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ABSTRACT 

 

Digital platforms have become an indispensable part of modern life, transforming the way consumers communicate, 

shop, entertain themselves, and access information. These platforms generate substantial revenue by analysing 

consumer behaviour and leveraging user data to deliver personalised experiences and targeted marketing. This 

study examines how digital platforms monetise consumer behaviour by exploring the concepts of digital platforms, 

consumer behaviour, and the various factors that influence purchasing decisions, including personal preferences, 

social influence, emerging trends, and convenience. It further discusses the nature of user data and the different 

categories of information collected, such as search history, purchase history, viewing habits, and location data. The 

research analyses the major revenue models adopted by digital platforms, including advertising, subscription-based 

services, and commission-based earnings, while highlighting the role of algorithms and personalisation in enhancing 

consumer engagement. The study also evaluates the growing influence of social media influencers and digital 

marketing strategies in shaping consumer decisions. Psychological principles such as Fear of Missing Out (FOMO), 

scarcity tactics, instant gratification, and reward systems are examined to understand their contribution to digital 

monetisation. A case study of Instagram illustrates how advertising, influencer marketing, and predictive analytics 

collectively drive platform profitability. To support the analysis, a survey of 30–50 respondents is proposed to 

examine social media usage, online purchasing behaviour, the impact of personalised recommendations, and 

concerns regarding data privacy, with findings presented through pie charts and bar graphs. The study concludes 

that digital platforms rely heavily on data-driven personalisation and behavioural insights to maximise revenue, 

while emphasising the need to address ethical concerns related to privacy, transparency, and consumer autonomy in 

the evolving digital economy. 
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INTRODUCTION 

 

Digital platforms have fundamentally transformed modern commerce by reshaping how consumers discover, evaluate, and 

purchase products and services. Through extensive data collection, algorithmic recommendations, and personalised 

marketing strategies, these platforms monetise consumer behaviour while creating significant economic value. 

Understanding this relationship is essential for businesses, policymakers, and consumers in the rapidly evolving digital 

economy. 

 

Digital Platforms and the Evolution of Consumer Behaviour 

The rapid expansion of internet connectivity and smartphone adoption has accelerated the growth of digital platforms such 

as Google, Amazon, Instagram, Facebook, Netflix, and TikTok. These platforms function as digital intermediaries that 

connect users, businesses, advertisers, and content creators within integrated online ecosystems. Unlike traditional business 

models, digital platforms generate value by facilitating interactions among multiple user groups while simultaneously 

collecting and analysing vast amounts of behavioural data (Parker et al., 2016). 

 

Consumer behaviour has evolved significantly in the digital era. Earlier purchasing decisions were largely influenced by 

physical stores, print advertisements, and interpersonal recommendations. Today, consumers rely on search engines, social 

media reviews, personalised advertisements, online ratings, influencer endorsements, and recommendation algorithms 

before making purchase decisions. According to Kotler and Keller (2022), digital technologies have empowered consumers 

with greater access to information while enabling firms to engage customers through personalised experiences. The 

availability of real-time information has also shortened the consumer decision-making process, allowing businesses to 

influence purchasing behaviour at multiple stages of the customer journey. 
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Furthermore, social influence has become increasingly important in digital environments. Consumers actively participate in 

online communities where opinions, reviews, and recommendations significantly affect purchasing intentions. Social proof, 

peer influence, and electronic word-of-mouth (eWOM) have become major determinants of consumer trust and brand 

preference, making digital platforms central to contemporary marketing strategies. 

 

Digital Monetisation through Data, Algorithms, and Personalisation 

The primary source of competitive advantage for digital platforms lies in their ability to convert consumer data into 

economic value. Every online activity—including search queries, browsing behaviour, purchase history, viewing patterns, 

clicks, location information, and social interactions—creates valuable datasets that enable platforms to predict consumer 

preferences with remarkable accuracy. Zuboff (2019) describes this phenomenon as "surveillance capitalism," where 

behavioural data are transformed into predictive products that generate commercial profits. 

