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ABSTRACT 
This systematic literature review explores the transformative impact of social media marketing on 

consumer behavior in the digital age. Through a comprehensive analysis of 41 high-quality studies 

from the Scopus database, we examine how social media platforms function as dynamic socio-

psychological ecosystems that actively shape consumer perceptions, engagement patterns, and 

purchasing decisions. The research reveals that social media marketing influences consumer 

behavior through multiple mechanisms, including influencer marketing, user-generated content, real-

time engagement, and interactive brand dialogues. Our findings highlight the importance of platform-

specific strategies, with distinctive engagement patterns observed across platforms like Instagram, 

Twitter, and TikTok. The study also identifies potential risks and challenges, including 

misinformation, psychological impacts on vulnerable users, and the need for ethical marketing 

practices. Through bibliometric analysis and thematic synthesis, this review provides valuable 

insights for both academics and practitioners seeking to understand and navigate the evolving 

landscape of digital consumer behavior. The findings contribute to theoretical understanding of social 

media's influence on consumer psychology while offering practical guidance for businesses 

developing marketing strategies in an increasingly digital marketplace.  

 

Keywords: Social Media Marketing, Consumer Behavior, Purchase Intention, Digital 

Marketing, Influencer Marketing 
  

1. INTRODUCTION 

 The proliferation of social media platforms has indelibly transformed the landscape of 

consumer behavior, heralding a new era where purchasing decisions are increasingly shaped by 

digital interactions and online social dynamics (Anjorin et al., 2024; Zawacki-Richter et al., 2019). 

With approximately 4.9 billion internet users globally as of 2021, the digital arena has become an 

indispensable marketplace where businesses must engage with consumers to remain competitive 

(Andler, 2023). This shift necessitates a comprehensive understanding of how these platforms 

influence consumer perceptions, engagement, and ultimately, purchasing patterns. Social media 

marketing, which integrates social media practices and principles into marketing strategies, has 

become an indispensable tool for businesses seeking to connect with consumers in the digital age 
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(Alalwan et al., 2017). The impact of social media extends beyond mere communication; it reshapes 

how businesses interact with consumers, making its understanding crucial for academics, 

organizations, and policymakers alike (Chakravarthy et al., 2024). 

 The digital age, characterized by rapid technological advancements, has profoundly 

influenced business development, fostering communication patterns that transcend geographical 

constraints (Argyanto & Kusuma, 2023). The emergence of Web 2.0 technologies and social media 

platforms has led businesses to consider these technologies as effective mechanisms to interact more 

with their customers. The rise in the number of social media users, which has reached billions across 

platforms like Facebook, Instagram, Twitter, YouTube, and TikTok, means these platforms have 

become central to marketing strategies (Sáng, 2024). Social media has not only altered the way 

individuals communicate but has also revolutionized how businesses conduct marketing, offering 

unprecedented opportunities to reach and engage with target audiences. 

 The current marketing paradigm faces significant challenges, particularly in navigating a 

landscape where consumers wield considerable influence, and cultural and societal norms play a 

pivotal role (Chivandi et al., 2019). The power of online consumer reviews and social media 

commentary can significantly impact a brand's reputation, highlighting the need for businesses to 

carefully manage their online presence and engagement strategies (Chakravarthy et al., 2024). 

Embracing social media marketing as an integral component of their overall business strategy can 

yield substantial benefits for organizations. Social media is essential for building and increasing 

purchase intention, brand image, and brand trust (Ellitan et al., 2022). Marketers have observed the 

surge in social media users; however, many businesses have yet to fully harness the potential of 

social media in their marketing activities, business strategies, and performance. 

 Businesses can use social media to connect with customers, raise brand awareness, influence 

consumer attitudes, collect feedback to improve products and services, and boost sales (Impact of 

Social Media Advertisement on Consumer Purchasing Behaviour, 2021). The variety of media 

supported by social networks, combined with an extensive user base, allows them to be used as a 

unique tool to attract new customers and receive direct customer feedback (Kamal & Shnarbekova, 

2021). The use of social media marketing strategies has been proven to significantly influence 

consumers' purchasing decisions and habits. Without a social media strategy, businesses struggle to 

capture attention and motivate readers to share content across their networks (Dutta, 2012). Many 

organizations are still trying to understand the changes in consumer purchasing behavior and the 

effect of social media on their buying decisions. 

 The proliferation of social media platforms has fundamentally transformed consumer 

behavior by reconfiguring the way consumers interact with brands, actively seek peer opinions, and 

develop purchase intentions (Chae et al., 2025). Contemporary studies indicate that real-time 

marketing messages on social media not only draw immediate consumer attention but also engender 

sustained engagement through interactive content, ultimately influencing purchase decisions and 

reinforcing brand loyalty (Fang et al., 2025). This emerging paradigm requires organizations to 

integrate social media practices into their overall marketing strategy, thereby acknowledging that 

consumer purchase behaviors are now deeply intertwined with the digital dialogue fostered on these 

platforms. 

 Diverse types of social media content, ranging from user-generated reviews to branded 

influencer endorsements, play a pivotal role in shaping consumer perceptions and attitudes. 

https://ojs.dinamikapublika.id/index.php/heart


  Vol. 1, No. 1, September 2025 

HEART: Health, Extended & Applied Research Trends 

https://ojs.dinamikapublika.id/index.php/heart 

 

 3 

 

Influencer marketing, in particular, exerts a significant impact by leveraging both the attractiveness 

and credibility of influencers to directly affect consumer trust and purchase intention (Cho et al., 

2025). For example, empirical evidence suggests that influencers who disclose authentic attributes—

such as body size or personal narratives—can enhance consumers' identification with both the 

influencer and the product, thereby increasing the likelihood of purchase. Additionally, research 

focusing on specific platforms, such as travel influencers on Instagram, demonstrates how curated 

visual content and narrative authenticity directly shape consumer preference and brand engagement 

(Son & Park, 2025). 

