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. Abstract: Social networks both offline and online serve as powerful platforms for
Keywids; the exchange of information, opinions, and cultural norms that shape individual and
Social Networks, group purchasing decisions. This review explores how social interactions, peer
influence, and digital platforms shape purchasing decisions.With the rise of digital
Consumer Buying connectivity, consumers are increasingly shaped by interactions within social
platforms, peer groups, and online communities. The study synthesizes secondary
Behavior, data to analyze key sociological concepts such as social proof, peer influence, social
relationships, and the bandwagon effect. Additionally, the review highlights the role
Sociological of influencers, user-generated content, and community engagement in shaping
) ethical and emotional consumer responses. By integrating sociological theory with
Perspective, marketing practice, the paper offers valuable insights for marketers, sociologists,
. . and businesses aiming to understand and ethically leverage the power of social
Decision-making, networks in consumer markets.The review underscores the importance of
e understanding social dynamics in consumer decision-making processes, offering
Digitized world valuable insights for marketers, businesses, and researchers aiming to engage
effectively with socially connected consumers. Future research directions are
proposed to address emerging trends and deepen our understanding of the interplay

between social networks and consumption in an increasingly digitized world.

1. Introduction

The digital age has amplified the role of social networks in consumer choices.
Understanding the sociological underpinnings of this influence is crucial for effective
marketing. In an increasingly interconnected world, social networks play a pivotal role in
shaping the attitudes, preferences, and behaviors of consumers. These networks ranging

International Journal of Business, Arts and Scientific Study (IJBASS)

ID: 2508 www.ijbassbd.com

74



http://www.ijbassbd.com/

1JBASS, Volume-06, Issue-01, May, 2025

from close-knit personal relationships to expansive digital communities—serve as conduits
for information exchange, opinion formation, and social influence. As consumer markets
evolve under the influence of globalization and digital transformation, understanding the
mechanisms through which social interactions affect buying decisions has become a critical
area of research.

From a sociological perspective, consumer behavior is not merely a result of individual
preferences or economic rationality, but also a reflection of social context, cultural norms,
and group dynamics. Sociologists have long emphasized the influence of social structures
and interpersonal relationships on human behavior, including consumption patterns.
Concepts such as social capital, peer influence, social identity, and group conformity
provide a theoretical foundation for analyzing how individuals are influenced by their
networks when making purchasing decisions.Moreover, the advent of social media has
expanded the traditional boundaries of social influence, enabling users to share experiences,
reviews, and recommendations with vast audiences in real time. Platforms like Facebook,
Instagram, Twitter, and TikTok have emerged as powerful marketing ecosystems where
consumer opinions are shaped not only by peers but also by influencers, brands, and
algorithm-driven content. This shift necessitates a deeper sociological inquiry into the
dynamics of virtual communities and their impact on consumer decision-making.This
review aims to provide a comprehensive overview of the existing literature on the influence
of social networks on consumer buying behavior, with a focus on sociological theories and
perspectives. By integrating classical and contemporary sociological insights, the paper
seeks to illuminate the social dimensions of consumer behavior, identify key patterns and
trends, and suggest areas for future research in an increasingly digital and socially
connected marketplace.

In today’s digitally connected world, social networks have become central to how
individuals communicate, interact, and make purchasing decisions. Platforms like
Facebook, Instagram, YouTube, and TikTok are not just social hubs they are powerful
marketing environments where consumer choices are shaped by peer opinions, influencer
endorsements, and community trends. From a sociological perspective, these interactions
reflect deeper social behaviors such as conformity, identity construction, and group
belonging. Social networks play a pivotal role in shaping consumer decisions through
various sociological mechanisms. Marketers must understand these dynamics to craft
effective strategies. In the digital age, social networks have transcended their original
purpose of connecting individuals, evolving into powerful platforms that significantly
influence consumer purchasing decisions. This article delves into the sociological aspects of
how social networks shape consumer behavior, drawing insights from secondary sources
and empirical studies.

This review aims to explore how social networks influence consumer buying behavior by
applying sociological theories and analyzing relevant research findings. It investigates
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mechanisms such as social proof, parasocial relationships, behavioral contagion, and the
bandwagon effect to understand how consumers are persuaded and influenced in the digital
age. By doing so, the study provides a comprehensive view of the social forces at play in
modern marketing and offers insights into how businesses can align their strategies with
these consumer dynamics.

