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Impact of Social Media on Consumer Behavior: 
Case Studies and Empirical Insights (Part 2)

This section delves deeper into the influence of social media on consumer behavior within the dietary 
supplements industry. The focus is on the unique features of platforms such as Instagram, YouTube, 
TikTok, X (formerly Twitter), and Telegram, each attracting distinct audiences and shaping behaviors 
like purchase decision-making, trust-building, and engagement. Short visual content emphasizes 
impulsive buying, while educational videos reinforce informed decision-making.

Instagram: With over 3 billion active users in 2025, it emphasizes visual content 
such as Reels, Stories, and carousel posts. Its algorithm prioritizes interactions (likes, 
comments, shares), with audiences primarily aged 18-35. This platform influences 
consumer behavior through emotional empathy, where authentic content can increase 

purchase decisions by up to 40%.

YouTube: It focuses on long-form videos (5-20 minutes) and an algorithm based 
on watch time. Audiences are interested in in-depth reviews and educational 

content. The platform boosts trust by providing social proof (e.g., comments and Q&A), with over 
50% of the younger generation viewing it as their primary source for health-related perspectives.

TikTok: Featuring short videos (15-60 seconds) and a For You Page (FYP) algorithm 
centered on viral trends, it primarily attracts Generation Z (aged 13-28). This platform 
stimulates impulsive purchases, with a high percentage of users buying after viewing 

a video.

X (Network X): It emphasizes short text tweets and hashtags. The algorithm 
prioritizes discussion interactions (replies, retweets), targeting young, professional 

audiences interested in quick news. This platform shapes consumer behavior through public dialogue, 
enhancing trust via transparency.

Telegram: With over 1 billion global users (approximately 50 million in Iran), it focuses 
on broadcast channels and interactive groups. It utilizes bots for automation (polls, 
payments). This platform fosters loyal communities and encourages repeat purchases 

through exclusive content and personalized recommendations, aligning with Iranian cultural 
preferences for credible consultations.

Key Lessons: Success depends on adapting to each platform's features: visual 
for empathy, educational for trust, viral for excitement, and dialogue-oriented for 
community-building. The third impression will address sustainable strategies and 
future innovations.
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