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Modern marketing is experiencing an era of digitalization, in which the use of social 

networks in the formation of consumer behavior becomes the main element of 

companies’ strategies. The article is aimed at analyzing the integration of social media 

and the development of interactions between brands and consumers. The purpose of 

the study is to analyze modern approaches to the use of social networks as tools for 

influencing consumer behavior. The methodology involves the analysis of the social 

network market and the purchasing power of users. The article examines in detail the 

methods of integrating social media into marketing strategies, the impact of these 

platforms on consumer loyalty, and the development of effective communication 

campaigns. The results of the study emphasize the importance of an active presence of 

brands in social networks and the use of personalized content to increase the level of 

engagement. A promising direction is the need to develop data protection mechanisms. 

The results indicate that companies need to transform traditional marketing tools to 

create innovative strategies. In the article, special attention is paid to the prospects of 

implementing interactive and individualized marketing approaches that help attract 

customers. The practical significance lies in revealing the main behavioral trends in social 

networks and their impact on consumers of information content. The findings highlight 

the importance of developing comprehensive strategies that build critical thinking, 

creativity, and the ability to adapt to changes in the digital environment. 
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In a world where digital technologies are developing at an incredible speed, social networks 

have become very important in the daily life of millions of people. With the growth of 

Facebook, Instagram, Twitter and WeChat platforms, their influence on consumer behavior is 

becoming more and more tangible. In countries from the United States to China, social 

networks are used to connect with friends and family and as powerful marketing tools, 

allowing brands to interact with their customers on a personal level. This trend can be seen 

around the world: in India and Brazil, for example, the growth of social media users is 

synchronized with the growth of e-commerce. Accordingly, emphasizing the change in 

consumer habits and the transition from traditional forms of shopping to online shopping. The 

current trend forces companies to rethink their marketing strategies for content development 

and the use of targeted advertising campaigns. They will allow them to effectively interact 

with potential and existing customers at a level that was not possible a few decades ago. 

The dynamics of the market and its development vary depending on the region, which in 

turn affects the use of social networks in marketing strategies. The US and European Union 

markets show a high level of maturity in the use of social media for marketing, integrating 

sophisticated analytical tools to study behavior. In Europe, for example, there is significant 

interest in the use of big data to personalize user experiences. Automation allows brands to 

analyze the needs and wants of their customers in greater detail. In fast-growing markets in 

Asia, such as China and India, social networks are becoming channels for rapid market 

expansion, attracting new consumers and growing local businesses. The diversity of 

platforms, from WeChat in China to WhatsApp in India, highlights the uniqueness of each 

market and the need to localize marketing approaches to achieve maximum effectiveness. 

The development of social networks has led to the formation of new professions and 

activities that specialize in digital marketing, data analytics, social media management and 

other activities related to digital communications. New professions have emerged as a 

response to companies’ need to analyze large volumes of data generated by users on social 

networking platforms. There is a growing need to use this information to develop more 

effective customer acquisition strategies. The growing influence of social networks has led to 

the development of specialized agencies and businesses that provide services in social media 

management, content optimization and reputation management. The emergence of the role of 

“influencers” in social networks has opened up a whole new segment of marketing 

opportunities that allow individuals and brands to effectively interact with a large audience. 

Thus, social networks are transforming ways of doing business and shaping new professional 

trajectories and ways of interacting in the global economy. 

Literature Review 
Social networks have become an important factor in shaping consumer behavior, influencing 

purchase decisions and brand perception. A research paper (Jabeen et al., 2023) analyzes the 

influence of advertising in social networks on consumer decisions. Liadeli et al. (2023) note 

that visual content significantly increases the interest and recognition of brands. According to 

Bruce et al. (2023), the importance of social influences emphasizes the role of micro-

influencers in building trust in products. An article by Li et al. (2023) considers social 

networks as collaborative consumption platforms where users share their experience of using 

products. Trends in the use of social networks for marketing campaigns are described in 
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Matsuzaka et al. (2023), which indicates the growing use of digital strategies to attract new 

consumers. Scientists Popat and Tarrant (2023) study the impact of social networks on brand 

loyalty, arguing that the regular communication of brands with users increases their loyalty. A 

study by Arness and Ollis (2023) emphasizes changes in consumer preferences under the 

influence of digital marketing, pointing to the widespread use of personalized advertising. 

Yuan et al. (2023) explore the role of social networks in promoting ethical consumption, 

where users actively discuss and support socially responsible business actions and initiatives. 

