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Abstract

The significance of social media in today’s world cannot be understated. It has significantly altered how we connect,
communicate, and obtain information. Regardless of distance, online communication has made it simpler for people
to stay in touch with friends and family. Today's society is heavily reliant on social media, with billions of users
regularly using sites like Facebook, Instagram, and Twitter. Customers are once again in the forefront in the
business world thanks to the widespread usage of social media, which also provides marketers with a brand-new set
of tools for connecting with customers and inventively integrating them into businesses. In essence, marketers need
to be aware of the impact social media has had on customers' buying behavior. Understanding how social media
affects consumer behavior can offer useful insights on consumer tastes, inclinations, and decision-making processes,
which can guide marketing initiatives and promote company expansion. Businesses can more effectively
communicate with customers, better focus their marketing campaigns, and keep on top of consumer trends by
researching the effects of social media. Additionally, companies that comprehend how social media affects
consumer behavior are at a competitive edge over rivals. Overall, social media has both positive and negative
consequences on society, but it has unquestionably altered how we connect and communicate with one another, and
it is sure to continue to develop and have potentially interesting implications on our daily lives. Recognizing that
consumer behavior is a fairly comprehensive and broad topic, it would be difficult to gather, examine, and draw all
relevant data and findings into single research; consequently, the research has concentrated on how decisions are
made as it applies to social media marketing. The study’s goal is to identify the causes, timing, and ways in which
social media’s influence on consumer decision-making. Additionally, possibly with this specific perspective, the
research can help identify the chances and problems businesses are confronting with this impact on customers’
decision-making in order to capture and embrace the opportunities in the new marketing era. Our study used two
research questions within this context: 1. How do consumers receive, interpret, and choose the information before
making a decision? 2. How social media today affects on consumer behavior? This paper is divided into four
chapters, as follows. Part | contains Introduction and Chapter I, the relevant literature review with regard to the
consumer decision making process, social media, social media and consumer behavior, and figures about social
media. Part Il presents the research methodology (qualitative research; research variables connected to the
discussion topics). Part I11 contains research findings and discussion, and Part IV presents the research conclusions.
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Chapter II: LITERATURE REVIEW

The way businesses function today has undergone a transformation thanks to the quick
development of technology and its accessibility at low cost. Millions of people are currently
using the Internet, therefore these technologies have caused a paradigm shift in how
communication takes place. The influence of “social media” on brand reputation and market
presence is increasing.

* D. Lakshmanan and Dr. S. Rabiyathul Basariya (2017) conducted research on the efficacy of
social networking site advertising. The study finds that the effectiveness of social media
marketing is significantly influenced by the caliber of communications or materials, the
business's involvement, and its linkages to other marketing platforms. A thorough and indepth
analysis of the strategy is also necessary to accurately measure the expected return upon
investment of social media marketing.



* In his paper, Sadia Afzal et al. (2015) studied the influence of traditional and internet
advertising on customer purchasing behavior for branded clothing. The findings showed that
important elements influencing customer purchasing behavior include product quality, design,
advertisement content, brand loyalty, and prior purchasing experiences.

* According to Loredana Di Pietro and Eleonora Pantano (2012), social networks are becoming
into an effective tool for IT-based business because they offer both consumers and marketers a
number of services. The purpose of this study is to determine the extent to which social media
sites like Facebook affect consumers' purchasing decisions through a quantitative analysis that
incorporates a new model of technology acceptance. The results show that using social networks
as a tool to support a purchasing decision is heavily influenced by enjoyment. By offering
substantial information on the importance of this channel for the creation of new direct
marketing strategies, this research goes beyond social network usage to factors connected to
Facebook-mediated marketing communications.

* In a study conducted by Mass Relevance, a company that offers clients a social media curation
platform, it was discovered that 64% of the consumers interviewed had already made purchases
based on social media presence and reviews and that 59% of social media activity increases a
brand's credibility with consumers. According to a study conducted by Edelman (2010) for
Harvard Business Review, the Internet and social media have altered not just how businesses run
but also how customers chose the things they buy. It explains how buyers no longer choose
things with a logical manner as the market has changed to a more open-ended approach. It
emphasizes how crucial it is for brands to engage with customers and looks at their purchasing
behaviors across three continents and five distinct industries: electronics, automobiles,
cosmetics, insurance, and mobile telecoms. Based on the study’s findings, a four-stage model
that emphasizes how modern customers use social media to promote businesses and make
purchases based on the feedback they receive was presented.

