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THE IMPACT
OF SOCIAL MEDIA
ON CONSUMER CHOICE

The rapid digitalization of society has
radically transformed the behavior of the
modern consumer, as social networks are not
only a communication tool, but also a full-
fledged channel that influences the process of
consumer decision-making. This necessitated the
need for an interdisciplinary study of the
dynamics of consumer decision-making in a
digital environment in which social platforms
act as leading sources of information, shapers of
consumer preferences, and channels of emotion-
nal engagement. The aim of the research is to
identify the mechanisms of influence of social
networks on consumer decision-making in the
digital environment in the context of changing
their behavior and forming digital trust in inte-
raction with brands. The research is based on
the hypothesis that brands use social media to
influence consumers at every stage of their
digital journey in order to increase awareness
and create a socially responsible image. The
hypothesis was tested using the following
research methods: systems analysis, interdis-
ciplinary synthesis, content analysis of visual
and text materials, and comparative analysis of
business cases. An analysis of digital trust
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BMJinB
COUIANIbHUX MEPEX
HA CMTOXXUBYUI BUBIP

Cmpimka yughposizayiss cycninbcmea 0oKo-
PIiHHO mpancghopmysana nogedinKy cyuacHozo
cnooicusava, 3poousuu Coyianbii mepexici He
auue IHCmMpyMeHmom KOMYHIKayii, a ti no8HO-
YIHHUM KAHALOM 8NIUBY HA NPOYeC NPULHAMMS
cnooicuguux piwens. Lle o0bymosuno neodXio-
HICb NPOBeOeH A MIdDCOUCYUNTIHAPHO20 OOCi-
00iCeHHs OUHAMIKU YXBANEHHS PIULeHb CHOJCUBA-
yamu 8 ymoeax uyu@pogozo cepedosuuid, 6
SAKOMY COYIANbHI NAAmM@opmu UCIYRAIOmb K
npoeioni  Oxcepena ingopmayii, Gopmysaui
CHOJACUBHUX YNOOOOAHL MA KAHANIE eMOYitiHOT
sanyyenocmi. Memowo cmammi € 6uUAGIEHHS
Mexauismié 6naugy COYianbHUx Mepedxc Ha
VXBANIeHHSL PIUEeHb CRONCUBAUAMU Y YUDPOBOMY
cepedosuyi 8 KOHMeKCMI 3MIHU iX NO8eOIHKU Ma
dopmysanns yugposoi dosipu y 63a€m00ii 3
bpendamu. B ocnogy docniodicents noKiaoeuo
einomesy, wo 6peHOu GUKOPUCHIOBYIOMb COYi-
anvHi Mepedici 0 6NAUY HA CHONCUBAYIE HA
KOJICHOMY emani ix yugpogozo wiiiaxy 3 Memoio
nocuneHus  enizHasamocmi U QopmyeanHs
coyianbHo-8i0n08ioanbHoco imiodicy. Iinome3sy
nepesipeno yepe3 maxi mMemoou 00CAIONCEHHA!
cucmemMHull aHai3, MINCOUCYUNTTHAPHUL CUH-
me3, KOHMEHM-aHaNI3 GI3YANbHUX | MEKCMOBUX
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DIGITAL MARKETING

factors was conducted, including user-generated
content (UGC), quantitative metrics (likes,
shares, subscriptions), interactive reviews, and
the role of influencers as digital thought leaders
was identified. It examines how social media
influences each phase of the consumer’s digital
journey: need identification, search for alterna-
tives, evaluation, purchase decisions, and post-
sales behavior. Particular attention is paid to the
analysis of current trends in the use of social
platforms by various demographic groups, in
particular in Ukraine, which is experiencing
transformational challenges caused by the war,
market adaptation to new technologies, and
the formation of a new culture of digital consum-
ption. The results of surveys, statistical data
from international analytical centers (GWI,
DataReportal, Statista, Nielsen) are presented,
and cases of brands that have successfully
applied marketing strategies in the social media
ecosystem are considered. The conclusions
emphasize the need to build long-term relation-
ships between the brand and the consumer
through personalization mechanisms, emotional
engagement, and the use of neuromarketing
technologies. Practical recommendations are
offered for the effective use of social networks as
atool for digital interaction and the formation of
consumer loyalty.

