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STUDY OF THE IMPACT OF SOCIAL MEDIA ON DAILY FOOD
CHOICES OF MILLENNIALS (AGE GROUP 15-25)
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Abstract i

The purpose of this study was to understand the choices made by the voung generation which &
iz popularly Known as Millennial Generation! This food choices made by this generation has i
direct impact on the sales of restaurants and cloud kitchens. It has been observed and is being g
discussed in variows literature review that the choices of cuisines, style of preparations, styles
of presentaticn and even the décor and seating amangements keep changing over the period.
These preferences are driven by the frequent patrons of the restaurants and by those who
order online. To understand the changing demands of the customer we studied the influence
of Social Media. Social media is a collective term for websites and applications that focus on
communication and community based input, interaction, content sharing and collaboration. |
Mow Social Media these davs for the Millennials is dominated by some well-known digital
apps such as Facebook, WhatsApp. Instagram, Twitter, Zomato, Swiggy, Food Panda and of
course following vartous Celebrities. ChelF s blogs, Food Bloggers and Vioggers.

Today the Millennials are tech savvy, and they form their opinion based on all of the above &
Social Media networks and apps. This leads to selection of choices of cuisine and restaurant. §
Ihe choices made by the Millennials are based on the prominent positioning of a particular |
product or restaurant. These selections start appearing in vanous interlinked apps as soon as ‘
they are logged inn. So they influence more and more Millennials, i

The study reveals reasons for selection and behavioral traits that are influenced by the social
media.

Keywords: Social Media, Food Choices, Millenmals, Influence of Social media, anumﬁj
Psychelogy, Food bloggers, Social media platforms

Introduction to the topic ;

The 21 century is the age of Social media. Everything from the products purchased by
consumers to the media is dictated by social media. It has become the inost effective way of :
communication as well as marketing, Evervone right from young to the old is on social |
media. It has become a necessity mather than medium of recreation. Let us first understand |
what exactly is social media. Social media is & collective term for websites and applications}
that focus on communication and community based input, interaction. content sharing and |
collaboration, Some popular examples of social media are WhatsApp, Facebook, Instagram
and YouTube. Year by vear, the usage of social media is significantly increasing. h'l.*t'ul-m;a.r--‘lT!'lj
in particular has gained a lot of popularity. It is one of the fastest growing social networki
platforms. Instagram is an American photo/video shering social networking platform founded
im 2010, Currently, there are over 2 billion people using Instagram worldwide and the numbet
is expected to rise further, Over 50% of the social media vsers log in daily inte Instagram
making the social media platform number one in terms of generating consumer engagement-
According to studies, the food preferences of people tend 1o get intluenced by the type
content they watch more ofien on social media.
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selection af the topic

motive of this project is to study and analyze how social media plays a role in the
changing of daily food choices and purchase intention of the millennial generation, This can
pe achieved by interacting with millennials and observing their social media usage as well as
the content they happen to waich more likely. This will help to study the social media
algosithins _which will help to understand the changing food choices which are influenced by
yarious social media platforms.

Significance of the study

[ the age of technology, social media has become an integral part of the lives of people of all
age groups. It is not only a medium of recreation but impacts slmost every aspect of the daily
lives of people right from fashion to lifestyle changes. This also includes the eating habits of
people, especially the millennial generation. The millennial gemeration is very content
artented and gets influenced a lot by social media and the trends in society, The impacts of
sncial media may be positive as well as negative depending upon the individual. This
research will help to study these impacts as well as the consumer behavior and psychology of
the millennial generation and help organizations and businesses to cope up with the demands
and requirements of the millennial generation.

Objectives
|. Toanalyze the impact of social media on food choices of millennials.
2. Toanalyze the consumer behavior of millennials.

3. To identify the process of purchase intention of millennials while making food
choices.

Limitations of the study

This study is restricted to the millennial generation cnly, that is individeals from age group
15 10 25. Thus. this study has & small sample size. Some issues were faced while collecting
secondary data as the topic of research is relatively recent.

Respondents

A total of 56 people responded to the questionnaire circulated as a primary data source for the
study. Qut of the 36 responses 54 responses were valid, Approximately 70% of the
respondents were aged above 20 and 25% were aged below 20. People from varioys ficlds
responded 1o the questionnaire; from interior desipners, chefs and medical siudents Lo
software developers and architects. A majosity of the respondents were students.