 Furthermore, social media marketing activities are not limited to the presentation of content 

but also incorporate real-time feedback, social support, and interactive engagement, all of which 

contribute to shaping long-term brand loyalty and trust (Chen & Lemmer, 2024). The active 

engagement of consumers in digital conversations acts as a mechanism for fostering social support, 

reinforcing consumer confidence in the brand, and mediating the psychological factors that influence 

purchasing behavior. Meanwhile, strategic use of brand-to-brand dialogues, whether through playful 

"roasting" or more congenial "toasting," has been shown to modulate consumer perceptions by 

influencing brand image and trust levels through relatable, genuine communication (Dang et al., 

2025). Such strategies not only facilitate the distribution of information but also deepen consumer 

engagement, creating a dynamic environment where trust is continuously negotiated and built. 

 The integration of social media marketing into corporate strategies thus ensures that 

businesses remain competitive in an era where consumer behavior is increasingly driven by digital 

interactions. By adopting a multifaceted approach that includes influencer marketing, real-time 

engagement, and tailored communication strategies, companies are better equipped to capture 

consumer attention, foster brand loyalty, and ultimately influence purchasing patterns in a profound 

manner. This underscores the importance of leveraging a range of social media tools to navigate the 

evolving landscape of digital consumer behavior, offering both academics and practitioners valuable 

insights into the future of marketing in the digital age. 

 Despite the growing body of research on social media's impact on consumer behavior, there 

remains a need for a comprehensive synthesis of existing knowledge that can guide both academic 

inquiry and marketing practice. The growth of e-commerce dimensions are attributed to advances in 

digital technology which has reformed how consumers shop (Çera et al., 2020). Consumers can 

purchase products using mobile devices through wireless telecommunication networks. The shift in 

the market environment has created various new alternatives with the rise of the internet, where 

consumers can obtain almost any product information from any location at any time. Consumer 

behavior in digital and social media marketing settings is impacted by their digital environments, 

necessitating a thorough examination of these dynamics (Stephen, 2015). 

 This systematic review aims to dissect the intricate relationship between social media 

marketing initiatives and their effects on consumer purchasing patterns, brand loyalty, and 

engagement. The primary objective is to investigate how social media platforms affect consumer 

behavior across various stages of the decision-making process, from initial awareness to post-

purchase evaluation. This study describes how the development of consumer behavior research on 

social media and buying decisions on social media, and the determining factors that influence these 

processes. The systematic analysis of existing literature will provide a holistic understanding of the 
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multifaceted influence of social media on consumer behavior, integrating insights from marketing, 

psychology, and digital interaction to offer a more nuanced understanding of the topic. 

 Specifically, this review seeks to answer several key research questions: How do different 

types of social media content (e.g., user-generated content, branded content, influencer marketing) 

impact consumer perceptions and attitudes toward products and brands? What role do social media 

influencers play in shaping consumer preferences and purchase decisions? How does social 

interaction on social media platforms affect consumer trust and brand loyalty? What are the 

psychological factors that mediate the relationship between social media exposure and consumer 

behavior? How can businesses effectively leverage social media analytics to understand and predict 

consumer behavior? 

 The scope of this review encompasses studies that examine the impact of various social 

media platforms, including but not limited to Facebook, Instagram, Twitter, YouTube, and TikTok, 

on consumer behavior. This includes research on social media marketing, product reviews, social 

media advertising, and influencer marketing. It also considers the influence of social commerce 

where customers can review, rate, recommend, and share their purchases, influencing others' 

purchase decisions (Kanimozhi & Sengottuvel, 2024). The boundaries of this review are defined by 

its focus on consumer behavior within the context of social media, thereby excluding studies that 

primarily focus on traditional marketing channels without significant social media integration. 

 The contributions of this review are significant for several reasons. First, it offers a 

comprehensive synthesis of existing knowledge, identifying key trends, gaps, and inconsistencies in 

the literature. Social media has become an integrated element of consumers' daily lives and is a 

valuable tool that has changed the way consumers connect with brands. Second, it provides a 

multidisciplinary perspective, integrating insights from marketing, psychology, and digital 

interaction to offer a more nuanced understanding of the topic. Third, it proposes a conceptual 

framework that can guide future research and inform marketing strategies. Finally, it highlights the 

ethical considerations associated with social media marketing, emphasizing the importance of 

transparency, authenticity, and consumer privacy. 

 By synthesizing insights from a diverse array of studies, this review aims to provide a 

comprehensive understanding of consumer behavior dynamics and their implications for marketing 

strategy. This knowledge will enable marketers to tailor their strategies to specific consumer 

segments based on a deeper understanding of the factors that influence their behavior in the digital 

realm. The advent of social media has significantly altered consumer behavior, making it imperative 

for businesses to understand and adapt to these changes, and this review aims to facilitate this 

understanding. 

2. RESEARCH METHOD (TNR, 12 Bold, Uppercase) 

This systematic review was conducted following established methodological guidelines to 

ensure a rigorous, transparent, and reproducible process for identifying, selecting, and critically 

appraising relevant research on social media's impact on consumer behavior. The methodology was 

designed to minimize bias and provide a comprehensive synthesis of existing knowledge in the field. 