Keywords: social media, digital behavior,
decision-making, influencer marketing, digital
trust, UGC content, personalization, neuromar-
keting, brand—consumer interaction, marketing
strategies, Ukraine, digital transformation, beha-
vioral marketing.

JEL Classification: M31, D91, L86, 033.

Introduction

mamepianie, NOPIGHIbHUL AHANI3 OI3HeCc-Kelics.
Posensinymo ghaxmopu yugposoi dosipu, sokpema
Kowmenm, cmeopenuil kopucmyeadamu (UGC),
KUbKICHI  Mempuku  (YNOOOOaH s, NOWUPEHHS,
nionucKu), iHmepaxmusHi o2naou. Busnavero ponw
ingmoencepie sk yugposux nidepie Oymox. Y xooi
O00CTIONCEHHA  NPOAHATI308AHO, WO  COYIATbHI
Mepedici 8naUBarms Ha KOXCHY ¢azy yugdposoeo
WUIAXY CHOMCUBAYA: BUAGIEHHS NOmMpedu, NOULYK
anbmepHamue, OYinKd, PileHHs. npo NOKYNKY ma
nocmnpodadicia nosedinka. Ocobnugy yeazy npuoi-
JIEHO aHANi3y CYYACHUX MPEHOI8 BUKOPUCHIAHHS
COYIAbHUX  NAAM@OPM NPeOCAGHUKAMU  PI3HUX
demozgpagiunux epyn, 30Kkpema 6 Ykpaiui, sxa
nepexicusac mpaHchOpMayitini BUKIUKY, CHPUYU-
HeHi BIlIHOI, A0anmMayielo PuHKy 00 HOBUX MEXHO-
JI02Il Ma POPMYSaAHHAM HOBOL KyAbmypu yugpo-
6020 cnoxcusanns. Haseoerno pesynomamu onumy-
6aHb, CIMAMUCIUYHE OAHT MIJICHAPOOHUX AHATIMUY-
nux yenmpis (GWI, DataReportal, Statista, Nielsen),
a maKodic po3IHYmMo Kelcu Operois, sKi YCHiuHo
3aCcmocy6an MapKemuH206i cmpamezii 6 eKocuc-
memi coyianbHux Meoid. ¥ UCHOBKAX AKYEHMOBAHO
Ha HeoOXiOHoCcmi N0OYO08U 00820MPUBANUX GIOHO-
CUH MIdIC OPEHOOM [ ChOdICUBAYEM HUepe3 MeXAHIZMU
nepconanizayii, emMoyitino2o 3ayYyents ma 6UKo-
PUCMAHHA  HEUPOMAPKEMUH208UX — MEXHONO2II.
3anpononosano npakmuuni pexomenoayii 000
ehexmuBHO20 BUKOPUCIAHHS COYIATbHUX Mepedic
AK iHempymenmy yugposoi’ 83aemodii ma gopmy-
BAHHA CHOJICUBHOI TIOAIHOCII.

Kniwouoei croea: comianbhi Mepexi, mud-
pOBa MOBeJIiHKA, TPUUHSATTS PillIeHb, MAPKETHHT
BILUIUBY, iH(]roeHcepH, nudposa gosipa, UGC-
KOHTEHT, TIePCOHAI3aIlisA, HCHPOMAPKETHHT, B3a€-
MO OpeHI—CHOXMBay, MapKeTHHIOBI cCTpa-
Terii, YkpaiHa, nudposa Tpancdopmalis, mose-
JIHKOBHUIl MapKETHHT.