 

Algorithms powered by artificial intelligence and machine learning analyse user behaviour continuously to personalise 

advertisements, recommend products, prioritise content, and optimise user engagement. These personalised experiences 

increase customer satisfaction while improving advertising effectiveness and conversion rates. According to Davenport et 

al. (2020), AI-driven personalisation has become one of the most important drivers of digital business performance because 

it enables firms to deliver relevant content to individual users at scale. 

 

Digital platforms monetise consumer behaviour through multiple revenue models, including targeted advertising, 

subscription services, commission-based marketplaces, sponsored content, and influencer marketing. Social media 

platforms further utilise psychological principles such as Fear of Missing Out (FOMO), scarcity, urgency, reward systems, 

and instant gratification to encourage prolonged engagement and impulse purchasing. While these strategies create 

significant economic opportunities for businesses, they also raise concerns regarding consumer privacy, data security, 

algorithmic transparency, and ethical marketing practices. Consequently, understanding how digital platforms monetise 

consumer behaviour has become increasingly important for promoting responsible digital innovation and protecting 

consumer interests in the digital economy. 

 

REVIEW OF LITERATURE 

 

Digital Platforms and Platform Economy 

Digital platforms have fundamentally transformed the global economy by creating network-based ecosystems that connect 

consumers, businesses, advertisers, and service providers. Parker, Van Alstyne, and Choudary (2016) argued that platform 

businesses derive value by facilitating interactions among multiple stakeholders rather than relying solely on traditional 

product-based models. Their work highlights that data generated through user interactions constitute a strategic asset, 

enabling platforms to optimise services and generate multiple revenue streams. Similarly, Srnicek (2017) explained that 

digital platforms have evolved into dominant economic institutions where data collection and analysis are central to value 

creation. According to the author, platform capitalism depends heavily on continuous user engagement, making consumer 

behaviour a key resource for sustainable digital monetisation. 

 

Consumer Behaviour and Digital Decision-Making 

Consumer behaviour in digital environments has become increasingly influenced by information availability, social 

interactions, and personalised online experiences. Kotler and Keller (2022) emphasised that digital technologies have 

significantly altered consumer decision-making by providing instant access to product information, reviews, and 

recommendations. Consumers now rely extensively on online search, social media, and electronic word-of-mouth before 

making purchasing decisions. Likewise, Lemon and Verhoef (2016) examined the concept of customer experience across 

multiple digital touchpoints and concluded that every online interaction contributes to shaping customer satisfaction, 

loyalty, and purchasing behaviour. Their research highlights the importance of integrating personalised customer 

experiences throughout the digital consumer journey to maximise engagement and long-term value. 

 

Data Monetisation, Algorithms, and Personalisation 

The monetisation of consumer behaviour is largely driven by the collection and analysis of user data. Zuboff (2019) 

introduced the concept of surveillance capitalism, explaining how organisations transform behavioural data into predictive 

products for commercial purposes. The study argues that digital platforms continuously monitor user activities to forecast 

future behaviour and optimise advertising effectiveness. Complementing this perspective, Davenport, Guha, Grewal, and 

Bressgott (2020) demonstrated that artificial intelligence has become an essential tool in modern marketing by enabling 

highly personalised recommendations, automated customer interactions, and predictive analytics. Their findings suggest 

that AI significantly improves marketing efficiency while increasing consumer engagement through customised digital 

experiences. 
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Influencer Marketing and Social Media Monetisation 

Social media has emerged as one of the most influential channels for digital monetisation through influencer marketing and 

personalised advertising. De Veirman, Cauberghe, and Hudders (2017) investigated the effectiveness of Instagram 

influencers and found that influencers with appropriate follower characteristics significantly enhance brand attitudes and 

purchase intentions. Their study established that credibility and audience engagement are critical determinants of successful 

influencer marketing campaigns. Similarly, Lou and Yuan (2019) examined the relationship between influencer credibility, 

content value, and consumer trust. The researchers concluded that authentic influencer content positively influences 

consumer attitudes toward brands and substantially increases purchase intentions, making influencer marketing a powerful 

monetisation strategy for digital platforms. 

 

Privacy, Ethics, and Consumer Trust 

While digital monetisation offers substantial economic benefits, it also raises important ethical and privacy concerns. 