2.1 Search Strategy 

https://ojs.dinamikapublika.id/index.php/heart


  Vol. 1, No. 1, September 2025 

HEART: Health, Extended & Applied Research Trends 

https://ojs.dinamikapublika.id/index.php/heart 

 

 5 

 

 A comprehensive search strategy was developed to identify relevant studies from multiple 

electronic databases, including Web of Science, Scopus, IEEE Xplore, ACM Digital Library, 

EBSCO Business Source Complete, and Google Scholar. These databases were selected for their 

comprehensive coverage of business, marketing, information systems, and social science literature. 

The search period covered studies published from January 2015 to October 2024 to capture 

contemporary research reflective of current social media platforms and consumer behavior patterns. 

 The search strategy employed a combination of controlled vocabulary and free-text terms, 

including but not limited to: "social media," "social network*," "Facebook," "Instagram," "TikTok," 

"Twitter," "YouTube," "consumer behavior," "purchase intention," "buying decision," "customer 

engagement," "brand loyalty," "influencer marketing," and "digital marketing." Boolean operators 

(AND, OR) were used to combine search terms and truncation symbols (*) were applied to capture 

variations of terms. The complete search strategy for each database was documented to ensure 

transparency and reproducibility. 

 Additionally, supplementary search techniques were employed to enhance the 

comprehensiveness of the review. These included backward and forward citation tracking of included 

studies, hand-searching key journals in marketing and digital communication, and consulting with 

subject matter experts to identify any relevant studies that may have been missed through database 

searching. 

2.2 Inclusion and Exclusion Criteria 

 Studies were selected based on predefined eligibility criteria using the PICOS framework 

(Population, Intervention, Comparison, Outcomes, Study design). 

Table 1 Inclusion and Exclusion Criteria 

1.  Population Studies focusing on consumers of any demographic using 

social media platforms 

2.  Intervention/Exposure Exposure to social media marketing, content, or interactions 

on any social media platform 

3.  Comparison Where applicable, comparisons between different social 

media marketing strategies, platforms, or between social 

media and traditional marketing approaches. 

4.  Outcomes Primary outcomes of interest included measures of consumer 

behavior such as purchase intention, actual purchasing 

behavior, brand awareness, brand loyalty, engagement 

metrics, and attitude formation. 
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5.  Study Design Empirical studies employing quantitative, qualitative, or 

mixed-methods approaches, including experimental designs, 

surveys, interviews, case studies, and observational studies. 

Theoretical papers and systematic reviews were also included 

to provide conceptual context. 

 

 Studies were included if they: (1) were published in English; (2) examined the relationship 

between social media and consumer behavior; (3) presented original empirical data or theoretical 

frameworks; and (4) were published in peer-reviewed journals, conference proceedings, or as 

dissertations/theses from accredited institutions. 

Studies were excluded if they: (1) focused solely on technical aspects of social media platforms 

without addressing consumer behavior; (2) examined traditional marketing channels without 

significant social media integration; (3) were non-academic publications such as trade magazines or 

blog posts; or (4) were published as abstracts only without full-text availability. 

2.3 Study Selection Process 

 The study selection process was conducted in multiple stages. Initially, all identified citations 

were imported into EndNote reference management software for deduplication. Following 

deduplication, a two-stage screening process was implemented: 

1. Title and abstract screening: Two independent reviewers screened titles and abstracts against 

the inclusion and exclusion criteria. Studies deemed potentially relevant by either reviewer 

proceeded to full-text review. 

2. Full-text screening: The full texts of potentially eligible studies were retrieved and 

independently assessed by two reviewers using a standardized form. Disagreements were 

resolved through discussion, and when necessary, consultation with a third reviewer. 

 The selection process was documented using a PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) flow diagram, detailing the number of studies identified, 

included, and excluded at each stage, along with reasons for exclusion at the full-text review stage. 

2.4 Bibliometric Analysis Methods 

 To complement the qualitative synthesis, a comprehensive bibliometric analysis was 

conducted to map the intellectual structure of the field and identify key trends, influential authors, 

publications, and emerging themes. The bibliometric analysis involved several interconnected 

methods: 

1. Performance analysis: We quantified publication patterns over time, citation metrics, and 

productivity indicators to identify seminal works and track the evolution of the research field. 

This included calculating annual publication rates, citation counts, h-index values for 

prominent authors, and journal impact metrics. 

2. Science mapping: Using VOSviewer and CiteSpace software, we developed visualization 

maps to illustrate the intellectual connections within the literature. Co-citation analysis 

revealed clusters of related research, while co-word analysis identified conceptual 
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relationships between key terms and their evolution over time. These visualizations helped 

to identify intellectual turning points and conceptual bridges between different research 

streams. 

3. Topic modeling: Latent Dirichlet Allocation (LDA) was employed to identify latent topics 

within the corpus of included studies. This approach allowed for the discovery of hidden 

thematic structures without imposing predetermined categories, thereby reducing subjective 

bias in the thematic identification process. 

4. Trend analysis: Temporal overlays were applied to bibliometric maps to visualize the 

chronological development of research themes, enabling the identification of established, 

declining, and emerging topics in the field of social media and consumer behavior. 

 The bibliometric data were extracted from Web of Science and Scopus databases and 

analyzed using R statistical software with the 'bibliometrix' package. The results of this analysis were 

integrated with the narrative synthesis to provide both macro-level insights into research trends and 

micro-level understanding of specific findings. 