The digital transformation of society and the economy has led to

significant changes in communication processes and consumer behavior.
Social networks, as a key element of the digital space, have opened up new
mechanisms for influencing consumer decision-making, transforming trade-
tional sources of information into interactive environments for monetization,
sharing experiences, broadcasting emotions, and collectively creating ideas
about goods and services.

Therefore, digital interaction has become dominant in the process of
choice, purchase, and post-purchase behavior. According to GWI (2024),
more than 76% of users under the age of 35 admit that they have made a
purchase under the influence of content on social networks. This emphasizes
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a large-scale shift in the consumption paradigm: from autonomous rational
analysis to emotional reactions to influencer recommendations, reviews, and
visual content. In such an environment, consumers gain access to a huge
amount of information, build digital trust, and interact with brands on a
personal level through stories, live broadcasts, comments, and recommend-
dations. This forms a new communications architecture in which advertising,
emotional influence, and social confirmation are combined into a complex
decision-making system. Neuromarketing is also considered a tool for
psychological influence on the consumer (Skrigun & Meteyko, 2018).

Comprehensive research of the impact of social networks on consumer
decisions in the digital environment is based on an interdisciplinary source
base that combines analytical reports, scientific articles, marketing reviews
and practical cases. The structure of the materials used traces three
interconnected vectors such as empirical, conceptual-theoretical and applied.

The empirical basis is the annual reports of the world’s leading
platforms: Digital 2024: Global Overview Report (DataReportal, 2024,
January 31), Social Media Trends 2024 (GWI, 2024), Digital 2024 Statshot
(We Are Social, 2024, October 23), as well as the statistical indices
Statista (2024) and Lariba (2024). They provide up-to-date data on the
structure of social network use, sources of product information search, level
of trust in UGC content and digital behavior by age groups. Their
significance lies in reflecting the dynamics of global changes and the
specifics of the omnichannel consumer experience.

The conceptual and theoretical block is represented by publications
that substantiate the transformation of consumer behavior due to the action
of digital communication channels. One of the authors of this article
substantiated the role of social media marketing in business interaction
(Zaitseva et al., 2023), and in a previous study by the second author (Povod &
Zhosan, 2025) the significance of neuromarketing for forming loyalty in the
segment of knowledge-intensive products was proven. The works of
Kukharska (2024), Zincio and Stasyuk (2022), Savchenko, Sukach et al are
of particular analytical value. Savchenko, Ablyazova et al. (2021) highlight
the methods, tools and issues of digital trust and cognitive influence on the
consumer in the conditions of a visualized media field.

The applied block of sources covers the results of industry surveys,
benchmarking studies (Sprout Social, 2023, Influencer Marketing Hub, n. d.,
Nielsen, 2020), as well as non-public internal reports of arbitrarily selected
Ukrainian brands, which became the basis for the formation of business cases
in the fourth chapter. In particular, the article by Burdyak et al. (2024)
analyzes the effectiveness of nano-influencers, and the analytics of the
Ukrainian Marketing Association (n.d.) examines business marketing
practices in wartime.
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Thus, the source base of the research is representative, multi-level and
relevant to the stated issues. Its structure allows for an in-depth analysis of
the phenomenon of digital consumer behavior, combining macro-analytical
observations with micro-marketing practices. Despite the presence of a
significant amount of empirical data and examples of the use of social
networks in marketing, the mechanisms of influence of social networks on
consumer behavior in the Ukrainian digital context require further clarify-
cation. In particular, the question remains open as to which factors: type of
content, level of trust, participation of influencers or visual component have
a decisive impact on buyer behavior. Even with the availability of a large
number of international studies, the mechanisms of influence of individual
factors in social networks remain insufficiently detailed in Ukrainian
realities, which necessitates the need for further research.

The aim of the research is to identify the key mechanisms of influence
of social networks on consumer decision-making in the digital environment
in the context of transforming their behavior and forming digital trust in
interaction with brands.