Literature Review

Monique Thomas Published on 28" November 2021 “This is How the Instagram Algorithm
Works in 2022, W-|n - ithm-works’ . The article explains
the warking of various algorithms used by the social networking platform Instagram. The
dlgorithms are applied for the Feed (posts), stories, Explore page and the newly launched
Reels, These algorithms are studied and used by influencers to increase customer
€ngagement. The four factors that influence algorithms are Information about the post,
Information about the person who has posted, User’s Activity on Instagram and Liser’s
IMeraction history. Other factors include Time spent on Instagram, Likes, comments, Saves.
Tﬂm on profile. Based on these factors, Instagram algorithm calculates how likely is an
dividual to interact with a post, which is known as Score of Interest. which will determine
e order in which pasts will be displayed on an individual's Instagram feed.
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An article by Sarsh Garone 18" June 2021, "How Docs Social media affect eating habits?”
https:/www.verywellfit.comhow-docs-social-media-aifect-cating-habits-5 1 88578 The ,,:
article talks about how social media has impacted almost every aspect of Jife, el ucling ree
intfluence on diet right from type of food to the portion sizes. The article also discusses the
pros and cons of effects of social media on eating. Social media influencers an individual = 0
tollows inspires and encourages the individual towards a positive change in his diet. Social ,; h
media also provides valuable skills and information, creates a positive food community and 1 ﬁm't:
exposes an individual 1o new recipes, diets and lifestyle, However, there are some drawbacks = 0
too: distracted eating may lead to over or under consumption. Al times, following influencers | E
oo much may ereate unrealistic beliets and expectations which may lead to disappoiniment, T -Eﬂfl‘-
One must curate hisher feed by following people who have a certified course or d:gre:l o
backing the information or expertise they are posting, . 'ﬁﬁ
Mr. Andrew Armold in an articke on14™ January 2019, “How Social Media Can Impact ":"nuri ’_%:II,'!I

Consumption Habits™  hetps:/'www forbes.com/sites/andrewarnold/20 19701 /1 4/how-social-
media-can-impact-your-consumption-habits 7sh=10c4c9d8279%  discusses the negative as
well as positive impact of social media on cating. The negative impacts include issues abouyt
body image. overeating triggered by looking at food pictures frequently. Another aspect is
food photography. Some establishments have banned photographing of food as they believe it
degrades the dining experience. It's difficult to enjoy food or make healthy food choices
when an individual 1s choosing & food item based on its Instagram potential. The brighter side
is that there are qualified nutritionists, chefs, dieticians out there using socizl media as
platform to share diet advice or information on a healthy lifesivle, Social media 15 also
promoting cross cultural communication, exposing people 1o new cuisines and widening their
food horizens.

Somi Arian, 22™ May 2019, The Millennial Mindset: 10 Factors That Drive Mitlennials®
Consumer Behavior™ by https:/smartcookiemedia.com/the-millennial-mindset! . The article
talks about various factors that influence the millennial mindset and shape their consumer
behavior. The millennial generation has an abundance of choice when it comes to selecting
any category of products as compared to the older generations. This abundance has is
positive as well as negative aspects such as a product not being able to survive the
competition due to having other very similar range of products which are compared by
millennials. There is no limitation of time and space as well information to the millenniaEE.i influc
¢verything is at their fingertips. Millennials adapt to the changing technology as well asy happe:
trends quite easily. Thus, they do not get atiached to their previously used products too muchsd gy ",
thus making them less loval as customers. Environmental factors and climate change affedt  gonap
the consumer behavior as well. Companies need to show their sustainability and their care fof to char
the environment in order to gamer the trust of the audience. Also, millennial generation hass ﬂ'im'ugl
more of a cloud-based thinking inclination. They believe in subscribing/renting services of satisfic
products rather than owning or investing in them permanently. :

Advantages of Social Media Marketing for your Business

Website- hups.;m.w.w.hlu.n:l'ﬂunmimmdia.cm.“blug.fad'.'an:agcs-uFass:u;:iflﬂ-nwd'ta—_madmtiI
The article talks about social media marketing and its advantages in Erowing a hw:arn:sf:. I
regarded s one of the most effective ways of marketing, Social media marketing m:;!i I
increasing brand awareness by engaging with a broader customer platform and having
higher chance of new customer acquisition. Companies should m:nr!-i on their searclh engir
optimization strategies to make the most out of social media maa‘kﬂmg. Each post, image
other content put up on social media may convert the 1.-icw.=rer_5 into new customers at the s
time increasing the company website’s traffic. Social media provides a more personal
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sxpencnce [0 customers thus increasing customer satisfaction and improved brand lovalty,
ke - ¥ Lps - = . - T x -

