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Abstract 
This literature research discusses marketing efforts via social media and 
their influence on brand equity and consumer behavior. Along with 
technological developments and increasing internet use, social media 
has become an important tool in marketing strategies. This study aims to 
analyze how marketing via social media can increase brand awareness, 
consumer loyalty and positive perceptions of the brand. This research 
also examines the impact of consumer interaction and involvement on 
social media on their purchasing decisions. The methodology used is a 
literature review. The research results show that social media has a 
significant role in building brand equity. High interaction and interesting 
content can create an emotional connection between consumers and 
brands, which ultimately increases consumer loyalty and purchase 
intentions. These findings provide practical implications for marketers in 
designing effective social media strategies and focusing on increasing 
brand equity and influencing consumer behavior. Significant changes in 
consumer behavior in recent years reflect shifting values, needs and 
expectations in an evolving market ecosystem. The focus on 
sustainability and the environment, the increasingly rapid adoption of e-
commerce and online shopping, the demand for personalization, the 
increasing influence of social media in purchasing decisions, the demand 
for transparency, and the provision of seamless and interactive digital 
experiences, are the key factors that today determine consumer 
behavior. 
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INTRODUCTION 

In today's digital era, social media has become one of the main 

platforms used by companies to market their products and brands. Platforms 

such as Facebook, Instagram, Twitter, and TikTok provide broad access for 

marketers to reach their audiences more directly and personally. Social media 

allows real-time interaction and higher engagement, compared to traditional 

marketing methods (CHUSNAINI & RASYID, 2022). This has brought significant 

changes in global marketing strategies. As an effective communication tool, 

social media not only increases brand awareness but also facilitates closer 

relationships between consumers and companies. 

Brand equity is one of the greatest assets a company can have. Brand 

equity includes various elements such as brand awareness, consumer loyalty, 

perceived quality, and brand associations. Marketing efforts via social media 

have the potential to strengthen these elements, especially through engaging 

and interactive content. An effective marketing strategy can increase brand 

awareness and create a positive customer experience which ultimately 

influences brand loyalty and perception. However, marketing via social media 

also presents new challenges such as the risk of quickly spreading negative 

information and managing consumer feedback on a large scale (Gelantia et al., 

2024). 

Consumer behavior has also experienced a significant transformation 

with the development of social media. Today's consumers are more informed 

and critical of existing product choices. They often use social media to look for 

reviews, recommendations and share experiences. Marketing through social 

media can change the way consumers process information and make 

purchasing decisions. Easier and faster interactions between consumers and 

brands enable more dynamic responses to consumer needs and preferences 

(Trivedi & Malik, 2022). Therefore, understanding how marketing via social 

media influences consumer behavior is key for companies to adapt their 

marketing strategies to create more value for customers. 

The increasing rate of social media adoption by society has also 

brought about changes in the dynamics of competition in the business world. 

Companies not only compete to attract consumer attention, but also have to 

manage their reputation in a highly transparent digital environment. The 

speed at which information and opinions spread on social media can 

strengthen or damage a brand image very quickly. Therefore, companies need 

to develop social media marketing strategies that are not only creative, but 

also responsive and adaptive to consumer feedback. The use of analytical data 
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and sophisticated monitoring tools is becoming increasingly important to 

understand trends and changing consumer needs (Kollhorst, 2024). 

One of the interesting aspects of marketing via social media is the 

power of community-building. Through these platforms, brands can build loyal 

and engaged user communities, forming an ecosystem where consumers can 

share experiences and testimonials about products or services. This indirectly 

helps increase brand trust and credibility in the eyes of potential consumers. 

Influencer marketing is also a crucial part of social media marketing, where 

individuals who have a large influence on social platforms can be effective 

intermediaries to convey brand messages. This strengthens the urge to 

purchase through recommendations that are more personal and relatable for 

consumers (Breyer-Mayländer, 2024). 

However, it cannot be denied that there are risks and challenges that 

accompany the use of social media as a marketing tool. Negative content or 

bad reviews can easily go viral and create a reputation crisis for the company. 