The research is based on the hypothesis that brands use social media
to influence consumers at every stage of their digital journey and touchpoints
in order to increase awareness and build a socially responsible image.

The hypothesis was tested using the following general scientific
research methods: system analysis, interdisciplinary synthesis, content
analysis of visual and text materials, as well as comparative analysis of cases
on the Ukrainian market. The information base of the study is made up of
analytical reports, sociological surveys, marketing research, scientific public-
cations and empirical data obtained from the YouTube, TikTok, Instagram,
Facebook platforms.

The article analyzes the evolution of the formation and development
of consumer behavior models under the influence of social networks,
identifies the role of influencers in the formation of trust, presents practical
examples from the Ukrainian market and formulates marketing implications
for brands that seek to function effectively in the digital environment. The
first section analyzes the transformation of consumer behavior in the context
of digitalization: it reveals how the stages of decision-making have changed
under the influence of digital technologies and social networks and also
highlights the phenomenon of the consumer’s emotional reaction, which
replaces rational analysis in the choice process. The second section is devoted
to the characteristics of social networks as channels of influence on the
consumer: it examines their role in creating an information space, behavioral
patterns of users in TikTok, Instagram, Facebook, YouTube, etc.; substan-
tiates the effect of "social confirmation”, personalization mechanisms and
algorithmic formation of the information feed. The third section examines
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influence marketing as a new logic of authority in the digital environment:
analyzes the nature of digital trust, delimits its components, presents
empirical indicators of the effectiveness of influence marketing and provides
examples of successful campaigns using micro- and nano-influencers.
The fourth section contains an applied analysis of marketing cases from the
Ukrainian market: summarizes the effects that companies have received from
active interaction with the audience on social networks, describes statistical
data on changes in conversion rates, reach, and brand awareness. Based on
this, strategic implications for enterprises regarding the use of social
networks as a tool for forming long-term brand value are formulated.

1. Transformation of consumer behavior in the context
of digitalization

The spread of mobile technologies, the active use of social networks,
personalized platforms and artificial intelligence have significantly transfor-
med not only the channels of interaction with brands, but also the logic of
decision-making itself. The consumer is moving from autonomous analysis
to collective interaction, dominated by emotional, situational and social fac-
tors. In the traditional model of decision-making, which involves five
consecutive stages: awareness of the need, search for information, evaluation
of alternatives, decision-making and post-purchase behavior, it was believed
that the consumer acts rationally and logically. However, the digital envi-
ronment has significantly complicated and fragmented this process.
Currently, consumers discover new products and services through feeds,
stories and recommendations. Platforms such as Instagram and TikTok set
the tone by demonstrating what opinion leaders and celebrities buy and use.
Unlike traditional advertising, influencers and UGC (user-generated content)
are perceived as more reliable and honest sources of information, and their
recommendations are similar to advice from acquaintances. In this context,
brands act as external triggers through social networks, which stimulates
the emergence of new needs, forms emotional impulses and accelerates the
digital path to purchase. This is confirmed by the data of the DataReportal
study (2024), which proves that 62.3% of the world’s population (5.04 billion
people) actively use social networks and this creates an unprecedented
density of information pressure on the consumer (DataReportal, 2024,
January 31).

In the digital environment, the difference between information search
and evaluation is blurred — comments, likes, video reviews and algori-
thmically selected recommendations form a fast-paced information back-
ground, in which emotional reactions prevail over rational analysis. More
than 76% of users aged 18-35 report that they have made a spontaneous
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purchase at least once under the influence of content seen on social networks
(GWI, 2024).