2. Literature Review

The article titled The Influence of Social Networks on Consumer Purchasing Decisions: A
Sociological Perspective provides a comprehensive analysis of how social networks impact
consumer behavior, integrating theories such as social network theory, social capital theory,
and symbolic interactionism. This literature review synthesizes key studies from 2015 to
2025 that align with the article's focus, highlighting the evolving role of social networks in
shaping consumer purchasing decisions.

Idrees (2022) explores the intersection of social networks and e-commerce, emphasizing
how social interactions influence consumer behavior, trust, and market dynamics. The study
underscores the importance of social networks in shaping consumer preferences and
behaviors in online marketplaces. Shrestha et al. (2025) examine the impact of social media
marketing on consumer buying behavior in Nepal, focusing on factors like social networks,
social influence, and content marketing. The study highlights the significant role of social
media in influencing consumer purchasing decisions, particularly in developing countries.
Gongalves et al. (2024) investigate the role of social networks and digital influencers in
online purchasing decisions. The study emphasizes how influencers leverage social
networks to shape consumer preferences and behaviors, highlighting the power of social
influence in the digital age.

This study delves into how social networks influence consumer purchase behavior, focusing
on aspects like brand trust, community, and awareness. The research combines structural
equation modeling with unsupervised machine learning approaches to analyze the impact of
social networks on consumer behavior.Efendiogku (2022) examines the impact of
conspicuous consumption on social media on purchasing intentions. The study explores
how portrayals of luxury and status on social media influence consumer desires and
purchasing behaviors.

Chen et al. (2020) analyze the role of intermediaries in online social e-commerce platforms,
focusing on how these intermediaries influence consumer purchasing decisions through
social interactions and recommendations. Al-Enezi et al. (2022) study the role of social
networks in influencing purchasing decisions among consumers in Kuwait. The research
highlights the impact of social media on consumer behavior in the Middle Eastern context,
emphasizing the importance of digital presence for businesses.
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Sokolova and Kefi (2019) investigate how parasocial interactions with influencers affect
consumer purchasing behavior. The study finds that younger generations value personal
attachment to influencers more than credibility, highlighting the emotional connection in
consumer decision-making. Leo et al. (2018) analyze the correlations between consumption
patterns and social-economic networks, providing insights into how social structures
influence consumer behavior and purchasing decisions.

ResearchGate (2017) provides an overview of how social media impacts consumer
behavior, discussing various factors like social influence, trust, and engagement that affect
purchasing decisions.Aral & Walker (2012) found that peer influence on social media has a
measurable impact on purchasing decisions. Users are more likely to adopt products or
services that are visibly endorsed by their peers. It reflects symbolic interactionism how
meanings and behaviors are shaped through interpersonal interaction.

Katz & Lazarsfeld’s Two-Step Flow Theory (1955) studied that remains relevant,
suggesting that "opinion leaders™ within social groups shape the buying decisions of others.
This theory underpins modern influencer marketing on platforms like Instagram and
TikTok. Cialdini & Goldstein (2004) emphasized normative social influence, showing that
consumers tend to conform to group behaviors, particularly when seeking social approval.
This sociological concept ties to conformity and groupthink, especially in online
communities and brand fanbases.

Brown & Reingen (1987) studied word-of-mouth communication, demonstrating that social
ties especially strong ties greatly impact product diffusion and trust.Belk (1988) introduced
the concept of the "Extended Self" in consumption what we buy reflects who we are or want
to be. In Social Networks users present curated lifestyles, where consumption becomes a
means of identity construction.

Goffman’s Dramaturgical Analysis (1959) applied to social media, users “perform” through
curated posts, likes, and shares, which influences both their own and others' purchasing
decisions.Putnam (2000) emphasized social capital connections that facilitate cooperation
and trust. In consumer behavior, online brand communities (e.g., Apple, Nike) build
bonding and bridging capital that affects loyalty and repeated buying.Muniz &O’Guinn
(2001) defined Brand Communities as groups where members share admiration for a
product, shaping consumption behavior through shared rituals and traditions. Bakshy et al.
(2015, Facebook Study) demonstrated how algorithms amplify the visibility of peer
behavior and opinions, subtly guiding users’ exposure and consumption. This sociological
implication reflects structuration theory social structures (like algorithms) shape and are
shaped by individual actions.