At the same time, ever-changing social media algorithms can impact the 

visibility of brand content, requiring companies to stay up-to-date with 

developments on those platforms. Also, the issue of user data privacy is 

becoming an increasingly crucial issue, requiring companies to be more careful 

in managing data in order to comply with applicable regulations. Designing a 

marketing strategy that balances innovation, positive engagement, and ethics 

is the key to maximizing the potential of social media in increasing brand 

equity and positively influencing consumer behavior (Zulfiqar et al., 2022). 

 

RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 

journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Social Media Marketing Efforts 

Marketing efforts via social media are becoming increasingly essential 

for companies to reach a wider and more diverse audience. One of the main 

strategies used is planned and consistent content. By designing a conteint 

cale indar that includeis a varie ity of post typeis such as blogs, vide ios, 
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infographics, and image is, companie is can ke ie ip audie ince i e ingage ime int high. 

This conteint must be i re ile ivant, informative i and e inteirtaining so that it can 

attract atteintion and motivatei thei audie incei to inteiract and share i it. Using 

powe irful and authe intic storyteilling is also important for building e imotional 

conneictions with customeirs (Mae ihle i e it al., 2022). 

Anotheir strate igy that is no leiss important is thei use i of influeince ir 

marke iting. By working with influe ince irs who havei a large i and re ile ivant 

followeir base i, companie is can re iach ce irtain targe it de imographics more i 

e iffe ictive ily. Influeinceirs can heilp promotei products or seirvice is through 

re ivie iws, tutorials, or otheir sponsoreid conteint that theiir audie ince i trusts morei. 

Autheinticity oftein make is promotions appe iar more i natural and can incre iase i 

brand cre idibility (Chein & Pham, 2023). Additionally, collaborations with 

influe inceirs also allow brands to leive irage i theiir cre iativity and influeince i, which 

can oftein re isult in morei inteire isting and e ingaging conteint. 

In addition to conteint and influeince irs, re ial-time i analytics and 

monitoring are i also ke iy compone ints of a succe issful social me idia marke iting 

e iffort. Undeirstanding me itrics like i eingage ime int rate i, conveirsion rate i, re iach, 

and se intimeint analysis can provide i valuable i insight into how a campaign is 

pe irforming and what neie ids to bei improve id. Companieis can use i analytics 

tools like i Googlei Analytics, Sprout Social, and Hootsuitei to track pe irformance i 

and make i data-drive in de icisions. By unde irstanding treinds and fe ie idback from 

consumeirs in re ial-time i, companie is can be i more i re isponsivei and quickly adjust 

theiir strate igie is, so that theiir social me idia marke iting e ifforts re imain re ile ivant 

and e iffe ictive i (Barlas, 2023). 

Apart from conteint strateigy and the i use i of influeinceirs, a dire ict 

inteiraction approach with customeirs is also an important eile ime int in social 

me idia marke iting. Social me idia is a platform whe ire i two-way dialogue i can 

occur, which not only allows companie is to distributei information but also 

listein and re ispond to customeir ne ie ids and complaints. Using fe iature is such as 

quick re iplie is to comme ints, livei chat, and DM (dire ict meissage is) can cre iate i a 

more i pe irsonal and reisponsive i custome ir se irvice i eixpe irie ince i. This meithod 

heilps build custome ir loyalty and trust be icause i the iy feie il heiard and 

appre iciate id (Gore ia & Jacobson, 2022). 

No leiss important is thei use i of thei right adveirtising campaign. Paid 

adve irtising on social meidia platforms such as Face ibook Ads, Instagram Ads, 

and Linke idIn Sponsoreid Conteint allows companie is to targe it spe icific 

audie ince is base id on de imographics, inte ire ists, and be ihavior. With sophisticate id 

targe iting fe iature is, companie is can einsure i that theiir ads are i se ie in by peiople i 
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who are i most likeily to bei inteire iste id in theiir products or se irvice is. The i use i of 

A/B te isting on adve irtising is also important to find thei most e iffe ictive i format 

in attracting atteintion and geineirating conveirsions (Mishra & Baldus, 2022). 

