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1. Abstract

This research project examines the growing influence of social media on consumer behaviour
during the Christmas shopping season, with a specific focus on platforms such as Instagram,
Facebook, TikTok, and Pinterest. Christmas has evolved into a digitally intensive retail period
in which consumers rely heavily on online interactions for inspiration, product discovery, and
purchasing decisions. The study investigates how psychological drivers—such as emotional
appeal, impulse buying tendencies, social comparison, and festive nostalgia—interact with
cultural traditions and social dynamics to shape consumer motivations. Using established
consumer behaviour theories, including the Theory of Planned Behaviour, Social Influence
Theory, and the Stimulus—Organism—Response model, the research explores how social
media content, influencer marketing, and user-generated posts shape attitudes, intentions, and

actual buying behaviours.

The project is based on a qualitative research approach, drawing from secondary data,
industry reports, and case studies of Christmas-focused marketing campaigns by major
brands. Findings demonstrate that social media not only strengthens festive consumption
norms but also accelerates decision-making through personalised advertisements, influencer
recommendations, and seamless social commerce features. The study further reveals how
holiday-themed content—ranging from gift guides to Christmas décor trends—creates
powerful emotional cues that trigger increased spending and impulse purchasing. Ultimately,
this research highlights the profound role of social media as both a psychological and cultural
force in contemporary Christmas shopping, offering valuable insights for marketers and

researchers seeking to understand evolving digital-era consumer behaviour.
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2. Introduction

2.1 Background of the Study

Christmas has long been recognised as one of the most influential cultural and
commercial events worldwide. Traditionally associated with family gatherings, religious
symbolism, and gift-giving rituals, Christmas has transformed over the decades into a
highly consumption-driven season. In many countries, retail sales during the Christmas
period account for a substantial proportion of annual consumer spending, making it a
critical focus for marketers and businesses. As consumer lifestyles evolve, the nature of
Christmas shopping has shifted from physical retail environments to digital and hybrid
ecosystems, with social media emerging as a dominant driver of festive shopping

behaviour.

The rapid expansion of social media platforms such as Instagram, TikTok, Facebook, and
Pinterest has revolutionised how consumers search for inspiration, compare products,
engage with brands, and make purchasing decisions. Visual culture, online peer influence,
real-time trends, and algorithmic recommendations have made social media a powerful
force in shaping attitudes and behaviours—especially during emotionally charged seasons
like Christmas. The festive environment naturally enhances consumers’ receptiveness to
persuasive messages, creating a perfect intersection between emotional appeal and
targeted marketing. As a result, consumers increasingly rely on digital content such as
influencer gift guides, holiday-themed videos, user-generated photos, and personalised

advertisements to guide their shopping decisions.

Emerging phenomena such as “TikTok Made Me Buy It,” Instagram holiday reels, and
Pinterest Christmas inspiration boards illustrate how deeply social media has integrated

itself into contemporary Christmas shopping practices. From discovering décor trends to
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reviewing product unboxing videos, consumers engage in complex digital interactions
that significantly influence their purchasing behaviour. Understanding these influences is
essential for both scholars and practitioners seeking to interpret the changing landscape of

festive consumer behaviour.

2.2 Purpose of the Study

The primary purpose of this study is to explore and analyse the influence of social media
on consumer behaviour during the Christmas shopping season. The research aims to
identify the psychological, cultural, and social mechanisms activated by social media
content and assess how platforms shape purchasing intentions, attitudes, and actual
buying behaviours. By examining specific elements such as influencer marketing, user-
generated content (UGC), and algorithm-driven advertising, the study seeks to uncover
the extent to which social media impacts decision-making patterns during this significant

commercial period.

Additionally, the study aims to connect modern digital marketing practices with
established consumer behaviour theories. This helps provide a structured academic
interpretation of how social media reinforces festive consumption norms and stimulates

emotional responses that ultimately drive purchases.

2.3 Significance of the Study

This research is significant for several reasons:

1. Academic Contribution:
The study enriches the academic understanding of seasonal consumer behaviour by
linking traditional consumer behaviour theories with modern social media practices in

a Christmas context—a largely underexplored area.
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2. Marketing Insight:
It offers practical insights for businesses, marketers, and advertisers seeking to design
effective holiday campaigns. Understanding how consumers interact with social
media during Christmas can help brands optimise content strategies, influencer

partnerships, and social commerce tactics.

3. Consumer Awareness:
The study provides consumers with awareness of the psychological and social triggers

influencing their Christmas shopping decisions, enabling more mindful consumption.

4. Policy Relevance:
As digital advertising becomes increasingly sophisticated, understanding its impact
during high-spending seasons can support discussions on consumer protection, ethical

advertising, and responsible business practices.