Most importantly. social media s the most cost effective forms of marketing and only
requires the company to invest tinwe in order o get desired results,

social  media marketing:  The  Ulimate  Guide. Published on  the Website-
r'l_mﬁ;,f.l'hlug.hubspﬂt.t*m'ﬂ."ﬂml‘kﬂlII'I_I|._L"-5I2-L‘IE||—11’|Ed1£l-|‘r'|.'i|‘k::1irtg The article talks about social
imedia and its effective usage as a ool in social media marketing. Social media marketing is
the process of creating content for social media platforms 10 promote your products and
services, build community with target audience and drive traffic to your business. The
vatious platforms used are Facchook, Twitter. LinkedIn, YouTube. Instagram, WhatsApp and
other platforms. These platforms can be used as a tool in marketing by increasing customer
engagement and interaction and increasing the traffic towards the company website,
promating the products and increasing customer satistaction and brand loyalty. Social media
marketing increases brand awareness, generates new leads and fosters relationships with the
c!,:slulhcﬁ_ [t also helps to keep a check on the competitors, Different platforms can be
utilized depending upon the requirement of the companies and their customer profiles.

Hawra Hashem published on 1" November 2021,13 Positive effects of Social Meadia on our
sociely today, by AL L) /1 3=positi s=0l-sogial-media-on-our-
society-today! The article talks about the benefits of social media for the society. Social
media helps individuals to connect and empowers businesses to build audience. Mindful use
of social media can benefit a lot 1o inspire, educate and pain knowledge and information,
Social media helps in enhancing the customer experience and inspiring creativity. It helps in
brand awareness and offering quick support and better communication. It helps to drive
traffic towards the company website and increasing engagement. It helps in growth of
businesses as people provide honest feedbacks and reviews,

The positive impact of Millennials on your Social Media Marketing strategies 30" July 2018

https:/'sunnylandingpages.com/blog/positive-impact-millennials-social-media-marketing-
stratepics/#:~Hext=Through®20the*u20social a2 Dmarketing 362 C2 Dthe, quite®2 Obeneficial
Ya2Oto%e2the?s20company The article talks about how millennials can benefit a business in
various ways, Attracting millennials is a smant move For many of the business owners as it
can have a positive impact on their sacial media marketing as millennials are the most vivid
users of social media and like quality content, Millennials have a strong networking and
influence which can prove beneficial to companies. Thev are well aware of the social
happenings around the world and may purchase a particular company/brand’s product only
for suppoming their cause towards the society, The millennials arc considercd as the
generation with the higiicsl purchasing power. They are believed to be trend setters and adapt
0 changes rather quickly. Millennials provide companies with honest feedbhacks and reviews
ﬂ'“'_DI;_Hh various social media platforms and refer your products in their community if they are
satisbied.

?-‘_Ld'iﬂﬂ Ardi, Shania Andrisa Putri “The Analysis of the social media impact on the
Millennial peneration behavior and social interactions’ published in Vol 1. No 2 (2020).

1'|:||:: article analyzes the general impacts of social media usapge on the millennials regarding
social behavior and interactions. Social media has its own benefits as well as shorcomings.
T“F benefits include casy access 1o information and knowledge, better communication, and
!":“"!{- able to connect with other individuals across the globe easily, The shorcomings

ll'u:lud._,a Poor memtal health. general addiction, anxiety and depression, poor body image and
unrealistic expectations,
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Angela Woo. “Understanding the research on millennial shopping behaviors® $th Jupe 2018

httpsswwow forbes.com/sites/ forbesagencveounci 720 | 840604 ‘understanding-the-research-
on-millennial-shopping-behaviors! This article analvzes the millennial shopping behavior ang
helps to understand their consumer psychology, The millennial generation wants theip
purchases to make them feel good and relate with the products on a personal level. They tn:ndJ

the products with their community and recommend the prrrdu::'rs |I' they are happy abog
them. They tend 10 shop pmmmlmmla and do not have an issue in trving out new thin
Thev trust peer penerated endorsements more and believe in word nf rnnl_lth and producy
reviews by influencers more.

