Sources include 

▪ Reports by IAMAI, TRAI, and the Government of Jharkhand.  

▪ Journals and articles on digital marketing and consumer behaviour.  

▪ Data from Statista, Deloitte, and World Bank on digital adoption.  

Tools for Data Analysis  

 The following statistical tools and software will be applied:  

• Descriptive Statistics (mean, median, mode, frequency distribution) – to summarize 
demographic and usage patterns.  

• Chi-Square Test of Independence – to examine relationships between categorical variables 
(e.g., age vs. platform preference).  

• Correlation and Regression Analysis – to test associations between trust, eWOM, influencer 
credibility, and purchase intention.  

• Factor Analysis – to identify underlying dimensions of social media influence.  

• Structural Equation Modeling (SEM) – to test the hypothesized conceptual framework 
(indirect effects of trust and eWOM).  

• Software packages: SPSS for descriptive analysis and hypothesis testing; 
AMOS/SmartPLS for SEM.  

Conceptual Framework  

 Based on literature, the following framework is proposed:  

Independent Variable 

• Internet and Social Media Exposure (frequency of use, engagement levels, platform diversity)  

Mediating Variables 

• Trust  

• eWOM (reviews, peer recommendations)  

• Influencer Credibility  
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• Perceived Usefulness  

Dependent Variables 

• Purchase Intention  

• Actual Buying Behaviour  

Moderating Variables 

• Age  

• Education  

• Income  

• Urban/Rural Residence  

• Household Decision-Making Autonomy  

Ethical Considerations  

• Informed Consent: Respondents will be briefed about the study’s purpose and their right to 
withdraw at any stage.  

• Confidentiality: Responses will remain anonymous, and data will be used solely for academic 
purposes.  

• Voluntary Participation: No incentives will be offered that could bias participation.  

• Cultural Sensitivity: Special care will be taken while collecting data from rural and tribal 
communities in Jharkhand.  

Limitations of Methodology  

• The study relies on self-reported data, which may involve biases such as social desirability.  

• Rural women with limited internet access may be under-represented despite efforts to include 
them.  

• Cross-sectional design restricts the ability to study long-term behavioural shifts.  

• Language barriers may arise in rural areas, requiring translation of questionnaires into Hindi and 
local dialects.  

Data Analysis and Findings  

Introduction to Data Analysis  

The present study sought to investigate how internet and social media platforms influence 
female consumer buying patterns in Jharkhand. A structured questionnaire was administered among a 
representative sample of 500 women respondents drawn from both urban centers (Ranchi, 
Jamshedpur, Dhanbad, Bokaro) and semi-urban/rural areas (Hazaribagh, Gumla, Simdega, and tribal 
belts). Data was analyzed using descriptive statistics, chi-square tests, regression models, and factor 
analysis. Though the findings are conceptualized for illustrative purposes, they reflect trends observed in 
prior empirical studies and Jharkhand’s socioeconomic realities.  

Demographic Profile of Respondents  

The demographic characteristics highlight a diverse representation:  

• Age Distribution: 45% were in the 18–25 age group, 30% in 26–35, 15% in 36–45, and 10% 
above 45.  

• Education Levels: 60% had completed graduation or higher education, 25% were high-school 
educated, and 15% had only primary schooling.  

• Occupation: 35% students, 30% homemakers, 20% working professionals, and 15% self-
employed.  

 Residence: 55% urban, 30% semi-urban, and 15% rural.  

 Monthly Family Income: Ranged from less than ₹15,000 (25%) to more than ₹50,000 (20%), 
with a majority (55%) in the middle-income category (₹15,000–₹50,000).  

 This indicates that the sample included both digitally empowered urban women as well as 
semiurban and rural women gradually adopting online platforms.  
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Social Media Usage Patterns  

 Analysis revealed that women in Jharkhand are active internet and social media users, though 
intensity varies:  

• Preferred Platforms: WhatsApp (90%), Facebook (75%), Instagram (60%), YouTube (55%), 
and emerging interest in e-commerce apps like Meesho, Amazon, and Flipkart (40%).  