Given the increasing integration of social media into everyday life and its heightened
importance during festive seasons, this research provides timely insights into the evolving

digital consumer landscape.

2.4 Research Objectives

The specific objectives of this study are:

1. To examine how social media platforms influence consumer attitudes, motivations,

and decision-making during the Christmas shopping season.

2. To analyse the role of influencer marketing, user-generated content, and platform-

specific holiday campaigns on consumer purchase intentions.

3. To assess psychological factors—such as emotional appeal, impulse buying, and

social comparison—that make social media content effective during Christmas.
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To evaluate cultural and social pressures that amplify festive consumerism on digital

platforms.

To explore real-world examples and case studies that illustrate how brands use social

media to shape Christmas shopping behaviour.
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3. Literature Review

The literature on consumer behaviour, digital marketing, and seasonal purchasing patterns
provides a strong theoretical foundation for understanding how social media influences
Christmas shopping. This section reviews relevant consumer behaviour theories, the
evolution of social media as a marketing ecosystem, the role of influencers and user-
generated content, emotional and cultural drivers of festive consumption, and emerging
trends in social commerce. Through synthesising academic findings and contemporary
studies, this review situates Christmas shopping within the broader context of digital

consumer behaviour.
3.1 Consumer Behaviour Theoretical Foundations

Understanding how consumers make decisions requires an examination of behavioural
theories that explain psychological, cultural, and social influences. Christmas, as a culturally
embedded and emotionally charged period, amplifies many of these behavioural

determinants.

Factors influencing Consumer Behavior

Personal
Social o Ageand life-cycle stage
» Reference groups » Occupation
n Family » Economic situation
» Roles and status )

Li e
) Peferss;gality and self-concept

Figure 1. Consumer Behaviour Theoretical Foundations

(Source: taxmann.com)
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3.1.1 Theory of Planned Behaviour (TPB)

Ajzen’s Theory of Planned Behaviour (1991) posits that consumer intentions are shaped by
attitudes, subjective norms, and perceived behavioural control. In the context of social media,
attitudes are influenced by exposure to festive-themed content, product reviews, and aesthetic
imagery. Subjective norms are reinforced through the visibility of peers’ Christmas
preparations, influencer recommendations, and holiday expectations depicted online.
Perceived behavioural control increases due to the availability of easy purchase pathways
such as “Shop Now” buttons, one-click checkouts, and algorithmically curated gift

suggestions.

Theory of planned behaviour

Subjective

Norm

Perceved
Behaworal
Control

T ———— — — ——

Figure 2. Theory of Planned Behaviour

(Source: en.wikipedia.org)

During Christmas, these three components converge strongly, making TPB highly relevant

for analysing festive consumption.
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3.1.2 Social Influence Theory

Social Influence Theory highlights how individuals adjust their behaviours in response to real

or imagined social pressures (Kelman, 1958). On social media, these pressures manifest

through:

e Normative influence, where consumers conform to holiday gifting and decorating

norms displayed by peers and influencers.

o Informational influence, where users rely on reviews, “haul” videos, or product

demonstrations to inform Christmas purchases.

The high visibility of Christmas content intensifies the desire to conform, amplifying

both types of influence.

SOCIAL INFLUENCE THEORY

Social influence theory studies how individuals' thoughts, feelings, and behaviors are
influenced by others.

KELMAN'S TERMS

» Compliance: Being influenced by
the group norm out of the desire to
be liked.

* |dentification: Being influenced by
the group norm with the desire to
fit in to your group's shared identity.

* Internalization: Being influenced
by the belief that the collective
wisdom of the group helps guide

the way to the truth.

DEURSCH &
GERARD'S TERMS

» Normative social influence:
Being influenced by peers out of
the desire to be recognized by
others as part of an in-group.

* Informational social influence:
Being influenced by peers out of
the desire to be right, or make the
right decisions, when you're not
sure of the answers yourself.

Figure 3. Social Influence Theory

(Source: helpfulprofessor.com)
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3.1.3 Stimulus-Organism—Response (S-O-R) Model

Mehrabian and Russell’s S-O-R model explains how environmental cues (stimuli) affect
internal states (organism), leading to behavioural responses. In the digital context, Christmas
content—such as jingling music, festive colours, or emotionally uplifting videos—acts as a
stimulus that generates emotional arousal, nostalgia, and warmth. These emotional states
increase the likelihood of purchasing behaviour, particularly impulse buying, a pattern well-

documented during holiday seasons.

S : D R
Stimuli ObJCCt/OBg:;l.sm Black Reaction / Response

Socio-Psychological
Characteristics
(Demographics,
Motives, Experiences
and Interests)

Cognitive Components Conscious Information
(Perception, Thinking, Process - Evaluation of
Learning) Alternatives

. . "Real" Decision-
Social Environment Making out of various
(Reference Groups, Activating Components Alternatives
Family, Friends etc.) (Emotions,

Motivations, Values ] ;
g:\%r:g:::qcam and Attitudes) Action and Booking
3 nme Process
(Marketing etc.)

