The Impact of Social Media on Consumer Decision Making Page | 115

B\ =

B_ESE ARCH The Impact of Social Media on
ROUNDT 'ABLES Consumer Decision Making: An

Economic and Christian Perspective

REGENT UNIVERSITY SCHOOL OF BUSINESS & LEADERSHIP

Karen Gayle
Regent University
Roundtable: Business and Society

Abstract

In today’s digital age, social platforms like Facebook, Instagram, and TikTok influence
consumer behavior. They do this through social proof, influencer marketing, targeted
advertising, and data analytics. This article examined the economic impact of these
platforms on consumer decision-making. It also integrated a Christian perspective by
exploring biblical teachings on stewardship, materialism, generosity, solidarity, and
simplicity. The article provides a framework for responsible and ethical consumption. It
offers insights into how social media and consumer behavior interact.
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Imagine scrolling through TikTok and seeing a video of someone making a creamy
pasta dish using feta cheese and cherry tomatoes. Within days, grocery stores
worldwide ran out of feta cheese as millions attempted the viral recipe. This “baked feta
pasta” phenomenon demonstrates the formidable influence of social media on
consumer behavior (Morris, 2021). Social media is now a key driver of consumer
behavior in today’s digital landscape. Platforms such as Facebook, Instagram, and
TikTok have evolved from mere tools for social interaction into prominent channels for
marketing and engagement. Sikder et al. (2025) concluded that social media shapes
purchasing decisions through peer recommendations, influencer endorsements, and
targeted advertising. Today, consumers use social media to read product reviews,
interact with brands, and make direct purchases.

The economic implications of this shift are profound. Businesses are increasingly
investing in social media marketing to tap into its vast potential for reaching and
engaging consumers. According to a Forbes report, 80% of consumers make purchasing
decisions based on a friend’s social media post, indicating the influence of virtual word-
of-mouth recommendations (Lazaroiu et al., 2020).
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From a Christian perspective, the influence of social media on consumer behavior raises
important ethical considerations. The Bible advises against materialism and promotes
prudent consumption and compassion. Fletcher and Gbadamosi (2024) suggested that
consumers should adopt a balanced approach to consumerism. These principles guide
Christians in making ethical choices about social media’s influence. This article
examines the economic impact of social media on consumer decisions, the mechanisms
of influence involved, and how a Christian perspective can offer a moral framework for
navigating the digital landscape.

The Economic Impact of Social Media on Consumer Decision Making
Overview of Social Media’s Role

The prevalence and widespread use of social media platforms have democratized
information flow. Consumers now enjoy easy access to extensive product and service
data. This accessibility empowers them to make informed decisions by providing
essential tools and knowledge. Garg (2024) noted that social media platforms deliver
real-time feedback and personalized marketing, both of which are critical to modern
consumer engagement. Consequently, businesses increasingly rely on social media to
shape consumer behavior and boost sales. Social media delivers comprehensive product
insights through live broadcasts and user-generated content, enabling consumers to
efficiently explore and compare options (Chu, 2024). E-commerce platforms also
leverage social media for targeted advertising, increasing visibility and engagement
with potential buyers (Mapanje, 2024).

Influence on Consumer Behavior

The influence of social media on consumer behavior is profound and multifaceted. One
of the most significant ways social media affects consumer decisions is through social
proof. Social proof is the psychological phenomenon in which people look to others'
actions and opinions to guide their own behavior. On social media, engagement is
shown through likes, shares, comments, and reviews. Autio (2020) reported that a study
in the Journal of Consumer Research found that social proof on social media can increase
purchase likelihood by 30%. Consumers perceive products recommended by their peers
as more trustworthy and dependable, which significantly influences their purchasing
decisions.

Influencer marketing is a powerful tool for swaying consumer choices. Influencers with
large followings and perceived authenticity can significantly shape consumer behavior.
Kwahk and Kim (2017), in the Journal of Marketing, found that influencer
endorsements can increase purchase intent by up to 5 times compared with traditional
advertising. Influencers are seen as relatable and trustworthy, so their opinions carry
more weight than conventional advertisements.
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Moreover, social media platforms enable businesses to target their advertising. By
leveraging data analytics, companies can tailor their marketing images to specific
demographics, interests, and behaviors. As a result, a personalized approach makes
advertisements more relevant and appealing to consumers, increasing their
effectiveness. For instance, Kowalewicz (2022) noted that effective social media
marketing boosts sales by 20% and brand loyalty by 15%. Taken together, these points
highlight the importance of targeted advertising in influencing consumer behavior.

Economic Implications

The economic implications of social media’s influence on consumer decision-making
are substantial. Businesses are increasingly investing in social media marketing to tap
into its vast potential for reaching and engaging consumers. According to a Forbes
report, 80% of consumers make buying decisions based on friends” social media posts
(Lazaroiu et al., 2020). This trend underscores the era of virtual word-of-mouth
recommendations, where consumers trust the opinions and experiences shared by their
peers online.