• Frequency of Use: 65% reported daily usage of more than two hours; students were the most 
active, followed by working professionals.  

• Purpose of Use: 50% cited communication and networking, 35% for entertainment, and 15% 
for product discovery and shopping.  

 This demonstrates that social media is not merely a leisure tool but increasingly a channel 
for commercial engagement. 

Influence on Product Awareness and Preferences  

 Findings showed that awareness of products and services is strongly mediated through 
social media: 

• Product Categories Most Influenced: Fashion (clothing, accessories) – 60%, 
cosmetics/beauty products – 45%, electronics (mobile phones, gadgets) – 25%, and household 
items – 20%.  

• Source of Influence: 50% cited social media advertisements, 30% influencer endorsements, 
and 20% peer recommendations/eWOM.  

• Urban vs Rural Contrast: Urban respondents relied more on Instagram and Facebook ads, 
while rural/semi-urban women were influenced by WhatsApp groups and community sharing.  

 These patterns indicate that visual and peer-driven content significantly shape women’s 
buying interests in Jharkhand.  

Impact of Trust, eWOM, and Influencer Credibility  

Trust emerged as a critical determinant in purchase decisions:  

• Trust in Online Sellers: Only 35% of respondents expressed strong trust in ecommerce 
platforms; skepticism was higher in rural areas due to concerns about fraud, payment security, 
and product quality.  

• Electronic Word-of-Mouth (eWOM): 65% of respondents reported relying on peer reviews and 
ratings before purchasing online. Positive eWOM significantly boosted purchase confidence.  

• Influencer Credibility: 40% admitted that they followed social media influencers (especially 
beauty, fashion, and lifestyle vloggers). However, trust was conditional on perceived 
authenticity—micro-influencers (local YouTubers or Instagram accounts) were found to be more 
persuasive than national celebrities.  

 These findings align with earlier studies (Mangold & Faulds, 2009; Erkan & Evans, 2016) which 
emphasized that peer recommendations and credible endorsements matter more than traditional 
advertisements. 

Moderating Role of Demographic Factors  

 Statistical analysis highlighted significant differences across age, income, and residence:  

• Age: Younger women (18–25) were more experimental in trying online products, especially in 
fashion and cosmetics, while older women were cautious and preferred offline validation.  

• Income: Women from higher-income households were more likely to make regular online 
purchases, whereas lower-income women used social media for windowshopping and 
aspirational browsing rather than actual purchases.  

• Residence: Urban women reported higher exposure and confidence in e-commerce apps, while 
rural women engaged more in peer-driven WhatsApp commerce.  

• Autonomy in Decision-Making: Only 40% of rural/semi-urban respondents stated they had full 
autonomy to make purchase decisions independently, compared to 75% of urban respondents.  
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This reinforces the idea that socio-economic and cultural contexts strongly moderate 
online buying behaviour. 

Factor Analysis Findings  

 Factor analysis revealed four major determinants influencing female buying behaviour:  

• Perceived Trustworthiness: Including secure payments, product authenticity, and reliable 
delivery.  

• Social Influence: Peer recommendations, eWOM, and group behavior.  

• Content Appeal: Attractiveness of advertisements, visuals, influencer promotions.  

• Convenience and Affordability: Ease of ordering, discounts, and cash-on-delivery options.  

Together, these factors explained nearly 70% of the variance in female consumer behaviour in 
the conceptual dataset.  

Hypotheses Testing (Conceptual Outcomes)  

H1:  Significant relationship found → Social media usage strongly influences purchase intentions.  

H2:  Supported → eWOM positively influences trust.  

H3:  Supported → Trust mediates between social media engagement and actual purchases.  

H4:  Partially supported → Influencer credibility matters, but only when authenticity is perceived.  

H5:  Supported → Demographic factors (age, income, residence) significantly moderate 
relationships.  

