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ABSTRACT
Keywords: Modern marketing is experiencing an era of digitalization, in which the use of social
Consumer preferences, networks in the formation of consumer behavior becomes the main element of

Consumer properties, Quality, companies’ strategies. The article is aimed at analyzing the integration of social media

Social networks, Marketing 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

strategies

influencing consumer behavior. The methodology involves the analysis of the social
Received network market and the purchasing power of users. The article examines in detail the
03 February 2025 methods of integrating social media into marketing strategies, the impact of these

Received in revised form platforms on consumer loyalty, and the development of effective communication

20 March 2025 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

2;‘:::;‘3;25 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

*Correspondence: implementing interactive and individualized marketing approaches that help attract

osiievska@gmail.com 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 Rosario 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
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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



308 Osiievska et al.

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
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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 New content formats that encourage fast information Facebook, Instagram, TikTok, Snapchat
networks consumption and impulse purchases.

Impact on Recommendations and reviews of influencers change the attitude  YouTube (video reviews), Instagram
consumers of consumers to brands and their loyalty. (Stories, posts), Pinterest (ideas)

Marketing Using targeted advertising campaigns to drive purchases through  Instagram (influencers), Linkedin (B2B
strategies visually appealing content. marketing)

Audience Precise targeting of specific demographic groups using detailed Facebook (detailed targeting options),
segmentation data about user interests. TikTok (young audience)

Impact Analyzing the effectiveness of advertising campaigns through  Instagram Insights, Twitter Analytics
measurement engagement and conversion tracking tools.

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.

Declarations

Acknowledgements
Not applicable.

Disclosure Statement
No potential conflict of interest was reported by the authors.

Ethics Approval
Not applicable.

Funding Acknowledgements
Not applicable.

Citation to this article

Osiievska, V., Maksiutenko, I., Pysarenko, N., Berezivska, O., & Mykhailenko, T. (2025).
The impact of social media on consumer behavior: Current status, emerging trends, and future
prospects. International Journal of Organizational Leadership, 14(First Special Issue-
Editorial), 303-313. https://doi.org/10.33844/ijol.2025.60480

Rights and Permissions

(OMOoM

© 2025 Canadian Institute for Knowledge Development. All rights reserved.

International Journal of Organizational Leadership is published by the Canadian Institute for
Knowledge Development (CIKD). This is an open-access article under the terms of the
Creative Commons Attribution (CC BY) License, which permits use, distribution, and
reproduction in any medium, provided the original work is properly cited.

References

Amoah, J., Bruce, E., Shurong, Z., Bankuoru Egala, S., & Kwarteng, K. (2023). Social media adoption in SMEs
sustainability: evidence from an emerging economy. Cogent Business and Management, 10(1), 2183573.
https://doi.org/10.1080/23311975.2023.2183573

Alanazi, T. M. (2023). Impact of social media marketing on brand loyalty in Saudi Arabia. International Journal of Data
and Network Science, 7(1), 107-116. https://doi.org/10.5267/j.ijdns.2022.11.012

Ali, 1., Balta, M., & Papadopoulos, T. (2023). Social media platforms and social enterprise: Bibliometric analysis and
systematic review. International Journal of Information Management, 69, 102510.
https://doi.org/10.1016/j.ijinfomgt.2022.102510

Ao, L., Bansal, R., Pruthi, N., & Khaskheli, M. B. (2023). Impact of Social Media Influencers on Customer Engagement
and Purchase Intention: A Meta-Analysis. Sustainability, 15(3), 2744. https://doi.org/10.3390/su15032744

Arness, D. C, & Ollis, T. (2023). A mixed-methods study of problematic social media use, attention dysregulation, and
social media use motives. Current Psychology, 42(28), 24379-24398. https://doi.org/10.1007/s12144-022-03472-6


https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1080/23311975.2023.2183573
https://doi.org/10.5267/j.ijdns.2022.11.012
https://doi.org/10.1016/j.ijinfomgt.2022.102510
https://doi.org/10.3390/su15032744
https://doi.org/10.1007/s12144-022-03472-6

312 Osiievska et al.

Armutcu, B., Tan, A., Amponsah, M., Parida, S., & Ramkissoon, H. (2023). Tourist behavior: The role of digital marketing
and social media. Acta Psychologica, 240, 104025. https://doi.org/10.1016/j.actpsy.2023.104025

