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Abstract: With the rapid development of the Internet and social media, the way consumers access information and communicate has changed 

significantly. Social media has become an important platform for enterprises to conduct brand promotion and marketing, which has had a pro-

found impact on consumers’ purchasing decisions. The purpose of this study is to explore the specific influence of social media on consumer 

purchasing decisions, analyze social media marketing theory and consumer behavior theory, and propose corresponding marketing strategies. 

Through a deep understanding of the role mechanism of social media, help enterprises to develop more effective marketing strategies, im-

prove brand competitiveness and market performance.
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Introduction
In today's digital age, the widespread adoption of social media has changed the traditional pattern of consumer buying behavior. 

Consumers are increasingly relying on social media for product information and user reviews, and companies are increasingly recognizing 

the importance of social media in marketing. Different social media platforms, such as wechat, TikTok, Xiaohongshu, etc., have different 

impacts on enterprise marketing strategies and consumers' purchasing decisions due to their unique user groups and interactive methods. 

Therefore, it is of great theoretical and practical significance to study the influence of social media and its specific role on consumers' pur-

chasing decisions.

1. Theoretical principle
1.1 Social media marketing theory

The types and characteristics of social media platforms are the core content of social media marketing theory. Different social media 

platforms have different characteristics and functions, which directly affect the marketing strategy of enterprises. First of all, social media 

platforms can be divided into several categories: social network platforms (such as wechat), content sharing platforms (such as TikTok and 

Xiaohongshu), instant messaging platforms (such as QQ and wechat), and micro-blog platforms (such as Weibo). Each platform has its own 

unique user groups and ways of interaction. For example, wechat is mainly used to build and maintain interpersonal relationships, and is suit-

able for B2C and B2B marketing activities. While TikTok and Xiaohongshu focus on visual content and are suitable for brand promotion 

through videos and pictures. The interactive and real-time nature of social media allows companies to quickly get user feedback, adjust their 

marketing strategies, and enhance user engagement and brand loyalty.

1.2 Theory of consumer behavior
Consumer behavior theory plays a key role in understanding the consumer decision-making process and influencing factors. The con-

sumer decision-making process is usually divided into five stages: problem identification, information search, alternative evaluation, purchase 

decision, and post-purchase behavior. In the information search stage, consumers obtain product information and user evaluation through 

social media, and the decision-making in this stage is deeply influenced by the social media content. In the alternative evaluation phase, con-

sumers compare different brands and products and evaluate choices through comments and recommendations on social media. In the purchase 

decision stage, promotional information and promotional activities on social media can directly influence the final choice of consumers. Final-

ly, in the post-purchase behavior stage, consumers share their use experience and evaluation through social media, and influence the decisions 

of other consumers. The main factors influencing consumer decisions include the credibility of information, the interactivity of brands, the 

recommendation by opinion leaders, and the quality of user-generated content. These factors have different roles in different decision-making 

stages, but they all significantly affect consumer purchasing behavior[1].
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Through the in-depth study of social media marketing theory and consumer behavior theory, it can provide theoretical support for enter-

prises to develop more effective marketing strategies, and help them to better understand and influence consumers' purchasing decisions.

2. The specific influence and strategy of social media influence on consumers' purchase decisions
2.1 The specific impact of social media influence on consumers' purchase decisions

With the rapid development of the Internet, social media has become an important platform for consumers to obtain information and 

communicate. The influence of social media is playing an increasingly important role in consumer purchasing decisions, which is embodied in 

the following aspects:

(1) Information acquisition and communication: Social media provides consumers with a large number of product and brand informa-

tion. Consumers can obtain detailed product information and real user experience by following the official account of the brand, browsing 

user-generated content and participating in discussions. The widespread dissemination and efficient access of such information makes con-

sumers more rational and comprehensive when making purchasing decisions.

(2) Word of mouth and reputation: User reviews and reviews on social media have an important impact on consumers' purchasing deci-

sions. Positive evaluation and recommendation can enhance consumers' trust and intention to buy the product, while negative evaluation may 

lead consumers to doubt or even give up buying the product. Therefore, the word-of-mouth effect of social media plays a vital role in building 

and maintaining the brand image.