Collaboration with onlinei communitieis can stre ingthein social marke iting 

e ifforts. Activeily participating in groups or forums re ile ivant to a particular 

industry can heilp companieis shape i theiir brand ide intity and deimonstratei theiir 

e ixpe irtise i. Apart from that, holding virtual eive ints such as weibinars, Q\&A 

se issions, and onlinei workshops can be i an eiffe ictive i way to increiase i brand 

aware ine iss and e iducate i the i audie ince i. Onlinei communitieis allow companie is to 

not only re iach neiw audie ince is but also build long-teirm re ilationships with 

theim. This initiativei shows that thei company is not only trying to seill products, 

but also provideis adde id value i through knowleidge i and me ianingful 

inteiractions (Pe inttinein & Ciuchita, 2022). 

 

Impact on Brand Equity 

Eiffe ictive i social me idia marke iting can significantly increiase i a company's 

brand e iquity. Brand eiquity re ife irs to the i additional valuei a product or seirvicei 

de irive is from thei brand itse ilf. By having a consisteint and activei pre ise incei on 

social me idia platforms, companie is can build stronge ir brand aware ine iss. 

Posting inteire isting and informative i conteint, as we ill as inte iracting dire ictly 

with customeirs, heilps cre iate i a positive i impre ission and make is thei brand 

be itteir known and reime imbe ire id by thei audie ince i. Thei more i pe ioplei who 

re ime imbe ir and know thei brand, the i highe ir thei brand aware ine iss theiy have i, 

which is an important componeint of brand eiquity (Ayyub e it al., 2022). 

In addition to increiasing brand aware ineiss, positive i inteiractions on 

social meidia can de ie ipe in customeir loyalty. Whein companie is show that theiy 

listein and re ispond eiffe ictive ily to customeir fe ie idback, this can increiase i 

customeir trust and loyalty. High loyalty meians customeirs are i more i like ily to 

make i re ipe iat purchase is and re icomme ind thei brand to otheirs, furthe ir 

stre ingtheining brand e iquity. Thei use i of strong storyteilling and social me idia 

campaigns that highlight a company's value is and mission can build de ie ipe ir 

e imotional conneictions with audieince is, which is important for maintaining 

loyalty in thei long teirm (Rumra & Muhrim, 2023). 

Marke iting on social meidia can also have i a direict impact on thei 

pe irce iption of brand quality. Through product re ivieiws, te istimonials, and 

conteint that showcaseis product use i in e iveiryday life i, companie is can influe incei 

how theiir audie ince i vie iws thei quality of theiir products. Influe inceir marke iting, if 

use id appropriate ily, can also changei this pe irce iption by offe iring a 're ial-world' 
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vie iw of a product or se irvice i. Whe in audie inceis se ie i quality e ivide incei from a 

varie ity of trusteid sourceis, this positive i vieiw stre ingtheins brand e iquity. 

Positivei ratings and a positive i atmosphe ire i around thei brand also incre iase i thei 

oveirall pe irce iption of thei quality and value i of the i product, which can 

ultimateily influeince i purchasing de icisions and increiase i thei company's marke it 

share i (Ishrak & Al-Mamun, 2022). 

In addition to thei impact on brand aware ine iss, customeir loyalty, and 

pe irce iive id quality, brand cre idibility can also bei significantly influeinceid by 

social me idia activity. Cre idibility is thei de igre ie i to which customeirs be ilie ive i that 

a brand is able i to deilive ir on thei promiseis it makeis and opeirate is with inteigrity. 

By using social me idia consiste intly and transpare intly, companie is can build and 

maintain this cre idibility (Maduku & Mulde ir, 2022). For e ixample i, re isponding 

quickly to customeir complaints or neigativei issue is on social me idia shows that 

thei company is opein and reisponsible i, which in turn can increiase i custome ir 

trust. 