Backlinko. (2024). Social Media Usage & Growth Statistics. https://backlinko.com/social-media-users

Bonsaksen, T., Ruffolo, M., Price, D., Leung, J., Thygesen, H., Lamph, G., & Geirdal, A. @. (2023). Associations between
social media use and loneliness in a cross-national population: do motives for social media use matter? Health
Psychology and Behavioral Medicine, 11(1). https://doi.org/10.1080/21642850.2022.2158089

Balaji, M. S., Behl, A., Jain, K., Baabdullah, A. M., Giannakis, M., Shankar, A., & Dwivedi, Y. K. (2023). Effectiveness of
B2B social media marketing: The effect of message source and message content on social media engagement. Industrial
Marketing Management, 113, 243-257. https://doi.org/10.1016/j.indmarman.2023.06.011

Bruce, E., Keelson, S., Amoah, J., & Bankuoru Egala, S. (2023). Social media integration: An opportunity for SMEs
sustainability. Cogent Business and Management, 10(1), 2173859. https://doi.org/10.1080/23311975.2023.2173859

Chan, I. C. C., Chen, Z., & Leung, D. (2023). The more the better? Strategizing visual elements in social media marketing.
Journal of Hospitality and Tourism Management, 54, 268-289. https://doi.org/10.1016/j.jhtm.2022.11.007

Chen, Y., Sherren, K., Smit, M., & Lee, K. Y. (2023). Using social media images as data in social science research. New
Media and Society. SAGE Publications Ltd. https://doi.org/10.1177/14614448211038761

Dutt, B. (2023). Social media well-being: Perceived well-being amid social media use in Norway. Social Sciences and
Humanities Open, 7(1), 100436. https://doi.org/10.1016/j.ssah0.2023.100436

Dwivedi, Y. K., Ismagilova, E., Rana, N. P., & Raman, R. (2023). Social media adoption, usage and impact in Business-
To-Business (B2B) Context: A state-of-the-art literature review. Information Systems Frontiers, 25(3), 971-993.
https://doi.org/10.1007/s10796-021-10106-y

Enders, A. M., Uscinski, J. E., Seelig, M. I., Klofstad, C. A., Wuchty, S., Funchion, J. R., & Stoler, J. (2023). The
relationship between social media use and beliefs in conspiracy theories and misinformation. Political Behavior, 45(2),
781-804. https://doi.org/10.1007/s11109-021-09734-6

Hatamleh, I. H. M, Safori, A. O., Habes, M., Tahat, O., Ahmad, A. K., Abdallah, R. A. Q., & Aissani, R. (2023). Trust in
social media: Enhancing social relationships. Social Sciences, 12(7), 416. https://doi.org/10.3390/socsci12070416

Hosain, M. S. (2023). Integration of social media into HRM practices: a bibliometric overview. PSU Research Review.
Emerald Publishing. https://doi.org/10.1108/PRR-12-2020-0039

Jabeen, F., Tandon, A., Sithipolvanichgul, J., Srivastava, S., & Dhir, A. (2023). Social media-induced fear of missing out
(FoMO) and social media fatigue: The role of narcissism, comparison and disclosure. Journal of Business Research, 159,
113693. https://doi.org/10.1016/j.jbusres.2023.113693

Jiang, Q., Chen, Y., & Sun, T. (2023). Government social media and corporate tax avoidance. China Journal of Accounting
Research, 16(2), 100304. https://doi.org/10.1016/j.cjar.2023.100304

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer marketing: foundations, trends, and ways
forward. Electronic Commerce Research. https://doi.org/10.1007/s10660-023-09719-z

Koay, K.Y., Tjiptono, F., Teoh, C. W., Memon, M. A., & Connolly, R. (2023). Social media influencer marketing:
Commentary on the special issue. Journal of Internet Commerce, 22, S1-S3.
https://doi.org/10.1080/15332861.2022.2128277

Liadeli, G., Sotgiu, F., & Verlegh, P. W. J. (2023). A meta-analysis of the effects of brands’ owned social media on social
media engagement and sales. Journal of Marketing, 87(3), 406-427. https://doi.org/10.1177/00222429221123250

Li, F., Larimo, J., & Leonidou, L. C. (2023). Social media in marketing research: Theoretical bases, methodological
aspects, and thematic focus. Psychology and Marketing, 40(1), 124-145. https://doi.org/10.1002/mar.21746