Social media has also intensified market competition. As brands continuously compete
for consumer attention, this has led to the development of diverse marketing strategies
and campaigns. Supporting this, Garg (2024) found that social media marketing
increases competition among brands, driving them to improve their products and
services to stand out. Consequently, this competitive environment benefits consumers,
who enjoy better-quality products and services.

Additionally, social media platforms provide businesses with valuable data on
consumer behavior. These data allow companies to gain insights into consumer
preferences and tailor their marketing strategies accordingly. Highlighting this
connection, Kwahk & Kim (2017) found in a study in the Journal of Interactive Marketing
that data-driven social media marketing can increase engagement and conversion rates
by up to 25%. This demonstrates the importance of data analytics in optimizing social
media marketing efforts.

Mechanisms of Influence

Social media’s impact on consumer decision-making involves several key mechanisms.
Each plays a crucial role in shaping how consumers see and interact with brands. These
mechanisms include social proof, advertising and promotions, and data analytics.
Understanding them gives insight into how social media powerfully influences
consumer behavior.
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Social Proof

Social proof is when people look to others to guide their actions. On social media, this
shows in likes, shares, comments, and reviews, which indicate a product’s popularity
and reliability. A study in the Journal of Consumer Research found that social proof can
raise purchase likelihood. Consumers see products recommended by their peers as
more trustworthy and dependable (Melnyk et al., 2019). This is especially strong online,
where direct interaction is minimal, making peer recommendations essential for
decision-making.

Influencer marketing leverages social proof by using authentic and relatable influencers
to influence consumer decisions through endorsements. In addition, user reviews and
testimonials on social media significantly sway consumer opinions, often leading to
increased purchase intentions (Chiu, 2024; Huang, 2024). The role of social media
influencers is crucial; their credibility and trustworthiness can impact consumer choices,
often more than traditional marketing methods (Ahsan et al., 2024). Supporting this
point, research in the Journal of Marketing found that influencer endorsements can
increase purchase intent by up to five times compared to traditional advertising
(Melnyk et al., 2019). This is because influencers often share personal experiences and
reviews, which resonate more with consumers than impersonal advertisements.

Advertising and Promotions

Advertising and promotions on social media are tailored to target specific
demographics, interests, and behaviors, making them highly effective. To accomplish
this, businesses use sophisticated algorithms to deliver personalized ads that are
relevant to individual consumers. Wood and Hayes (2012) highlighted that digital
advertising, including social media advertisements, has a significant impact on
consumer behavior by shaping perceptions, attitudes, and purchase intentions.
Therefore, the ability to get target advertisements based on user data ensures that
marketing messages reach the right audience, increasing the likelihood of conversion.

Promotions, such as discounts and exclusive offers, are widely used on social media to
drive consumer engagement. These promotions are often time-sensitive, creating a
sense of urgency that encourages immediate action. Theododorakopoulos and
Theodoropoulou (2024) noted that promotional strategies on social media can increase
sales and brand loyalty by providing consumers with incentives to purchase. The
interactive nature of social media enables businesses to engage with consumers directly,
responding to queries and feedback in real time, thereby enhancing the overall
customer experience.
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Data Analytics

Data analytics plays a pivotal role in understanding and influencing consumer behavior
on social media. Platforms collect vast amounts of data on user interactions,
preferences, and behaviors, which businesses can analyze to gain insights into
consumer trends. Mahajan et al. (2024) emphasized the transformative potential of big
data analytics in digital marketing, highlighting its role in enhancing customer insights
and driving more effective marketing strategies.

The mechanisms of influence on social media, social proof, advertising and promotions,
and data analytics collectively shape consumer decision-making in profound ways.
Social proof leverages peer recommendations and influencer endorsements to build
trust and credibility. Advertising and promotions use targeted strategies to reach
specific audiences and drive engagement. Data analytics provides deep insights into
consumer behavior, enabling personalized, effective marketing campaigns. Together,
these mechanisms create a powerful ecosystem that influences how consumers perceive
and interact with brands, driving their purchasing decisions.

Case Studies and Examples

The following case studies demonstrate the significant impact of social media on
consumer decision-making.

Coca-Cola’s #ShareACoke Campaign

One of the most iconic examples of social media’s impact on consumer decision-making
is Coca-Cola’s #ShareACoke campaign. Launched in Australia in 2011, the campaign
involved replacing the Coca-Cola logo on bottles with 150 of the most popular names
among young people. This personalization encouraged consumers to find bottles with
friends' names and share their experiences on social media using the hashtag
#ShareACoke.

