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Abstract

Social media has become a significant attribute in consumer behavior

dynamics. The data and information that social networking sites” users

view on a daily basis are strong determinants in their purchase decision

making; as, in a sense, they trust what they are reading and,

furthermore, tend not to verify it. Then, the question is, do influencers

have a greater impact on millennial consumer behavior than non-

influencers when sharing word-of-mouth on social media? An empirical

study was developed with millennial consumers in Mexico to determine

{VA/ANFEC A whether their behavior is in fact swayed by social networking sites’
Asaciacl do Facutades y communication; findings suggest that trust is a determinant in the
influence of millennial consumers” purchase decision making in Mexico.
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