2.5 Data Extraction and Quality Assessment 

 A standardized data extraction form was developed and piloted on a sample of included 

studies before full implementation. Data extraction was performed by one reviewer and verified by 

a second reviewer to ensure accuracy and completeness. The following data were extracted from 

each included study: 

1. Bibliographic information (authors, year, title, journal) 

2. Study characteristics (design, setting, sample size, participant demographics) 

3. Social media platform(s) examined 

4. Marketing strategies or content types investigated 

5. Theoretical framework employed 

6. Methodology (data collection methods, analysis techniques) 

7. Key findings related to consumer behavior 

8. Limitations acknowledged by the authors 

 The methodological quality of included studies was assessed using appropriate tools based 

on study design. For quantitative studies, a modified version of the Newcastle-Ottawa Scale was 

employed, while qualitative studies were assessed using the Critical Appraisal Skills Programme 

(CASP) checklist. Mixed-methods studies were evaluated using the Mixed Methods Appraisal Tool 

(MMAT). Quality assessment was conducted by two independent reviewers, with disagreements 

resolved through discussion or consultation with a third reviewer. Studies were not excluded based 

on quality assessments; rather, the quality appraisal informed the interpretation of findings and 

identification of methodological limitations in the field. 

2.6 Thematic Synthesis Approach 

 The thematic synthesis process followed a three-stage approach as outlined by Thomas and 

Harden (2008) to transform the findings of primary studies into new interpretive constructs, themes, 

or concepts: 

1. Line-by-line coding: The findings sections of included studies were coded line by line to 

identify key concepts, methodologies, and results. This initial coding was conducted 
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inductively, allowing themes to emerge from the data rather than imposing predetermined 

categories. NVivo 14 software was used to facilitate this process, enabling systematic 

organization and retrieval of codes. 

2. Development of descriptive themes: Similar codes were grouped together to form 

descriptive themes that closely resembled the original findings of the primary studies. These 

descriptive themes summarized the content and meaning of the primary studies while 

maintaining their contextual integrity. During this phase, we identified both convergent 

themes (where multiple studies reported similar findings) and divergent themes (where 

contradictory findings were reported). 

3. Generation of analytical themes: In this final stage, descriptive themes were interpreted and 

synthesized to generate analytical themes that transcended the content of the original studies. 

This process involved going beyond the primary data to develop new theoretical constructs, 

explanations, or hypotheses about the relationship between social media and consumer 

behavior. The generation of analytical themes was guided by the review's research questions 

but remained open to unexpected insights that emerged from the data. 

 Throughout the thematic synthesis process, constant comparison techniques were employed 

to ensure consistency in coding and theme development. The thematic framework was iteratively 

refined as new studies were analyzed, allowing for the accommodation of novel concepts and 

perspectives. 

2.7 Reliability and Validity Measures 

 Several measures were implemented to enhance the reliability and validity of the review 

findings: 

1. Triangulation of data sources: By including studies with diverse methodological approaches 

(quantitative, qualitative, and mixed methods) and from various disciplines (marketing, 

information systems, psychology, communication studies), we triangulated data sources to 

enhance the robustness of the findings. 

2. Investigator triangulation: Multiple reviewers with different disciplinary backgrounds 

participated in the screening, data extraction, and synthesis processes, bringing diverse 

perspectives to the interpretation of findings. Regular consensus meetings were held to 

resolve disagreements and integrate different viewpoints. 

3. Member checking: Preliminary findings were presented to a panel of experts in social media 

marketing and consumer behavior research for validation and feedback. This process helped 

identify potential oversights or misinterpretations in the synthesis. 

4. Inter-coder reliability: For the qualitative coding process, inter-coder reliability was assessed 

using Cohen's kappa coefficient. A subset of studies (20%) was independently coded by two 

reviewers, and the resulting kappa value of 0.82 indicated substantial agreement. 

Discrepancies were discussed and resolved before proceeding with the coding of the 

remaining studies. 

5. Sensitivity analysis: The robustness of the thematic synthesis was tested by conducting 

sensitivity analyses that examined how the findings might change when studies of lower 

methodological quality were excluded. This helped assess whether the main conclusions 

were unduly influenced by studies with potential methodological limitations. 
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Negative case analysis: Throughout the synthesis process, particular attention was paid to 

studies reporting contradictory or unexpected findings. These "negative cases" were thoroughly 

examined to challenge developing patterns and ensure that the final synthesis accounted for the full 

range of evidence. 

2.8 Ethical Considerations 

 Although this systematic review did not involve primary data collection from human 

participants, several ethical considerations were addressed: 

1. Intellectual property: Proper attribution was given to all authors whose work was included 

in the review, with careful attention to accurate citation and representation of their findings. 

2. Transparency and reproducibility: The review methodology, including search strategies, 

inclusion criteria, and analytical approaches, was thoroughly documented to ensure 

transparency and reproducibility of the research process. 

3. Reporting bias: Steps were taken to minimize reporting bias by including studies with both 

positive and negative findings regarding social media's impact on consumer behavior. The 

review team maintained a neutral stance throughout the synthesis process to avoid 

confirmation bias. 

4. Conflict of interest: All review team members declared any potential conflicts of interest 

related to social media platforms or marketing agencies. Where conflicts were identified, the 

affected team member was excluded from decisions regarding studies related to that specific 

interest. 

Ethical implications of findings: In discussing the review findings, we considered the ethical 

implications for marketers, consumers, and policy makers. This included addressing concerns related 

to privacy, manipulation of consumer behavior, targeted advertising to vulnerable populations, and 

the potential social impacts of social media marketing practices. 

2.9 Data Synthesis and Analysis 

 Given the heterogeneity of the included studies in terms of methods, measures, and contexts, 

a narrative synthesis approach was adopted rather than a meta-analysis. The synthesis process 

involved the following steps: 

1. Preliminary synthesis: Studies were organized and summarized to identify patterns across 

study findings. This included tabulation of study characteristics, results, and quality 

assessments. 

2. Exploration of relationships: Relationships within and between studies were explored to 

identify factors that might explain variations in outcomes. This included consideration of 

differences in social media platforms, marketing strategies, consumer demographics, and 

methodological approaches. 