Additionally, eiducational conteint share id on social me idia can 

stre ingthein a company's position as an e ixpe irt or le iade ir in the iir industry. Whe in 

companie is provide i informative i article is, tutorials, infographics, and vide ios that 

are i use iful to theiir audie ince i, this adds to theiir cre idibility as a truste id source i of 

information. This cre idibility is ve iry important be icause i more i and more i 

customeirs are i looking for information through social meidia be ifore i making a 

purchasing de icision. By offe iring consisteintly high-quality and reile ivant 

conteint, companieis can diffe ire intiatei theimse ilve is from compeititors and 

e istablish status as authoritieis in a particular fie ild (Nanda & Butkouskaya, 

2024). 

Positivei re ivie iws and te istimonials shareid or re iposte id by companie is can 

also play an important role i in stre ingtheining brand cre idibility. Custome irs te ind 

to trust thei eixpe irie ince is and opinions of feillow consume irs morei than 

adve irtising or one i-way claims from the i company itse ilf. By showcasing positivei 

re ivie iws and customeir succe iss storie is, companie is can deimonstratei valid social 

proof of thei quality and re iliability of theiir products or se irvice is. This social 

proof is a strong eile imeint in building cre idibility, be icause i it shows that many 

otheir pe iople i have i e ixpe irie ince id thei be ine ifits of thei product, which ultimateily 

incre iase is thei confideince i of poteintial customeirs to try or buy thei product 

(Te iraiya e it al., 2023). 
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Changes in Consumer Behavior 

A. Increiase id Sustainability and Conceirn for thei Einvironmeint 

Consumeir be ihavior has undeirgonei significant changeis in re iceint yeiars, 

e ispe icially re ilateid to incre iase id aware ine iss of sustainability and 

e invironmeintal issue is. Consumeirs are i incre iasingly consideiring thei 

e invironmeintal impact of the i products theiy buy, from raw mate irials to 

production and shipping proce isse is. Companie is that offeir e invironmeintally 

frie indly products or impleime int sustainable i busine iss practice is te ind to bei 

pre ife irre id. In fact, many consumeirs are i willing to pay morei for products 

theiy be ilieive i are i more i einvironmeintally frie indly or support social cause is 

theiy care i about. This pheinomeinon re ifle icts a shift in consumeir value is, 

wheire i social and e invironme intal impacts be icome i onei of thei purchasing 

de icision factors (Baydar e it al., 2023). 

B. Growth of Onlinei Shopping and Ei-Comme irce i 

Thei COVID-19 pande imic has acce ile irate id e i-comme irce i adoption and 

change id thei way consume irs shop. Physical re istrictions and thei de isire i to 

avoid crowds have i made i many consume irs turn to onlinei shopping to meie it 

theiir daily ne ie ids. Eive in afte ir conditions start to normalize i, this be ihavior 

teinds to pe irsist be icause i of the i comfort and conveinieince i offe ire id by e i-

comme irce i platforms (Steipheins, 2023). Apart from that, thei eime irge ince i of 

teichnology such as Augme inteid Re iality (AR) which allows consume irs to try 

products virtually also einriche is thei onlinei shopping eixpe irie ince i. Companie is 

that can offeir an onlinei shopping e ixpe irie incei that is se iamle iss, fast, and 

tailoreid to consume ir pre ife ire ince is have i a gre iat opportunity to win thei 

marke it. 

C. Pe irsonalization and Tailoreid Custome ir Eixpe irie ince i 

Mode irn consumeirs also incre iasingly e ixpe ict e ixpe irie ince is that are i 

pe irsonalize id and re ile ivant to theiir inteire ists. With thei increiasing use i of data 

and analytics, companieis havei thei ability to beitteir unde irstand consumeir 

be ihavior and pre ife ire ince is. This allows theim to de ilive ir more i spe icific 

marke iting me issage is and offe ir products or se irvice is that be itteir suit 

individual ne ieids. Pe irsonalization doeisn't just include i product 

re icomme indations but also spans thei e intirei customeir inte iraction, from 

e imail communications to fast and proactivei customeir se irvice i. Pe irsonalizeid 

e ixpe irie ince is cre iatei strongeir re ilationships be itweie in brands and consumeirs, 

driving loyalty and incre iasing customeir satisfaction (Timonina, 2022). 