Bonsaksen et al. (2023) conducted an analysis of the effectiveness of video content in social 

networks, which significantly affects consumer engagement. The article of Rosário and Dias 

(2023) describes the use of data analytics to analyze user behavior in social networks.   Reed 

(2023) focuses on the challenges faced by brands in adapting to the fast-changing digital 

market, pointing to the need for innovative approaches in marketing. Dutt (2023) includes an 

analysis of the influence of social networks on consumer preferences, emphasizing the role of 

social approval in shaping purchase decisions. Enders et al. (2023) believes that the activity of 

brands in social networks contributes to greater involvement of consumers and the growth of 

their loyalty, which is important for the long-term success of companies. Armutcu et al. 

(2023) point to the effectiveness of using social network data analysis tools that allow brands 

to understand and predict consumer trends. According to a study by Chan et al. (2023), 

interactive content and user engagement campaigns are important because they drive activity 

on brand pages. Analysis (Hatamleh et al., 2023; Zahorodna et al., 2022) shows that 

personalization of advertising campaigns in social networks significantly increases their 

further conversion. According to Ao et al. (2023), the role of social media in creating a sense 

of community among consumers cannot be overstated, as it strengthens brand attachment. 

Theses (Joshi et al., 2023) form an insight into the role of visual content in attracting and 

retaining audiences, which is critical for today’s digital marketing. Koay et al. (2023) 

highlights the success of using social platforms for micro-targeted campaigns,which ensure 

high reactivity of users. The work of Zsila and Reyes (2023) emphasizes the need to integrate 

social media strategies into all aspects of the marketing process. According to Jiang et al. 

(2023), product and customer service development requires companies to constantly update 

strategies and approaches according to social media trends. It can be concluded that the 

features of the impact of social networks on consumer behavior include the use of an 

interdisciplinary approach that covers variable factors of consumer interaction with brands. 

Considering the dynamics of digital transformation, the question arises of the importance of 

constant monitoring of marketing innovations and their impact on the development of 

consumer relations. 

The purpose of the article is to analyze the influence of social networks on the formation of 

consumer behavior, with the aim of identifying trends and key factors that influence consumer 

decisions. The research focuses on identifying and analyzing the ways in which social 

networks influence consumer behavior, including interactions with brands and products. A 

promising area of research is the development of strategies for optimizing marketing 

campaigns in social networks in order to maximize their positive impact on consumer 

behavior. The research aims to determine the most effective interaction methods between 

brands and consumers on social networks. The practical significance of the research is 

expressed in the possibility of applying its results to optimize marketing approaches in 
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companies, which will contribute to effective interaction with consumers and increase sales in 

the modern digital society. 

Method 
To conduct the study, a comprehensive approach was used to analyze the impact of social 

networks on consumer behavior, assessing the growth of the number of social network users 

and their impact on sales. Data was collected through open reports and analytics from leading 

platforms such as Facebook, Instagram, and Twitter (X). A statistical analysis of sources 

including sales statistics from electronic trading networks, was carried out. Based on the 

content analysis of general trends, an assessment of the change in the number of active users 

of social networks is provided, which correlates with fluctuations in the sales of certain 

categories of goods. Quantitative data, which were used to systematize and process the 

collected information, became an important element of the analysis. For this, a standard 

analysis of social network market capitalization and purchasing power was applied, which 

made it possible to assess the relationship between activity on social networks and consumer 

behavior. The methodological approach provided an opportunity to identify key variables that 

influence consumers. The next stage of the research consisted in conducting a review of 

available data from popular social networks. Visual and textual content published by both 

users and brands is studied to identify key messages that resonate with audiences. The 

information became the basis for developing recommendations for creating effective 

communication strategies for brands. The final stage of the research is focused on the 

formation of conclusions regarding the prospects for the development of social networks and 

their impact on marketing strategies in the future. The results show that the growing 

integration of social networks into the everyday life of consumers and the development of 

technological capabilities increase their potential as a powerful tool for influencing market 

trends. A number of areas for further research and development of strategies that can help 

companies effectively adapt to changing market conditions and maximize their influence 

through social networks are identified. 

Results 
Information technologies in the modern world exert a cognitive influence on the formation of 

consumer behavior. Increasing user engagement is maintained through visual content that has 

a higher level of interaction and audience engagement. Product promotion video content 

increases user engagement and influences purchase decisions, especially in fashion and 

beauty categories where visual appeal is key. In addition, the presence of brands in social 

networks that actively interact with their consumers through comments and personal messages 

significantly strengthens the sense of loyalty and trust among users. 

Social media plays a critical role in the diffusion of innovations and trends that spread 

rapidly to global audiences. Analysis of the traffic and popularity of posts during 2019–2023 

shows that trends that appear in one part of the world can instantly become famous on other 

continents. Accordingly, thanks to popular influencers who have millions of followers. The 

global exchange of ideas and styles contributes to the creation of more homogenized 

consumer preferences, which in turn poses new challenges for marketers to create unique and 
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personalized offers for their international target audiences. The general dynamics of social 

network users is shown in Figure 1. 