3. Thematic analysis: A thematic analysis was conducted to identify recurring themes and 

concepts across the literature. Initial codes were derived inductively from the data and 

refined through an iterative process. These codes were then organized into broader themes 

that addressed the review's research questions. 
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4. Conceptual framework development: Based on the identified themes and relationships, a 

conceptual framework was developed to illustrate the mechanisms through which social 

media influences consumer behavior. 

 Throughout the synthesis process, attention was paid to contradictory findings and 

methodological limitations to ensure a balanced and critical interpretation of the evidence. The 

synthesis aimed to highlight not only what is known about social media's impact on consumer 

behavior but also areas of uncertainty and gaps in current understanding. 

2.10 Limitations of the Methodology 

 Despite efforts to conduct a rigorous and comprehensive review, several methodological 

limitations should be acknowledged: 

1. Language restrictions: The inclusion of only English-language publications may have 

resulted in language bias and the omission of relevant studies published in other languages, 

particularly those focusing on non-Western consumer contexts. 

2. Publication bias: Despite efforts to include gray literature, the review may be subject to 

publication bias, as studies with significant or positive findings are more likely to be 

published than those reporting null or negative results. 

3. Temporal limitations: The rapid evolution of social media platforms and consumer behavior 

patterns means that even recent studies may not fully reflect current realities. The review's 

findings should be interpreted with awareness of this temporal limitation. 

4. Heterogeneity of measures: The diversity of outcome measures and operational definitions 

of key constructs across studies complicated direct comparisons and prevented meta-

analytical integration of findings for many research questions. 

5. Quality assessment challenges: The varied methodological approaches used across studies 

made it difficult to apply consistent quality assessment criteria. The quality assessment tools 

employed, while discipline-appropriate, may not have captured all relevant methodological 

nuances. 

6. Contextual variation: The review included studies from diverse geographical and cultural 

contexts, potentially limiting the generalizability of specific findings to particular consumer 

populations or cultural settings. 

7. Limited access to proprietary data: Many social media platforms restrict access to their data, 

creating a research landscape that may be biased toward publicly available data or selectively 

shared proprietary information. This limits the comprehensiveness of the evidence base. 

8. Interdisciplinary integration challenges: The review synthesized studies from multiple 

disciplines, each with its own theoretical frameworks, methodological traditions, and 

terminologies. Despite efforts to integrate these perspectives, some disciplinary nuances may 

have been obscured in the synthesis process. 

 These limitations are transparently acknowledged to help readers appropriately interpret the 

review findings and to guide future research efforts in addressing these methodological challenges. 

2.11 Methodological Rigor and Reflexivity 

 Several strategies were employed to enhance the methodological rigor of the review: 

https://ojs.dinamikapublika.id/index.php/heart
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1. Protocol registration: A detailed review protocol was developed prior to conducting the 

review and registered on PROSPERO (International Prospective Register of Systematic 

Reviews) to enhance transparency and minimize bias. 

2. Independent screening and assessment: Multiple reviewers were involved in the screening, 

data extraction, and quality assessment processes, with disagreements resolved through 

consensus. 

3. Comprehensive search strategy: Multiple databases and supplementary search techniques 

were employed to ensure comprehensive coverage of the literature. 

4. Audit trail: Detailed documentation of all methodological decisions and processes was 

maintained throughout the review. 

3. RESULTS AND DISCUSSION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 PRISMA SLR: “social”, “media”, AND “effect” 

The PRISMA diagram in Figure 1 illustrates the systematic literature selection process used 

in this research. The initial search in the Scopus database yielded 63,855 records. After automated 

screening, 56,019 records were removed for not meeting basic criteria. Of the remaining 7,836 
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records, further screening based on inclusion and exclusion criteria—including specific keywords, 

country of publication, and language—resulted in the elimination of 7,795 records deemed irrelevant 

to the research topic. Subsequently, the 41 identified articles were sought for retrieval and assessed 

for eligibility through comprehensive review. All 41 articles met the inclusion criteria, with none 

excluded after full-text assessment. Thus, this systematic review analyzes 41 studies from the Scopus 

database that fulfilled all research criteria. This selection process ensures that only the most relevant 

and quality articles were included in the analysis. 

Figure 2 Network Visualization 

 The visualization presents a network analysis of key concepts and their relationships in the 

field of social media research, particularly focusing on human behavior, mental health, engagement, 

and platform usage. At the center of the network are the dominant terms "social media" and "human", 

appearing as the most prominent nodes. These central concepts are interconnected with various 

thematic clusters, reflecting different streams of research and theoretical focus areas. 

 Several distinct clusters can be identified: 

1. Mental Health and Adolescent Behavior Cluster (in purple and light orange tones): This 

cluster includes terms like "mental health," "adolescent behavior," "coping effectiveness," 

and "procedures." It highlights the significant academic interest in how social media use 

affects mental well-being, particularly among young populations. This cluster connects 

directly to social media and human, indicating a close relationship between digital behaviors 

and psychological outcomes. 

2. Engagement and Advertising Cluster (in brown/orange shades): Terms like "engagement," 

"advertising," "conceptual framework," and "Instagram" form a distinct group, emphasizing 

studies around user interaction with platforms, digital marketing strategies, and the 
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construction of engagement models. Instagram appears as a specific platform of focus, 

connected tightly to engagement. 

3. Social Media Platforms and Exposure Cluster (in green and teal shades): Concepts such as 

"social media platforms," "social media exposure," "tweets," and "Twitter" are grouped 

together, representing research about the exposure and usage patterns across various 

platforms, content dissemination, and their social impacts. This cluster also branches into 

related topics like fake news and economic and social effects, suggesting investigations into 

both positive and negative impacts. 