Ryan Jenkins, *5 WNeed to Know characteristics of the new millennial buver™
hittps:/www.inc.com/tyan-jenkins'selling-to-millennial-buyers-3-things-you-need-io
know.html , this article talks about the common characteristics of the millennial generation
Buvers re evolving faster than sellers in today’s time. There is a growing gap between buvers
and sellers. Millennial buyers are influenced by consumer behavior, reviews, pl:rt.qm:l!
o

o value experiences over material things and are into experiential buying. They like mann] .

network recommendations and this impacts in their decision making. They are self-educating
and define their needs on their own before reaching out w a particular company for their
products. Millenniz! buyers are raising their expectations and are interested in 10} over EQ
while making buving decisions,

Research Methodology

The type of research methodology used in this study is Quantitative research methodology
and is based on the data collected which is converted into charts and graphs which makes it
easier to interpret and carry out the research.

Primary Data

* A Questionnaire was prepared and circulated among individuals with the help o
Croogle Forms, with a sample size of 30 people.

o Personal interactions with acquaintances.

Lt _I'ﬂ-h'ﬂ

Secondary Data
e Online articles
o  Newspapers and magazines
Data Analysis And Interpretation
Time spent on Social Media

Huows missh Lirme do you spend on Q E-SpY
aacial media in & day?

58 i PO
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1e-research- Ihe purpose af this question was to understand the amount 01‘ time spent by individuals on
z behavior ang <ocial media daily. OF the m.ml r_r:ﬁrmmitnrs. S5.4% of the Il1dll'-'l-lil|||ﬂ]'=" ."“:E"f social media for
n wants thei jess than an hour daily, which is the least percentage. A majority of the respondents used
vel, They tend ™ gl media for 1-2 hours with a percentage of 48.2%. OF the total respondents, 25% used
2y like sharing g'm:.:-ia.l media for 2-3 hours and 21.4% used social media for more than 3 howrs,

= happy about’ wost of the individuals spent 1-2 hours on social media daily and the least percentage of

ut new things, T il media for less th L
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Instagram was the most used social media platform with a percentage of 92.9%. WhatsApp
wits the second most used platform with a percentage of 78.6%. YouTube was the third most
used plarform with a percentage of 67.9%.
Oither social media platforms used by individuals include Reddit, Linkedln. Snapchar and
Pinterest. :

|
|
1
1

Awareness about the Algorithms used by Secial Madia platforms

Are you aware that algonthms are ™ L] Copy
used by social media platforms?

48 respInEEE
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OF the total respondents, B7.5% of the respondents were aware that alzorithms were used by
various social media platforms. 12.5% of the respondents were not aware that algorithm
were used by social media platforms.

Keeping 2 track of the current trends

Do you keep a wrack of the current @ Copy
millenmial trends?

fulh regpnn-aes
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Out of the total respondents. 44.6% of the respondents kept a track of the cument millennial
trends. 37.5% did not keep a track of the current trends and 17.9% kept a track of the current
trends sometimes. It can be inmerpreted that most of the réspondents keep a track of thed
current millennial trends.

Awareness about the Psyehological impact of social media on mindsets

Huri yo sevare of The i} copv
pEveholagical impact sacial
raecHa has on enes mindsets?

=

55 responuUEs
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Out of the total respondents 92.9% of the respondents were aware of the psychological i
impact of social media on individual’s mindsets while 7.1% of the respondents were nol
aware of the psychological impact of social media.
Various Pages followed by individuals on Social Media 1
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were used by

: The most lollowed pages were Food and Lifesiyle, followed by Health and Fitness and
wt alzorithms

Entertainment. (ther pages included Art and Design. News and Information, Education.
wildlife. Politics and Architecture.

Infleence of Social Medis on Lifestyle choices of lndividuals

How much does social media |-.:=—-.'I Gopy

irmpact/influence your lilestyle
cholces?

Sh iMEponEns

W Abadps
W Srimolimen

B Depesias] w4
[TEFET o

B Ry

rent millennial  Qut of the total respondents, a percentage of 64.3% responded that social media impacts their
< of the current.  Jifestyle choices depending on the situation. 25% responded that social media influences their
a track of the,  choices sometimes and 7.1% responded that social media never impacts their lifestyle

choices. A negligible number of respondents said that social media always impacts their
lifestyle choices. It can be interpreted that social media impacts the lifestvle choices of
individuals depending upon the circumstances.