Table 1 demonstrates the key differences between the classical
decision-making model and the digital scenario of consumer behavior in the
social media environment:

Table 1
The comparison of traditional and digital models of consumer decision-making

Decision-

. Traditional model Digital environment (social networks)
making stage
Need awareness Personal experience, Post, influencer recommendation, UGC, paid advertising
advertising on social networks
Information Catalogs, advice from Reviews, comments, bloggers, reviews via
search experts and friends video/story/gamification, integration with GoogleMaps
Evaluation of Comparison of Algorithmically selected offers, videos, ratings, push
alternatives characteristics notifications

Under the influence of emotions, trends, offers of

Decision making | Weighed, rational bonuses and discounts for activity, "social confirmation”

Post-purchase Personal experience, Publishing reviews, stories, sharing experiences online,
behavior discussion with friends uniting by values in consumer communities

Source: authors’ research.

Thus, brands are influencing consumers’ digital behavior through the
increasing volume of interactive content, the use of social proof, and
the effect of instant mass influence. At the center of decision-making is now
not only individual logic, but also collective digital culture — a community
that shapes trends, meanings, and expectations.

2. Social networks as channels of influence on consumers

Social networks have become the leading communication channels
that have a direct and multifaceted impact on consumer behavior. They not
only inform, but also shape needs, emotions, expectations, trust and even
values. The consumer is no longer a passive recipient of information — he
becomes an active participant in digital interaction, which covers the
processes of search, selection, purchase and post-purchase behavior.

Modern social platforms Instagram, TikTok, Facebook, YouTube
provide a constant stream of content, personalized through recommendation
algorithms based on user behavioral analysis. According to the We Are
Social report (2024, October 23), 46.1% of users in the world use social
networks to search for information about brands, products and services,
which makes this channel key in the consumer journey.

Content analysis by Bondarenko et al. (2022) showed that social
networks demonstrated the best performance in attracting funds for
influencing consumers, compared to promotion through traditional media.
The most popular social platforms for product research (by age of users,
global data 2023) are presented in Table 2.
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Table 2

The most popular social platforms for researching products
(by user age, global data for 2023)

Share of social network, %

Age group, years

TikTok Instagram YouTube Facebook
16-24 67 64 59 21
25-34 48 61 66 34
35-44 32 49 62 41
45+ 18 33 54 55

Source: (Statista, 2024).

The behavioral mechanism of interaction with social networks can be
described using the S-O-R (Stimulus — Organism — Response) model, in
which the stimulus is the content on the social network (video review, post,
stories), the organism is the consumer with his emotional and cognitive filter,
and the reaction is a specific action (click, save, purchase).

Particular attention should be paid to the phenomenon of visual
content, which dominates social networks such as TikTok and Instagram.
Short videos lasting 15-60 seconds have a higher level of attention retention
and influence on the purchase decision compared to text or banner messages.
Thus, according to Statista, more than 57% of young users aged
16-24 choose video reviews as the main source of information about new
products (Statista, 2025, July 1).

In addition to material brands, an important source of influence is the
feedback of other consumers, which is often perceived as objective and
reliable. Among users who read reviews on social networks before making a
purchase, 84% consider them a "decisive factor" in making a decision
(Lariba, 2024). The use of neuromarketing tools on social networks helps to
increase the effectiveness of promotion by activating emotional engagement
and subconscious reactions of consumers (Lozovska & Znacek, 2024).

The digital environment forms the so-called "loop of influence™: the
more a user interacts with brand content (through comments, sharing or
liking), the more similar content he receives in his feed. This mechanism,
enhanced by machine learning algorithms, forms a zone of information
resonance in which the consumer is in constant interaction with brands,
which significantly affects his behavior. At the same time, legal principles
related to state stimulation of knowledge-intensive products should also be
taken into account (Chubenko, 2018).

So, brands are using social media not only to communicate information
to consumers, but also to build trust, actualize needs, increase awareness and a
sense of "social belonging," and build consumer communities around the brand.
This opens up new opportunities for marketing activities but also requires an
ethical and strategic approach to content management.
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3. Influencers and digital transparency: the new logo of authority

In an oversaturated information space, traditional sources of authority
such as advertising and expert opinion are gradually losing their leading
positions. They are being replaced by influencers - digital opinion leaders
who build trust with the audience through systematic, personalized and, most
importantly, authentic communication. It is through influencers that
the modern consumer increasingly forms an idea of a product, its value and
the feasibility of buying.