Figure 4. Stimulus—Organism—Response (S-O-R) Model

(Source: helpfulprofessor.com)
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3.1.4 Consumer Culture Theory (CCT)

CCT explores how cultural meanings shape consumption patterns. Christmas, laden with
symbolism, rituals, and traditions, becomes a site where consumers express identity and
social belonging. Social media further mediates this cultural expression by transforming
Christmas rituals into performative acts—displaying gift-wrapping skills, showing decorated
homes, or sharing festive experiences. This performativity influences consumption norms and

encourages increased spending to maintain social identity online.

Figure 5. Consumer Culture Theory (CCT)

(Source: fastercapital.com)
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3.2 Social Media Evolution as a Marketing Ecosystem

Social media has transitioned from a communication tool to a complex digital marketplace.

Platforms such as Instagram, TikTok, Facebook, and Pinterest now incorporate advanced

marketing features that shape the consumer journey from awareness to purchase.

3.2.1 Social Media as a Discovery Tool

Research indicates that social media is now the primary source of product discovery for many

consumers, particularly younger demographics (Kemp, 2024). Visual platforms such as

Instagram and TikTok enhance discovery through short-form videos, curated feeds, and

aesthetically appealing content. During Christmas, these mechanisms intensify due to

increased festive posts and targeted seasonal advertising.

THE EVOLUTION OF SOCIAL MEDIA

Key Milestones in Social Media History

™
Poots In Marss Cocle
ARPANET, NSFNET >
b 4

Early Platforms
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i ) b

Modern Platforms

1800 Office Sohutions
L1800

mps /N 1B00cMcosoiutions com -

Figure 6. The history and evolution of social media

(Source: officesolutions.com)
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3.2.2 Algorithmic Personalisation

Algorithms curate content based on user behaviour, making advertisements and
recommendations highly personalised. This creates a feedback loop: as consumers engage
with festive content, algorithms amplify similar posts, creating a perception that certain
products or gifts are trending. Academic studies highlight that this personalisation increases

perceived relevance and influences purchase intentions (Kaptein et al., 2015).

rocesses of -

P 3 socio- cultural
~ socia psychological processes
influence processess

microidentities

f — i
a oy T it .;*:"3,

! ”’m " { | m' M _ Societal disintegration
"' "" ”' ' "" . "”’ ' * social structures
' " ' “’ * values
[ 1 | * institutions

‘ Digital world

&
Algorithmic Human online
exposure behavior

Figure 7. Internet-based micro-identities as a driver of societal disintegration

(Source: officesolutions.com)
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3.3 Role of Influencers in

Christmas Consumer Behaviour

Influencers function as digital opinion leaders whose endorsements carry substantial

persuasive weight. Their impact during Christmas is significantly amplified due to heightened

consumer interest in gift ideas, holiday deals, and aesthetic inspiration.

H4:Mediating eftect of trust

Influencer
/ Trust \
/I 12 3
Coustomer Consumer
Experience HI »  Purchase
b \ Intention
H H6
\ Influencer /
Attachment

H7:Mediating effect of Attachment

Figure 8. Research model.

(Source: mdpi.com)

3.3.1 Credibility and Parasocial Relationships

Influencers gain trust through perceived authenticity and relational closeness, forming

parasocial relationships with followers (Horton & Wohl, 1956). This trust is crucial during

Christmas when consumers seek credible advice on gifts and festive products. Micro-

influencers, in particular, are perceived as more relatable and trustworthy, making their

recommendations especially impactful.
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3.3.2 Influencer Gift Guides and Festive Content

Holiday gift guides, sponsored product placements, and Christmas-themed posts encourage
consumers to adopt specific purchasing patterns. Studies have shown that seasonal influencer
content generates higher engagement rates and drives conversion by offering curated and

visually appealing suggestions.

3.4 User-Generated Content (UGC) and Consumer Trust

UGC refers to content created by everyday users rather than brands, including reviews,
photos, unboxing videos, and holiday “haul” showcases. Research indicates that consumers

often regard UGC as more trustworthy than traditional advertising.

3.4.1 UGC as Social Proof

UGC provides social proof—an influential psychological mechanism where
individuals interpret others’ behaviour as evidence of what is appropriate or desirable.
During Christmas, UGC often showcases product quality, gifting experiences, or

decoration ideas, motivating others to replicate these behaviours.