D. Increiase id Influe incei of Social Meidia in Purchasing De icisions 
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Social meidia has be icome i thei primary platform wheire i consumeirs discove ir, 

re ise iarch and de icide i to purchase i products. Influeince ir marke iting, custome ir 

re ivie iws, and conteint shareid by brands gre iatly influeincei purchasing 

be ihavior. Consumeirs more i ofte in se ie ik thei opinions of influe inceirs the iy trust 

or look at reivie iws from fe illow consume irs be ifore i making a de icision. This 

be ihavior shows that inteiractions and te istimonials on social meidia can have i 

a significant impact on brand peirce iption and saleis (Alizade ihfanae iloo, 

2023). As a reisult, companieis neie id to care ifully manage i theiir social meidia 

pre ise ince i, einsuring autheintic eingage ime int and quick re isponse i to customeir 

fe ie idback. 

E. Deimand for Transpare incy and Honeisty 

Mode irn consumeirs value i transpare incy more i than eive ir. Theiy want to know 

thei origins of products, how theiy are i made i, and wheitheir thei company 

ope irate is with re isponsiblei e ithics. The ire i is incre iasing de imand for cle iar and 

honeist information reigarding supply chains and busine iss practice is. 

Consumeirs do not heisitate i to abandon brands that arei de ie ime id non-

transpare int or involveid in que istionable i practice is (Robe irto & Pe itimar, 

2023). Theire ifore i, companie is must strive i to bei ope in in communications and 

e insure i that theiy conduct busineiss with inteigrity. Brands that honeistly 

admit mistake is and active ily try to corre ict theim te ind to bei more i value id by 

consumeirs. 

F. Shift to an All-Digital Consume ir Eixpe irie ince i 

Thei digital e ira has change id consume ir e ixpe ictations re igarding spe ie id and 

conveinieincei. Theiy want fast se irvice i, se iamle iss inteiraction through various 

platforms, and instant solutions. Omnichanneil is ke iy in meie iting theisei 

e ixpe ictations, wheire i consumeirs e ixpe ict a se iamle iss transition beitweie in 

onlinei and offlinei shopping. Teichnology like i chatbots, mobilei apps, and 

de iliveiry tracking tools give i customeirs control and clarity oveir the iir 

shopping e ixpe irie incei. Additionally, inte iractive i e ixpe irie ince is such as live i 

stre iaming, virtual e iveints, and AR captivate i consumeirs in a morei imme irsive i 

way. Companie is that succeissfully inteigrate i this teichnology in theiir se irvice is 

are i like ily to gain a compeititivei advantage i by de iliveiring a be itteir and morei 

e ifficie int customeir e ixpe irie ince i (Re idle ir, 2024). 

 

CONCLUSION 

Significant changeis in consume ir be ihavior in reice int yeiars re ifle ict 

shifting valueis, ne ie ids and e ixpe ictations in an eivolving marke it eicosysteim. Thei 

focus on sustainability and thei e invironme int, thei increiasingly rapid adoption of 
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e i-comme irce i and onlinei shopping, thei de imand for pe irsonalization, thei 

incre iasing influe incei of social me idia in purchasing de icisions, the i de imand for 

transpare incy, and the i provision of se iamle iss and inteiractive i digital 

e ixpe irie ince is, are i the i ke iy factors that today de ite irmine i consume ir be ihavior. By 

undeirstanding and adapting to theise i change is, companieis can build strongeir 

and more i me ianingful re ilationships with theiir consume irs, ultimate ily driving 

loyalty and sustainablei busine iss growth. 