Influencers function as micromedia, combining the features of a
communicator, analyst and friend. According to the research by Sprout
Social, 49% of users make a purchase at least once a month under the
influence of an influencer’s publication. This figure is even higher among
Generation Z — 64% (Sprout Social, 2023).

Digital trust, which is formed between a subscriber and an influencer,
has a different nature than in traditional advertising relationships. It is based
on the following components:

« Regularity of interaction. Influencers publish content daily, actively
comment, respond to subscribers, creating the effect of constant presence.

« Authenticity. Successful influencers demonstrate "real life", without
hiding emotions, failures and the process of making their own decisions.

« Social closeness. The audience perceives influencers as "their" infor-
mal advisors, and not carriers of the corporate message.

It is these factors that determine the emergence of the so-called digital
trust — a new form of social capital that has high marketing value (Table 3).
Digital trust turns into a convertible asset: its presence increases the
effectiveness of an advertising campaign, reduces the cost of explaining
the value of the product and stimulates the organic dissemination of
information.

Table 3

Comparing the effectiveness of traditional advertising
and influencer marketing

. Traditional Influencer
Indicator .. )
advertising marketing
Source Trust, % 32 63
Engagement Rate, % 0.9 3.6
Conversion Rate, % 1.4 4.2
C\S/(gage Customer Acquisition Cost, 115 0.73

Source: (Nielsen, 2020; Influencer Marketing Hub, 2025).

In the context of the Ukrainian market, it is worth noting the growing
popularity of nano-influencers (less than 10 thousand subscribers), who have
a localized and deeply engaged audience. According to the data of the
LOOQME platform, campaigns with the participation of nano-influencers in
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the fashion and FMCG sectors demonstrate an increase in organic reach by
18-27% and an increase in conversions to the brand’s website by up to 34%
(LOOQME, n.d.). One of the applied methods is eye tracking, which is
actively used for testing web pages (Moskalenko & Zozulyov, 2018).
Influence marketing also shifts the focus from short-term effects to
long-term interaction with the client. A positive mention from an opinion
leader not only increases the likelihood of purchase, but also creates a loyalty
effect, which affects repeat consumption, the formation of a community
around the brand, and increasing its reputational stability in times of crisis.
Thus, influencers are becoming new intermediaries between the brand
and the consumer, focused not only on broadcasting advertising messages,
but also on creating value through trust as the emotional currency of the
digital age. As a result of the analysis, several main factors that determine
consumer behavior in the digital environment can be identified. Video
content, short clips and UGC formats stimulate emotional reactions and
spontaneous purchases. For example, TikTok and Instagram demonstrate a
high level of attention retention through short videos that create the effect of
instant interest. Consumers tend to trust UGC and other users’ reviews more
than traditional advertising. Research by Lariba, C. (2024) confirms that 84%
of users consider reviews to be a decisive factor when choosing a product.
Influencers act as opinion leaders, building social trust through
authenticity and regular interaction. Nano-influencer campaigns in Ukraine
(LOOQME, n. d.) prove their effectiveness for localized audiences. Visual
content on social networks (especially video reviews) is the main trigger of
behavior among young audiences. Over 57% of users aged 16-24 choose
video as the main source of information about new products (Statista, 2024).

4. Practical case studies and marketing implications

The integration of social media into the marketing activities of
enterprises in Ukraine and the world demonstrates not only the increase in
the effectiveness of advertising campaigns, but also a rethinking of the very
approach to customer interaction. As noted, social networks are no longer
just a channel for promotion, they are turning into a digital platform for
co-creation of value, dialogue and building trust.