3.4.2 UGC and Authenticity

Authenticity is highly valued in digital environments. Users perceive UGC as genuine
because it reflects real experiences rather than polished brand narratives. This
perception significantly impacts buying decisions during Christmas by reducing

uncertainty and increasing confidence in purchase choices.
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3.5 Emotional and Cultural Drivers of Festive Consumption

Christmas evokes a unique combination of emotions and symbolic meanings, which

heavily influence consumer behaviour.

il
Hid i

Culture

Cultural
Factors
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/

Figure 9. Cultural Drivers of Festive Consumption

(Source: Researchgate.net)

3.5.1 Emotional Appeals in Social Media Content

Christmas-themed digital content often uses emotional storytelling—family reunions,
acts of kindness, and holiday nostalgia. Research in advertising psychology suggests
that emotional appeals enhance attention, memory retention, and purchase intention
(Batra & Ray, 1986). Social media magnifies these effects by delivering constant

exposure to emotionally charged video and photo content.
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3.5.2 Cultural Rituals and Symbolic Meaning

Christmas rituals—such as gift-giving, decorating, and festive cooking—hold cultural

significance. Social media platforms act as spaces where these rituals are performed

publicly, reinforcing cultural norms and inspiring imitation. This contributes to

increased spending as users adopt trends and traditions seen online.

3.6 Social Commerce and Shoppable Features

Social commerce integrates direct purchasing capabilities within social media platforms,

creating seamless browsing-to-buying experiences.

Mobile
payments

Social media ecommerce
platforms platfoms
Social
commerce

Social

commerce
platforms

Figure 10. Social Commerce

(Source: Researchgate.net)
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3.6.1

3.6.2

Convenience and Reduced Purchase Friction

Features such as Instagram Shopping, Facebook Marketplace, and TikTok Shop
simplify the shopping process by enabling users to purchase directly without leaving
the app. Research has shown that reducing friction increases impulse buying—an
effect particularly strong during festive seasons when consumers are already

motivated to spend.

Peer Recommendations and Interactive Features

Social commerce platforms incorporate interactive elements such as live shopping
events, influencer-hosted sales, and real-time comments. These features create a sense

of community and immediacy, increasing the likelihood of spontaneous purchases.

3.7 Emerging Trends in Digital Christmas Shopping

Recent studies highlight several rising trends shaping the future of festive consumer

behaviour:

Short-form video dominance (TikTok Reels, Instagram Reels) influencing rapid

decision-making.

Al-driven festive recommendations, including personalised gift suggestions and

tailored advertisements.

AR try-on features enabling consumers to preview decorations, outfits, or makeup.

Sustainability-driven festive consumption, promoted heavily by influencers

advocating eco-friendly Christmas products.

These innovations continue to reshape how consumers interact with brands during the holiday

season, emphasising the increasing importance of digital touchpoints.
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3.8 Summary of Literature Review

The literature suggests that social media significantly influences Christmas shopping through
psychological triggers (emotions, impulses), cultural reinforcements (rituals, symbolism), and
social pressures (peer influence, UGC, influencers). Platform features such as algorithms,
personalised ads, and social commerce functionalities further shape holiday consumer
behaviour. A theoretical grounding in TPB, Social Influence Theory, and the S-O-R model
strengthens the academic understanding of these phenomena. Overall, existing literature
strongly supports the hypothesis that social media acts as a critical driver of contemporary

Christmas consumer behaviour.
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4 Methodology

4.1 Research Design

This study adopts a qualitative research design to explore how social media influences
consumer behaviour during Christmas shopping. A qualitative approach is suitable because
the research focuses on understanding attitudes, motivations, meanings, and behavioural
patterns rather than numerical measurement. As consumer behaviour during Christmas is
shaped by a combination of emotional, social, and cultural factors, a qualitative methodology
allows for richer, more nuanced insights that cannot be fully captured through quantitative

methods alone.

The study uses a descriptive and exploratory research design:

o Descriptive, because it aims to describe existing phenomena such as consumer

interactions with influencers, UGC, and holiday content.

» Exploratory, because it investigates emerging behaviours shaped by evolving digital
environments, including short-form video trends, algorithm-driven recommendations,

and social commerce features.

Given the rapid evolution of social media platforms, an exploratory approach enables the
study to examine new and dynamic patterns without restricting analysis to predetermined

variables.

4.2 Research Approach

The study employs secondary qualitative research, also known as desk research. Secondary
data was selected due to its suitability for analysing broad trends across multiple platforms

and retrieving insights from real-world observations. This approach allows the researcher to
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synthesise established academic findings with contemporary digital marketing data, making it

an effective method for examining Christmas-related social media behaviours.

The research approach includes:

1. Document analysis (academic papers, industry reports, marketing analyses)

2. Content analysis (social media posts, trends, hashtags, influencer campaigns)

3. Case study analysis (brand campaigns and platform-specific Christmas marketing)

This triangulation enhances the depth and reliability of the findings.

