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Abstract  

The fast-food industry is undergoing a major transformation driven by the strategic use of social 

media, which is reshaping consumer behavior and purchasing patterns. This comprehensive 

review examines how social media strategies influence fast-food consumption by leveraging 

platforms such as Instagram, Facebook, Twitter, TikTok, and YouTube. The paper explores how 

brands integrate interactive campaigns, influencer marketing, and user-generated content to foster 

engagement, brand loyalty, and impulse purchases through visual appeal, real-time interactions, 

and targeted promotions. While intrinsic factors such as convenience and affordability remain 

central to fast-food consumption, extrinsic influences including social media trends, peer 

recommendations, and digital campaigns play a significant role in shaping purchasing decisions. 

Demographic variables, particularly the strong engagement of Millennials and Gen Z with social 

media content, further highlight the generational differences in responses to marketing strategies. 

Overall, social media marketing extends beyond short-term sales by building long-term loyalty 

through brand communities and shaping contemporary consumption patterns. 
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1. Introduction  

In today’s hyper-connected digital era, social media has become a dominant force in 

shaping consumer behavior across industries, including the fast-food sector (Van Der 

Bend et al., 2022) [68]. Platforms such as Instagram, Facebook, Twitter, TikTok, and 

YouTube have evolved from simple communication tools into powerful marketing 

ecosystems where brands actively engage with consumers to influence purchasing 

decisions (Orfanidou, 2024) [54]. 

The visual appeal of fast-food advertising combined with real-time digital interactions has 

created an environment of instant gratification and strong emotional connections, 

prompting fast-food brands to rely heavily on social media strategies to maintain market 

share (Kulkarni, 2025) [40]. These platforms offer unique opportunities for brands to 

utilize data-driven insights, personalize engagement, and execute targeted campaigns 

aligned with consumer preferences and aspirations. 

A major driver behind this reliance is the ability of social media to facilitate immersive 

brand experiences. Visually stimulating content, often featuring appetizing food imagery, 
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captures consumer attention and triggers cravings (Vermeir & Roose, 2020) [69]. 

Algorithms further amplify this effect by ensuring users encounter content tailored to their 

browsing behavior, thus increasing visibility and influence (Alam et al., 2024) [6]. 

Moreover, influencer marketing and user-generated content play a vital role in 

establishing authenticity and trust. Influencers act as intermediaries between brands and 

audiences, making promotional content appear more relatable and less intrusive (Lariba, 

2023) [42]. Interactive campaigns, including polls, challenges, and contests, also enhance 

consumer engagement and build positive brand associations (Hollebeek et al., 2014) [29]. 

Another critical element is the role of peer recommendations and reviews, which act as 

social proof a psychological phenomenon where individuals are influenced by the actions 

or opinions of others (Gass & Seiter, 2022) [23]. Platforms such as Facebook and Yelp 

enable users to share experiences, post ratings, and recommend products, shaping brand 

reputations positively or negatively (Huang & Benyoucef, 2015) [31; Kshetri et al., 2024) 

[39]. Hashtags, geotagging, and live streaming further improve visibility, particularly 

among younger, tech-savvy audiences (White, 2021). 

The COVID-19 pandemic reinforced the importance of social media marketing, as fast-

food brands had to adapt by promoting delivery, contactless transactions, and safe 

consumption experiences through digital campaigns (Adekuajo et al., 2023) [3]. Social 

media also enabled brands to address shifting consumer concerns related to health 

consciousness and sustainability, emphasizing healthier menu options and eco-friendly 

initiatives (Ebrahimi et al., 2021) [20]. 

However, the impact of social media strategies on fast-food purchases is not uniform 

across demographic, cultural, and economic groups. Younger consumers, especially 

Millennials and Gen Z, respond more strongly to visually driven campaigns and 

influencer endorsements on Instagram and TikTok (Haenlein et al., 2020) [25]. In 

contrast, older consumers engage more with Facebook, where community-led 

recommendations dominate (Nguyễn et al., 2023) [53]. Cultural values and economic 

conditions also significantly shape consumer responses, particularly in emerging markets 

where discounts and promotional offers are key drivers (Barrena et al., 2015 [11]; 

Dwivedi et al., 2021 [18–19]). 