* In their research report from 2016, Chintan H. Rajani and Dr. Ashvin Solanki identify the main
driving forces for Indian users' usage of social networking sites. According to the survey, the
main reasons people use social media include feedback and personal utility, entertainment and
socializing, content sharing, and networking. In order to uncover the primary reasons for
utilizing social media described above, this study used the uses and pleasure approach. The
results of the study show that before satisfying their requirements for amusement and interaction
with others, people first use social networking sites for their own benefit in order to evaluate and
exchange comments. Sharing material was the primary draw for users of social media. Social
networking and encountering fresh individuals are additional benefits of using various social
media sites.

* In order to maximize the impact of the internet marketing approach, Simona Vinerean, Iuliana
Cetina, Luigi Dumitrescu, and Mihai Tichindelean (2013) conducted study on how to interact
with various sorts of audiences. In order to determine whether certain predictors connected to
social networking sites have a favorable effect on the respondents' view of online advertisements,
the study identifies several user categories, segments these users, and uses a linear model to
analyze these data. The study's findings identified four new categories of social media users:
networkers, watchers and listeners, expressers and informers, and engagers. Based on the
respondents’ activity across several online platforms, this study offers new ways to categorize
online users, which served as the foundation for psychographic segmentation. Additionally, this



study adds to the body of knowledge about consumer behavior in an online environment,
generally, and on social networking websites, specifically, by shedding light on the impact of
seven important factors on consumers' willingness to respond favorably to online marketing.

2.1 The Consumer

Consumers in the marketplace are people or businesses that buy or rent goods. They perform this
for their own benefit. To put it another way, they don't purchase them to make or sell later. The
non-business media typically refers to individuals when discussing consumers. Specifically,
those who evaluate, buy, and use items to fulfill their needs and desires. Their behavior and
decisions play a crucial role in shaping the economy and market trends. “Consumption is the sole
end and purpose of all production, and the interest of the producer ought to be attended to only
so far as it may be necessary for promoting that the consumer.” (Smith Adam, 1776)

“Customers” and “consumers” are terms we frequently used interchangeably. They do not
however necessarily mean the same thing. The consumer is not always a customer. Although
customers buy things, consumers use them. The distinction between customers and consumers
affects how companies promote their goods.

2.2 Consumer Decision Making Process

The term “consumer decision-making process” refers to the methodical approach a consumer
takes while evaluating and selecting a product to purchase. It is a multi-stage, intricate process
that is affected by a variety of internal and external influences. Each customer makes a distinct
choice based on the necessities they have in their everyday lives. Depending on how the
consumer feels about a specific product, evaluates and compares, chooses and purchases among
the various product categories, these decisions may be challenging. As a result, many businesses
and individuals are beginning to share the belief that it is important to comprehend the
fundamental issue of the way consumers make decisions and to put ideas into reality. One of the
most popular models of the consumer decision-making process is the five-stage model, which
was first put forth by Cox et al. (1983). These steps are: recognizing the need or issue, gathering
information, evaluating the alternatives, purchasing, and evaluating the product afterwards. This
straightforward model exemplifies and explains how buyers decide what to buy.
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Figure 1. The five-stage consumer decision making process model (Cox et al. 1983)

Consumer decision-making is dynamic and repeated because consumers may revisit earlier
phases, change their thoughts, or come to an alternative decision in reaction to new information
or changing circumstances.

2.3 Need Recognition

The consumer understands that they possess a need or want for a good or service, which triggers
the need recognition stage, which is the initial stage of the decision-making process. When a
consumer observes a big discrepancy between the desired and real condition of affairs, large
enough to awaken and activate the choice process, this is when the first stage occurs. An



advertisement, a friend's advice, a shift in the market, or internal causes like an alteration in
habits or private factors can all cause someone to recognize a need. The need recognition step of
the decision-making process is critical because it determines if the consumer will proceed to the
information collecting stage, where they will begin researching potential solutions. Businesses
and marketers can benefit from knowing what causes consumers to recognize a need for their
goods or services because doing so can help them establish effective marketing tactics. The
recognition of problems is continuous since there is no end to human need. “Human being is
always dissatisfied, when an individual s one need is satisfied another one will come out and this
trend continues repetitively”’. (Maslow, A. H., 1970)

2.4 Information Search

Following the consumer's recognition of a need or want for a good or service, the customer
moves on to the information search stage, which is the second stage in the decision-making
process. In this stage, the consumer begins to gather information about potential solutions to
satisfy their need or want at this stage. However, depending on their level of product knowledge,
various people participate in the search process in different ways. The information sources can be
divided into two types: internal and external. Internal research shows that a person's past
knowledge and experiences will influence the types of actions they are likely to perform in the
future (Solomon, Bamossy and Askegaard, 2002). The process of external search, on the other
hand, involves looking for data from sources outside of recollection since the needed data was
either not previously acquired or could not be remembered from memory. Consumers frequently
use sources including friends, commercials, and magazines like Customer Reviews to help them
make decisions. Due to its accessibility and wealth of information, the Internet has recently
joined other traditional media as a major source of information for many goods and services for
customers. The objective of the information search phase is to provide the consumer with
sufficient information to enable them to select the best good or service to suit their needs.
Understanding the information search process may help organizations and marketers create
powerful marketing campaigns and boost client satisfaction.