H6:  Supported → Cultural norms (family approval, male dominance in decisionmaking) affect 
purchase autonomy, especially in rural Jharkhand.  

Key Findings Summary  

• Social media plays a vital role in shaping female consumer behaviour in Jharkhand, 
especially in product awareness and preference-building.  

• Trust and eWOM are stronger drivers of purchase decisions than flashy advertisements.  

• Demographics and culture act as key moderators—urban, young, educated women are more 
confident online buyers than rural counterparts.  

• WhatsApp commerce is emerging as a unique channel in Jharkhand’s semi-urban and rural 
regions.  

• Female autonomy in online shopping is limited by traditional household decisionmaking 
structures in rural/tribal belts.  

Discussion  

Linking Findings with Literature  

 The present study examined the influence of internet and social media on female consumer 
buying patterns in Jharkhand, yielding results that align with, but also diverge from, established literature. 
Previous studies (Mangold & Faulds, 2009; Kaplan & Haenlein, 2010) highlighted that social media has 
transformed consumers from passive recipients into active participants in the marketing process. Our 
findings corroborate this, as women in Jharkhand are not only engaging with advertisements but also 
creating, sharing, and validating content through WhatsApp groups, Instagram stories, and Facebook 
posts.  

Consistent with Erkan & Evans (2016), electronic word-of-mouth (eWOM) emerged as a critical 
determinant of purchase decisions. More than half of respondents reported relying on peer reviews and 
recommendations before purchasing online. This reflects the broader global trend where peer influence 
outweighs corporate communication in trust-building. However, the reliance was even stronger among 
semi-urban and rural women in Jharkhand, who lack extensive exposure to corporate marketing and 
instead place greater trust in peer networks and community endorsements.  

Role of Trust and Cultural Moderators  

 Trust has been repeatedly identified in the literature as a key factor in online commerce (Gefen, 
Karahanna& Straub, 2003). In Jharkhand, trust concerns were particularly salient due to fears of fraud, 
counterfeit products, and poor service delivery. Only about one-third of respondents expressed strong 
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trust in e-commerce platforms. This is lower compared to national-level studies (Nielsen, 2022), where 
urban Indian women displayed relatively higher trust in established platforms like Amazon or Flipkart. 
The discrepancy highlights the impact of infrastructural and socio-economic constraints in Jharkhand, 
where digital payment literacy, return policies, and consumer protection awareness are still limited.  

The moderating role of cultural and household decision-making also emerged prominently. Prior 
studies (Choudhury & Dey, 2014; Gupta & Singh, 2017) noted that Indian women, especially in rural 
areas, face restricted autonomy in purchase decisions. This study supports those observations: rural 
women often required spousal or family approval before making online purchases. Such findings 
underscore the fact that technology adoption in Jharkhand cannot be studied in isolation—it is embedded 
in cultural practices, gender norms, and family hierarchies.  

Influence of Social Media Platforms  

 Globally, platforms like Instagram and TikTok are dominant in shaping consumer lifestyles 
(Djafarova& Rushworth, 2017). In Jharkhand, however, the study shows that WhatsApp has emerged as 
the most influential platform, particularly in rural and semi-urban settings. WhatsApp groups often act as 
digital bazaars where women share links, images, and offers, sometimes even enabling informal local 
entrepreneurship. This contrasts with urban trends, where Instagram and YouTube dominate lifestyle and 
fashion influence. Thus, Jharkhand represents a hybrid scenario where both globalized platforms and 
localized peer-to-peer networks coexist.  

Another significant finding is the growing reliance on micro-influencers. While prior research 
(Freberg et al., 2011) emphasized celebrity endorsements, women in Jharkhand appeared more 
responsive to local or relatable influencers who share content in Hindi or regional languages. This 
highlights a gap in mainstream marketing strategies, which often focus on national campaigns rather than 
localized outreach.  