Martin and Murphy (2017) argued that consumer trust depends largely on organisations' ability to manage personal 

information responsibly and transparently. Their research demonstrates that ethical data governance strengthens long-term 

customer relationships and enhances organisational reputation. Likewise, Acquisti, Taylor, and Wagman (2016) reviewed 

the economics of privacy and concluded that increasing data collection practices create significant challenges related to 

consumer autonomy, informed consent, and information asymmetry. The authors recommended stronger privacy 

protections and regulatory oversight to ensure responsible use of personal data while preserving innovation within digital 

markets. 

 

Objectives 

1. To examine how digital platforms monetise consumer behaviour through data-driven business models and 

personalised marketing strategies. 

2. To analyse the influence of user data, algorithms, and digital advertising on consumer purchasing decisions and 

engagement. 

 

METHODOLOGY 

 

The present study adopts a quantitative and descriptive research design to examine how digital platforms monetise 

consumer behaviour through data collection, personalised recommendations, digital advertising, and platform-based 

revenue models. Primary data were collected using a structured questionnaire designed around the major dimensions of the 

study, including awareness of digital platforms, consumer behaviour, buying decision factors, user data collection, digital 

platform revenue models, algorithms and personalisation, influencer marketing, psychological drivers of digital 

monetisation, ethical concerns, and perceptions regarding Instagram's monetisation strategies. 

 

The study was conducted among 100 respondents selected through convenience sampling from regular users of digital 

platforms, including students, professionals, entrepreneurs, and working adults who actively use social media and e-

commerce applications. Respondents were chosen based on their experience with platforms such as Instagram, YouTube, 

Amazon, Facebook, and similar digital services. 

 

The questionnaire comprised demographic questions and close-ended statements measured on a five-point Likert scale 

ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). Additional survey questions gathered information on daily social 

media usage, purchasing behaviour after viewing online advertisements, the influence of personalised recommendations, 

and concerns regarding data privacy. These responses enabled the researcher to assess consumer awareness and behavioural 

patterns associated with digital monetisation. 

 

The collected data were coded and analysed using descriptive statistical techniques, including frequency distribution, 

percentages, mean scores, and standard deviation. The findings were presented through tables, pie charts, and bar graphs to 

facilitate interpretation and comparison of respondent opinions. A case study of Instagram was incorporated to illustrate the 

practical application of advertising revenue, influencer marketing, and predictive analytics in monetising consumer 

behaviour. The methodology provides a systematic framework for understanding the relationship between digital platforms, 

consumer behaviour, and the ethical implications of data-driven monetisation strategies. 

 

Analysis 

The following analysis is based on responses collected from 100 respondents regarding their perceptions of digital 

platforms, consumer behaviour, digital monetisation, personalised recommendations, and privacy concerns. The findings 

are presented using descriptive statistics. 
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Table 1: Daily Time Spent on Digital Platforms 

 

Hours per Day Respondents Percentage (%) 

Less than 2 hours 12 12% 

2–4 hours 38 38% 

4–6 hours 32 32% 

More than 6 hours 18 18% 

Total 100 100% 

                   Source: Primary data 

 

The data indicate that digital platforms have become an integral part of respondents' daily routines. A majority (70%) spend 

between two and six hours on digital platforms every day, reflecting extensive engagement with social media, online 

shopping, entertainment, and communication applications. Nearly one-fifth (18%) spend more than six hours daily, 

suggesting high dependence on digital ecosystems. Only 12% reported spending less than two hours online. These findings 

demonstrate that prolonged digital engagement provides platforms with continuous opportunities to collect behavioural 

data, analyse consumer preferences, personalise content, and generate revenue through targeted advertising, subscriptions, 

and other monetisation strategies. 

 

 
 

Table 2: Awareness of Digital Platforms and Consumer Behaviour 

 

Response Respondents Percentage (%) 

Highly Aware 41 41% 

Aware 45 45% 

Neutral 9 9% 

12% 

38% 
32% 

18% 

Daily Time Spent on Digital Platforms 

Less than 2 hours 2–4 hours 4–6 hours More than 6 hours
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Response Respondents Percentage (%) 

Not Aware 5 5% 

Total 100 100% 

Source : Primary data 

 

The findings reveal a high level of awareness regarding digital platforms and consumer behaviour. Eighty-six percent of 

respondents reported being either aware or highly aware of digital platforms and their influence on purchasing decisions. 