4.3 Data Sources

The study draws on three main categories of secondary data:

4.3.1 Academic Literature

Academic sources include peer-reviewed journals, books on consumer behaviour, digital
marketing research, advertising psychology, and media studies. These provide theoretical
frameworks such as the Theory of Planned Behaviour (TPB), Social Influence Theory, and

the Stimulus—Organism—Response (S-O-R) model.

4.3.2 Industry and Market Reports

Data is collected from reputable industry organisations such as:

Global marketing agencies

o Digital consumer behaviour reports

e Social media trend analyses

e Holiday retail studies
These sources provide current statistical insights on holiday spending and social

media engagement patterns.
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4.3.3 Social Media Content and Case Studies

Platform-specific data was gathered from:

o Instagram reels, stories, and Christmas ads

o TikTok viral holiday trends and influencer content

o Pinterest holiday search trends and curated boards

o Facebook Marketplace seasonal product listings
This includes hashtags such as #Christmas2025, #GiftGuide, #HolidayDeals,

#ChristmasHaul, and #TikTokMadeMeBuylt.

4.4 Sampling Strategy

The study uses purposive sampling, a non-probability sampling method appropriate for
qualitative research. Content was intentionally selected based on relevance to Christmas

shopping specifically.

Sampling Criteria Included:

Posts uploaded during November—December holiday seasons

Influencers with significant engagement (micro, macro, and mega)

o Brands with active Christmas campaigns (large retailers and small businesses)

Content related to gift guides, décor trends, holiday promotions, and haul videos

In total, the sample comprised:

e 25 brand case studies

e 60+ pieces of holiday-related content

e Analyses of over 15 commonly used Christmas shopping hashtags
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Purposive sampling ensures that the selected data is directly aligned with the research

objectives.

4.5 Data Collection Procedures

Data collection occurred in three stages:

Stage 1: Identification of Relevant Literature and Reports

The researcher collected and reviewed academic publications, digital marketing studies, and
holiday consumption data from credible sources. Literature was categorised under theoretical

frameworks, social media behaviour, and seasonal purchasing patterns.

Stage 2: Social Media Content Observation

A structured observation method was used to examine holiday content on Instagram, TikTok,
Pinterest, and Facebook.

This included analysing:

Influencer-sponsored posts

o User-generated Christmas haul videos

o Festive advertisements

e Product tagging and shoppable posts

o Engagement metrics (likes, comments, shares) where visible

Screenshots, notes, and thematic tags were documented to facilitate systematic analysis.

Stage 3: Case Study Selection
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Brands and influencers with notable Christmas campaigns were investigated. Data from
marketing analyses, digital strategy reports, and platform insights contributed to constructing

each case study.

4.6 Data Analysis Methods

A thematic analysis method was employed to interpret the data. Thematic analysis is ideal for

identifying patterns across qualitative datasets and understanding underlying meanings.

The analysis followed Braun and Clarke’s (2006) six-step framework:

1. Familiarisation — Immersing in the data by reviewing literature, notes, and social

media content repeatedly.

2. Coding — Identifying relevant fragments of text or imagery related to consumer

behaviour.

3. Generating Themes — Organising codes into broader categories such as impulse

buying, emotional appeal, social proof, algorithmic persuasion, and cultural rituals.

4. Reviewing Themes — Ensuring that themes accurately reflected the dataset.

5. Defining and Naming Themes — Refining each thematic category to capture its

€ssence.

6. Producing the Report — Integrating findings into structured narrative insights

presented in the Findings and Discussion sections.

This analytical process ensures a methodical and academically robust interpretation of

qualitative data.
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4.7 Ethical Considerations

Since the research relies on publicly accessible secondary data—not private accounts,
personal messages, or confidential consumer information—ethical risk is low. However, the

following ethical principles were maintained:

e No direct identification of individual users: Usernames or personal details from social

media posts were not recorded.

e Respect for intellectual property: All academic and industry sources are properly

acknowledged.

e Avoiding misrepresentation: Data was interpreted objectively without manipulation or

selective quoting.

As the research does not involve primary data collection or human subjects, ethical approval

was not required.
4.8 Reliability and Validity

Although qualitative research is interpretive, measures were taken to strengthen reliability

and validity:
Reliability Measures:

e Clear definitions of sampling criteria

e Thorough documentation of each step

e Cross-checking interpretations with multiple data sources
Validity Measures:

e Triangulation: Using academic literature, industry data, and real-world social media

content to validate findings from different angles.
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o Transparent methodology: Detailed explanation of processes enhances replicability.

o Use of established theories: Linking findings to TPB, Social Influence Theory, and S-

O-R increases conceptual validity.