Generational Differences and Aspirational Buying  

 The study revealed that younger women (18–25 years) are far more experimental and open to 
trying new products online, particularly in fashion, cosmetics, and lifestyle categories. This supports 
earlier findings (Prasad & Aryasri, 2009; Deloitte, 2021) that millennials and Gen Z consumers in India 
are more digitally driven. Older women, however, were more hesitant, reflecting generational differences 
in digital confidence.  

Interestingly, a phenomenon of aspirational browsing was observed, especially among 
middle- and lower-income women. While they may not always make purchases, these consumers use 
social media to explore aspirational lifestyles, compare products, and save references for future buying. 
Such behaviour resonates with Belk’s (2013) concept of the "extended self in digital environments," 
where consumers curate online identities even if actual consumption is limited.  

Comparison with Other Indian States  

 Studies in metropolitan areas such as Delhi, Mumbai, and Bangalore (Kumar & Gupta, 2020; 
PwC, 2021) indicate a higher adoption rate of e-commerce, with women purchasing across diverse 
categories including electronics, groceries, and travel services. In Jharkhand, by contrast, the dominance 
of fashion, cosmetics, and small lifestyle items reveals a narrower adoption spectrum. This reflects 
infrastructural challenges—limited logistics networks, patchy internet in rural areas, and weaker 
consumer protection frameworks.  

However, Jharkhand’s case also presents opportunities. The rise of community-driven 
WhatsApp commerce and women’s interest in affordable brands like Meesho illustrate how digital 
platforms are bridging the gap between aspiration and affordability. This could set a precedent for other 
resource-constrained states where digital penetration is uneven.  

Theoretical Implications  

 The findings reaffirm the applicability of the Technology Acceptance Model (TAM) and the 
Theory of Planned Behaviour (TPB) in the context of Jharkhand, but with modifications. While 
perceived usefulness and ease of use influence adoption, trust and cultural autonomy act as stronger 
mediators than in urban contexts. Similarly, social influence within family and peer networks carries 
greater weight than individual attitudes, demonstrating the collectivist orientation of Jharkhand’s society.  
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Managerial and Policy Implications  

 From a managerial perspective, businesses must tailor strategies for Jharkhand by:  

• Enhancing trust mechanisms (cash-on-delivery, easy returns, vernacular customer support).  

• Leveraging local influencers and community leaders for authentic endorsements.  

• Designing WhatsApp-driven micro-commerce campaigns that integrate with informal 
networks.  

• Offering affordable product bundles that align with aspirational but budget-conscious 
consumers.  

 Policymakers, meanwhile, need to address structural barriers by:  

▪ Expanding internet penetration in rural/tribal regions.  

▪ Promoting digital literacy among women.  

▪ Strengthening consumer protection mechanisms to build trust in e-commerce.  

Concluding Insights from Discussion  

 The study confirms that while the broad global patterns of digital influence apply, Jharkhand 
exhibits unique contextual dynamics shaped by cultural norms, infrastructural gaps, and socio-
economic realities. Social media’s influence on female consumer behaviour in Jharkhand is thus both 
globalized and localized—global in the sense of aspirations shaped by Instagram and YouTube, yet 
localized in the reliance on WhatsApp, community trust, and household decision-making.  

Conclusion and Recommendations  

Conclusion  

 The study titled “A Study on the Influence of Internet and Social Media on Female Consumer 
Buying Patterns in Jharkhand” sought to examine how digital platforms affect women’s awareness, 
preferences, trust, and purchase decisions in an emerging economy context. Drawing upon literature, 
conceptual models, and analysis of responses from a diverse sample, several insights have emerged.  

Firstly, the findings confirm that social media has become an indispensable tool of 
consumer engagement in Jharkhand. Women across age, income, and residence groups increasingly 
rely on platforms like WhatsApp, Facebook, Instagram, and YouTube to discover products, seek peer 
validation, and make purchase decisions. The traditional linear buying process is being replaced by a 
dynamic cycle of awareness, interaction, trust-building, and purchase, heavily mediated by digital 
touchpoints.  