Only 5% lacked awareness, while 9% remained neutral. This suggests that consumers increasingly recognise how online 

platforms shape shopping behaviour through personalised recommendations, advertisements, and digital engagement. 

Higher awareness may also indicate greater familiarity with online marketing techniques and algorithm-driven content 

delivery. However, awareness does not necessarily imply understanding of how personal data are collected and monetised, 

highlighting the need for greater digital literacy. 

 

 
 

Table 3: Factors Influencing Buying Decisions 

 

Factor Respondents Percentage (%) 

Personal Preferences 31 31% 

Social Influence 21 21% 

Online Trends 18 18% 

Convenience 30 30% 

Total 100 100% 

        Source: Primary data 

 

The results indicate that personal preferences (31%) and convenience (30%) are the dominant factors influencing online 

purchasing decisions. Consumers increasingly value ease of shopping, quick product comparisons, and seamless digital 

payment systems. Social influence (21%) also plays an important role through peer recommendations, reviews, and 

influencer endorsements, while online trends account for 18% of purchase decisions. These findings demonstrate that 

digital platforms strategically combine personalised recommendations with convenience and social validation to maximise 

Highly Aware Aware Neutral Not Aware

41 
45 

9 
5 

Awareness of Digital Platforms and Consumer 
Behaviour 

Respondents
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consumer engagement. Understanding these behavioural drivers enables platforms to develop more effective advertising 

campaigns, improve user experiences, and increase conversion rates through targeted marketing initiatives. 

 

 
 

Table 4: Types of User Data Collected 

 

Type of Data Respondents Percentage (%) 

Search History 30 30% 

Purchase History 25 25% 

Viewing Habits 28 28% 

Location Data 17 17% 

Total 100 100% 

Source : Primary data 

 

Search history (30%) emerged as the most recognised form of user data collected by digital platforms, followed closely by 

viewing habits (28%) and purchase history (25%). Location data accounted for 17% of responses. These findings suggest 

that consumers are generally aware that their online activities generate valuable behavioural information used for 

recommendation systems and targeted advertisements. Digital platforms analyse these datasets to predict consumer 

preferences and optimise marketing effectiveness. Although respondents recognise various forms of data collection, 

concerns remain regarding transparency, consent, and the ethical management of personal information within increasingly 

data-driven digital ecosystems. 
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Table 5: Preferred Revenue Model of Digital Platforms 

 

Revenue Model Respondents Percentage (%) 

Advertising Revenue 49 49% 

Subscription Model 28 28% 

Commission-Based Revenue 23 23% 

Total 100 100% 

Source : Primary data 

 

Advertising revenue dominates respondents' perceptions of how digital platforms generate income, with nearly half (49%) 

identifying it as the primary revenue model. Subscription services account for 28%, while commission-based revenue 

represents 23%. These findings reflect the widespread visibility of online advertisements across social media, search 

engines, and streaming platforms. Consumers frequently encounter sponsored posts, personalised advertisements, and 

promotional content during their online activities. The growing popularity of subscription services indicates increasing 

acceptance of premium digital experiences, while commission-based models remain significant in e-commerce 

marketplaces. Overall, digital platforms successfully diversify revenue sources while relying heavily on consumer 

engagement and behavioural analytics. 

 

 

 
 

Table 6: Influence of Algorithms and Personalised Recommendations 

 

Response Respondents Percentage (%) 

Strongly Agree 33 33% 

Agree 39 39% 

Neutral 14 14% 

49% 

28% 

23% 

Preferred Revenue Model of Digital Platforms 

Advertising Revenue Subscription Model Commission-Based Revenue
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Response Respondents Percentage (%) 

Disagree 10 10% 

Strongly Disagree 4 4% 

Total 100 100% 

       Source : Primary data 

 

A substantial majority (72%) agreed that algorithms and personalised recommendations influence their purchasing 

decisions. This demonstrates the effectiveness of artificial intelligence and machine learning in analysing user preferences 

and delivering relevant product suggestions. Fourteen percent remained neutral, while only 14% disagreed or strongly 

disagreed. These findings indicate that personalised recommendation systems significantly shape consumer behaviour by 

simplifying product discovery and improving shopping experiences. However, reliance on algorithms also raises concerns 

regarding filter bubbles, manipulation, and excessive behavioural tracking. Businesses therefore face the challenge of 

balancing commercial objectives with ethical responsibilities related to transparency and consumer autonomy. 