The campaign quickly went viral, generating significant buzz on platforms like
Facebook, Instagram, and Twitter. The #ShareACoke campaign led to a 2% increase in
sales in the United States and a 7% increase in Australia (Caraan et al., 2022). The
campaign's success is attributed to its ability to engage consumers on a personal level
and encourage user-generated content, thereby amplifying its reach and impact.

Nike and Cristiano Ronaldo Partnership

Nike’s collaboration with soccer superstar Cristiano Ronaldo is another compelling
example of social media’s influence on consumer behavior. Ronaldo, one of the most
followed athletes on social media, has a massive fan base that Nike leveraged to
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promote its products. By featuring Ronaldo in their marketing campaigns and
encouraging him to share branded product content on his social media channels, Nike
reached millions of potential customers.

Sikder et al. (2025) found that influencer endorsements, particularly those featuring
high-profile athletes such as Ronaldo, can significantly boost brand visibility and
consumer engagement. The partnership resulted in a 10% increase in sales of Nike
products endorsed by Ronaldo, demonstrating the power of influencer marketing in
driving consumer decisions.

Starbucks’ #RedCupContest

Starbucks” annual #RedCupContest is another successful social media campaign that
drives consumer engagement and brand loyalty. Each holiday season, Starbucks
encourages customers to share photos of their holiday-themed red cups on social media
using the hashtag #RedCupContest. The contest generates thousands of user-generated
posts, creating a festive buzz around the brand.

User-generated content, like the posts from the #RedCupContest, can significantly
enhance brand engagement and loyalty (Kowalewicz, 2022). The campaign not only
boosts Starbucks' visibility during the holiday season but also fosters a sense of
community among its customers, encouraging them to participate in the brand’s
traditions.

Airbnb’s #WeAccept Campaign

Airbnb’s #WeAccept campaign, launched in response to the global refugee crisis, is a
powerful example of how social media can promote social causes and drive consumer
engagement. The campaign featured a Super Bowl ad and a social media initiative
encouraging users to share their stories of acceptance and inclusion using the hashtag
#WeAccept.

The campaign resonated with consumers, generating millions of views and shares on
social media. According to Keyhole (2024), the #WeAccept campaign not only enhanced
Airbnb’s brand image but also increased bookings by 5% in the months following the
campaign. This example illustrates how aligning with social causes can positively
impact consumer perceptions and drive business results. By leveraging social proof,
influencer endorsements, user-generated content, and aligning with social causes,
businesses can effectively influence consumer behavior and achieve remarkable success.

Insights

The following are insightful quotes from experts on the impact of social media on
consumer decision-making.
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Bernadette Bulter, CEO & Co-founder of Storytap, said, “There is no decision without
emotion, [shopping] is always emotional whether a brand tells you it is or whether it’s
the purchaser creating a want or desire...You can’t sell without it-emotion is a currency
all in itself” (Quikly, 2025). Emotions play a crucial role in consumer decision-making.
Social media taps into this emotional connectivity, driving purchase decisions through
engaging and relatable content.

Colleen Kirk, Associate Professor of Management and Marketing Studies at New York
Institute of Technology, said,

With choice overload, the brain becomes cognitively burdened, and consumers
engage in avoidance responses. They may just walk rather than put in the effort
needed to make the best choice for themselves. They may also end up less
satisfied with their choice because they keep thinking about all the choices they
gave up. (Quikly, 2025)

Simplicity is key in consumer decision-making. Social media can help streamline
choices and reduce cognitive burden, making the shopping process more fulfilling and
less overwhelming.

Dan Gingiss, Customer Experience Expert, said, “We trust each other more than ever.
Social media has amplified trust, made peer recommendations and reviews a
cornerstone of consumer decision making” (Gingiss, 2019). Trust is amplified through
social media. Consumers rely heavily on peer recommendations and reviews, which
have become essential in guiding their purchasing decisions.

Rebecca Kowalewicz (2022), Vice President, Digital at Clearbridge Branding Agency,
said, With 80% of consumers making buying decisions based on a friend’s social media
post, the era of virtual word-of-mouth recommendations is in full effect. Consumers
gravitate toward brands recommended by their peers, underscoring the importance of
social proof in the digital age.

Social proof is a significant driver of consumer decisions. Recommendations and
reviews from peers on social media are trusted more than traditional advertising,
influencing purchasing behavior.

In a personal experience, I remember scrolling through Instagram one day when I
stumbled upon a post from a fashion influencer I follow. She was wearing a stunning
dress from a brand I had never heard of before. The post was so captivating, with
beautiful photos and a genuine review about the dress’s quality and fit. Intrigued, I
clicked on the brand’s profile and found myself browsing their complete collection.
Within minutes, I added items to my cart and made a purchase. The influencer’s
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endorsement and the post's visual appeal made me confident in my decision, and I was
excited to try a new brand.