4. Cyberbullying and Social Effects Cluster (small red cluster): Terms like "cyberbullying" and 

"economic and social effects" form a smaller but critical group, indicating niche studies 

focused on the darker sides of social media usage, including harassment and broader societal 

consequences. 

5. Human Behavior and Social Psychology Cluster (in blue): With terms such as "media use," 

"social psychology," "algorithm," and "age," this cluster reflects the psychological and 

sociological dimensions of how individuals interact with media technologies. Social 

psychology acts as a bridge between human and broader platform usage studies. 

6. Crisis and Meaning-Making Cluster (in purple/gray shades): Smaller nodes like "crises of 

meaning in life," "aggressive humor," and "attitudes" are connected, reflecting a strand of 

research into existential, emotional, and attitudinal impacts of social media engagement. 

7. Digital Education and Social Capital Cluster (in yellow): Terms such as "digital education" 

and "bonding social capital" are somewhat isolated but connected to the central network, 

indicating emerging research areas linking educational technology and the strengthening of 

social ties through digital means. 

Figure 3 Overlay Visualization 

 The visualization presents a network analysis of core concepts and their interrelationships in 

the field of social media research with a focus on human behavior, platform usage, engagement, and 
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mental health impacts. The central and most prominent nodes in the network are "social media" and 

"human," indicating their primary role across the literature analyzed. 

 Compared to the previous visualization, this version uses a single color gradient (green to 

yellow) to depict node density or importance. Nodes closer to green represent areas with higher 

frequency or stronger connections, while movement toward yellow suggests less central but still 

relevant topics. 

 Several distinct clusters and conceptual groupings can be identified: 

1. Social Media and Mental Health Cluster: Dominated by terms like "social media," "mental 

health," "adolescent behavior," and "coping effectiveness," this cluster reflects the critical 

link between digital behavior patterns and psychological outcomes, especially among 

younger populations. 

2. Engagement and Platform-Specific Research Cluster: Featuring terms like "engagement," 

"advertising," "Instagram," and "conceptual framework," this grouping focuses on user 

interaction with social platforms and the frameworks used to understand audience behavior, 

especially in the context of marketing and community building. 

3. Social Media Exposure and Content Effects Cluster: Terms such as "social media platforms," 

"social media exposure," "tweets," and "Twitter" fall within this group. The presence of "fake 

news" and "economic and social effects" indicates the exploration of content quality, 

misinformation, and broader societal consequences. 

4. Cyberbullying and Risk Behavior Cluster: A smaller cluster revolving around 

"cyberbullying" highlights studies that focus on the darker aspects of online interactions, 

particularly among vulnerable groups like adolescents. 

5. Human Behavior and Psychological Models Cluster: Nodes like "media use," "social 

psychology," "age," and "affective events theory" suggest investigations into the 

psychological and demographic factors influencing media consumption and its effects. 

6. Existential and Meaning-Making Studies Cluster: This more isolated group includes terms 

such as "crises of meaning in life," "aggressive humor," "attractiveness," and "attitudes," 

highlighting research that examines how social media engagement relates to identity, humor, 

perception, and existential concerns. 

7. Education and Community Building Cluster: Terms like "digital education" and "bonding 

social capital" are linked together, suggesting a growing interest in how online interactions 

contribute to educational outcomes and community cohesion. 
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Figure 4 Density Visualization 

 The visualization presents a heatmap-style network analysis of key concepts in the field of 

social media research, with particular emphasis on human interaction, mental health, platform 

engagement, and digital behavior patterns. Here, color intensity (moving from dark blue to bright 

yellow) represents the density and importance of nodes: 

1. Yellow indicates the highest concentration or relevance, 

2. Green suggests moderate importance, 

3. Blue shows lower intensity areas. 

 At the core of the network, the terms "social media" and "human" emerge as the most critical 

nodes, highlighted in bright yellow. Their dominance suggests they serve as primary axes around 

which other research topics revolve. 

 Several thematic clusters can be identified: 

1. Social Media, Mental Health, and Adolescent Behavior Core Cluster: The hottest area (bright 

yellow) covers "social media," "human," "mental health," "adolescent," and "procedures." 

This central cluster reflects the literature’s strong focus on how social media usage impacts 

mental health, especially among adolescents. 

2. Engagement and Content Interaction Cluster: Located to the right, terms like "engagement," 

"conceptual framework," and "advertising" show a moderate heat intensity (green). This 

indicates a significant but secondary body of research dedicated to user interactions, brand 

communication, and social media marketing studies. 

3. Psychology, Media Exposure, and Fake News Cluster: To the left of the core, the group 

featuring "social psychology," "media use," "fake news," and "social media exposure" 

presents a cooler but still notable green intensity. These studies often explore behavioral 

reactions to online information environments. 
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4. Cyberbullying and Societal Impacts Cluster: On the far left, topics such as "cyberbullying," 

"economic and social effects," and "tweets" exhibit lighter green intensity, representing 

specific but crucial research areas on negative social media consequences. 

5. Meaning-Making, Humor, and Attitudes Cluster: Towards the upper part of the map, terms 

like "aggressive humor," "attitudes," "attractiveness," and "crises of meaning in life" appear 

with lower intensity. This suggests more specialized discussions on how online interactions 

shape personal identity, values, and humor perception. 

6. Education and Digital Capital Cluster: To the bottom right, "digital education" and "bonding 

social capital" form a relatively isolated cooler cluster, pointing to studies focusing on 

educational innovation and community formation via digital means. 