2.5 Evaluation of Alternatives

When an option is determined to be the best or most appropriate one for the individual's needs
after gathering enough data, they engage in alternative evaluation (Sternthal and Craig 1982, 46).
The examination of alternatives is the third phase in the process of making choices for
consumers, occurring after the customer has learned about potential solutions to their
requirements or wants. The customer evaluates the benefits and drawbacks of the numerous
options available to them at this stage. When evaluating options, the consumer will consider a
number of factors including, price, quality, features, brand reputation, and personal values.
People need experience that is relevant in order to guarantee that the outcome will meet their
expectations. When making a purchase, consumers' direct and indirect experience serve as
indicators. The consumer's individual values and tastes may also be taken into consideration
while assessing the options. For instance, even if a product is more expensive than alternatives, a
customer who values environmental sustainability may pick one made of eco-friendly materials.
In addition, numerous studies have demonstrated that when a decision grows more difficult, the
decision maker will increasingly look for ways to simplify the evaluation process (Bruner,
Goodnow and Austin, 1956; Association for Psychological Science, 2008).

2.6 Purchase



The fourth step of the consumer's choice-making procedure is the buy stage. Therefore, once the
knowledge search and evaluation approach are complete, the customer subsequently takes the
choice to purchase, that is regarded as the most significant phase of the entire process. The
consumer decides to make a final purchase at this moment after carefully weighing all of the
available options and reaching a conclusion. The purchase stage might involve a variety of tasks,
including negotiating over the cost, making a payment, and setting up delivery or pickup of the
item. Additionally, the customer can complete an online order form or sign a contract to
complete the transaction.
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Figure 2. Steps between evaluation of alternatives and a purchase decision (Kotler & Keller 2009, 172)

According to Kotler and Keller (2009), the consumer eventually develops preferences among the
brands on the choice desk during the evaluation process. The attitudes of other people and
unforeseeable situational events, however, may have an impact on the consumer's buying
intention and decision. Attitudes of others is the extent to which another person’s negative
attitude towards the preferred alternatives or reluctance to meet the terms of supporting the
purchase intention, this may result in a readjustment of the consumer’s purchase intention
(Kotler and Keller 2009, 172). Unexpected situational factors are those that could arise and
change a consumer's initial purchase intention, such as an unexpected purchase that is more
urgent than the initial purchase that initially motivated the consumer to make. In other words,
preferences and initial purchase intentions cannot be used as 100% accurate predictors of
subsequent purchase behavior and purchasing intentions do not always accurately reflect actual
purchase behavior.

Additional purchases can be divided into three categories: planned purchases, partially planned
purchases, and impulsive purchases (Kacen, 2002). Hoyer and Macinnis’ (2008) assertion that a
variety of factors can have an impact on the purchasing process adds credence to Kacen's
position. For instance, the desired item could not be on hand in the store. When a transaction is
delayed, a customer can think about purchasing the item online rather than going to a typical
physical store.

2.7 Post Purchase Evaluation

The fifth and last step of the consumer decision-making process, post-purchase evaluation, takes
place after the customer has made a purchase. The consumer considers if the outcome of the
purchase satisfies their need or want and meets their expectations at this stage. Due to the fact
that this stage occurs after the transaction has been completed, many businesses opt to neglect it.
However, this stage might be the most crucial because it has a direct impact on how the
consumer would decide to use the same product in the future. As a result, this stage captures the
customer's experience making a purchase of a good or service. A positive experience is essential
in lowering the uncertainty when a buyer decides to purchase the same commodity or service
again, according to Ofir (2005), who also mentions that consumer choice is a recurring process.



It is a phase where the consumer chooses whether or not to fully adapt to the product, meaning
whether or not to continue using it or making more purchases. Given that consumers always have
a say in which uses, how frequently, and under what conditions they utilize a product. When
individuals are comfortable in using a specific product regularly, they will recommend it to
others from using the product as well (Silverman 2001).

2.8 The four different influences on the consumer decision making process
There are four major aspects that can affect how consumers make decisions, including:

1. Personal factors: Needs, wants, and preferences of the customer can be influenced by personal
characteristics such as money, age, education, and family status. For instance, having more
money may enable a customer to buy more expensive goods, while an older consumer can have
different demands than a younger one in terms of purchases.