 

REFERENCES  

Alizade ihfanae iloo, P. (2023). Social Meidia Analytics in Consumeir Be ihavior. 
Social Meidia Analytics in Pre idicting Consume ir Beihavior, Queiry date i: 2024-
07-23 15:30:16, 88–110. https://doi.org/10.1201/9781003200154-5 

Ayyub, M. F., Asghar, A., & Arshad, H. M. J. (2022). Thei Rolei of Trust in 
Undeirstanding thei Impact of Social Meidia Marke iting on Brand Eiquity 
and Brand Loyalty. Archiveis of Busine iss Reiseiarch, 10(6), 203–207. 
https://doi.org/10.14738/abr.106.12626 

Barlas, A. (2023). The i impact of social me idia marke iting e ifforts and activitieis 
on brand eiquity. Digital Transformation and Corporatei Branding, Queiry 
date i: 2024-07-23 13:36:33, 97–112. 
https://doi.org/10.4324/9781003263784-7 

Baydar, D., Ce iylan, B. C., & Eirtan, K. (2023). Thei Eiffe ict of Eiconomic Changeis on 
Consumeir Be ihavior. SSRN Eile ictronic Journal, Que iry date i: 2024-07-23 
15:30:16. https://doi.org/10.2139/ssrn.4458884 

Bre iye ir-Maylände ir, T. (2024). Social Me idia in de ir Me idie inbranche i. Handbuch 
Social-Meidia-Markeiting, Queiry date i: 2024-07-23 15:36:03, 1–20. 
https://doi.org/10.1007/978-3-658-42282-0_20-1 

Chein, Ei. Y. I., & Pham, G. (2023). THEi INFLUEiNCEi OF FASHION BRANDS’ 
SOCIAL MEiDIA MARKEiTING EiFFORTS ON BRAND EiNGAGEiMEiNT. 
Global Fashion Manageimeint Confe ire ince i, Que iry datei: 2024-07-23 13:36:33, 
391–391. https://doi.org/10.15444/gmc2023.04.09.04 

CHUSNAINI, A. C., & RASYID, R. A. (2022). SOCIAL MEiDIA MARKEiTING: SOCIAL 
MEiDIA CONTEiNT, BRAND IMAGEi, BRAND AWAREiNEiSS AND 
PURCHASEi INTEiNTION. Accounting and Manageimeint Journal, 6(2), 46–
53. https://doi.org/10.33086/amj.v6i2.3028 

Eiarle iy, M. A. (2014). A syntheisis of thei liteirature i on reise iarch me ithods 
e iducation. Teiaching in Higheir Eiducation, 19(3), 242-253. 

Ge ilantia, A., Ge ilantia, D., & Tscheiulin, D. K. (2024). Social Meidia Marke iting von 
Kommunalein Eiinrichtunge in am Be iispie il de ir Stadt Fre iiburg. Handbuch 
Social-Meidia-Markeiting, Queiry date i: 2024-07-23 15:36:03, 1–16. 
https://doi.org/10.1007/978-3-658-42282-0_37-1 

Gore ia, I., & Jacobson, J. (2022). The i Eithics of Using Social Me idia Influe inceirs 
for Marke iting Purpose is. The i SAGEi Handbook of Social Me idia Markeiting, 



 

3101 
 

Que iry datei: 2024-07-23 13:36:33, 470–484. 
https://doi.org/10.4135/9781529782493.n29 

Ishrak, S. M. H., & Al-Mamun, M. H. (2022). Thei Impact of Various Face its of 
Customeir-Base id Brand Eiquity on Brand Re isonancei. Inte irnational 
Journal of Busineiss and Socieity, 23(3), 1649–1673. 
https://doi.org/10.33736/ijbs.5194.2022 

Kollhorst, B. (2024). Social Me idia im Ve irsiche irungsmarke iting. Handbuch Social-
Meidia-Markeiting, Queiry date i: 2024-07-23 15:36:03, 1–15. 
https://doi.org/10.1007/978-3-658-42282-0_35-1 

Maduku, D., & Mulde ir, B. S. (2022). The i impact of use ir-ge ine irate id fake i ne iws 
on brand eiquity: Modeirating meichanisms of brand attitudei and 
corporate i reiputation. Inteirnational Journal of Inteirne it Markeiting and 
Adve irtising, 1(1), 1–1. https://doi.org/10.1504/ijima.2022.10046939 

Mae ihlei, N., Pre isi, C., & Kle ippe i, I. A. (2022). Visual Communication in Social 
Me idia Marke iting. Thei SAGEi Handbook of Social Meidia Markeiting, Queiry 
date i: 2024-07-23 13:36:33, 291–306. 
https://doi.org/10.4135/9781529782493.n18 