 

Figure 1 

8–year Social Media Growth Statistics 

 
Source: Compiled from Backlinko (2024) 

 

The number of users during 2015–2023 is constantly growing by 5–10 % annually. Social 

networks are contributing to the growth of a “feedback culture” where consumers actively 

share their experiences and product reviews. Consumer culture has played a critical role in 

shaping consumer expectations and demands in higher-risk product categories. According to 

the World Bank, electronics and large household appliances are actively sold through 

advertising on Instagram and Facebook. The current trend has led to the emergence of new 

platforms that specialize in collecting and analyzing reviews, strengthened the position of 

consumers in choosing products, forcing manufacturers and sellers to be more transparent and 

responsible in their promises and service. 

A significant outcome of purchasing power behavior is the influence of social networks on 

the evolution of marketing strategies. Companies such as Google, Amazon, and Apple 

effectively integrate social media into their marketing strategies, demonstrating the ability to 

attract and retain customers, turning them into long-term brand supporters. The use of 

analytical tools for the study of user behavior makes it possible to identify new preferences 

and expectations of consumers. Corporations quickly adapt to market changes and stay ahead 

of competitors with innovative approaches and creative content. They open up new 

opportunities for brands to interact with the audience and increase their recognition, which 

ultimately contributes to sales growth and the company’s reputation in the market. 

Today’s consumer markets are becoming more integrated with social networks, which is 

fundamentally changing approaches to marketing and sales. Thanks to the possibilities of 

social media for wide distribution of information, brands reach large audiences, which greatly 

enhances the effectiveness of marketing campaigns. However, not only the speed but also the 

depth of interaction with consumers has become possible through social networks. Social 

media users perceive the content they find there with a greater level of trust. According to the 
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marketing department of Instagram, users are 50 % more likely to buy popular brands with a 

video series. 

Communities of users are formed based on shared interests or preferences, which gives 

companies a unique opportunity to use these communities to expand the impact of their 

products. Through the exchange of opinions and experiences between users, information 

about the product spreads organically. Such a trend creates a viral effect and significantly 

increases sales volumes without a proportional increase in advertising costs. This model is 

particularly effective in product categories where community opinion is important, such as 

fashion, cosmetics, and technology. Consumer behavior on social networks is increasing in 

favor of increased purchases and advertising spending, as can be seen in Figure 2. 

 

Figure 2 

Characteristics of Consumer Activity in Social Networks 

 
Source: Compiled based on Statista (2024) 

 

Integrating markets into social networks provides companies with detailed data on 

consumer behavior and preferences, allowing them to more accurately target their marketing 

campaigns and optimize their product mix. Digital analysis of social media helps to identify 

current trends and quickly respond to changes in consumer attitudes. Companies with a 

presence in social networks gain an advantage over competitors who react more slowly to 

changes. The trend is growing and developing, indicating the importance of adapting to new 

business conditions and constantly learning new approaches in marketing and communication. 

Social networks have helped create a whole range of new professions that respond to the 

growing need for brands to effectively manage their online presence and interact with 

customers. Social media managers, content strategists and social media analysts are now 

considered key roles in many organizations. Professionals focus on developing and executing 

strategies that leverage the power of social media to increase community support and drive 

sales. The number of job vacancies in the global job market has increased in social networks 

by 50 % from 2015 to 2023. 

Along with the emergence of new professions, social networks contribute to the rapid 

spread of trends that transform industries and create new types of services. With the 

emergence of platforms such as Instagram and TikTok, new types of marketing have emerged 
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that allow individuals with a large number of followers to influence mass audiences through 

personalized content. This opens the door for small businesses and individual entrepreneurs to 

global markets without the need for significant investment in traditional marketing 

campaigns. Influencer campaign management services, the development of actionable content 

and the analysis of the effectiveness of such campaigns are now an important part of the 

marketing strategies of many companies. The main features of consumer behavior are shown 

in Table 1. 

 

Table 1 

Peculiarities of Consumer Behavior in Social Networks 

Consumer behavior Impact on the consumer Social networks 

Trends in social 

networks 

New content formats that encourage fast information 

consumption and impulse purchases. 

Facebook, Instagram, TikTok, Snapchat 

Impact on 

consumers 

Recommendations and reviews of influencers change the attitude 

of consumers to brands and their loyalty. 

YouTube (video reviews), Instagram 

(Stories, posts), Pinterest (ideas) 

Marketing 

strategies 

Using targeted advertising campaigns to drive purchases through 

visually appealing content. 

Instagram (influencers), LinkedIn (B2B 

marketing) 

Audience 

segmentation 

Precise targeting of specific demographic groups using detailed 

data about user interests. 