Christian Perspective

Social media has transformed consumer decision-making. From a Christian perspective,
it presents both opportunities and challenges. It can encourage materialism,
comparison, and impulsive buying, which may conflict with Christian teachings on
stewardship and contentment. Christian scholars emphasize the importance of
discernment in navigating the influence of social media. For instance, Wick (n.d.)
discussed how social media shapes identity and decision making, urging Christians to
engage with it ethically and reflectively. Bowman et al. (2023) highlighted the role of
faith sharing on social media, noting its impact on belief systems and behaviors.
Hutchings (2015) explored how digital media can reinforce Christian values while also
challenging traditional hierarchies. Recently, the Christian faith has expanded to social
media, as evidenced by a study that found 20% of adults in the United States share their
faith on Facebook (Brubaker & Haigh, 2017).

From a theological standpoint, social media serves as a tool for stewardship, enabling
Christians to make informed choices. However, it also requires vigilance to avoid the
pitfalls of consumerism and superficiality. “Christians have shifted towards this
growing platform of social media for sharing their faith, based largely on their
compulsion from the biblical commands towards that goal” (Previte, 2017; 2
Corinthians 5:11-20; 2 Timothy 4:1-2). Bowman et al. (2023) related about “Christian
faith sharers using social media and those who encounter their faith-sharing messages
by bringing a greater understanding to Christians, prompting them to share their faith
more wisely and less offensively” (p. 2). By aligning social media use with biblical
principles, Christians can navigate its complexities while staying true to their faith.

Christian ethics emphasize honesty, stewardship, and compassion across all aspects of
life, including consumer behavior. The concept of stewardship is particularly relevant
as it calls for the responsible management of resources. According to Hartman (2011),
good consumption avoids sin, embraces creation, loves the neighbor, and anticipates
eschaton. This framework provides a robust model for ethical consumption, guiding
Christians to make choices that reflect their values and contribute to the common good.

The ethical implications of social media’s influence on consumerism are significant. The
emphasis on honesty, integrity, and community support aligns with the need for
responsible marketing practices (Hartman, 2011). While social media can enhance
consumer engagement, it also raises concerns about manipulation and the authenticity
of online interactions. Christians are encouraged to consider the impact of their
purchases on others and to support ethical and sustainable practices that benefit the
broader community.
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Previte (2017) noted, “some argue that social media fosters a type of consumerism that
is superficial, where trends influence decisions rather than genuine needs or values” (p.
2). This perspective highlights the potential for social media to distort authentic
consumer behavior, underscoring the need to critically examine its role in shaping
values and priorities.

Conclusion

This article examined the noteworthy influence of social media on consumer decision-
making from both economic and Christian viewpoints. Social media platforms like
Facebook, Instagram, and TikTok have revolutionized the way consumers interact with
brands, making them integral to modern marketing strategies. The economic
implications are significant, with businesses leveraging social media to drive sales,
enhance brand loyalty, and increase market competitiveness. Mechanisms such as social
proof, influencer, marketing, targeted advertising, and data analytics play crucial roles
in shaping consumer behavior, demonstrating the power of social media influencing
purchasing decisions.

Case studies like Coca-Cola’s #ShareACoke campaign, Nike’s partnership with
Cristiano Ronaldo, Starbucks' #RedCupContest, and Airbnb’s #WeAccept campaign
highlight the effectiveness of social media in engaging consumers and driving business
success. These examples illustrate how social media can create buzz, foster community,
and align with social causes to enhance brand image and consumer loyalty.

From a Christian perspective, the impact of social media on consumer decision-making
raises important ethical considerations. Biblical teachings provide a moral framework
for navigating the complexities of consumerism. Christians can balance their faith with
modern consumption practices, promoting responsible and ethical decision-making.

In summary, social media is a powerful tool that influences consumer behavior and
drives economic growth. By understanding its mechanisms and integrating a Christian
perspective, consumers can make informed and ethical decisions that align with their
values and contribute to the common good. As social media continues to evolve, its role
in shaping consumer decisions will only become more significant, offering both
opportunities and challenges for businesses and consumers alike.

Call to Action

As we navigate the digital landscape, it is crucial to reflect on how social media
influences consumer decisions. Consider the ethics of your purchases and aim for
responsible consumption that matches your values. Share your experiences and
thoughts on how social media has impacted your buying habits. Have you discovered
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new brands through influencer recommendations? Have peer reviews swayed your
choices? Your insights can help others make informed decisions.

Additionally, explore ways to integrate a Christian perspective into consumer behavior.
Reflect on biblical teachings about stewardship and apply them to your daily choices.
Together, we can foster a community of mindful consumers who prioritize ethical and
sustainable practices. Let us start a conversation and support each other in making
decisions that honor faith and contribute to the common good. Share your stories and
join the movement for responsible consumption!
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