Hofstede’s Cultural Dimensions Theory (1980) used in many consumer behavior studies to
examine how collectivist vs. individualist cultures respond differently to social network
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influence. Nguyen et al. (2021) found significant differences in how Gen Z and Millennials
perceive influencer credibility and how it impacts their purchases. This sociological view
cohorts form subcultures with distinct values and consumption patterns.

Collectively, these studies underscore the profound influence of social networks on
consumer purchasing decisions, highlighting the interplay of social interactions, trust,
influence, and emotional connections in shaping consumer behavior. The integration of
sociological theories provides a deeper understanding of these dynamics, offering valuable
insights for businesses and marketers aiming to navigate the evolving digital landscape.

3. Objectives of the Study

1. To explore the role of social networks in shaping consumer attitudes and purchasing
decisions from a sociological standpoint.

2. To examine how various forms of social influence such as peer pressure, social
norms, and group dynamics affect consumer buying behavior.

3. To identify the sociological mechanisms through which online and offline social
networks influence consumer preferences and brand loyalty.

4. To analyze the differences in consumer behavior across demographic and socio-
cultural groups within the context of social network influence.

5. To evaluate existing sociological theories and frameworks relevant to understanding
consumer behavior in the age of social media and digital connectivity.

6. To provide a comprehensive synthesis of recent empirical studies on the impact of
social networks on consumer buying patterns.

7. To propose sociologically informed strategies for marketers and businesses to better
engage with consumers through social networking platforms.

4. Methodology

This article adopts a secondary data methodology to explore how social networks influence
consumer purchasing decisions from a sociological perspective. The method involves
collecting and analyzing existing data and literature from academic journals, industry
reports, research papers, and credible online databases.

This study analyzed reports on consumer behavior trends, social media influence, and
digital marketing effectiveness. Synthesized findings to identify recurring themes such as
peer influence, influencer impact, community building, and online social engagement.
Studies from 2015-2024 to ensure relevance focused on consumer behavior in digital and
social media contexts across various demographic groups. This secondary approach
provides a broad understanding of the topic by integrating theoretical frameworks with
empirical evidence, ensuring a comprehensive analysis without conducting primary
research.
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5. Significance of the Study

a. Interdisciplinary Insight

The article bridges sociology and consumer behavior, offering a unique lens that goes
beyond traditional economic or psychological models. It introduces theories like symbolic
interactionism, social capital, and network theory to explain why consumers make decisions
in social contexts.

b. Relevance in the Digital Era

With the rise of platforms like Instagram, TikTok, and Facebook, understanding how peer
influence and social networks shape purchasing behavior is more critical than ever. The
article is highly relevant in explaining real-world phenomena such as influencer marketing
and viral product trends.

c. Theoretical Contribution

The article likely contributes to academic discourse by situating consumer decision-making
within a social structure, challenging individualistic models and emphasizing social
influence, conformity, and identity performance.

d. Business and Marketing Applications

For marketers, the findings provide actionable insights on how to leverage social proof,
community engagement, and influencer relationships to drive sales. It offers a framework
for targeted marketing strategies based on network dynamics.

e. Consumer Empowerment and Awareness
On a societal level, the article may help consumers understand the mechanisms of influence
they are subjected to encouraging more conscious consumption.

6. Analysis and Discussion

a. The Rise of Social Media as a Shopping Platform

Social media platforms like Facebook, Instagram, and TikTok have become integral to the
consumer journey. A study highlighted by the New York Post indicates that Americans
could spend upwards of $59 billion online, with 68% of surveyed adults reporting they have
shopped through social media feeds. These platforms offer convenience, frequent
engagement, and product demonstrations, making them attractive avenues for consumers to
explore and purchase products.

b. The Role of Social Proof in Influencing Purchases

Social proof, a concept introduced by psychologist Robert Cialdini, refers to the tendency of
individuals to conform to the actions of others in ambiguous situations. On social media,
this manifests as users observing their peers' behaviors and adopting similar purchasing
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patterns. The visibility of friends' and influencers' activities can lead to increased trust and a
higher likelihood of purchase, as consumers often rely on the experiences of others to guide
their decisions.

