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INTRODUCTION

In contemporary capitalist economies, consumers are
assumed to be rational decision-makers operating on the
principle of utility maximisation (Becker, 1976). However,
ideal does not always correspond to the actual behaviour.
People often buy things that have no functional benefit,
and cost more than they can afford, or are specifically
disliked (Thaler, 1980). These choices cannot be attributed
to economic reasoning or cultural requirements. Rather,
they result from the intricate interactions between social
processes—perception, status, identity, and influence
(Cialdini, 2001).

This study examines the mechanisms by which social
dynamics drive individual consumer purchasing
choices, which frequently result in economically flawed
(Ariely, 2008). The need for social
belonging influence financial behaviours (Baumeister &
Leary, 1995; Rahman & Akter, 2021). By grouping these
behaviours and defining measurable indices, the research
attempts to establish a differentiated understanding of

social economic decision-making (Lautiainen, n.d.).

consequences

Social Perception and Consumer Behaviour

Social perception is a term used to describe how people
perceive and respond to others’ opinions regarding their
consumption behaviors (Festinger, 1954). For example,
an individual can buy an expensive, low-benefit product
based on perceived social pressure, even when more
appropriate options are available (Veblen, 1899). This
social process is evidence of a psychological desire for
social acceptance that tends to overrule objective cost-
benefit calculations (Solomon, 2017).

In settings where decisions are openly witnessed or
guesstimated, like housing or

exposed consumer

shape marketing techniques that relate to the social aspects of consumption.

products, people tend toward popularly accepted or
highly promoted products (McCracken, 1988). This
choice is inspired less by inherent worth and more by
projected third-party validation (Belk, 1988). The result
is a deviation of actual demand, in which consumer
preference matches socially approved alternatives as
opposed to personal requirements or economic sense
(Roy, 2022; Hossain et al., 2022)

Social Factors Influencing Demand

Consumer demand is not only influenced by economic
factors but also by active social determinants like
cultural values, family heritage, peer group influences,
and organisational frameworks (Hofstede, 1984). These
forces tend to act unconsciously and differ according to
demographic and situational factors (Kotler & Keller,
2016; Rahman & Akter, 2021).

Family and peer pressures can produce habitual
consumption patterns (Ji & Wood, 2007). Institutional
settings can place implicit consumption standards on
individuals, such as their outward appearance, lifestyle,
or the use of technology (Peterson, 2000). This social
conditioning creates patterns of demand not based
on individual utility but rather on conformity to the
expectations of others (Schiffman & Kanuk, 2010).

The Role of Social Security and Status

Maslow’s hierarchy locates social belonging directly after
physiological and safety needs (Maslow, 1943). Social
security desires can occur in two ways: via the need to
belong and the desitre to be different. This creates a cycle
of competitive social consumption, in which people
either imitate or try to surpass others (Bourdieu, 1984).
We define this loop as the “Social Convention Acceptance
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and Correlation Marginal Competitive Loop.” It describes
the psychological loop wherein people measure their
consumption, not only in terms of individual utility, but
as a social comparative measure (Kahneman & Tversky,
1979). This behavior accounts for the popularity of
luxury expenditure, status symbols, and excess spending
for perceived social benefit (Richins, 1994).

MATERIALS AND METHODS

The study uses a mixed-method, exploratory design
rooted in behavioural economics and social psychology
(Creswell, 2014). The method combines qualitative and
quantitative elements, employing empirical observation,
survey instruments, and theoretical synthesis.

Research Design

A framework of observation and interpretation was
chosen to study how social dynamics affect economic
decision-making, The study attempted to ascertain
behavioural inclinations and conceptualize them in
quantifiable constructs.

Data Collection
Primary Data

Gathered
questionnaires conducted among 50 students from

through structured and semi-structured
various socio-economic backgrounds. The questions
revolved around the perceived role of peers, family,
advertisements, and public opinion on their buying

behavior. There were also informal interviews.

Secondary Data

Compiled from academic literature, media studies,
historical case studies, and market behaviour reports
through JSTOR, SSRN, and ScienceDirect.

Data Analysis
Thematic coding was used on qualitative answers to find
out about common behavioural patterns. Quantitative
information guided the creation of three original indices:
¢ Attention Parameter Index (API) (Solanke & Kakde, 2023)
* Baseline Marginal Index (BLMI)
* Social Cultural Index (SCI)

Ethical Considerations
Participants were informed of the study’s intent and
provided consent. Data confidentiality was maintained.