2. Review of Literature 

2.1 Concept of Fast Food 

The concept of fast food revolves around providing quick, convenient, and inexpensive 

meals to consumers seeking efficiency in dining (Story et al., 2002). Originating in the 

early 20th century, fast food has expanded into a global phenomenon, characterized by 

standardized preparation methods, the use of pre-cooked or semi-prepared ingredients, 

and rapid service (Espinoza, 2013) [21]. It is particularly suited to urban populations with 

busy lifestyles, where time constraints often drive the preference for convenience over 

traditional cooking (Hubbard & Hubbard, 2017) [32]. 
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Fast-food chains, especially quick-service restaurants (QSRs), offer diverse menu options 

such as burgers, pizzas, fried chicken, sandwiches, and beverages, catering to a wide range 

of tastes (Manhas et al., 2024) [49]. The industry thrives on efficiency, scalability, and 

affordability, supported by advanced technologies, automation, and innovations in supply 

chain management (Liberty et al., 2024) [45]. 

However, fast food has often been criticized for its health implications, as many items are 

high in calories, fats, sugars, and sodium (Janssen et al., 2018) [34]. In response, the 

industry has increasingly adapted to changing consumer preferences by integrating 

sustainability, customization, and cultural diversity into its offerings (Maumbe, 2012) 

[51]. Consequently, fast food not only shapes global eating habits but also significantly 

influences urban social life and the global food economy (Hawkes et al., 2017) [28]. 

2.2 Evolution of Social Media Marketing in the Fast-Food Industry 

The rise of social media has radically transformed marketing in the fast-food industry, 

reshaping brand–consumer relationships and fostering deeper engagement and loyalty 

(Aldabous, 2024) [7]. Traditionally, fast-food advertising relied heavily on television, 

print, and radio (Patnaik, 2015) [55]. However, the emergence of platforms such as 

Facebook, Twitter, and Instagram shifted the landscape, enabling interactive campaigns, 

real-time customer engagement, and innovative product launches (Arora et al., 2019) [8; 

Waheed & Kumar, 2025). 

Influencer marketing has played a key role in this transformation, as influencer’s present 

relatable and authentic content that resonates with their audiences while promoting fast-

food brands (Hund, 2019) [33]. The popularity of TikTok and Instagram further 

accelerated this trend, with short-form videos, viral challenges, and creative storytelling 

appealing particularly to younger consumers (Rugrien & Funk, 2022) [58]. The use of 

data analytics and demographic targeting has also allowed companies to personalize 

marketing campaigns and reach specific consumer groups more effectively (Wedel & 

Kannan, 2016). 

In recent years, social media marketing has evolved to address broader consumer 

concerns, including sustainability, health consciousness, and transparency in offerings. 

Campaigns such as McDonald’s #McSpicyChallenge and Wendy’s humorous Twitter 

“roasts” illustrate the growing importance of humor, relatability, and interactivity in 

building long-term customer loyalty. By continuously adopting new trends and 

technologies, the fast-food industry maintains a strong digital presence and adapts to 

shifting consumer expectations (Rayhan, 2023). 

2.3 Social Media Platforms and Their Influence on Consumer Buying Behavior 

Social media platforms are online tools that enable users to create, share, and interact with 

content while connecting with others in virtual communities (Kavoura, 2014) [37]. These 

platforms facilitate communication, information exchange, and networking across various 

formats, including text, images, and videos. Consequently, social media has become a 

significant factor shaping contemporary consumer purchasing behavior. Platforms such 
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as Facebook, Instagram, Twitter, YouTube, and TikTok serve as dynamic spaces where 

consumers search for information, evaluate options, and make purchasing decisions 

(Sindhuja et al., 2023). Consumer behavior is influenced by a continuous stream of 

advertisements, influencer endorsements, user-generated content, and peer reviews, all of 

which impact decision-making processes (Lariba, 2023) [42]. In particular, Instagram’s 

visually driven interface encourages impulse purchases through targeted ads and 

collaborations with influencers (Fujiwara & Martin, 2023) [22]. 

2.4 Consumer Behavior in the Fast-Food Sector 

Consumer behavior within the fast-food industry is shaped by a complex interplay of 

factors that drive preferences and purchase decisions. Modern consumers are attracted to 

fast-food outlets for their convenience, affordability, and speed of service (Hanaysha, 

2016) [27]. To accommodate changing tastes, dietary needs, and health-conscious 

choices, the sector has evolved significantly. Consumer decisions are influenced by a 

combination of intrinsic and extrinsic factors, including lifestyle, cultural values, 

marketing strategies, peer influence, and social media trends (Sharma & Joshi, 2021). 