S— g ]

Influenee of Social Media while deciding What to Eat

How often do }.'uu get Influenced @ Capy

by social media while deciding
what to eat?

1:
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wlents were nodl
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B Aleayvs
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ﬂui ':';: the toal respondents, 48.2% responded that social media influences their cating

detisia 5 Sometimes. 30.4% responded that social media Rarely influcnces their cating
i -":_ﬂ“~ 14.3% responded that social media Never impacts their cating decisions. Only
=% fesponded that social media Always impacts their eating decisions. It can be

s d tha most of the individuals 2l impacted by social media al Gimes while makinge
-'Hﬁhﬂdt:isiqng,. = X i =

), July 2022 s Peer Reviewed/Heforeed & UGC Care Listed Journal Vo, IX — lssue 11 (1), July 2022

B ivE
2 3 5t (432)
| N



ol of Kavikolaoun Kalidas Sanskric Univeesioy, Hamtek

——— o r— T WL o =

ISSN - 2277-T06
— R L i

Kind of food preferred to be eaten by individuals

What kind of foad do you prefer 1) Copy
eating?

b TEspOnEes

i Halrry food
B Fasi food
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Out of the total respondents, 67.9% of individuals preferred eating Healthy food while
2R8.6% preferred eating Fast food. Only 3% of the respondents preferred eating RTE {Ready-
To=Eat) foods.

It can be interpreted that most of the individuals prefer to eat healthy food.

Food related content watched most often by individuals on Social Media

What kind of focd related contemnt I.D Loy
do you watch most often on social

media?

Sh fegponises
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The most food related content watched by individuals on social media were Recipe making
videos, followed by Food vieggingblogeing posts. Other content included ready to eat food,
one pot meals and food photography.
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Type of Food related posts preferred to be seen by individuals on social media

wnich type of food related posts 8 comy
do you prefer seeing on social
media?

Lo responaes

Eeatiby lood
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| Healthy food (75%) was the most preferved o be seen by individuals followed by Desserts
(60.7%) and Fast Food (58.9%). Other posts included influcncer marketed products and
vod while delicacies local to countries.

ig RTE (Ready- Amount of time spent in selection of food choives
How much amaount of time deyeu  |[IJ Cosy
. take in selection of your food
Media

choices?

56 MHDONEEE
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& 75 rrdniten

i ddarsthen 15
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Out of the wtal respondents, $3.6% respondents took | minutes in making food selection
choices, followed by 23.2% who tock 3 minutes and 16.1% respondents whn: ook more than
15 minutes. 7.1% of the respondents took 13 minutes in selection of food choices.

It can be interpreted that most of the respondents took approximately 10 minutes in selection
of food choices,

g Recipe making
eady Lo cat 14;,4:4
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Parameters for selection of food choices influenced by social medis

What are the paramaters on which E.' Capy '
you make selection of your food i
cholze influenced by sooial
rmedin?

S8 ranpaness

Epe appeal)
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The most used parameter for selection of food choices was Tyvpe of food product, followed
Eve appeal’Attractiveness and Brand of product. Other parameters ncluded Populari
Influencers marketing the product and Caption of the post on social media (marketing).
least influential parameter was influencers marketing the product.

Category of influencers most influential while buying a food product

Which category of influencers ara ig Copy
you most influenced by while
bBuying a cerain food product?

56 responses

Food bleggpare”

sl ggEra 4 (47

Lifemivis

bilegpere/viogg - 0 (RR TR

IETAGERT FEIS ~ 33 {5M )

FouTube albedits T4 (F5%)

Inmisgrarm prErsls,

f (1. 8%
A v R N8 )

a1 (1.8}

e

Out of all. Food bloggers'vloggers (67%) were the most influential for individuals w
buying a certain food product. They were followed by Instagram reels (58.9%) and Lifesty®
bloggersivloggers (35.7%). vher influencing factors included YouTube shorts, Instagr
posts/advertisements.
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| Acceptance of food products which are influenced by Social media

What kind of feod products would L)} capy
you like 1o try which are

influsncad by social media?