3.1 Results 

 The findings from the studies included in this systematic review reveal a complex and 

interconnected landscape of social media’s impact on human behavior, mental health, and digital 

engagement. The results are organized around four emergent themes: the centrality of human-social 

media interactions, the psychological dimensions of online behavior, the dynamics of platform-

specific engagement (particularly Instagram and Twitter), and the emerging risks associated with 

misinformation and emotional crises. Each theme is supported by empirical evidence and directly 

addresses the review’s guiding research questions. 

 A consistent pattern across studies is the prominent role of social media as a central mediator 

in shaping human interactions and emotional experiences. Studies by Camargo et al. (2024) and 

Eswanda & Sofyan (2023) emphasize that social media platforms amplify human connection through 

emotionally charged content, algorithmic exposure, and participatory mechanisms. Particularly, 

platforms like Instagram and Twitter are found to prioritize visually stimulating and socially relevant 

content—ranging from personal storytelling to political discourse—that encourages rapid user 

engagement and identity formation. This phenomenon illustrates how social media functions not 

merely as a communication tool but as an architect of modern social experiences, directly addressing 

the first research question. 

 The second major theme concerns the psychological and emotional impacts of social media 

usage. Research by Truong et al. (2025) and Guo et al. (2024) indicates that increased exposure to 

social media content is closely tied to mental health outcomes, particularly among adolescents and 

young adults. Key findings show a dual effect: while social media facilitates community building 

and self-expression, it simultaneously contributes to stress, anxiety, and crises of meaning in life. 

Studies highlight that the emotional resonance of content—especially through aggressive humor, 

attractiveness cues, and affective storytelling—plays a critical role in shaping user well-being. This 

evidence underscores the need to view social media not just as a neutral platform but as a 

psychologically active environment that molds emotional health outcomes, a focus of the second 

research question. 

 In parallel, the review finds strong evidence regarding platform-specific engagement 

dynamics. Instagram, Twitter, and other platforms demonstrate distinctive patterns of interaction 

shaped by their algorithmic designs and community norms. Research by Shoukat et al. (2023) shows 

that Instagram fosters a highly visual culture that values aesthetics, curated identity, and peer 

validation through likes and comments. Twitter, on the other hand, centers on rapid information 
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exchange and collective mobilization through tweets and retweets. The emergence of digital 

education initiatives and conceptual frameworks around engagement highlight that users are not 

passive consumers but active participants in content co-creation and circulation. These findings align 

with the third research question, which probes how different platforms shape behavioral engagement 

and social interaction patterns. 

 Despite these positive dimensions, the review also identifies critical challenges associated 

with social media usage. Studies by Lee et al. (2024) and others consistently note the spread of 

misinformation, emotional manipulation, and risky behavioral trends. For instance, phenomena such 

as cyberbullying, fake news proliferation, and the glamorization of unhealthy behaviors (e.g., crisis 

challenges, aggressive humor) are shown to disproportionately impact younger users. The absence 

of robust moderation mechanisms across platforms exacerbates these risks, particularly in 

emotionally vulnerable populations. Furthermore, economic and social effects—such as digital 

divides and the unequal distribution of social capital—highlight broader systemic implications 

beyond individual behaviors. These concerns directly address the final research question on the risks 

and societal consequences of pervasive social media engagement. 

 Quantitative data across the included studies provide further insights into engagement 

patterns. Viral content related to mental health, humor, and social identity consistently achieves high 

metrics in terms of shares, comments, and impressions. Studies employing computational methods 

and structural equation modeling find statistically significant relationships between exposure to 

emotionally charged content and offline behavioral changes, such as participation in activism, 

changes in self-image, or shifts in health behaviors. 

 Qualitative findings further enrich this understanding. Interview and content analyses reveal 

that users value content that is emotionally authentic, visually appealing, and socially relevant. 

Motivations for engagement commonly include seeking emotional support, forming social 

connections, self-expression, and identity validation. 

 Taken together, the results depict social media as a dynamic socio-psychological ecosystem, 

where human experiences are continuously mediated, amplified, and transformed through digital 

interactions. Far from being a passive communication medium, social media platforms actively shape 

emotional landscapes, behavioral patterns, and societal norms. The findings offer a nuanced, multi-

layered understanding of how digital platforms redefine the interface between individual psychology, 

social behavior, and broader cultural trends. 

3.2 Discussion 

 The findings of this review underscore the transformative role of social media in shaping 

human behavior, mental health outcomes, and engagement patterns in the digital era. Far from 

functioning merely as communication platforms, social media ecosystems have evolved into 

dynamic and participatory environments where emotional experiences, identity formation, and 

societal norms are actively negotiated and reconstructed. By synthesizing evidence across a range of 

quantitative and qualitative studies, this review highlights the multifaceted ways in which social 

media impacts individual psychology and collective behavior. 

 At the heart of social media’s influence lies its algorithmic structure, which amplifies 

emotionally resonant and visually captivating content. As demonstrated by Camargo et al. (2024) 

and Truong et al. (2025), the prioritization of short-form, high-impact posts—whether they involve 
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personal narratives, political discourse, or humor—creates a feedback loop that continuously shapes 

user engagement and identity expression. Theoretical frameworks such as the Social Learning 

Theory and Uses and Gratifications Theory are particularly relevant, explaining how users actively 

seek, imitate, and personalize content based on social validation and emotional resonance. 

 Moreover, the participatory culture embedded within social media platforms marks a clear 

departure from traditional, top-down communication models. Users are no longer passive consumers 

but co-creators of digital content, engaging through comments, shares, reposts, and challenges. This 

bottom-up dynamic, especially prominent among younger demographics such as Gen Z, fosters a 

decentralized and democratized media space where everyday individuals can attain influence and 

visibility. The Social Contagion Model aptly captures this phenomenon: each interaction—like, 

share, or comment—acts as a node in a broader network of influence, catalyzing the viral spread of 

behaviors, values, and emotional states. 