Limitations of Methodology
* Sample size and geographic scope limit generalisability.
* Indices are theoretical and require broader validation.
* Qualitative nature of exploratory design limits causal
inference.

Conceptual Framework: Behavioural Zones

The research presents a conceptual framework that
classifies socially influenced consumer behaviors into
three major zones of behavior:

Red Zone — Competitive Loop

This space is indicative of hyper-reactive consumption
due to competition with peers. The people in this space
adopt symbolic consumption, which is usually irrational,
to equalize or surpass the perceived social status of others
(Bourdieu, 1984; Richins, 1994).

Green Zone — Social Stereotypes

This area encompasses behaviour shaped by ingrained
social norms, taboos, and stereotypes that may not derive
directly from rules or the law. For example, gendered
product selection is common (Blakemore & Centers, 2005).

Blue Zone — Influence Zone
This

consumer behavior, especially via advertising, digital

area includes intentional external factors on
media, celebrity endorsement, and fashion cycles (Berger
& Heath, 2007).

These areas are not mutually exclusive and might overlap,
but they are used as analytical tools to plot decision-
making biases across different levels of social pressure

and visibility.

Illustrative Case Studies
The behavioural zones are supported with real-world
examples:

Red Zone Example

Cola Wars between Pepsi and Coca-Cola demonstrate
competitive marketing and consumer identification on
the basis of perceived status. Likewise, the Cold War
arms race exemplifies compulsive parity behavior at a
mactro level (Allison & Zelikow, 1999).

Green Zone Example

Gendered toy advertising demonstrates
socialization ~ results in  stereotypical  consumption,
constraining individual agency (Blakemore & Centers, 2005).

how ecatly

Blue Zone Example

The Cambridge Analytica scandal shows how social data
manipulation can reshape personal choices, including
electoral choices, through targeted digital campaigns
(Cadwalladr & Graham-Harrison, 2018).

Analytical Tools and Indices
To convert the zones of behaviour into measurable
forms, the researcher puts forward three new indices:

Attention Parameter Index (API)

This quantifies the degree of positive social attention a
product gains. It is group closeness weighted and number
of peer exposures after consumption.

Baseline Marginal Index (BLMI)

This determines the price difference between a product’s
price and its functional or rational counterpart, which
shows the effect of perceived value (Roy, 2022).
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Social Cultural Index (SCI)

A generalized score based on cultural learning, peer
influence, value internalization, and media exposure.
SCI measures the extent to which a consumer’s choice is
rooted in social context.

These indices have been cross-checked on sample data
and been analyzed via correlation, t-tests, and regression to
ensure their explanatory potential (Solanke & Kakde, 2023).

DISCUSSION
This part presents statistical estimation of survey data

Table 1: Descriptive Statistics of Key Variables (n = 50)

for empirical validation of the role of social dynamics in
economic choices. SPSS was used to conduct statistical tests,
with the objective of confirming the behavioural zones
established in the study and testing the predictive power of
the newly constructed indices (API, BLMI, and SCI).

Empirical Evidence from Primary Data

Survey responses from 50 university students showed
substantial peer, media, and social norm influence on their
buying choices. This confirms evidence found in earlier
behavioural studies (Cialdini, 2001; Ji & Wood, 2007).

Variable Percentage (%) Mean SD
Peer influence on purchases 74
Social pressure resulting in purchases 62

. ) 3.76 0.82
Reliance on peer recommendations 56
Importance of social media visibility 68

To statistically validate the association between social
influence and irrational buying behavior Chi-square test
of independence was performed and the results are as
follows:

¥ (1, N = 50) = 9.72, p = 0.002 indicating a statistically
significant association (Kahneman & Tversky, 1979).

Peer influence

Social pressure

Peer recommendations

Social Influence Variables

Social media visibility

To test mean influence level one-sample t-test was
deployed and the results are as follows:

t(49) = 5.84, p < 0.001 confirming significant deviation
from the neutral midpoint of 3.0, aligning with earlier
work in behavioural economics (Ariely, 2008).