c. Parasocial Interactions with Influencers

Parasocial interactions (PSIs) describe one-sided relationships where individuals feel a bond
with media personalities, despite no reciprocal interaction. On platforms like Instagram and
YouTube, influencers cultivate PSIs by sharing personal content and engaging with their
audience. This perceived intimacy can significantly impact consumer behavior, as followers
may trust influencers' recommendations and feel a personal connection to the brands they
endorse.

d. The Impact of Conspicuous Consumption

Conspicuous consumption refers to the act of purchasing goods to publicly display wealth
or social status. Social media amplifies this behavior, as users showcase their acquisitions to
a broad audience. A study explores how portrayals of luxury lifestyles on social media can
influence followers to aspire to similar consumption patterns, thereby affecting their
purchasing intentions.

7. Theoretical Frameworks and Foundation

a.Theoretical Frameworks

Several sociological theories help explain consumer behavior on social media:

e Uses and Gratifications Theory: This theory suggests that individuals actively seek
out media to satisfy specific needs, such as entertainment, information, or social
interaction. On social media, users engage with content that aligns with their desires,
including product recommendations and advertisements.

o Diffusion of Innovations: According to this theory, new ideas and technologies spread
through populations via communication channels over time. Opinion leaders play a
crucial role in this process, influencing others' adoption of innovations. On social
media, influencers often serve as opinion leaders, affecting their followers' purchasing
decisions.

o Elaboration Likelihood Model: This model posits that persuasion occurs through two
routes: central (requiring active thought) and peripheral (relying on superficial cues).
Social media marketing strategies often employ both routes to influence consumer
attitudes and behaviors.

b.Theoretical Foundations
The study draws on key sociological theories, including:
e Symbolic Interactionism — how individuals construct meanings and identity
through social interactions, especially relevant on social media.
e Social Capital Theory — how trust, norms, and networks facilitate coordinated
actions and influence consumer loyalty.
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¢ Goffman’s Dramaturgical Theory — analyzing how people “perform” identities
through consumption choices in front of others, especially on platforms like
Instagram or TikTok.

e The Two-Step Flow of Communication — showing how opinion leaders
(influencers) mediate the impact of mass media on individuals.

e Group Norms and Conformity — explaining how consumers are pressured to
adopt behaviors and products that align with their social group.

8. Empirical Evidence from Bangladesh

A study focusing on Dhaka city examined the impact of social media advertising on the
purchasing decisions of young consumers. The research found that factors such as the
source of information, uniqueness of advertising, time-saving aspects, security, convenience
of ordering, and feedback mechanisms significantly affected buying decisions. The study
concluded that social media marketing positively influences purchasing behavior among
Bangladeshi youth.

9. Limitations of the Study

a. Lack of Empirical Data
If the article is primarily theoretical or conceptual, it may lack empirical validation. Without
robust data from case studies or surveys, the conclusions may remain speculative.

b. Overgeneralization

Applying sociological theories across diverse consumer segments (e.g., age, culture and
income) might lead to oversimplifications. Social influence differs vastly between, say, Gen
Z in the U.S. and rural communities in Asia.

c. Rapidly Changing Platforms

The social media landscape evolves rapidly. Platforms, algorithms, and user behaviors
change within months. Findings based on earlier networks (e.g., Facebook in 2015) may not
apply to TikTok or decentralized platforms in 2025.

d. Causality vs. Correlation
Determining whether social networks cause purchasing decisions or merely correlate with
them can be difficult. The article might struggle to establish clear causal links.

e. Neglect of Economic and Psychological Variables
While focusing on social context is important, ignoring factors like price sensitivity,
cognitive biases, or personal values could limit the explanatory power of the model.

f. Peer Influence and Social Proof

Consumers often look to peers when making decisions. The concept of social proof
suggests that individuals conform to the actions of others, especially in uncertain situations,
influencing purchasing behavior.
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g. Social Connectedness and Community Engagement
A sense of belonging within online communities enhances consumer trust and loyalty.
Brands that foster genuine connections often see increased engagement and sales.

h. Behavioral Contagion and the Bandwagon Effect

Trends can spread rapidly through social networks via behavioral contagion. The
bandwagon effect explains how individuals adopt behaviors as they become more
widespread, impacting product popularity.

i. Critical Perspectives

While social networks influence consumer behavior, some studies argue that shared
preferences may stem from pre-existing similarities rather than direct influence, suggesting
a need for nuanced analysis.

