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SCIENTIFIC INSIGHTS INTO SOCIAL MEDIA MARKETING TRENDS

We aim to present the results of our study and introduce five main scientific and strategic
insights into social media marketing trends.

The first trend is the «Authenticity Paradox» and Human Trust. Nowadays consumers are
developing a «synthetic media fatigue». When we see real people sharing real stories, our brains react
as if we are experiencing it ourselves (using "mirror neurons"). This creates a deep emotional bond
that perfect, Al-generated content still can't match this level. The main insight here is that perceived
imperfections (like unedited video) serve as high-trust signals that differentiate human content from
machine-perfected output. That is why brands like Duolingo prefer to use unpolished content to build
deeper, more human connections than polished corporate Al ads.

The second trend is Social Search as a «Decision Engine». Social platforms have officially
evolved into primary search engines. Over 50% of Gen Z now bypass Google, starting their research
journey on TikTok, Instagram or YouTube. The main idea here is that marketing must shift
toward Answer Engine Optimization (AEO). It can help to structure social content to provide direct,
scannable answers that Al-powered social search tools can index and summarize. For example,
a user searching «how to style a trench coat» on TikTok receives a video that directly demonstrates
the process in 15 seconds, satisfying the client faster than a text-based article.

The third trend is Al as an «Orchestration Systemy». Al has moved from a simple productivity
tool to an orchestration system that manages complex workflows and hyper-personalization. For
now, Al is used for predictive content planning and real-time behavioral signals, allowing brands to
generate thousands of variations of a campaign tailored to individual emotional and business triggers
(like price, quality, multifunctional use, loyalty, opinion leaders,
Al opinion, panic, customer benefit package and so on). The luxury group LVMH utilizes
a generative Al agent named MalA to provide multilingual, personalized customer service across
75 brands while maintaining strict brand alignment.

The fourth trend is the «Platform-Stacked» Funnel. The consumer journey is no longer linear.
It 1s «platform-stacked» where different apps serve specific psychological stages of the buying
process. We can claim that TikTok sparks demand, Instagram validates and converts it,
and YouTube justifies the final high-intent decision. For example, a consumer discovers a skincare
product on a viral TikTok, reads reviews in the Instagram comment section, and watches
a 15-minute deep-dive ingredient breakdown on YouTube before purchasing.

The fifth trend is that consumer trust is migrating from noisy public channels to «Trust
Ecosystems» — private, niche communities on platforms like Reddit and Instagram broadcast
channels. These spaces leverage parasocial relationships where users feel they are «collaborators»
rather than just a target audience. For example, Nike and Sephora host dedicated servers where
customers-evangelists (absolutely loyal clients) co-create content, share styling tips, and gain
exclusive early access to products. Try to combine neuromarketing with these 5 trends and your
market strategy will be well positioned to uncover valuable insights, guide informed decisions
and support the success of your business brand [1, p. 110].

In 2026, social media marketing focuses on building deep, human-centric trust. Authentic,
imperfect storytelling is essential. Brands must prioritize discoverability on social platforms, treating
them as primary search engines. Success depends on fostering private communities where consumers
are collaborators. These trends are the cues of transition from the «viral era»
to the «relationship era» in marketing and advertising.
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HOBAS APXUTEKTYPA HU®POBOI'O MAPKETHUHI'A:
I'MIEPIIEPCOHAJIN3ALUA, IIPEUKTUBHASA AHAJIUTUKA
N TEXHOJIOI'MU UCKYCCTBEHHOI'O UHTEJIVIEKTA

CoBpeMeHHBIII MapKeTHHI pPAa3BHBAETCS B YCIOBHUAX YyCKOpsIoUecs mudpoBuzanum
SKOHOMHMKH M SKCHOHEHIMAJIBHOIO pocTa OOBEMOB JaHHBIX, F€HEPHUPYEMBIX I0JIb30BATEISAMU
B IIPOLIECCE UX IIOBCEIHEBHOM aKTUBHOCTH. B 3THX yCIIOBUSAX TpaIULIMOHHBIE HHCTPYMEHTHI aHATIN3a
NOTPEOUTENBCKOTO  IOBEACHHUS M YINpaBJIEHUS  KOMMYHHMKAIMSIMU  TEPSIOT  MPEKHIOK
3G PEeKTUBHOCT, YCTyIas MECTO TEXHOJOTHSIM HCKyccTBeHHOro wuHteimekta (MHW), kotopbie
o0ecrneynBaOT MPUHLUUIHNAIBHO HOBBI YpPOBEHb TOYHOCTH, CKOPOCTM U  aJalTUBHOCTH
MapKeTUHroBblX  pemeHuil. WM  mepecraer  ObITh  BCIIOMOraTENIbHBIM ~ MHCTPYMEHTOM
u TpaHchopMupyeTrcs B KIIOUEBOM 3yIeMEHT LU(PPOBOH MapKEeTUHIoBOM HHQPacTpyKTYypHl,
obecrieunBasi MEpPEXoJl OT MAaCCOBBIX KOMMYHHKAIMid K THUIEPHIEPCOHATU3HPOBAHHOMY
B3aUMOJICHCTBUIO C IOTPEOUTEIEM.