40 60 80 100

Percentage (%)

Figure 1: Frequency of Social Influence Factors Among Respondents

Validation of Behavioural Zones
The clustering of respondents based on decision patterns

Red Zone

29.0%

Green Zone

Figure 2: Cluster Membership by Behavioural Zone

validated the proposed Red, Green, and Blue behavioural
zones (Berger & Heath, 2007).

Blue Zone

37.0%
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Table 2: Logistic Regression Results Predicting Irrational Buying Behaviour

Predictor Variable Coefficient () Std. Error p-value
Peer Influence 1.22 0.45 0.008
Social Media Exposure 1.05 0.42 0.014
Cultural Conformity Score 0.78 0.39 0.061

Model fit: (3, N = 50) = 16.48, p = 0.001 (Griskenicius et al,, 2007)

Peer Influence

Social Media Exposure

Predictor Variables

Cultural Conformity Score

00 02 04

06 08 1.0 12 14 16
Coefficient (B)

Figure 3: Logistic Regression Coefficients Predicting Irrational Buying

Application of Indices (Correlation and Comparative
Statistics)

Quantitative validation of API, BLMI, and SCI was
conducted using correlation and regression tools (Solanke

& Kakde, 2023).

Table 3: Correlation between API Scores and Peer Referrals
Variables

API Score X Peer Referrals

Pearson r
0.65

p-value
<0.01

Table 4: Paired Sample t-Test Comparing BLMI for
Premium vs. Local Brands

Brand Type Mean BLMI SD
Premium Brand 1.71 0.42
Local Brand 1.04 0.31

#(14) = 4.23, p = 0.001 (Roy, 2022)

Table 5: SCI Summary Statistics and Regression Output

Measure Value
Mean SCI 0.66
Standard Deviation 0.17
Regression Coefficient (B) 0.93
Significance (p-value) 0.03

Thematic Interpretation

These findings empirically confirm the social economic
theoretical framework (Festinger, 1954,
Maslow, 1943). Behavioural zones are related to social
validation, perceived status, and group conformity effects.
Findings reaffirm the value of integrating social

behaviour

psychological concepts into economic analysis (Schiffman
& Kanuk, 2010). Marketers can match campaigns with
high API segments; policymakers can combat irrationality
by having financial education and awareness campaigns.

Implications

The use of statistical testing makes the case stronger that
social dynamics contribute meaningfully to economic
behaviour. The behavioural zones and indices worked out
in this study exhibit theoretical and empirical consistency,
and therefore they can be used in potential future work
as well as applied to consumer science (Thaler, 1980;
Sunstein, 2014).

Limitations
Whereas the research provides useful findings, a few of
the limitations need to be highlighted:

* The studied sample is (n=50) and demographically
restricted to college students and thus may impact
generalisability.

* The behavioural zones, as distinct concepts, might
in reality overlap and therefore strict categorisation may
prove difficult.

* The indices created (API, BLMI, SCI) are exploratory
and need additional testing across various socio-economic
and cultural contexts.

* Qualitative responses, although thematically coded, have
subjectivity associated with interpretive research designs.
Subsequent studies need to focus on increasing sample
heterogeneity, applying longitudinal data, and applying
the indices to sectors and demographics for validation
putposes.
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CONCLUSION

This research revel that financial choices, especially
in consumer behavior, are largely influenced by social
processes beyond traditional economics. From behavioral
economics and social psychology, it concludes that
peer pressure, perceived status, media, and cultural
conditioning effectively misshape rational choice models.
The hypothesized framework—made up of the Red,
Green, and Blue behavioral zones—provides a typology
of distinct social mechanisms affecting decision-making;
The creation and utilization of indicators such as the
Attention Parameter Index (API), Baseline Marginal
Index (BLMI), and Social Cultural Index (SCI) offer
quantifiable devices to examine such conduct.

Empirical verification via statistical testing established the
existence and prominence of these behavioural zones
within a youth population, including significant correlations
between peet/social media influence and irrational
buying choices. These findings have practical relevance to
marketers, behavioural economists, and policymakers who
seek to affect or reform economic decisions.

Despite its exploratory nature, the study presents a
foundation for further cross-disciplinary research into
consumer irrationality and social influence. Further
research can develop the indices outlined here, extend
behavioural segmentation models, and investigate
demographic or cultural differences using more extensive
databases and longitudinal designs.

Finally, the paper emphasizes that economic analysis
needs to be reframed so that it appropriately takes into
account human, social, and cultural realities that shape
market behaviour.
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