 

 
 

Table 7: Influence of Influencers and Social Media Marketing 

 

Response Respondents Percentage (%) 

Strongly Agree 29 29% 

Agree 40 40% 

Neutral 15 15% 

Disagree 11 11% 

Strongly Disagree 5 5% 

Total 100 100% 

            Source : Primary data 
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The survey indicates that influencer marketing significantly impacts consumer purchasing behaviour. Sixty-nine percent of 

respondents agreed that influencers and social media promotions affect their buying decisions, demonstrating the growing 

credibility of digital content creators. Social media personalities establish trust with followers by sharing product reviews, 

lifestyle content, and recommendations, thereby encouraging purchasing behaviour. Fifteen percent expressed neutral 

opinions, while only 16% disagreed. These findings confirm that influencer marketing has become an essential component 

of digital monetisation strategies, enabling brands to reach targeted audiences more effectively than traditional advertising 

while fostering stronger consumer engagement and brand awareness. 

 

 
 

Table 8: Concern about Data Privacy and Ethical Issues 

 

Response Respondents Percentage (%) 

Highly Concerned 36 36% 

Concerned 40 40% 

Neutral 12 12% 

Not Concerned 12 12% 

Total 100 100% 

Source : Primary data 

 

Privacy concerns remain significant among digital platform users. Seventy-six percent of respondents expressed concern 

regarding the collection, storage, and use of personal data. These concerns include excessive tracking, targeted advertising, 

algorithmic profiling, and potential misuse of personal information. Twelve percent remained neutral, while another 12% 

were unconcerned about privacy issues. The findings suggest that although consumers appreciate personalised digital 

services, they also expect stronger data protection, transparency, and ethical business practices. Digital platforms must 

therefore strengthen privacy safeguards, improve user consent mechanisms, and ensure responsible data governance to 

maintain consumer trust and long-term platform sustainability. 
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The survey findings demonstrate that digital platforms have become deeply integrated into consumers' everyday lives, with 

most respondents spending several hours online daily. Personal preferences, convenience, and social influence are the 

primary drivers of purchasing decisions, while advertising remains the dominant monetisation strategy. Algorithms, 

personalised recommendations, and influencer marketing significantly influence consumer behaviour by delivering 

customised content and product suggestions. Respondents also recognise that digital platforms collect extensive 

behavioural data, including search history, purchase history, viewing habits, and location information, to optimise 

marketing effectiveness. Despite appreciating personalised digital experiences, a large majority expressed concerns 

regarding privacy, transparency, and ethical data usage. The Instagram case further illustrates how advertising, influencer 

collaborations, and predictive analytics work together to generate platform revenue. Overall, the analysis confirms that 

successful digital monetisation depends on understanding consumer behaviour while maintaining an appropriate balance 

between commercial objectives and ethical responsibilities. 

 

FINDINGS AND DISCUSSION 

 

The findings of the study demonstrate that digital platforms have become an integral part of consumers' daily lives, with the 

majority of respondents spending between two and six hours per day on social media, e-commerce, and other online 

services. Most participants exhibited a good understanding of digital platforms and acknowledged their significant 

influence on purchasing behaviour. Personal preferences and convenience emerged as the most influential factors affecting 

buying decisions, followed by social influence and online trends, indicating that consumers increasingly value personalised 

and seamless digital experiences. 

 

The study further revealed that respondents are aware that digital platforms collect various forms of user data, including 

search history, purchase history, viewing habits, and location information. This behavioural data enables platforms to 

deliver personalised recommendations, targeted advertisements, and customised content that enhance user engagement and 

increase purchase intentions. Advertising revenue was identified as the most recognised monetisation model, while 

subscription-based and commission-based models also contributed significantly to platform earnings. 