36 iesponaea

Funase # ol 2d {hd T%]

Finadine food 31 R
Brwan Food BELFRH.AN]

TR R

Yagan Faod

P& Chh W)

Db Food

[=] o LR

The catepory of food product which individuals would Tike to try the most which are
influenced by social media is Street food (76.8%), followed by Fusion feod (60.7%) and Fine
dine food (55.4%). Other categories include Vegan food (17.9%4) and Diet food (26.8%),

*ﬂt.'l‘:l-"lh?"'f*"-jlh}' Thus it can be interpreted that Street food s the most infleential category among the
ied Popularity, respondents which they would like to try by being influenced by social media,

v
TRERELINg): Thﬂ_ Changes observed by individuals in their food choices which are influenced by social
- media
sduct
Hawe you chserved changes in lg Loy
yvour Tood choices which are
{ influenced by social media?
| [T TR ep—

v 29 (51 0]
[ a9 [51.6%)
] 20 an

a e E Out of the tota| respondents, 50% responded that they observed changes in their food choices
“'J“"d“ﬂ'f: “h'é influenced oy social media while 30% responded that they did not observe any changes in
%) and Lifesty®  food choices influenced by social media.
shorts. Imstagr %
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Impact observed by individuals afrer changes in food choices influenced by social Meg,

What was the impaes WEL [«
observed arter shanges In foad

thaicag Influenced by Siaczia]

miEclia?

M igspanime

W it et g
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B Deranomed e ]
hindiily
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Of the total respondents. 58.9% respondents did nor thsery
influenced by social media, 26.8% respondents observed im
complained of deteriorated eatin £ habits,

¢ any changes in food cho
proved eating habits while 143

It can be interpreted thar most of the respondents did nog observe g

ny changes in their fo
choices influenced by social medi

Likeliness of recommendation for making cha nges in food choices influenced by socia
medis

On & scale of 1-5, How much L] copy

wWordld you recommend making

changes in food cholees

influenced by sacial rmiedia?

T PN S

s e S
O
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LR LR I:
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200, ¥
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Out of the total respondents, 48 30, were likely to recommend making changes in E'ﬂi
thoices influenced by social media while 252 were not likely 1o recomm

end making chang
influenced by social media,

WA Peor Reviewed Reforepd & UGC Care Listed Journal Yal, [% —
(437)

Issue 11 (1), July 2022

it #,-"U"-' '



Wm

IS5M - 22777067 il of Kavikulagury Kalidaz Sanskrit University, Ramtek [S5H < 22777067
~ ﬂ == e o et el A A
by social mediy Changes in Food Product buyving behavior influenced by social media
Hiryw you observed osny changes _| 1 Sap

In yodr food product Buaying
banavicur which are influsnced by
social med?

5B fempsnEan

[
. y

- .+ Out of the towal respondents, 58.9% respondents observed changes in food product buying
5 'ﬂ?"fll ﬂ?glgﬁ. hehavior influenced by social media while 41,1% did not observe any changes.
Alss WIS -
“ , Comparison of the social mediz advertised product and the product in reality
Mges in their food Was the sdvertised product wo 0 coer
purchased inspired by social
i Aorre in realicy?

wenced by social 22 razponues

| & T
e

i

i

4

1

|

* Of the total respondents 55.4% observed that the advertised product on social media and the
| product in reality were the same, while 44.6% observed that the products received in reality
were mot exactly the same as the ones advertised on social medis.

Product expectations past purchase

Did the product you purchased E_Ij, Copy
inspired by social media meet
{ vour expectations?
2 5 56
1 changes in fod i
1 making ¢|1ﬂI'IE% - e
- o

|
|
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Chul of the total respondents, $3.6% responded that the product purchased inspired by socia
media did hot meet their cxpectations while 46.4% rﬁp{um,;_-.;] thast the pHHJLIL'tb met thej
expectations,

It can be inerpreted that most of the respondents were not sarisfied with the products they

received in reality post purchase, '

Observation of the impact post changes in food buving behavior influenced by social
mied i

What was the impast yoau L) copy
abaarved alter changes n food | '!
pradust buying behaviowur

Influsnced by sozial media?

LR T T

W Piowi e
[ T T
A

Ot of the total respondents, 66.1% gave a neutral response and did not observe any changef &
in their food buying behavior, 26.8% gave a positive response sayving that they observed 880
positive impact in their food buying behavior influenced by social media. Only 7.1%% gaved
negative response saving they observed negative impact in their food buving behavior.

