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The Impact of New Media Marketing on Mass Shopping Behavior
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[Abstract] With the rapid development and continuous diversification of media marketing formats such as short
videos, live—streamed sales, and social media advertising, these channels have exerted a profound influence on
public purchasing choices, becoming key determinants of consumer buying decisions. To clarify the role media
marketing plays in consumer purchasing behavior, the specific reasons it impacts consumer spending, and how it
influences decision—making processes, This study employs questionnaire surveys and literature review methods

to conduct specialized research. The questionnaire was distributed and collected online, primarily aiming to

provide reliable data support for the analysis.
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