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THE IMPACT OF SOCIAL MEDIA
ON PURCHASING DECISIONS.
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\ Respondents who preferred store/private label
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Women varied more with o preferring name brands
in the 18-24 age group. The dominant group preferred store/private
labels in older age groups. :
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54 % prefer store/private label in 35-44 age group
60 % prefer store/private label in 45-54 age group
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USE THIS INFORMATION T0:

When looking to advertise on social media, major brands should look into YouTube
to ensure they’re reaching an audience that cares about hame-brand products.
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