Facebook (detailed targeting options), 

TikTok (young audience) 

Impact 

measurement 

Analyzing the effectiveness of advertising campaigns through 

engagement and conversion tracking tools. 

Instagram Insights, Twitter Analytics 

 

The rapid spread of information through social networks increases the level of consumer 

demand. The potential of social networks lies in the promotion of goods and services in the 

local market. For example, a small startup in China, Tik-Tok, has become the most popular in 

the world in 5 years and is already the most successful social network. European and Asian 

countries use social networks to demonstrate their innovative products or services to a wide 

range of consumers from different countries. This affects the behavior of consumers who 

prefer foreign brands. 

So, there is a powerful influence of social networks on the formation of consumer 

behavior, which stimulates the development of information services. Brands use data from 

social networks to understand the needs and wants of their customers. They provide highly 

personalized and targeted offers, which significantly increases their competitiveness. 

Analyzing the content that consumers generate on social networks helps companies adapt to 

rapidly changing trends, analyze current sentiments and adjust their marketing strategies 

accordingly. The depth of engagement and interaction ensures increased sales and 

maintenance of long-term customer relationships, which is key to sustainable brand 

development in the information age. 

Discussion 
Analysis of the impact of social networks on consumer behavior demonstrates their impact on 

purchase decisions and brand perception, which correlates with the results of research by 

other authors. According to Alanazi (2023), the use of social networks as a tool for marketing 

strategies increases consumer engagement. Balaji et al. (2023) analyzed that personalization 

of content in social networks effectively increases brand loyalty, which also correlates with 

the findings of our study. However, the data protection challenges described by Singh et al. 

(2023) resonate with the identified issues, highlighting the global need for increased security 
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standards. A study by Ali et al. (2023) indicates that interaction with social media influencers 

provides a high level of trust and influence on consumer decisions, which is consistent with 

our own results. According to Amoah et al. (2023), issues related to the ethics of advertising 

on social networks need additional regulation. The results of our study confirm the findings 

Mesiti and Yeo (2023) that show the high effectiveness of using visual content in social 

networks to increase brand recognition. Similar conclusions are presented in Dwivedi et al. 

(2023), where it is noted that the interactivity of social networks significantly improves the 

purchasing power of consumers and their perception of advertising campaigns. According to 

Chen et al. (2023), the integration of social networks into the overall marketing strategy will 

contribute to long-term customer loyalty and customer engagement. The study of Hosain 

(2023) highlights that correct target positioning in social networks will effectively solve the 

problems of market saturation and competition. Ndung’u et al. (2023) claim that there is a 

further need for the development of innovative technologies to ensure privacy and data 

protection. Based on a comparison of our own results with the results of other researchers, we 

can conclude that the presence of companies in social networks significantly increases 

purchasing power. 

Conclusion 
Thus, social networks have a significant influence on the formation of consumer behavior. 

This influence manifests itself through various channels, including marketing campaigns, the 

influence of micro- and macro-influencers, and mechanisms of social interaction between 

users. Social networks contribute to the rapid dissemination of information about goods and 

services, ensuring a high level of consumer engagement, and creating deep emotional 

connections with brands. Visual content, interactivity, and personalization of messages 

increase the effectiveness of advertising and marketing strategies on social networks. An 

important aspect is the speed of companies’ response to changes in consumer attitudes and 

requests, which is possible thanks to the analysis of big data provided by social networks. The 

use of social networks allows companies to increase sales and maintain stable relationships 

with customers, strengthening their loyalty and trust in the brand. 

The use of social networks is also accompanied by a number of problems and global 

challenges. One of the main concerns is the protection of users’ personal data since the 

collection and analysis of large amounts of information can lead to privacy violations. There 

is a risk of spreading false information, which can negatively affect the brand’s reputation and 

consumer trust. Another challenge is ensuring ethics in marketing campaigns, especially in 

the use of influencers, who must clearly indicate the promotional nature of their posts. Global 

challenges include adapting marketing strategies to the cultural characteristics of different 

regions to ensure their effectiveness at the international level. 

Based on the analysis, it is possible to recommend that companies apply several necessary 

measures to optimize the use of social networks in their marketing strategies. First of all, it is 

necessary to focus on increasing the level of data protection by introducing advanced 

encryption technologies and ensuring the confidentiality of information. It is also important to 

develop transparent and ethical approaches in advertising, which includes a clear distinction 

between advertising content and organic content. Companies should consider the possibility 

of using automation tools to analyze consumer behavior and optimize advertising campaigns 
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taking into account current trends and interests of the target audience. These measures will 

increase the effectiveness of interaction with consumers and help maintain a high level of 

trust and loyalty to the brand, which are key factors for successful activity in the conditions of 

today’s digital society. 
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