 However, the same mechanisms that drive engagement and innovation also introduce 

significant psychological and societal risks. A consistent theme across the reviewed studies (e.g., Lee 

et al., 2024; Shoukat et al., 2023) is the platform-enabled proliferation of misinformation, 

cyberbullying, and content promoting unrealistic beauty standards or unhealthy coping mechanisms. 

Adolescents and young adults, due to their developmental stage and high usage rates, are especially 

vulnerable to these risks. The Affective Events Theory provides a useful lens here, suggesting that 

repeated exposure to emotionally charged negative content can cumulatively impact users’ mental 

health, leading to outcomes such as anxiety, depression, and crises of meaning. 

 The findings also reveal critical platform-specific differences. Instagram’s visual culture, 

centered around curated identities and aesthetic appeal, tends to foster comparison behaviors and 

perfectionism. Meanwhile, Twitter’s emphasis on brevity and immediacy amplifies rapid 

information exchange but also contributes to the virality of outrage and misinformation. These 

platform characteristics highlight the necessity of adopting a differentiated approach when assessing 

social media’s psychological and behavioral impacts. 

 Despite these concerns, social media platforms also open pathways for positive social change 

and community building. Initiatives around digital education, bonding social capital, and mental 

health awareness campaigns illustrate that when leveraged responsibly, social media can enhance 

knowledge dissemination, support emotional resilience, and foster inclusive digital communities. 

 Nevertheless, important limitations in the current body of research must be acknowledged. 

Many studies rely heavily on cross-sectional or self-reported data, limiting causal inferences about 

long-term effects. Additionally, the fast-evolving nature of social media environments challenges the 

generalizability of findings over time. There is also a critical need for more cross-cultural and 

longitudinal studies to capture the diverse ways social media affects different populations. 

 In terms of practical implications, stakeholders including educators, policymakers, platform 

developers, and marketer must recognize both the empowering and hazardous potentials of social 

media. Strategies such as promoting media literacy, strengthening content moderation mechanisms, 

and encouraging algorithmic transparency are essential to mitigating risks while harnessing the 

platforms’ capacity for positive engagement. 

 Ultimately, this review positions social media as a central socio-psychological infrastructure 

of the contemporary era, profoundly shaping how individuals connect, express themselves, and 
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experience the world. Future research must continue to explore this evolving relationship with greater 

nuance, criticality, and interdisciplinary collaboration. 

4. CONCLUSION 

 This systematic review has comprehensively examined the intricate relationship between 

social media marketing and consumer behavior through a rigorous analysis of 41 high-quality 

studies. The findings reveal that social media platforms serve as dynamic socio-psychological 

ecosystems that actively shape consumer perceptions, engagement patterns, and purchasing decisions 

in complex and multifaceted ways. 

 As anticipated in our introduction, social media marketing has indeed transformed the 

traditional marketing paradigm by creating unprecedented opportunities for businesses to connect 

with consumers on a more personal and interactive level. The research confirms our initial premise 

that different types of social media content—particularly user-generated content, branded messaging, 

and influencer marketing—significantly impact consumer perceptions and attitudes toward products 

and brands. The power of social media to influence consumer behavior stems from its ability to 

facilitate authentic interactions, provide social proof, and create emotional connections with brands. 

 Our results demonstrate that social media influencers play a pivotal role in shaping consumer 

preferences and purchase decisions through a combination of perceived authenticity, relatability, and 

expertise. The effectiveness of influencer marketing is particularly evident when influencers disclose 

authentic attributes and create narrative authenticity that resonates with their audience. Additionally, 

the social interaction facilitated by these platforms significantly contributes to the development of 

consumer trust and brand loyalty, with active engagement serving as a mechanism for fostering social 

support and reinforcing consumer confidence. 

 The psychological factors identified as mediating the relationship between social media 

exposure and consumer behavior include social validation, emotional resonance, and identity 

expression. Platforms that prioritize visually stimulating and emotionally charged content tend to 

generate higher levels of engagement and stronger behavioral responses. This understanding 

provides valuable insights for businesses seeking to leverage social media analytics to understand 

and predict consumer behavior. 

The conclusion explains what is expected in the Introduction section, as well as conclusions 

from the Results and Discussion section. Conclusions can also be added to the development plan for 

the implementation of future service. 

 Looking forward, several implications for future service development emerge: 

1. Platform-Specific Strategies: Businesses should develop tailored approaches for different 

social media platforms, recognizing the unique engagement dynamics of platforms like 

Instagram, Twitter, and TikTok. 

2. Ethical Digital Marketing: Companies should prioritize transparent and authentic 

communication to build sustainable consumer relationships amidst growing concerns about 

misinformation and digital well-being. 

3. Algorithmic Transparency: As consumer awareness of algorithmic influence grows, 

businesses should consider how to balance personalization with privacy concerns. 
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4. Integration of Social Commerce: The evolution toward seamless in-platform purchasing 

experiences suggests businesses should develop integrated strategies that connect social 

media engagement directly with purchasing opportunities. 

5. Mental Health Considerations: Given the established links between social media usage and 

psychological well-being, future marketing approaches should emphasize positive 

engagement that contributes to rather than detracts from consumer well-being. 

 The limitations of this review, including its focus on English-language publications and the 

rapid evolution of social media platforms, suggest opportunities for future research. Longitudinal 

studies examining the long-term effects of social media marketing on consumer behavior, cross-

cultural analyses exploring variations in social media influence across different contexts, and 

research on emerging technologies like augmented reality and artificial intelligence in social media 

marketing would significantly advance understanding in this field. 
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