Digital platforms play a vital role in shaping opinions through social media campaigns, 

online reviews, and influencer endorsements, which in turn affect consumer behavior 

(Dwivei et al., 2021) [18-19]. 

Technological advancements, such as mobile apps, online ordering, and home delivery, 

have increased accessibility to fast food (Akram et al., 2020). Fast-food brands employ 

strategies such as pricing, promotions, and loyalty programs to retain customers and 

encourage repeat purchases, particularly among younger consumers seeking value-for-

money options (Reinartz, 2009) [57]. Increasing awareness of nutrition and healthy eating 

has led to the introduction of healthier menu options, nutritional labeling, and eco-friendly 

practices in outlets (Guthrie et al., 2015) [24]. Nevertheless, indulgence and comfort foods 

continue to attract consumers, especially during stressful periods or social events. Other 

factors shaping consumer choices include brand image, food quality, service speed, and 

the restaurant environment (Yi et al., 2018). Fast-food companies continually adapt to 

evolving consumer preferences, leveraging data analytics to better understand behavior 

patterns and maintain product relevance (Madureira et al., 2018) [47]. Urban lifestyle 

changes, where dining out has become a regular social activity, further reinforce the 

cultural integration of fast food. 

2.5 Social Media Strategies and Techniques in the Fast-Food Industry 

In the fast-food sector, social media strategies are essential for customer engagement, 

brand visibility, and sales generation. Leading brands such as McDonald's, KFC, and 

Domino’s leverage platforms like Instagram, Twitter, Facebook, and TikTok by sharing 

visually appealing food images, promotional content, and real-time interactions with their 

audience (Balogun & Aruoture, 2024) [9]. One effective approach is customer-generated 

content, where patrons share their meals or dining experiences, and the brand republishes 

these posts to foster a sense of community and build trust (Salem & Twining-Ward, 2018). 
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Special offers, discounts, and targeted advertisements are strategically deployed using 

algorithms that ensure campaigns reach the intended audience. Fast-food chains also 

collaborate with social media influencers and brand ambassadors to expand their reach 

and appeal to younger consumers (Serra Olcina, 2023). Interactive campaigns, such as 

challenges, polls, and hashtag contests, encourage active customer participation and 

strengthen brand loyalty. Brands maintain real-time engagement by responding to 

surveys, feedback, or participating in live events, which helps establish a strong online 

presence (Yerpude & Singhal, 2021). 

Additionally, social media strategies are supported by data analytics to monitor user 

engagement, sentiment, and conversion rates, allowing brands to optimize content for 

maximum impact (Lee et al., 2018) [44]. The use of short, engaging videos and live stories 

aligns with current consumer preferences for quick, digestible content. Overall, social 

media initiatives in the fast-food industry integrate visual storytelling, promotions, 

interactive features, and influencer partnerships to sustain customer engagement, loyalty, 

and market relevance. 

2.6 Impact of Social Media Marketing Strategies on Consumers’ Fast-Food 

Purchase Behavior 

The implementation of social media engagement strategies has significantly transformed 

how consumers interact with fast-food brands, profoundly influencing their buying 

behavior (Lee et al., 2018) [44]. Platforms such as Instagram, Facebook, Twitter, and 

TikTok provide fast-food companies with opportunities to build strong online brand 

presence and directly connect with target audiences (Cash et al., 2022) [13]. Common 

strategies include influencer collaborations, sponsored posts, interactive campaigns, and 

user-generated content, all aimed at capturing consumer attention. By leveraging visually 

engaging content, videos, and real-time interactions, brands create appealing and 

shareable material that emphasizes convenience, novelty, and community (Montgomery 

& Chester, 2009) [52]. 

High-quality visuals, including appetizing images and promotional videos, enhance brand 

recall and stimulate impulse purchases, particularly when paired with time-sensitive 

offers or exclusive promotions on social media (Linder, 2018) [46]. These platforms also 

enable direct communication with consumers, allowing brands to respond to inquiries, 

collect feedback, and improve customer service, which fosters stronger brand loyalty and 

a sense of personal connection (Tsimonis & Dimitriadis, 2014). 

