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Abstract: This literary review explores the social communication impact on consumers' attitudes towards the brands and
purchase decisions, while focusing specifically on during and around the Coronavirus pandemic epidemic. The report
presents an understated grasp of the intricate relations between social media, the brand perception, and the consumer
purchasing behaviour by a substantial synthesis of reviewed literature. In the review key concepts such as social media
communication, ways of consumers' behaviour influence, and consumers' perception and purchasing intention changes
both during and after pandemic are emphasized. In this section, the methods section of the review paper that deals with
the research design, data collection, and analytical techniques will be intensively examined. The data reveal social media's
strong persuasion on consumers to form opinions about companies and affect their disposal of financial resources during
and post the pandemic. In this discussion section the roles played by social media communication in evolving consumer
perceptions and purchase intents as well as any parallel or differential aspects form the crux of the matter during both the
periods. The summary of the major concerns the results created is presented and the contribution to the theory as well as
practice is explained. Ultimately, the article spots the limitations of the research and points the way out of those for
further investigation.

Keywords: COVID-19 pandemic, User-generated content, Influencer marketing, Digital communication, Social proof,
Marketing strategies, Social responsibility.

1. Introduction

The COVID-19 pandemic which is the unprecedented phenomenon and the future changing dynamics that
would follow have introduced inadequate irrevocable shifts to global consumer behaviour in a cataclysmic
manner. Consumers and brands alike meandered through unchartered domains as countries grappled with the
complexities of the pandemic and embarked on a new way of doing things, such that the ways of interaction,
engagement, and trade for the brands and the consumers alike were enormously changed (Fletcher-Brown et al.,
2021; Zurek & Rudy, 2024). While the world of social media is considered to be the source of this change and its
evolution, it also becomes obvious that social media is the web of digital space which is the essence of the social
ways and affects the attitudes and purchase intentions of customers (Dwivedi et al., 2020; Azhar et al., 2022).

After the epidemic, the traditional method was unexpectedly gone, however, and customers were pushed to utilize
social media, therefore quick transformation to online channels was necessary. Similarly, when the number of
face-to-face interactions declined and in-store shopping experiences became digital due to the pandemic, people
tended to use social media platforms as the only means of communication, the only way to share information and
connect with brands of interest (Kaplan & Haenlein, 2010; Mangold & Faulds, 2009). This paramount shift
demonstrated a trend whereby social media communication is likely to give brands a medium with which to
interact with end consumers in a crisis of an unprecedented socioeconomic nature. Social media, indeed, can serve
as the platform where brands addresses issues, publishes educational content and communicates with their
consumers in these times of crisis (Nugroho et al., 2022).

In essence, this paper aims is to centre on the intricate connection that existed between the superficial views of
brands, the social media communication, as well as the buying intentions, highlighting slight changes that shone
through the post-COVID period (Smith et al., 2020). This paper sets out to give a holistic understanding of the
role played by social media in shaping consumer behaviour in the contemporary environment by piling up on
information from a deep academic study (O’Connor, 2022).

To grasp all of these major themes, a systematic study should be done, which incorporates a deep examination of
related literature. First, the literature survey leads to an analysis of the environment, health, and food production
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agenda. This review aims at an elaboration of theoretical fundaments on the basis of already known tendencies
including the influential work of (Kaplan et al. 2010) in which social media communication is described as a
network of many complex relationships, and supplementing the theory with empirical studies in order to
understand the relation between social media use, brand perception and purchase intention (Nugroho et al. 2022)

According to the concept of social media communication as a dynamic mode of interaction with regard to the
transition of ideas, materials, and theories among various online platforms, this study is placed on it (Mangold et
al. 2009). These platforms develop an inviting space where consumers share their experiences, often in
conversation with brands, and their ideas guide their decision-making process while buying a product (Rosen &
Purinton, 2004).

This assessment entails a leading-edge methodological approach, starting with qualitative studies whose basis is
thoroughly scholarly review that goes across many academic databases. Through selecting keywords, like
communication e behaviour on social media, customer's views, purchasing intents and social dynamics, we make
sure of the thoroughness of the data gathering. A more detailed understanding was obtained by analyzing the
essential themes and patterns which in turn enabled critical examination of the focal points of the study.

Such findings of the review show that the epidemic made a great impact on the customer views and intentions to
buy via social media communication and even after the pandemic the effect was seen. Thus, the context of digital
discourse and consumer decision-making process is illuminated by practicing what changes in consumer
behaviour social media can bring. On top of these, the impacts of these discoveries are not bound to the academic
area alone but stretch pragmatism realms wherein marketers and brand managers can apply discretion in decision-
making and through the feat of the modern consumer world (Zurek & Rudy, 2024).