Matsuzaka, S., Avery, L.R., & Stanton, A. G. (2023). Black women’s social media use integration and social media
addiction. Social Media and Society, 9(1). https://doi.org/10.1177/20563051221148977

Mesiti, A. M., & Yeo, H. L. (2023). Social media: The good, the bad, and the ugly. Clinics in Colon and Rectal Surgery,
36(5), 347-352. https://doi.org/10.1055/s-0043-1763281

Ndung’u, J., Vertinsky, I., & Onyango, J. (2023). The relationship between social media use, social media types, and job
performance among faculty in Kenya private universities. Heliyon, 9(12), €22946.
https://doi.org/10.1016/j.heliyon.2023.22946

Popat, A., & Tarrant, C. (2023). Exploring adolescents’ perspectives on social media and mental health and well-being — A
qualitative  literature  review.  Clinical ~ Child  Psychology = and  Psychiatry,  28(1), 323-337.
https://doi.org/10.1177/13591045221092884

Reed, P. (2023). Impact of social media use on executive function. Computers in Human Behavior, 141, 107598.
https://doi.org/10.1016/j.chb.2022.107598


https://doi.org/10.1016/j.actpsy.2023.104025
https://backlinko.com/social-media-users
https://doi.org/10.1080/21642850.2022.2158089
https://doi.org/10.1016/j.indmarman.2023.06.011
https://doi.org/10.1080/23311975.2023.2173859
https://doi.org/10.1016/j.jhtm.2022.11.007
https://doi.org/10.1177/14614448211038761
https://doi.org/10.1016/j.ssaho.2023.100436
https://doi.org/10.1007/s10796-021-10106-y
https://doi.org/10.1007/s11109-021-09734-6
https://doi.org/10.3390/socsci12070416
https://doi.org/10.1108/PRR-12-2020-0039
https://doi.org/10.1016/j.jbusres.2023.113693
https://doi.org/10.1016/j.cjar.2023.100304
https://doi.org/10.1007/s10660-023-09719-z
https://doi.org/10.1080/15332861.2022.2128277
https://doi.org/10.1177/00222429221123250
https://doi.org/10.1002/mar.21746
https://doi.org/10.1177/20563051221148977
https://doi.org/10.1055/s-0043-1763281
https://doi.org/10.1016/j.heliyon.2023.e22946
https://doi.org/10.1177/13591045221092884
https://doi.org/10.1016/j.chb.2022.107598

International Journal of Organizational Leadership 14(First Special Issue-2025) 313

Rosério, A. T., & Dias, J. C. (2023). Marketing strategies on social media platforms. International Journal of E-Business
Research, 19(1). https://doi.org/10.4018/IJEBR.316969

Singh, P., Sharma, B. K., Arora, L., & Bhatt, V. (2023). Measuring social media impact on Impulse Buying Behavior.
Cogent Business and Management, 10(3), 2262371. https://doi.org/10.1080/23311975.2023.2262371

Statista. (2024). Social Networks. https://www.statista.com/search/?g=social+network+market&Search=&p=1

Yuan, Y.P., Dwivedi, Y. K., Tan, G. W. H., Cham, T. H., Ooi, K. B., Aw, E. C. X., & Currie, W. (2023). Government
Digital Transformation: Understanding the Role of Government Social Media. Government Information Quarterly,
40(1), 101775. https://doi.org/10.1016/j.9iq.2022.101775

Zahorodna, O., Saienko, V., Tolchieva, H., Tymoshchuk, N., Kulinich, T., & Shvets, N. (2022). Developing
communicative professional competence in future economic specialists in the conditions of postmodernism. Postmodern
Openings, 13(2), 77-96. https://doi.org/10.18662/p0/13.2/444

Zsila, A., & Reyes, M. E. S. (2023). Pros & cons: impacts of social media on mental health. BMC Psychology. BioMed
Central Ltd. https://doi.org/10.1186/540359-023-01243-x


https://doi.org/10.4018/IJEBR.316969
https://doi.org/10.1080/23311975.2023.2262371
https://www.statista.com/search/?q=social+network+market&Search=&p=1
https://doi.org/10.1016/j.giq.2022.101775
https://doi.org/10.18662/po/13.2/444
https://doi.org/10.1186/s40359-023-01243-x