(3) Interaction and Participation: Social media platforms provide opportunities for businesses to interact directly with consumers. 

Through social media, companies can respond to consumers' questions and feedback in a timely manner and enhance their sense of participa-

tion and loyalty. This interaction can not only help to establish a good customer relationship, but also can further enhance the brand awareness 

and reputation through the active participation of consumers[2].

(4) Influence of opinion leaders: On social media, opinion leaders (such as web celebrities, bloggers, industry experts, etc.) have a signif-

icant influence on consumers' purchasing decisions. By sharing their use experience and product recommendations, these opinion leaders can 

attract a lot of attention in a short period of time and influence consumers' purchasing behavior. Consumers tend to rely on advice from these 

opinion leaders to make purchasing decisions because they are seen as trusted sources of information.

(5) Promotion and dissemination of preferential information: Social media is an important channel for enterprises to release promotional 

activities and preferential information. Through social media, companies can quickly and widely spread various promotional activities to at-

tract consumers' attention and buying interest. Timely and effective dissemination of sales promotion information can significantly enhance 

consumers' desire to buy and promote sales growth.

2.2 Marketing strategies for the influence of social media
In order to make full use of the influence of social media and improve the marketing effect, enterprises should adopt the following strategies:

(1) Content marketing: High-quality content is the key to attracting and retaining consumers. Enterprises should develop content market-

ing strategies according to the interests and needs of target consumers, and release valuable original content, such as product introduction, use 

guide, user stories, etc. Through content marketing, enterprises can enhance the professional image of the brand and consumer trust.

(2) Interaction and customer service: Real-time interaction with consumers through social media platforms, respond to their questions 

and feedback in time, and provide quality customer service. This can not only enhance consumers' sense of participation and satisfaction, but 

also enhance the affinity and loyalty of the brand. Enterprises should regularly hold online activities, such as question-and-answer interaction, 

lottery activities, etc., to increase consumer participation and activity.

(3) Cooperation with opinion leaders: select opinion leaders who fit with the brand image and target audience to cooperate, and expand 

the brand awareness and influence through their influence. Enterprises should establish long-term cooperative relations with opinion leaders, 

and regularly launch joint promotion activities to enhance consumers' sense of identity and trust in the brand[3].

(4) User-generated content: Encourage consumers to share their usage experiences and product reviews on social media to increase the 

quantity and quality of user-generated content. Companies can set up incentive mechanisms by stimulating consumers' enthusiasm for par-

ticipation, such as rewarding excellent reviews and holding photography competitions. User-generated content not only increases the brand's 

exposure rate, but also increases the buying confidence of other consumers through a real user experience.

(5) Data analysis and precision marketing: Use the data analysis tools provided by social media platforms to gain an in-depth understand-

ing of consumer behaviors and preferences, and develop personalized marketing strategies. Through data analysis, enterprises can accurately 

identify the needs of target consumers, carry out precision marketing, and improve the effect and conversion rate of marketing activities.

(6) Brand image management: Actively maintain the brand image on social media, and timely deal with negative comments and crisis 
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events. Enterprises should establish a sound public opinion monitoring mechanism, pay close attention to the brand-related information on 

social media at any time, timely respond to consumers' concerns, resolve the negative impact, and maintain a good image of the brand.

Through the above strategies, enterprises can make full use of the influence of social media to enhance the market competitiveness of 

brands and consumers' purchase intention. In the future development, with the continuous innovation and progress of social media, enterprises 

should continue to explore and apply new marketing methods and technologies, continue to optimize marketing strategies, and maintain the 

leading position of the brand in the market.

3. Epilogue
The rapid development of social media has brought new opportunities and challenges to enterprise marketing. This study presents a se-

ries of targeted marketing strategies by analyzing the influence of social media on consumer purchasing decisions. The results show that enter-

prises can effectively improve the brand image and consumers' purchase intention through content marketing, interaction and opinion leader 

cooperation. In the future, with the continuous innovation of social media technology, enterprises need to continue to optimize their marketing 

strategies and maintain a leading position in the market. In short, making full use of the influence of social media will be the key to the suc-

cess of companies in the highly competitive market.
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