Thus, this research is an unmistakable appeal for a more sophisticated study of dynamic consumer behaviour
because it admits its products can be bullish or bearish depending on manoeuvre of the digital age. Through the
innovations and new studies, we will be able to discover and shed light on hidden corners of social media, and
this may become the unique instrument for critical changes of marketing thought and practice (Dwivedi et al.,
2020; Azhar et al., 2022).

2. Literature Review

The field of study was the effect of social media communication on customer perception and buying intentions,
especially how it influenced them during the COVID-19 pandemic. Social media communication refers to the
exchanging of thoughts, opinions, and information among people through internet access points like Facebook,
Instagram, and Twitter. Consumers form opinions and make decisions based on their own subjective way of
interpretation and assessment of companies, products, or services that reflect from the personal experiences,
inputs, or interactions. Customer attitudes and purchase behaviour are directly affected by the community's views
which later determines their intent to buy (Unal & Akin, 2023).

Social media is one of the elements that act big on the behaviour of customers at different stages of decision-
making process. Social media got a greater exposure during the pandemic as people browsed for more means of
communication and information gathering. According to (Dwivedi et al. 2020), digital communication channels
serve as a guidepost for brands to navigate the pandemic context and social media as the facilitator of an electronic
connection between a brand and the consumer.

The social media communication is believed to have an impact on customers' views and the desire for purchase
as the world moves into the post-pandemic era. The effect can be somewhat different, however, due to a change
in behaviour. Customers, on the one hand, may take a more critical approach to brand interaction and on the other
hand, they prefer transparency and honesty from brands (Garcia & Martinez, 2022). This story is centered around
the notion that the digital era brain connections between customers and brands are very changeable and thus
requires flexible strategies to keep pace with changing demands and preferences (Pace et al., 2017).

Social media research indicates its critical role in consumer opinion formation and the propensity to buy,
particularly with regard to the current pandemic as well as its aftermath (Hu et al., 2022).

3. Methodology
The investigated social media communication effects on customer perceptions and purchase intentions during the
COVID-19 pandemic and post-pandemic periods were explored in this paper. The qualitative methodology was
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applied. This research methodology involved utilizing the existing literature by providing a thorough and
systematic analytical review and ensuring a comprehensive understanding of the interrelationships between social
media, brand perception, and customer behaviour (Sharifirad, 2023).

Aspect Description Example

Approach Qualitative research approach Getting knowledge on consumer perceptions
beyond questionnaires through in-depth
interviews

Rationale Ensure precise data to reveal social Knowing how being interpreted through social

media's impact on consumers. media can affect the brand is crucial.

Methodologic
al Framework

Thematic analysis The process of extracting the frequently discussed
items in representative consumer accounts is
necessary.

Table 1: Research Design
The table provides a structured overview of key elements in a research project focusing on understanding
consumer behaviour and the impact of social media. It outlines the approach, rationale, and methodological
framework used. The approach is a qualitative research method, focusing on understanding phenomena from a
subjective perspective. This involves conducting in-depth interviews with consumers to gather nuanced insights.
The rationale explains why a particular approach or methodology is chosen for the research, ensuring precise data
collection, uncovering hidden relationships, and assessing the impact of social media on consumer behaviour. The
methodological framework is thematic analysis, a qualitative method used to identify and analyse patterns within
qualitative data. This helps in organizing and understanding the data more effectively. Overall, the table provides
a comprehensive overview of key elements in a research project focused on understanding consumer behaviour
and social media’s role.

Aspect Description Example

Sources Academic databases (Scopus, Web of Science, Accessing scholarly articles on social
Google Scholar) media's impact on consumer behaviour

Keywords | "social media communication,” "consumer Searching for relevant literature using a
perceptions,” "purchase intentions," "pandemic,” | combination of keywords
"post-pandemic”

Selection Relevance to the research objectives, publication | Including studies published between

Criteria date, credibility of the source 2020-2023 that focus on social media

Sample Varied based on the availability of relevant Analyzing 30 articles from academic

Size literature databases for thematic analysis

Table 2: Data Collection

The table provides a structured approach to sourcing and selecting literature for a research project on social media's
impact on consumer behaviour, particularly during and after the pandemic. It outlines sources, keywords, selection
criteria, and sample size considerations. Sources include academic databases like Scopus, Web of Science, and
Google Scholar, which provide access to scholarly articles. Keywords help narrow down search results and find
relevant articles. Selection criteria include relevance to research objectives, publication date, and credibility of the
source. Sample size refers to the number of articles or studies to analyse, varying based on availability and study
scope.