In Ukraine, despite the challenges of war, the share of businesses
actively using SMM (social media marketing) increased from 54% in 2021
to 68% in 2023 (Ukrainian Marketing Association, (2022). Companies
focused on visual and video content, which allows you to achieve an
emotional connection with the audience, proved to be particularly effective.
For example, the Ukrainian natural cosmetics brand YAKA conducted a
series of collaborations with micro-influencers on Instagram, thanks to
which, within 3 months, the campaign recorded:

« an increase in website traffic by 31%;
* an increase in conversion by 24%;
* an increase in organic sector by 46%.
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A similar case demonstrates the power of the so-called proximity
effect: users trust local faces who have "live" contact with the audience.

Another example is the Aroma Kava coffee shop chain, which in
2022-2023 systematically used TikTok to attract a young audience. Thanks
to simple videos with challenges, memes and short surveys, the company
achieved:

* an increase in subscribers by +142 thousand in 6 months;

« over 5 million organic views;

e an increase in seasonal menu sales by +37% during the campaign
period.

These data indicate that marketing strategies adapted to the specifics
of social networks provide not only a short-term increase in sales, but also
create sustainable competitive advantages in terms of:

* increasing brand awareness;

« forming a community around the brand;

« increasing emotional engagement and customer loyalty;

« adaptability to crises and communication challenges (Table 4).

Table 4
The impact of companies on social media on marketing indicators
(data from Ukrainian cases)

YAKA Cosmetics Instagram Conversion +24
Aroma Kava TikTok Seasonal menu sales +37
Duna Brand Facebook Number of followers +29
Lviv Croissants Instagram Brand awareness +33

Source: (Ukrainian Marketing Association, 2022; internal company reports).

In addition, marketing on social networks stimulates real-time
feedback, which allows companies to respond faster to customer needs, adapt
positioning, test new products and evaluate the audience’s reaction to a
change in tone of voice.

Thus, social networks create a new culture of interaction, where the
consumer is not only the target audience, but also an active participant in
the formation of brand identity and image.

Conclusions

In the course of this research, the authors found that social networks
in the digital economy have transformed from a regular communication
channel into a powerful tool for influencing consumer behavior, contributing
to the formation of trust and personalized interaction with the brand. The
decisive role in this transformation is played by the platforms Instagram,
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TikTok, YouTube and Facebook, which have created a favorable
environment for the formation of a new logic of consumer choice through
visuality, emotionality, quick feedback and the effect of social proof.

The results of the analysis of empirical data and practical cases
confirm that influencers are intermediaries of digital trust, who not only
accumulate reputational capital and increase brand recognition, but also
actively transform the mechanisms of consumer decision-making. Micro-
and nano-influencers are of particular value, demonstrating a high level of
authenticity and relevance for narrow target audiences.

The marketing implications of active use of social networks require
deeper personalization of content, adaptation to the specifics of each plat-
form, the use of neuromarketing technologies and the development of long-
term strategies for working with digital opinion leaders. At the same time,
digital consumer behavior is becoming increasingly fragmented, nonlinear
and contextually sensitive. Modern research confirms that neuromarketing
allows for a deeper understanding of consumer cognitive reactions and
management of their behavior (Karpenko & Ostapchuk, 2022).

The effectiveness of a brand’s presence on social media depends on
its ability to adapt to new formats of interaction and ensure transparency of
communication, as well as the active involvement of communities and the
strategic integration of influencer marketing into the overall consumer
experience management system. Thus, the hypothesis that brands use these
networks at each stage of the consumer’s digital journey is proven.

The results obtained confirm the hypothesis about the multifactorial
impact of social networks on all stages of the consumer’s digital journey. In
particular, it is shown that the type of content, the level of trust, the
participation of influencers and the visual component act in an interconnected
manner, forming a complex system of consumer behavior. This requires
brands to strategically manage digital trust, content personalization and long-
term interaction with the audience.

A prospective direction for further research will be the development
of integrated models for building digital trust, taking into account cognitive,
social, and cultural factors of user behavior in the virtual environment.
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