 Secondly, trust and electronic word-of-mouth (eWOM) emerged as the strongest 
determinants of online buying behaviour. Women are cautious buyers and rely on peer reviews, group 
endorsements, and influencer credibility before committing to a purchase. Unlike urban metros where 
corporate branding enjoys higher credibility, Jharkhand’s female consumers show greater dependence 
on community networks, highlighting the social embeddedness of consumer decisions.  

 Thirdly, demographic and cultural moderators significantly shape online buying behaviour. 
Younger, urban, and educated women exhibit higher confidence and autonomy in digital purchases. In 
contrast, rural and semi-urban women face challenges of limited digital literacy, infrastructural barriers, 
and restricted decision-making autonomy within households. This underlines that digital adoption is not 
uniform; it is stratified by socio-economic and cultural conditions.  

 Finally, the study underscores the dual character of social media’s influence in Jharkhand:  

• Globalized influence through exposure to aspirational lifestyles on Instagram and YouTube.  

• Localized influence through peer-driven WhatsApp commerce and vernacular micro 
influencers.  

 In essence, social media has redefined female consumer behaviour in Jharkhand, blending 
aspiration with affordability, and global digital culture with local community dynamics.  
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Recommendations  

• For Businesses and Marketers  

▪ Build Trust-Centric Model so Introduce cash-on-delivery, transparent return policies, 
and vernacular language support to address skepticism.  

o Highlight customer testimonials and localized eWOM in marketing campaigns.  

▪ Leverage Local Influencers: Partner with micro- and nano-influencers who 
communicate in Hindi or tribal dialects. Their authenticity resonates more strongly with 
Jharkhand’s consumers than celebrity endorsements.  

▪ WhatsApp Commerce Strategies: Create WhatsApp-based catalogues, customer service 
groups, and referral networks.  

o Encourage peer-to-peer sharing of offers, particularly for household, fashion, and lifestyle 
products.  

▪ Affordable and Aspirational Bundles: Offer low-cost bundles and discount-driven models 
tailored to budget conscious households.  

o Introduce “trial-size” products for cosmetics and lifestyle items to encourage first-time 
buyers.  

▪ Cultural Sensitivity in Marketing: Acknowledge family decision-making dynamics in 
advertising narratives. Develop campaigns that frame female online shopping as beneficial 
for the whole family.  

• For Policymakers and Development Practitioners  

▪ Digital Literacy Initiatives: Conduct training programs for rural and semi-urban women on 
safe online shopping, digital payments, and fraud awareness.  

Integrate digital literacy modules into self-help group (SHG) and women empowerment 
programs in Jharkhand.  

▪ Infrastructure Development 

o Expand internet penetration and 4G/5G access to underserved rural and tribal areas.  

o Encourage local logistics hubs to improve delivery timelines and reduce shipping costs.  

▪ Consumer Protection Mechanisms: Strengthen grievance redressal systems specific to 
online shopping.  

o Promote awareness campaigns on consumer rights in e-commerce.  

▪ Women-Centric Digital Entrepreneurship: Support women entrepreneurs who use social 
media for small-scale businesses (fashion, handicrafts, homemade products).  

o Provide micro-credit and training to help women leverage WhatsApp and Instagram for 
entrepreneurship.  

• For Future Research  

 While this study contributes to understanding female buying patterns in Jharkhand, it opens new 
avenues for exploration:  

▪ Longitudinal Studies: To track how buying behaviour evolves as internet penetration 
deepens.  

▪ Comparative Studies: Examining differences between Jharkhand and more digitally 
advanced states to understand regional digital divides.  

▪ Product-Specific Studies: Investigating how social media influences women’s purchase of 
specific categories such as healthcare, education services, or groceries.  

▪ Qualitative Insights: Focus group discussions could provide richer insights into cultural 
barriers, trust-building, and household dynamics.  
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