J. Foster Online Communities

Build branded online communities to encourage discussions and long-term consumer
involvement. Collaborate with micro and macro influencers whose values align with the
brand to strengthen consumer trust and engagement.

k. Monitor Social Trends and Feedback

Use social listening tools to track shifting consumer sentiments and adapt marketing
strategies accordingly. Be transparent in influencer partnerships and community
engagement to build lasting credibility and avoid backlash.

10. Findings of the Study

1. Peer Influence Dominates Purchase Decisions: Consumers often trust peer
reviews, comments, and shared experiences over direct brand advertisements.

2. Influencers Shape Consumer Preferences:Parasocial relationships with
influencers lead to stronger emotional connections, influencing product choices and
brand loyalty.

3. Community Belonging Enhances Brand Engagement:Online communities (e.qg.,
Facebook groups, Reddit forums) build trust and drive product discussions, shaping
group-based purchasing behaviors.

4. Social Proof and Bandwagon Effects Are Pervasive: The popularity of a product
within a network often leads others to adopt similar buying behavior, reinforcing
trends.

5. Youth Are Most Affected by Social Networks:Younger demographics (especially
Gen Z) rely heavily on social media cues for purchasing decisions, often influenced
by trends and viral content.
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11. Recommendations of the Study

A. For Marketers and Businesses

Leverage Peer Influence and Opinion Leaders: Brands should identify and
collaborate with micro-influencers and opinion leaders who hold sway within
specific online communities to drive authentic engagement and product adoption.
Foster Brand Communities: Create and support online brand communities (e.qg.,
through Facebook Groups, Reddit forums, or branded apps) to build social capital
and encourage group-based loyalty and advocacy.

Incorporate Sociological Segmentation: Go beyond demographic targeting by
incorporating social identity, cultural norms, and group affiliations into market
segmentation strategies to align with consumers’ social environments.

B. For Social Media Platforms

Enhance Transparency of Algorithms: Platforms should provide greater
transparency about how content is prioritized, as algorithmic visibility significantly
shapes consumer exposure to product-related information.

Promote Diverse Social Exposure: Design features that encourage cross-group
interaction and reduce echo chambers to broaden consumer awareness and avoid
narrow influence loops.

C. For Policymakers and Consumer Advocacy Groups

Monitor Ethical Use of Social Influence: Regulate the use of psychological and
social influence tactics, particularly targeting vulnerable populations like
adolescents or those with limited digital literacy.

Educate Consumers on Social Media Literacy: Launch initiatives to teach users
how to critically evaluate social media content and distinguish between organic
peer recommendations and paid endorsements.

D. For Academics and Researchers

Encourage Interdisciplinary Approaches: Future research should combine
sociological theory with digital marketing and behavioral economics to build a
more nuanced understanding of networked consumer behavior.

Explore Emerging Platforms and Trends: Investigates the role of emerging
platforms (e.g., TikTok, Threads, and decentralized networks) and the evolving
nature of identity, performance, and community in shaping buying behavior.
Address Cross-Cultural Variations: Conduct comparative studies to examine
how social networks influence consumer behavior differently across cultures, age
groups, and socioeconomic backgrounds.
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12. Conclusion

Social networks have become pivotal in shaping consumer purchasing decisions. Through
mechanisms like social proof, parasocial interactions, and the display of conspicuous
consumption, these platforms influence consumer behavior on a profound level.
Understanding the sociological dynamics at play can help marketers and brands tailor their
strategies to effectively engage with consumers in the digital realm. As social media
continues to evolve, its role in consumer decision-making is likely to expand, necessitating
ongoing research and adaptation by businesses aiming to leverage these platforms for
marketing success.The article The Influence of Social Networks on Consumer Purchasing
Decisions: A Sociological Perspective is a valuable contribution to both academic literature
and practical marketing. However, like most conceptual works, it faces limitations in terms
of empirical depth, evolving platforms, and the challenge of isolating social influence from
other consumer behavior drivers. Addressing these limitations through mixed-method
research, cross-cultural comparisons, and real-time data analysis would enhance its
relevance and rigor.