4.9 Limitations of the Methodology

Several methodological limitations are acknowledged:

1. Lack of primary data: Without surveys or interviews, the study relies heavily on

interpretation rather than direct consumer self-reports.

2. Platform algorithm opacity: Algorithms shape social media content but are not

publicly transparent, limiting full understanding.

3. Subjectivity of qualitative analysis: Interpretation depends on researcher perspective,

though mitigated through triangulation.

4. Rapid platform evolution: Social media behaviours change quickly; therefore,

findings may not fully represent future patterns.

Despite these limitations, the methodological approach offers strong insights into social

media’s influence on Christmas consumer behaviour.
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5. Findings

The findings of this study are presented according to the major themes that emerged from
the literature, content analysis, and case studies. These findings highlight how social
media platforms influence consumer behaviour during the Christmas shopping season
through psychological mechanisms, cultural reinforcements, social pressures, and
technological features embedded in digital platforms. The analysis reveals both platform-
specific and cross-platform behavioural patterns that collectively shape holiday

consumption.

5.1 Psychological Drivers of Christmas Shopping on Social Media

5.1.1 Increased Impulse Buying Stimulated by Festive Content

Impulse buying was one of the most dominant behavioural patterns observed during the
Christmas season. Across social media platforms, festive-themed posts—often featuring
bright colours, warm lighting, nostalgic music, and limited-time messages—encouraged

consumers to make unplanned purchases.

Content such as Instagram Reels showcasing “Top 10 Christmas Gifts Under £20,”
TikTok haul videos, and Pinterest festive décor boards influenced consumers by
presenting holiday products as attractive and immediately desirable. Many posts
integrated countdown timers, stock scarcity messages (“Only 3 left!”), or exclusive
discount codes shared by influencers. These psychological triggers created a sense of

urgency and excitement, which heightened consumers' impulsivity.

5.1.2 Emotional Engagement and Nostalgia as Purchase Motivators

Christmas evokes strong emotions linked to family, generosity, warmth, and childhood
memories. Social media amplifies these emotions through storytelling—such as videos of
holiday traditions, holiday baking sessions, and family reunions—which creates

emotional resonance with viewers.
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This emotional engagement translated into increased buying behaviour, with users
seeking products that replicated the emotional tone of the content they consumed.
Products tied to nostalgia—such as classic toys, vintage decorations, and holiday
recipes—saw particularly high engagement. Emotional appeals thus served as a strategic

marketing approach for brands and influencers online.

5.1.3 Fear of Missing Out (FOMO)

FOMO emerged as a significant psychological driver, especially on TikTok and
Instagram. Viral Christmas trends, limited-edition releases, and flash sales created

pressure for users to participate in holiday shopping to avoid feeling left out.

Examples include:

e Viral TikTok products like holiday-themed home gadgets, décor lights, and Christmas

beauty sets.

o Instagram-exclusive holiday drops released by fashion brands.

o Pinterest trend predictions showing “must-have” festive items for the season.

This created a perception that certain products were culturally relevant or socially

expected during Christmas, intensifying FOMO-driven purchases.

5.2 Cultural Influences and Holiday Ritual Reinforcement

5.2.1 Transformation of Christmas Rituals Through Social Media

Social media platforms have become spaces where Christmas rituals—such as gift-giving,
decorating, baking, and family gatherings—are performed and displayed. The visibility of

these rituals reinforces cultural expectations around holiday consumption.

For example:
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o Instagram users share elaborately decorated Christmas trees and festive home

transformations.

o TikTok users create “Christmas morning” videos showcasing matching family

pyjamas and gift exchanges.

o Pinterest boards promote idealised versions of Christmas aesthetics, from

“Scandinavian Christmas décor” to “Minimalist Festive Homes.”

Consumers frequently express the desire to recreate these online rituals in their real lives,

driving demand for specific products, styles, and themes.

5.2.2 Globalisation of Christmas Aesthetics

Through social media, consumers are exposed to Christmas traditions from diverse
cultures. The analysis found that Pinterest and TikTok especially played key roles in

spreading global festive ideas.

This global circulation of cultural symbols means that consumers often incorporate a
mixture of global and local Christmas practices, increasing both the variety and volume of
purchases. For instance, European-style wooden ornaments, American-style stocking

fillers, and Scandinavian décor have all become globalised trends.

5.3 Social Influences and Digital Peer Pressure

5.3.1 Role of Influencers as Christmas Tastemakers

Influencers emerged as key opinion leaders during the Christmas season. Their curated
gift guides, festive home makeovers, and brand collaborations greatly shaped consumer

preferences.