Likeliness of recommendation for making changes in food product buving behavior
influenced by social media

2n ascale of 7-5, How much -I.D oY
waolld you resarmmend making

changes in food product buywing

bBehaviour Influenoed by social

madia?

S rmRponD e
g

T4 (EF. 5%

el T (35,1 ™)

1001 7. 8%
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Out of the total respondents, 55.4% were likely to recommend making changes in 109
product buying behavior influenced by social media while 44.6% were not likely
recommend making changes in food product buyving behavior influenced by social media.
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millennial generation is attracted towards change and adapts to changes quite
- a5 compared to the older generation.

ot . } . .
j of the millennials are likely to follow and are aware of the current treads.

b -nnials walk alongside the developing technologies.

millennial generation is aware of the psychological impact social media has on
J5gls,

Al media plays an integral part of the lives of the millennial generation.
sgram and WhatsApp are the most frequently used social media platforms.

fal media mlluences the lifesiyle choices of individuals most of the times,
‘nding upon the ¢ircumstances,

lennials are tumning towards healthy food and are thoughtful about their food
ees,

v rely on influencers and bloggers while buving a food product,
1al media mflucnces the food product buying behavior of millennials.

i of the millennials are not satisfied with the product received in reality against
WE @) cne advertized on social mediz. '

;: :'T L;l.-. | And Suggestions

.'|.I:[t".' [[& ]

ng be! ; ring the study, it can be coneluded that social media does impact the food cholces
uying behavior of the millennizl generation in some ways and has a significant
them. The algorithms used by social media platforms shape the cheices and
individuals and impact them significantly. The impacts observed are positive as
ative. Appropriate usage of soeial media can work wonders and help individuals

ing & healthy lifestyle.

Ii .

millenmial generation needs to keep a check on their social media usage and

uld be aware of the psychological as well as physiological impact it has on them.

ropriate use of social media can help millennials gain a lot of information and

» them lead a better lifestyle.

widuals should not go overboard with their expectations influenced by social

Jia and be aware of the practical world. False expectations can lead to negative

s and poor mental health.

lennials should verify the sources they follow on social media before getting
fihisia acted by them and following them in real life.

+ CES
wial i vt com blog/ how-instagram-algorithm-works!
sdiwww verywell fitcomow-does-social-med ip-affect-eating-habits-3 18578

e forbes, comdsites andrewarne d 201001 1 4 bow-social -media-can-impact-yoar.
sumptior-hahits Tsh= | e dc®l B2 79

i Juls et Reviewed/Refereed & UGC Care Listed Journal Vol IX = Tssue 11 (T}, July 2022



i e i i i

Jourmal III'KJ%'FRHL;IEI“ kalidas Sanskrie University. Ramigk [S5N - 2277-7067
] i
4. hopsssmancockiemedin comdhe=millennial-mindsey
5 bmpsswwe bluetountammedia.com blog advantages-of-social-medis-marketing
B, hitps:blog hubspot com marketing social-media-marketing |

7. btpswww iechtarget.com/whatis'definition’social-media

8. bttpswww kobboo cont'] 3-positive-cifects-of-social-media-on-our-s0c ety -1oday,

&, hitps;Fsunny lndingpages.com blog positive-impaci-millennials-social-media-marketing-
sirategics/# ~text=Through®a Xhhe*a 20social* a0 marketing s 2 C%2 00, quite®: 20bene ficial %200
{ihe" a2 0company

10 s SCwowonplorg/ecsa The-Megative.E fects. O The-Socinl-Medin PRSI B HLSCFR
1 hatpsjurnalicer.org/index php'sajis srticleview's5 |

12, hetpesfwowow bankeate con' finance ' credil-cards social-media-impacts-millennial -
baying' & - est=Acoordimg o2 000%a20a% 2 Dsurvey %o 2 0from, 4 2 52 2 ipe reent? w2 Oo e 2bahy % 20 boon
£

13 hopswww. indeed com career-advice interviewing/ 1 -millénnial- generation-charcteristics

14, hetps S iwww. forbes comssites! forbesagencycouncil 201 806/04 understanding-the-research-on-
msillennial-ghopping-behaviors!

15 httpsfwww inc.comd'ryan-jenking selling-to=millennial -buyers-5-things-you-reed-to-kmow_ ham|

Hivrefe Peer Reviewed/Reéfereed & UGC Care Listed Joumal Vol IX — 1sswe 11 (1), July 2022 8
(447%




