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Abstract: This research explores the evolving role of social media marketing in shaping consumer 

behavior. By reviewing relevant literature and analyzing recent case studies, this paper highlights how 

social media platforms such as Instagram, Facebook, and TikTok influence purchasing decisions, brand 

perceptions, and customer loyalty. The study provides insights into key factors that drive the effectiveness of 

social media campaigns and examines the future implications for businesses aiming to leverage digital 

marketing strategies to engage a digitally-savvy audience. Findings suggest that social media marketing 

plays a critical role in consumer decision-making, with visual content, influencer endorsements, and 

personalized ads being significant drivers of consumer behavior. 
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