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The Emergence of Influencer Marketing
Influencers with significant followings have 
become key tools in marketing supplements, 
offering more authentic endorsements compared 
to traditional advertising. Globally, platforms 
like Instagram and TikTok create direct brand-
consumer connections. In Iran, with 48 million 
users (52% of the population in 2025), local 
influencers leverage Instagram and Telegram. 
Studies show that 60% of young users consider 
influencers their primary source of opinions, 
and 41% make purchases influenced by them. 
In Iran, this trend affects customer behavior in 
pharmacies for supplements and OTCs, but it 
emphasizes the responsibility to provide accurate 
and ethical information.
Consumer Preferences and Trust
Trust is a sensitive issue; consumers 
prefer supplements advertised by medical, 
pharmaceutical, or nutritional experts, and more 
than half consult a specialist before purchasing. 
Meanwhile, concerns about misleading claims 
are common: half of global consumers worry 
about exaggerated benefits or hidden risks. In 
Iran, the increase in supplement consumption 
during COVID-19 raised risks of inappropriate 
use, drug interactions, and misuse of vitamins, 
minerals, protein powders, and herbal products, 
which highlights the need for transparent 
marketing aligned with existing regulations.
The Digital Market: Trends and Impacts
The global supplements industry, valued at 
$210-220 billion in 2025, is projected to reach 
over $400 billion by 2030 with a CAGR of 

8-9%; a significant portion of this growth is 
driven by social media. E-commerce and DTC 
(direct-to-consumer) advertising models use 
social media for personalized and targeted 
promotions. Trends are shifting toward greater 
adoption of natural, herbal supplements and 
innovative forms like gummies and liquids. 
In Iran, despite sanctions, the vitamins and 
minerals segment is estimated at $384 million 
with a CAGR of 5.63%, and events like 
Iran Supplex increase market awareness and 
consumer acceptance.
Risks and Ethical Considerations
The influence of social media creates challenges 
such as promoting without disclosing side 
effects or scientific backing, leading to 
consumer skepticism. Ethical marketing requires 
transparency and adherence to standards. In Iran, 
alignment with Islamic principles and national 
laws (prohibiting the advertising of unhealthy 
products) adds to these necessities, and current 
studies on Generation Z highlight the need for 
critical evaluation of claims to appeal to this 
generation.
A Look to the Future
Balancing influence and honesty is the key to 
success. Influencers build trust through fact-
based content and collaborations with experts. 
The power of social media’s influence brings 
both opportunities and responsibilities, and close 
monitoring of this landscape will determine how 
effectively the supplements industry meets the 
evolving needs and expectations of informed 
consumers worldwide (including in Iran).

Impact of Social Media on Consumer Behavior 
in the Dietary Supplements Industry (Part 1)

In the rapidly evolving world of health and wellness, social media platforms such as Instagram, 
TikTok, YouTube, Telegram, and WhatsApp have transformed into virtual marketplaces and 
information hubs. Influencers and bloggers promote dietary supplements and natural products 
to vast audiences, and traditional advertising has given way to interactive experiences based on 
authenticity, relatability, and personalized recommendations. This article examines the impact 
of social media on consumer behavior in this industry and highlights the opportunities and 
challenges of digital marketing in global markets and emerging markets like Iran. G
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