To achieve data on social media communication, customer opinion, intention to purchase, and post pandemic
phenomenon, this is overview utilized the widest range of academic databases to perform online inquiries.
Literature was studied for quality accessibility of text, approved by peers, and relevant to our topic. The criteria
were set according to the studies general framework, the scientific methods that the studies used and the relevance

to the study’s objectives. Search terms of "social communication through media," "purchase intention," "consumer
perception," and "post-pandemic™ were considered in search strategy (Riaz et al., 2021).

Aspect Description Example
Cuest.fisioter.2025.54(3):2790-2797 2792



Saptarshi Kumar Sarkar?, Shivnath Ghosh? Influence of Social Media Communication on
Amitava Podder?, Piyal Roy*, Subrata Paul® Consumer Images and Purchase Intentions a
through the Pandemic and Post-Pandemic Era

Technique Thematic analysis Identifying recurring themes such as "brand
authenticity" and "influencer marketing"

Iterative Systematically reviewing literature, coding | Iteratively refining themes through multiple

Process data, identifying patterns, refining themes, | rounds of analysis for comprehensive insights

and synthesizing findings

Software NVivo, ATLAS.ti, or manual coding Using NVivo software to organize and
analyze qualitative data

Table 3: Data Analysis

The table discusses the technique, iterative process, and software used in conducting thematic analysis for a
research project. The technique involves identifying recurring themes, while the iterative process involves
multiple stages, such as literature review and coding data. Software options like NVivo facilitate the analysis
process.

It is with that in mind that this study has been conducted with the aim of revealing the effect of social media
communication on consumer views and buying intentions through a study of the literature. The use of a qualitative
literature review that used multiple sources of data was revealing on how social media usage was changing the
consumer behaviour both during and after the pandemic years. The research ensured that prototypical patterns, a
conceptual framework, and market-tested takeaways were implied for brand managers and marketers handling
the digital space (Nasti$in & Fedorko, 2022). The study emphasizes that, indeed, social media effect on consumer
choice must be approached by skilled hands and with the right tool. Through the application of many types of
sources and a qualitative-based research design, this study adds to the existing knowledge of consumer behaviour
in a multi-platform environment.

4. Findings

The communication tools of social media played a vital role in the consumer's tendencies and purchase intention
during the Covid-19 pandemic. Sharing their experiences, creating points of view, and reacting to the internet
content are easy due to the fact that social media is a 24-hour experience and has an interactive audience. The
dynamics of consumer behaviour and brand interactions changed as customers depended more on social media
platforms for information and communication sources. The spread of the pandemic influenced those dynamics,
which were different from those before the outbreak. Influencer marketing, social proof and user-generated
content are the factors which positively impacted a subject’s willingness to purchase (Olgun, 2023).

Doubtlessly, the influence of social media on consumer opinions and purchasing decisions will remain in the era
if lockdown measures have been relaxed and things get back to normal. Consumers could possibly dismiss social
media content created by brands with scrutiny. And, they may start emphasizing on the need for transparency and
authenticity. This trend is just one more instance of how brands are now accountable to their consumers who are
more aware and critical of brand advertising on social media (Diogo & Veiga, 2022).

In the wake of the epidemic, consumers would evaluate the producers rigorously and prudently before making
purchases, thus social responsibility and the authenticity of the brands may get more attention in determining the
buy intentions. What is shown through these changes is how modern-day social media communications have a
direct connection to how consumers relate with brands in this digital age and drive their behaviour accordingly
(Korkmaz & Seyhan, 2021).

Category Aspect Description
Social media networks have indeed reshaped the consumer view about the
pandemic and during the first place, the pandemic era has occurred the time
Influence of . . L .
Consumer - . to communicate with consumers and share their points of view. Consumers
. Social Media o . . . .
Perceptions today are heavily influenced by social media on brand-related information
during and have built their own opinions involving the content they encounter.
Pandemic The role that social media played included the aspect of interactive nature
Impact on . : .
which the consumers used to interpret and to evaluate brand content and this
Brand Image - . . : .
resulted to the team image and reputation. Users are now interacting with
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brands digitally, and virtual platforms are affecting the kind of image they
are going to have thanks to these virtual interactions and experiences.