References

1. Aral, S., & Walker, D. (2012). Identifying influential and susceptible members of social
networks. Science, 337(6092), 337-341. https://doi.org/10.1126/science.1215842

2. Bakshy, E., Messing, S., &Adamic, L. A. (2015). Exposure to ideologically diverse
news and opinion on  Facebook.  Science, 348(6239), 1130-1132.
https://doi.org/10.1126/science.aaall60

3. Brown, J. J., &Reingen, P. H. (1987). Social ties and word-of-mouth referral behavior.
Journal of Consumer Research, 14(3), 350-362. https://doi.org/10.1086/209118

4. Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer Research,
15(2), 139-168. https://doi.org/10.1086/209154

5. Boyd, D. M., & Ellison, N. B. (2007). Social network sites: Definition, history, and
scholarship. Journal of Computer-Mediated Communication, 13(1), 210-230.
https://doi.org/10.1111/j.1083-6101.2007.00393.x

6. Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste. Harvard
University Press.

7. Christakis, N. A., & Fowler, J. H. (2009). Connected: The surprising power of our
social networks and how they shape our lives. Little, Brown Spark.

8. Cialdini, R. B., & Goldstein, N. J. (2004). Social influence: Compliance and
conformity. Annual Review of Psychology, 55, 591-621. https://doi.org/10.1146/
annurev.psych.55.090902.142015

9. Efendiogku I. H. (2022), The impact of conspicuous consumption in social Media on
purchasing intentions, General Economics (econ.GN), https://doi.org/10.48550/
arXiv.2205.12026

10. Hofstede, G. (1980). Culture’s consequences: International differences in work-related
values. Sage Publications.

ID: 2508

International Journal of Business, Arts and Scientific Study (IJBASS)
www.ijbassbd.com

84


http://www.ijbassbd.com/
https://doi.org/10.1126/science.1215842
https://doi.org/10.1086/209154
https://doi.org/10.1111/j.1083-6101.2007.00393.x
https://doi.org/10.1146/annurev.psych.55.090902.142015
https://doi.org/10.1146/annurev.psych.55.090902.142015

1JBASS, Volume-06, Issue-01, May, 2025

11. Gull, S., &ldrees, H. (2022). Green Training and Organizational Efficiency: Mediating
Role of Green Competencies. European Journal of Training and Development, 46, 105-
119.https://doi.org/10.1108/EJT D-10-2020-0147

12. Katz, E., &Lazarsfeld, P. F. (1955). Personal influence: The part played by people in
the flow of mass communications. Free Press.

13. Kozinets, R. V. (1999). E-tribalized marketing? The strategic implications of virtual
communities of consumption. European Management Journal, 17(3), 252-264.
https://doi.org/10.1016/S0263-2373(99)00004-3

14. Muniz, A. M., & O’Guinn, T. C. (2001). Brand community. Journal of Consumer
Research, 27(4), 412-432. https://doi.org/10.1086/319618

15. Nguyen, T. N., Simkin, L., &Canhoto, A. I. (2021). The dark side of digital
personalization: Exploring the commodification of social influence. Journal of Business
Research, 136, 624-636. https://doi.org/10.1016/j.jbusres.2021.07.063

16. Putnam, R. D. (2000). Bowling alone: The collapse and revival of American
community. Simon & Schuster.

17. Shirky, C. (2008). Here comes everybody: The power of organizing without
organizations. Penguin Press.

18. Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th ed.).
Pearson.

19. Wellman, B., &Haythornthwaite, C. (2002). The Internet in everyday life. Blackwell
Publishers.

ID: 2508 International Journal of Business, Arts and Scientific Study (IJBASS) 85

www.ijbassbd.com



http://www.ijbassbd.com/
https://doi.org/10.1016/j.jbusres.2021.07.063

	1. Introduction
	a. The Rise of Social Media as a Shopping Platform
	b. The Role of Social Proof in Influencing Purchases
	c. Parasocial Interactions with Influencers
	d. The Impact of Conspicuous Consumption
	7. Theoretical Frameworks and Foundation
	a.Theoretical Frameworks
	b.Theoretical Foundations

	8. Empirical Evidence from Bangladesh
	11. Recommendations of the Study
	A. For Marketers and Businesses
	B. For Social Media Platforms
	C. For Policymakers and Consumer Advocacy Groups
	D. For Academics and Researchers


	12. Conclusion
	References