CeroJiHsl MHTEIIEKTYyalIbHbIE MAPKETUHIOBBIE CUCTEMBI HA OCHOBE aJITOPUTMOB MAIlIMHHOIO
0o0y4eHMsT CHOCOOHBI BBIABIATH CKPBIThIE 3aKOHOMEPHOCTH B IOBEJCHMM I10Jb30BATENEH:
HEHPOHHBIE CETH MO3BOJISIIOT paboTaTh ¢ HECTPYKTYPHUPOBAHHBIMH JTaHHBIMHU (TEKCT, H300paKeHUS
U ayIuo), a TEXHOJOIMH OOpabOTKM €CTECTBEHHOIO s3blka OOECIEeUYMBAIOT aHAIU3 KIMEHTCKHX
KOMMYHHKAIUI 1 00paTHOMN CBS3H.

OnHuM u3 HauOoJsiee 3HAUYMMBIX HalpaBlIeHUH TpaHchOpMaIMM MapKETHHIa SIBIISETCS
pa3BUTHE TUNEPIEPCOHAIN3ALMY, Mpeoyaralomeld aJanTalulo KOHTEHTa, MpeIoKEeHUN
Y KaHAJIOB KOMMYHHKAIIMH [10JI KOHKPETHOTO TI0JIb30BAaTEINS B PEKUME PEaIbHOTO BpEMEHHU. AHAIN3
U(POBBIX CJIENOB (UCTOPUU MPOCMOTPOB, MOKYIOK, B3aUMOJEHCTBHI) M03BOJIAET (GOPMUPOBATH
JMHAMUYECKHEe CErMEHThl ayJAMTOPUU U MPOTHO3UPOBATH BEPOSATHBIE JieficTBUA moTpedurenei. B
pe3ysibTaTe KOMIAHUU MOJy4YaloT BO3MOXKHOCTh BBICTpauBaTh 0oJiee peeBaHTHbIE U 3(PPEKTUBHBIE
KOMMYHHMKAIIUH, TOBBIILIAs YPOBEHD YAOBIETBOPEHHOCTH KIMEHTOB U KOHBEPCHIO.

JpyruM BaxXHBIM HampaBiIC€HUEM SIBJIIETCS pa3BUTHE MPEIUKTUBHOM M IPEINUCHIBAIOIIEH
AHAJIMTUKU ¢ UCHoab30BaHueM M s mporHo3supoBaHus cpoca, OLEHKHA BEPOSATHOCTH MOKYIIKH
U BbIABICHUS ()AaKTOPOB, BIUSIOIIMX HA IOBEJCHHE KJIMEHTOB. JTO IO3BOJISIET OpPraHU3alUsIM
NIEPEXOJUTh K TMPOAKTUBHOMY MAapKETHUHTY, OCHOBAHHOMY Ha IIPOrHO3aX M CLEHapHOM
MozenupoBaHuu. IlapamienbHO NPOMCXOAMT AaBTOMATH3allMs MApKETUHITOBBIX IIPOIIECCOB —
MHTEJUIEKTyaJbHbIE CUCTEMbl OepyT Ha ceOs 3ajjauyd YNpaBJICHUS PEKJIAMHBIMM KaMIaHUSMH,
00pa0OTKM KIIMEHTCKUX 3allpocoB M aHaiu3a 3(QQPEKTUBHOCTH, UYTO CHIKAET ONEpalOHHbIE
U3JIEP’KKH U MOBBIIIAET CKOPOCTh NPUHATHS PELLICHUH.

[TosiBNieHHE TeHepaTUBHBIX MOJENEH, CHOCOOHBIX CO37aBaThb TEKCTOBBIA M BHU3yaJlbHBIN
KOHTEHT, OOYyCJIOBHUJIO 3HAUUTEIbHOE YCKOPEHHE TPOLIECCOB pPa3pabdOTKU MapKETHMHIOBBIX
MaTepUajIoB U pPacIIMPEHHE BapUATUBHOCTH NMPUHUMAEMbBIX pEIIeHUNH. ITO TpaHCHOPMHUPYET POIIb
MapKeToJIora, KOTOPbIi Bce B OOJNbIIEH CTENEHU BBICTYIAEeT UHTETPaTOpOM TEXHOJOTHI U OM3Hec-
3aja4, obecrneynBas KOOPAWHAILMIO B3aUMOJICHCTBUS MEXKAY YEIOBEKOM M HHTEIIEKTYalbHBIMU
cucreMamu. Bmecre ¢ teM, npumenenne MM B mMapKeTHHIe CONpPSKEHO C PSIIOM OTpaHUYEHUN
U PHUCKOB, BKJIOYas aJIrOPUTMUYECKYIO IMPEAB3ATOCTb, MpOoOJeMbl OOpabOTKHM M  3alUTHI
MIEPCOHANBHBIX JAaHHBIX M Jp. Kpome Toro, upesmepHas aBTOMaTH3alldsg IPOLECCOB MOXKET
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