Most importantly, social media provided the avenue for consumers to share
with other; this enabled people to discuss their experiences, beliefs and

Perception opinions, all contributing to the formation of brand perceptions. Through
Formation communication channels like social media, customers passed down their
personal interpretations and real-time assessments of the brand related
content.
In the new era subsequent to the pandemic, consumers display greater
Evolving scrutiny by placing genuine and transparency as their core requirements
Consumer from the brands. Certainly, high level of alertness and screening that has
Consumer Discernment | been got from the pandemic changes the way consumers assure or put value
Perceptions on what a brand communicates on social media.
in Post- The behaviour and values of a brand now plays an active role in consumer
Pandemic Emphasis on | shopping decisions following the outbreak because they are more
Brand discerning. Organizations need to master this changing environment, and the
Authenticity message of brand reliability and honesty is front and center to make their
communication strategies sound.
. The social influencers on these platforms had a notable impact on consumer
Role of Social . . . - .
Media purchasing habits throughqut the pandemic. Cgleb_rlty mar!<et_|ng, user-
Purchase Influencers generated content, and social proof play a motivating role in influencing
Intentions consumers' attitudes not only to be aware of the brands but also to purchase.
during Influence of User-generated content posted on social media platforms influenced
Pandemic User- consumers buy plans, and this became part of their purchasing journey.
Generated Consumers started looking to peer-generated content such as word-of-mouth
Content reviews and social validation, thereby influencing their buying behaviour.
The aftereffect of the pandemic has brought consumers closer to each other.
Shiftin They seem to be more careful and sensible in the way they pay for their
Consumer stuff. Brand authenticity and social responsibilities have become more
Purchase Behaviour prominent. Therefore, consumers tend to change their brand awareness and
Intentions in loyalty heavily with the market continuity.
Post- The labels must abide by those expectations by exhibiting proper social
Pandemic Importance of | awareness and ethical conduct. Individuals choose to patronize

Social
Responsibility

organizations that are purely socially conscious which determine the kind of
brand they will eventually go for and their subsequent loyalty during the
pandemic years.

Table 4: Consumer Perceptions and Purchase Intentions Impact of social media During and Post-

Pandemic

The table provides a comprehensive analysis of consumer perceptions and purchase intentions during and post-
pandemic, highlighting the influence of social media and the evolving nature of consumer behaviour. During the
pandemic, social media platforms significantly shaped consumer perceptions, providing a platform for consumers
to communicate, share opinions, and interact with brands. The interactive nature of social media allowed
consumers to interpret and evaluate brand content, shaping the brand's image and reputation. Post-pandemic,
consumers exhibited greater scrutiny and prioritized genuineness and transparency from brands, leading to
changes in brand awareness and loyalty. Brands must focus on conveying brand reliability and social
responsibility in their communication strategies. Social media influencers played a significant role in influencing
consumer purchasing habits during the pandemic, with celebrity endorsements, user-generated content, and social
proof impacting awareness and purchasing decisions. Post-pandemic, consumers exhibited more cautious and
sensible purchasing behaviour, prioritizing brand authenticity and social responsibility.

Category Perception/Intention Pandemic Era Post-Pandemic Improvement
(Year 1) Era (Year 2) (Year 2)
Consumer Reliance on Social Media for | 70% 65% -5% (Shift
Perceptions | Brand Info towards
discernment)
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Consumer Importance of Brand 40% 55% +15%

Perceptions | Authenticity

Purchase Influence of User-Generated | 60% 50% -10% (More

Intentions Content & Influencer critical
Marketing evaluation)

Purchase Emphasis on Brand Social 25% 40% +15%

Intentions Responsibility

Table 5: Consumer Perceptions & Purchase Intentions Influenced by social media

The table compares consumer perceptions and purchase intentions during the pandemic era (Year 1) and the
post-pandemic era (Year 2), revealing significant shifts. Consumers shifted from relying on social media for
brand information to 65% in Year 2, indicating a 5% shift towards discernment. Brand authenticity increased
from 40% in Year 1 to 55% in Year 2, indicating a 15% improvement. Year 2 saw a 10% decrease in consumer
reliance on user-generated content and influencer marketing, and a 15% increase in emphasis on brand social
responsibility. These changes can help organizations adapt their strategies to meet evolving consumer
expectations.

5. Discussion

Social media communication has become a critical influencer behind consumers and how they perceive a product
and the intension they set to buy the product, notwithstanding the recent Covid-19 pandemic. Social media plus
other platforms promote effective environmental consumer-brand interactions as well as the ability to share
information, knowledge, ideas, and impressions among people. These platforms driving dynamic environments
where customers are not only engaged in the brand image building but also they work along with brand promoter
and user content providers. Entertainment of consumer intention to purchase also comes into the picture with
assistance of social media, where individuals being affected by the endorsements of influencers, content generated
by users, and social validation all these efforts bring customers closer to purchase items or make them buy products
and services. Social platforms became the most recommended medium of seeking help, receiving information and
as basis of making decisions during the COVID-19 (Patel & Shah, 2023).

