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Abstract Keywords
This research aims to conduct a comprehensive analysis of how digital interaction influences
consumer decision-making and to develop effective marketing strategies that enhance brand-customer
relationships.
Through a systematic review of a wide range of qualitative studies published between 2012 and
2024, this research relies on qualitative data analysis and thematic analysis to identify recurring Customer
patterns, emerging trends, and socio-cultural influences that shape customer behavior on social media Enaagement:
platforms. Additionally, the study explores the shift in consumer preferences from merely consuming Soc%a(i]Media"
products to focusing on interactive experiences and the added value provided by brands. Digital
The key findings highlight that consumers prefer brands that emphasize transparency, quick Margetin
responsiveness, and community engagement through social media. Digital influencers also play a Strategiesg

crucial role in shaping purchasing decisions, as consumers rely on their recommendations and trust
their content. Moreover, consumers favor personalized and interactive marketing experiences that
reflect their individual interests.

This study provides valuable insights for companies seeking to develop more effective digital
marketing strategies by enhancing customer engagement through social media.
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