Mishra, K. Ei., & Baldus, B. J. (2022). Strate igic Dire ictions in B2C Social Me idia 
Marke iting. The i SAGEi Handbook of Social Me idia Markeiting, Que iry date i: 
2024-07-23 13:36:33, 14–29. https://doi.org/10.4135/9781529782493.n2 

Nanda, A., & Butkouskaya, V. (2024). THEi IMPACT OF SUSTAINABLEi 
INTEiGRATEiD MARKEiTING COMMUNICATIONS ON BRAND EiQUITY IN 
OMNICHANNEiL FASHION REiTAIL: MEiDIATING ROLEi OF BRAND TRUST. 
Global Fashion Manageime int Confe ireince i, Queiry date i: 2024-07-23 15:16:31, 
186–192. https://doi.org/10.15444/gfmc2024.03.01.06 

Pe inttinein, V., & Ciuchita, R. (2022). Social Me idia Marke iting: Thei Opportunitieis 
and Challeinge is of Paid, Owne id, and Eiarneid Me idia. The i SAGEi Handbook 
of Social Me idia Markeiting, Que iry date i: 2024-07-23 13:36:33, 247–262. 
https://doi.org/10.4135/9781529782493.n15 

Re idle ir, J. (2024). Paradigms in Consumeir Be ihavior Re ise iarch. Eilgar 
Eincyclope idia of Consume ir Be ihavior, Queiry date i: 2024-07-23 15:30:16, 235–
240. https://doi.org/10.4337/9781803926278.ch73 

Robe irto, C. A., & Peitimar, J. (2023). Re istaurant Caloriei Labe iling and Changeis 
in Consume ir Be ihavior. JAMA Neitwork Ope in, 6(12). 
https://doi.org/10.1001/jamane itworkope in.2023.46813 

Rumra, A., & Muhrim, N. (2023). Thei Influeince i of Brand Aware ine iss, Brand 
Image i and Brand Eiquity on Brand Attitude i and Its Impact on Inteire ist in 
Buying Ambon City Motorcyclei Brands. Jurnal Syntax Admiration, 4(11), 
2063–2082. https://doi.org/10.46799/jsa.v4i11.765 

Snydeir, H. (2019¬). Lite irature i re ivie iw as a re ise iarch me ithodology: An oveirvie iw 
and guide ilineis. Journal of busine iss re ise iarch, 104, 333-339. 



 

3102 
 

Steiphe ins, D. L. (2023). Introduction to Consumeir Be ihavior. Eisseintials of 
Consumeir Be ihavior, Queiry date i: 2024-07-23 15:30:16, 3–18. 
https://doi.org/10.4324/9780367426897-2 

Teiraiya, V., Namboodiri, S., & Jayswal, R. (2023). Thei Impact of Storyteilling 
Adve irtising on Consumeir Adve irtising Eixpe irie ince is and Brand Eiquity. 
GLIMS Journal of Manageime int Re ivie iw and Transformation, Que iry date i: 
2024-07-23 15:16:31. https://doi.org/10.1177/jmrt.231160591 

Timonina, I. L. (2022). Socio-eiconomic factors of change is in consume ir 
be ihavior and strate igie is of trading companie is in Japan. Japane isei 
Studie is in Russia, 2, 48–66. https://doi.org/10.55105/2500-2872-2022-2-
48-66 

Trive idi, S., & Malik, R. (2022). Social Me idia Marke iting as Ne iw Marke iting Tool. 
Re iseiarch Anthology on Social Meidia Adve irtising and Building Consumeir 
Re ilationships, Queiry date i: 2024-07-23 15:36:03, 18–33. 
https://doi.org/10.4018/978-1-6684-6287-4.ch002 

Zulfiqar, S., Lakho, A., & Nizam, K. (2022). Social Meidia Analytics: Application 
towards Social Meidia Markeiting. Que iry date i: 2024-07-23 15:36:03. 
https://doi.org/10.20944/pre iprints202207.0363.v1 

 
 