Common influencer content included:

e “Holiday Gift Guide for Him/Her”
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e “Christmas on a Budget: Gift Ideas Under £10”

e “Amazon Finds You Need This Christmas”

e Sponsored unboxing videos of brand holiday packages

Micro-influencers (10k—50k followers) were particularly influential as their

recommendations appeared more authentic and relatable.

Consumers often reported trusting influencer reviews because they perceive influencers

as friends or advisors, reflecting the strength of parasocial relationships.

5.3.2 Peer-to-Peer Influence through User-Generated Content (UGC)

UGC played a significant role in holiday purchasing behaviour. On Instagram and

TikTok, ordinary users shared:

e Christmas shopping hauls

e Festive try-on videos

o Real-life gift reviews and unboxings

e Seasonal recipes and décor ideas

UGC created social proof—a psychological mechanism where people follow the
behaviour of others. Products shown in UGC posts frequently sold out or trended shortly

after going viral, illustrating UGC'’s influence as a form of social endorsement.

5.4 Impact of Social Commerce Features on Christmas Spending

5.4.1 Seamless Shopping Integration

A significant finding was the seamless integration of shopping features across platforms:

o Instagram Shopping Tags

o Facebook Marketplace seasonal listings
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o TikTok Shop promotions

e Pinterest Product Pins

These features reduced the barriers between product discovery and purchase. Users could
move from seeing a product in a video to purchasing it within seconds. This frictionless
shopping experience increases conversion rates because it eliminates the need to switch

apps or conduct additional research.

5.4.2 Increased Trust in Platform-Specific Retail Features

Many platforms introduced Christmas-specific promotions and security measures (e.g.,
verified sellers). This increased consumer confidence in purchasing directly from social

media rather than third-party websites.

TikTok Shop, for example, ran several Christmas flash sales with influencer-hosted live

events, where products sold out in real time due to social proof and urgency cues.

5.5 Platform-Specific Trends and Observations

5.5.1 Instagram Findings

Instagram was found to be highly influential for:

Aesthetic-driven purchases

Home décor and fashion trends

Influencer gift guides

Sponsored Christmas ads

Instagram Reels dominated holiday content consumption, with visually curated product
placements driving impulse buying. Stories featuring swipe-up links greatly accelerated

purchasing decisions.

Page 33 0of 43




5.5.2 TikTok Findings

TikTok emerged as the strongest platform for viral Christmas shopping trends. “TikTok
Made Me Buy It” products—such as LED trees, skincare sets, and mini projectors—were
repeatedly mentioned in Christmas content. Live shopping events had especially strong

engagement.

User behaviour on TikTok was highly influenced by short-form videos that combined
entertainment with product recommendations, making the platform uniquely powerful for

festive marketing.

5.5.3 Pinterest Findings

Pinterest served primarily as an inspiration platform. Users searched for ideas relating to:

Christmas recipes

DIY gift ideas

Home décor themes

Party planning

Outfit inspirations

Many users moved from Pinterest inspiration boards to e-commerce websites or social
commerce features, demonstrating Pinterest’s role as an early-stage influencer of the

Christmas shopping journey.

5.5.4 Facebook Findings

Facebook was most influential in:

e Local Christmas markets

o Second-hand gift shopping
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o Family-oriented purchasing

e Community group recommendations

Facebook Marketplace became a major hub for budget-friendly Christmas shopping,

including used decorations, children’s toys, and seasonal home items.

5.6 Case Study Highlights

Case Study 1: TikTok “For You” Page Christmas Trends

Products recommended by influencers and everyday users on the For You Page frequently
became viral and experienced significant sales increases. Limited-edition Christmas

beauty advent calendars and stocking fillers sold out quickly following viral exposure.

Case Study 2: Instagram Influencer Gift Guides

Influencers partnered with brands such as Sephora, Amazon, and Nike to promote curated
gift lists. These posts saw higher engagement in December compared to other months,

indicating seasonal behaviour shifts.

Case Study 3: Pinterest Holiday Décor Trends

Pinterest’s Christmas décor trends (e.g., minimalist, rustic, Scandinavian) shaped
consumer preferences. Retailers used trending search keywords to design their holiday

product lines.

Case Study 4: Facebook Marketplace Seasonal Shopping

Community-based groups influenced local purchasing behaviour, especially for budget-

conscious consumers or those seeking sustainable options through second-hand gifts.
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5.7 Cross-Platform Synthesis of Findings

The findings highlight several overarching patterns applicable across all platforms:

1.

Emotions drive Christmas purchases, especially nostalgia, joy, warmth, and

generosity.

Visual content strongly influences buying behaviour, particularly videos showing

product usage.

Social proof (through influencers and UGC) is critical in validating purchase

decisions.

Platform features shorten the consumer journey, making purchases more immediate.

Christmas amplifies existing digital behaviours, making consumers more susceptible

to ads and trends.

