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Abstract

With the proliferation of digital technology, social media has evolved from mere social tools into key
channels influencing consumer purchase decision-making. In the context of the current development
of new productive forces, this paper systematically analyzes the influence of information characteristics
of social media on consumer purchase decisions based on the theoretical basis of social impact theory
and information communication theory, deeply analyzes its internal psychological mechanism, and
compares the differentiated influence of different social media platforms. Research demonstrates
that social media constructs a progressive influence chain from cognitive establishment and emo-
tional resonance to purchase intention, effectively transforming marketing information into con-
sumers’ psychological identification, ultimately facilitating purchasing behavior. Addressing cur-
rent issues such as misinformation and algorithmic bias, this paper proposes marketing strategy
recommendations from dimensions including content ecosystem construction, opinion leader po-
sitioning, and data-driven optimization, aiming to provide a theoretical basis and practical guidance
for enterprises to build long-term interactive relationships with consumers in the social era.
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