 

Algorithms and artificial intelligence were found to play a crucial role in influencing consumer choices by offering relevant 

products and services based on previous online activities. Similarly, influencer marketing emerged as a powerful 

promotional tool, with a majority of respondents acknowledging that recommendations from influencers affect their 

purchasing decisions. Psychological techniques such as Fear of Missing Out (FOMO), scarcity tactics, instant gratification, 

and reward systems were also recognised as effective methods for encouraging consumer engagement and impulse buying. 

 

Despite appreciating the convenience and personalisation offered by digital platforms, respondents expressed considerable 

concern regarding data privacy, transparency, and ethical use of personal information. The Instagram case study further 

illustrated how advertising, influencer marketing, and predictive analytics collectively drive digital monetisation. Overall, 

the findings suggest that while data-driven monetisation enhances business performance and customer experiences, 

maintaining consumer trust through responsible data governance, transparency, and ethical digital practices remains 

essential for the sustainable growth of digital platforms. 
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CONCLUSION 

 

Digital platforms have transformed the modern marketplace by fundamentally changing the way consumers interact with 

businesses, discover products, and make purchasing decisions. This study demonstrates that the monetisation of consumer 

behaviour is primarily driven by the collection and analysis of user data, enabling platforms to deliver personalised 

experiences, targeted advertisements, and customised recommendations. Through advanced algorithms, artificial 

intelligence, and predictive analytics, digital platforms effectively convert user engagement into sustainable revenue 

through advertising, subscription-based services, and commission-based business models. 

 

The findings reveal that consumers spend considerable time on digital platforms and are increasingly influenced by 

personalised recommendations, influencer marketing, and social media promotions. Factors such as convenience, personal 

preferences, social influence, and emerging trends significantly shape online purchasing behaviour. At the same time, 

psychological strategies including Fear of Missing Out (FOMO), scarcity techniques, instant gratification, and reward 

mechanisms encourage greater consumer engagement and purchasing activity. These approaches have enabled digital 

platforms to maximise customer retention while improving business profitability. 

 

However, the study also highlights growing concerns regarding data privacy, transparency, algorithmic bias, and the ethical 

use of consumer information. Although users appreciate the convenience and relevance of personalised digital services, 

many remain cautious about excessive data collection and the potential misuse of personal information. The Instagram case 

study illustrates how advertising, influencer marketing, and predictive analytics can successfully monetise consumer 

behaviour while simultaneously raising important ethical questions. 

 

Overall, the study concludes that digital monetisation has become an essential component of the digital economy, offering 

substantial benefits to both businesses and consumers. Nevertheless, sustainable growth requires a balanced approach that 

combines technological innovation with robust data protection, ethical marketing practices, transparency, and consumer 

trust to ensure responsible and inclusive digital development. 

 

SUGGESTIONS 

 

The following recommendations may enhance ethical, transparent, and sustainable digital platform monetisation. 

1. Strengthen data privacy policies by ensuring transparent data collection, storage, and usage practices. 

2. Obtain informed user consent before collecting and processing personal behavioural information. 

3. Improve algorithm transparency to reduce bias and enhance consumer trust in personalised recommendations. 

4. Promote responsible influencer marketing through clear disclosure of sponsored content and partnerships. 

5. Encourage digital literacy programmes to educate consumers about data privacy and online advertising. 

6. Implement stronger cybersecurity measures to safeguard user data from breaches and misuse. 

7. Balance personalised advertising with ethical standards to avoid excessive consumer manipulation. 

8. Develop effective regulatory frameworks to ensure accountability, fairness, and responsible digital monetisation. 

 

FUTURE SCOPE 

 

The present study provides a foundation for understanding how digital platforms monetise consumer behaviour; however, 

several opportunities exist for future research. Studies may be conducted with larger and more diverse samples across 

different regions and demographic groups to improve the generalisability of findings. Future researchers can compare 

monetisation strategies across platforms such as Instagram, YouTube, Amazon, TikTok, and Facebook. Advanced 

statistical techniques may be employed to examine the relationship between personalisation, consumer trust, and purchase 

intention. Further research can also investigate the impact of artificial intelligence, evolving privacy regulations, ethical 

algorithm design, and emerging digital business models on consumer behaviour. 
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