Overall, social media acts as both a psychological catalyst and a commercial ecosystem

that collectively shapes consumer behaviour during the Christmas season.
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6. Discussion

6.1 Integration of Consumer Behaviour Theory

Social media during the Christmas period illustrates how psychological, cultural, and
social factors converge to influence consumer decision-making. The Theory of Planned
Behaviour (TPB) explains how repeated exposure to festive content on social platforms
normalises heightened consumption, shaping favourable attitudes toward spending and
reinforcing subjective norms that equate gifting with social approval. Simultaneously, the
Stimulus—Organism—Response (S-O-R) model is evident, as visually rich holiday
stimuli (e.g., decorations, gift hauls, and festive imagery) elicit emotional responses such
as excitement or nostalgia, which subsequently increase purchasing behaviour.
Additionally, Social Influence Theory highlights the role of influencers in amplifying
conformity, as consumers rely on influencer recommendations as credible information

sources during the festive season.

6.2 Emotional Manipulation and Festive Branding

Christmas-themed social media content heavily relies on emotional appeals, particularly
nostalgia, warmth, and togetherness. Brands strategically employ storytelling techniques,
sentimental narratives, and atmospheric music to evoke emotional attachment, reducing
rational evaluation and encouraging impulse purchases. This emotional framing positions
products not merely as material goods but as symbols of love, generosity, and festive

identity.

6.3 The Role of Algorithms

Algorithms play a pivotal role in shaping festive consumer experiences by curating
personalised content based on users’ browsing histories, engagement patterns, and past
purchases. During the Christmas period, this results in an intensified exposure to holiday-

related advertisements, gift suggestions, and promotional content. Such algorithmic
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reinforcement increases purchase likelihood by repeatedly presenting relevant products at

moments of heightened emotional susceptibility.

6.4 Emergence of Social Commerce

The rise of social commerce has significantly reduced the cognitive and practical effort
required in the consumer decision-making process. Features such as personalised
advertisements, direct purchase buttons, influencer discount codes, and seamless product
tagging enable users to transition from inspiration to purchase within seconds. This
convenience is particularly influential during the festive season, when time pressure and

last-minute shopping behaviours are common.

6.5 Ethical Concerns

Despite its commercial effectiveness, the integration of social media and Christmas
consumption raises notable ethical concerns. Platforms often encourage over-
consumption and reinforce unrealistic expectations of an “ideal” Christmas experience.
The use of targeted advertising raises data privacy issues, while children and adolescents
are especially vulnerable to persuasive festive messaging due to limited critical evaluation
skills. These concerns highlight the need for greater ethical responsibility in festive

marketing practices.

6.6 The Future of Christmas Shopping

Future trends suggest that Christmas shopping will become increasingly digital and
immersive. Developments such as Al-driven personalised gift recommendations,
augmented reality (AR) try-ons for festive outfits and makeup, and virtual influencer gift
guides are likely to dominate. Simultaneously, growing consumer awareness of
environmental impact indicates a shift toward sustainability-focused Christmas
campaigns, suggesting a potential balance between commercial innovation and ethical

responsibility.
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7. Conclusion

Social media exerts a profound influence on consumer behaviour during the Christmas
shopping period by shaping how individuals perceive, experience, and engage with festive
consumption. Through the strategic use of psychological triggers such as emotional appeals,
nostalgia, impulse buying cues, and social comparison, social media platforms encourage
consumers to associate spending with emotional fulfilment and social belonging. These
influences are further reinforced by cultural expectations surrounding gift-giving and

celebration, which are amplified in online environments.

Influencers and user-generated content (UGC) play a central role in this process by offering
perceived authenticity, relatability, and aspirational lifestyles. Their recommendations
function as trusted social cues, reducing perceived risk and increasing purchase confidence,
particularly during a time when consumers are emotionally receptive and time-constrained.
The integration of social commerce tools, such as in-app purchasing, personalised
advertising, and seamless product tagging, has further accelerated decision-making processes,
transforming Christmas shopping into an increasingly immediate and immersive digital

experience.

While these developments present significant opportunities for marketers, they also raise
important ethical considerations. The promotion of over-consumption, idealised portrayals of
festive life, and the exploitation of emotional vulnerability—particularly among children and
adolescents—highlight the need for greater responsibility and transparency in festive
marketing strategies. Moreover, concerns surrounding data privacy and algorithmic targeting

emphasise the necessity for ethical oversight as digital commerce continues to evolve.

Overall, this research highlights the importance for marketers to understand the complex

social, emotional, and psychological dynamics underpinning festive consumer behaviour. It
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also suggests that future research should further examine the long-term impacts of socially
driven seasonal consumption, particularly in relation to consumer well-being, sustainability,

and ethical digital marketing practices.
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