The type of consumer developed after social media communication is likely to change during the post-pandemic
period as the environment of the digital-media communication becomes more elastic and sophisticated. Online
users are ridden with digital heels and therefore come to be more critical and get technical with brands who pretend
to speak the truth when the truth is none. After the pandemic consumers might definitely be conscious and critical
of brands, so brands would have to change their communications strategy in order to that extra input from
consumers (Vrontis et al., 2022).

Indeed, social media communication greatly contributed to this shift in consumer behaviour due to Covid-19
pandemic, but it is unclear if there would be consistency or shift in the way consumers perceive the influencers
and their purchase intention in the post-covid age It is possible that certain aspects of consumer behaviour, such
the dependence upon digital platforms for getting information and relationships, may continue, however, others
might alter due to cultural values change and norms as well as behavioural patterns shift.

6. Implications
Thus this review gives brand managers and marketers needed information concerning the impact of the social

media communication on the consumer behaviour, especially before and after the pandemic. It pinpoints one thing
that is that the realization of how social media communication leads to changes in customer perception and
intention to buy is necessary to create marketing tactics that work. To create trust and build credibility in the
digital sphere, brands need to focus on authenticity, transparency, and true connect with their customers (Husnain
& Toor, 2017).

In particular, particularly in the period that follows the pandemic, authenticity and social responsibility become
instrumental factors that determine consumer attitudes and buying behaviour. Consumers will probably be
choosing companies that they align with, as ones that stand for justice and fair play for all. As a reason for
developing long-term bonds, the firms ought to put emphasize on ethical and sustainable business operations,
efficiently communicate the brand values, and engage people in a meaningful way (Pop et al., 2022).
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Through providing information which is valuable and contributes to the existing marketing communications and
consumer behaviour theories the review adds to our research in the social media communication, consumer
perceptions, and buy intentions linkage. From this discovery, a subsequent research can design more elaborate
conceptual frameworks that integrate the complexities of consumer-brand interactions in the era of digitalization.
On the downside, the shortcoming of the review is that it relies primarily on previously published works and is
free of the latest developments and trends in consumer behaviour and the social media as well as dynamics.
Overall, it is mostly about the broader outlook of social media communications (Di Crosta et al., 2021).

7. Limitations and Future Research

This review article covers studies that were gathered prior to August 2023, thus it is probable that additional
studies related to the current consumer behaviour and social media patterns have been performed after this review
was prepared. The effect that the social media communication has on the consumer perceptions and the inferences
is the topic we focus on. On the other hand, the influence of some social media services (like Instagram, TikTok,
or WhatsApp) and their unique hooks aren’t explored in the article. It’s a possibility that I might not have managed
to understand the topic in detail if the available literature was relied upon solely, especially the one written during
the COVID19 pandemic and the post-pandemic period. The next research step thereby should be to look at the
complex and dynamic cause and effect chain of social media communication on consumer perception and
purchasing intention by following a longitudinal approach. In addition, the paper fails to do the moderator or
mediator analysis where it can be tested the potential factors existing within the self like personal values, cultural
backgrounds, demographic attributes, and individual characteristics and its impact to the expressions and
limitations. It is anticipated that this relationship will be researched more in depth in the future that will include
brand-consumer connections, internet technologies, marketing technology, and other factors (Brock Baskin et al.,
2023).

8. Conclusion

The purpose of this article is an investigation of the communication through social media as a factor affecting
customer decisions about buying it, particularly, at the beginning and after the COVID-19 era. It enables to
observe steps of social median the formation of consumer behaviour and marketing as well as brand management
techniques. Media superpolitics is proven to be one of the major tools determining how well a brand image,
reputation, and emotional bonds of clients are heard of. Whereas purchase intentions are not only affected by
features like influencer sparks, user reviews and social proofs but also by them. The article makes comparisons
between and contrasts among the ways the media communication of social media influenced consumer preference
and buying intention during the pre- pandemic, during-pandemic, and post-pandemic period, respectively. The
result serves to the development of more effective social media strategies for marketers and brand managers to
use while will increase their chances of being noticed and make them survive in the digital and dynamic consumer
environment. Limitations may arise from depending on literature before August 2023 or a need of more research
in other platforms and the longitudinal aspects will have to be presented in future research.
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