Social media is also instrumental in trend creation; viral challenges, hashtags, and 

promotions of new menu items increase visibility and attract consumer interest 

(Silberschneider, 2018) [62]. Partnerships with influencers amplify these effects, as 

followers often trust influencers’ recommendations, encouraging experimentation and 

purchase, especially among new customers. The real-time nature of social media allows 

brands to adapt quickly to market trends, aligning promotions with current consumer 

preferences (Mahoney & Tang, 2024) [48]. 
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Targeted advertising supported by data analytics enables brands to reach specific 

demographics, tailor content to consumer preferences, and provide personalized 

experiences based on past interactions. This personalization streamlines the journey from 

awareness to purchase, maximizes engagement, and increases the likelihood of immediate 

sales (Daradkeh et al., 2023) [16]. Beyond short-term gains, these strategies shape long-

term consumer habits, cultivating a community of brand advocates who share positive 

experiences and encourage peer purchases, ultimately making consumers active 

contributors to the brand’s growth and success. 

2.7 Fast-Food Consumers’ Demographics and Their Social Media Interaction 

The way different demographic groups engage with social media and its impact on fast-

food consumption varies significantly across age, gender, socioeconomic status, and 

culture. Younger generations, including Millennials and Generation Z, are particularly 

active in seeking food-related content on social platforms, such as recommendations, 

promotions, and trending offerings that align with their social lifestyles (Smith, 2021). 

This group is especially influenced by visually appealing content, including food 

photography and influencer marketing, which can encourage impulsive fast-food 

purchases (Johnson & Lee, 2020) [35]. 

Gender differences also play a role: women are generally more responsive to health-

focused fast-food promotions, while men tend to be more interested in content 

emphasizing value and deals (Brown & Taylor, 2019) [12]. Socioeconomic factors further 

shape social media interaction; consumers with lower incomes often respond to discounts 

and promotions, whereas higher-income consumers tend to follow gourmet food trends 

and premium fast-food brands (Williams et al., 2022). Cultural influences are also 

important, as local cuisines and brand narratives resonate differently across regions for 

example, South Asian communities respond well to campaigns that highlight traditional 

recipes with modern twists (Choudhury & Patel, 2021) [15]. 

Short-form video content, such as TikTok and Instagram Reels, is particularly effective 

in influencing younger demographics, who rely on these platforms to discover and share 

food experiences (Adams & Foster, 2023) [43]. The interactive and visual nature of these 

platforms accelerates the spread of trends, often resulting in increased fast-food 

consumption. 

2.8 Challenges in Social Media Marketing and Potential Solutions 

Social media marketing has become a vital tool for enhancing brand visibility and 

connecting with consumers. However, several challenges can limit its effectiveness, 

including rapidly changing platform algorithms, content saturation, data privacy 

concerns, and maintaining authentic engagement (Kaplan & Haenlein, 2010; Tuten & 

Solomon, 2017). Algorithm changes on platforms like Facebook and Instagram can 

drastically reduce organic reach, often requiring significant investment in paid promotions 

to maintain visibility (Dörr, 2017) [17]. To address this, businesses need flexible content 
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strategies that prioritize quality and relevance over quantity, adapting to evolving 

platform rules (Barker et al., 2017) [10]. 

Content saturation is another challenge, as consumers are inundated with brand messages, 

which can reduce attention and engagement (Chaffey, 2020) [14]. The solution lies in 

creating highly targeted, value-driven content that resonates with specific demographics, 

supported by data analytics to identify what works best (Kumar & Shah, 2018) [41]. Data 

privacy is an increasingly pressing issue, as consumers are concerned about how their 

information is collected and used, potentially affecting brand trust (Martin & Murphy, 

2017) [50]. Brands can address this by ensuring transparent data practices, clear privacy 

policies, and compliance with regulations such as GDPR (Tuten & Solomon, 2017). 

Maintaining authenticity is also challenging, as brands must balance automated responses 

with human interaction (Kaplan & Haenlein, 2010) [36]. Hybrid approaches that combine 

automation with personalized customer service can enhance authenticity and foster 

stronger relationships (Barker et al., 2017) [10]. In conclusion, while social media 

marketing presents inherent challenges, strategic adaptability, high-quality content, strict 

data privacy, and a mix of automation with personalized engagement are key solutions to 

optimize effectiveness. 
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