2. Psychological factors: Psychological factors: By changing a consumer's thoughts and feelings
about a product or service, psychological factors, such as motivation, perception, attitudes, and
beliefs, can affect the consumer's decision-making process. A valuable tool is knowing how to
motivate your customers. Attitude can also be influenced by how your target consumer views the
world or learns about your product, whether online or off. Finally, all of the abovementioned can
be influenced by belief systems. Examples include those who learn best visually. This clarifies
why photos and visuals are crucial for marketing.

3. Social Factors: By influencing their ideas and behaviors, social factors like family, friends, and
social conventions can have an effect on how consumers make decisions. A consumer, for
instance, might be swayed by the advice of their friends and relatives while selecting a good or
service.

4. Cultural Factors: Culture has been identified as one of the most significant social factors
influencing consumer behavior, and a widely accepted definition of culture is “norms, values,
and rituals that are unique to each person” (Hudson, 2008). For instance, the characteristics of a
consumer’s cultural background can affect how they feel about a restaurant or store's operating
hours, or how they understand messages in marketing communications depending on their
cultural identities. Businesses and marketers can create powerful marketing strategies that target
particular consumer categories and assist them in making informed purchasing decisions by
recognizing these various influences.

2.2 SOCIAL MEDIA
2.2.1 What is social media

Social networking sites are interactive tools that make it easier to create and share content across
virtual communities and networks, including knowledge, thoughts, hobbies, and other kinds of
expression. The expressions “social networks” and “Web2.0” are widely used interchangeably
among researchers.

The term “Web 2.0” was coined by Tim O'Reilly, the founder of O’Reilly media, to describe the
business upheaval in the field of computers brought on by the shift towards the Internet as a
platform. It also designates an attempt to understand the rules for achievement on that new
platform (O’Reilly, 2006). In summary, the second generation of the World Wide Web is referred
to by this phrase. It alludes to a fresh stage in the growth of the Internet, marked by the



emergence of social media, online communities, and user-generated content. A move from a
static, read-only web to a more dynamic, interactive, and participatory web is represented by
Web 2.0. Users’ capacity to communicate and work together online is one of Web 2.0’s
fundamental characteristics. This is made possible by the use of cutting-edge technologies and
platforms like blogs, wikis, social networks, and online discussion forums that enable users to
produce, share, and trade knowledge and material with one another. The way businesses and
organizations use the web has also been significantly impacted by Web 2.0. Social media and
other Web 2.0 technologies are increasingly widely used by businesses to connect with
consumers, grow their brands, and advertise their goods and services. With Web 2.0’s
development, it has also become simpler for people and organizations to produce and distribute
their own content, providing them more control over their online presence and the information
they disclose to the public.
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Figure 3. Social media components (Dann and Dann 2011, 345)

Figure 3 by Dann and Dann (2011) shows how social media is built upon the connected
components of social interaction, content, and communication media. By sending and receiving
data or information between users, communications media refer to a virtual infrastructure that
enables content and social interaction to coexist in real time. Various types of content, including
music, images, and movies, have been developed by community engagement and have a high
potential for sharing. Social interaction is the direct or indirect communication between users
through a website or third-party application, as well as time-independent interpersonal
interaction that eliminates the distance barrier to social interaction. It increases everyone's access
to more flexible time and space.

2.2.2 Types of social media

Six distinct sorts of social media sources are highlighted in the discussion of various social
media categories:

1. Social networking sites

2. Media sharing networks

3. Bookmarking

4. Consumer review networks

5. Blogs



6. Microblogging

Each of these social media platforms has given people and organizations, including marketers
and consumers, in the social media space special features and experiences.

2.2.3 Social Networking Sites (SNSs)

Social networking sites are online platforms where individuals may set up personal profiles,
interact with loved ones and others who have common interests, and exchange content and
information. They are made to make social interaction and communication easier, and they have
grown to play a significant role in the lives of many individuals. As of December 31, 2021, 2.91
billion individuals used Facebook monthly, making it the largest and most widely used social
network. Next in popularity are LinkedIn and Myspace. Most of these platforms share relatively
a few basic aspects in general; The main focus of a social network will be user-generated
content. Users mostly engage with and view content created by other users. They are urged to
publish text, status updates, or images for public access. Users and organizations can create
profiles on social networks. The profile includes the person's bio and a primary page containing
the content they have posted. Their profile might correspond to their legal name. Members of an
online community can forge enduring relationships with one another. These connections are
frequently described by the terms "friending" or "following" the other person. They make it
possible for individuals to interact and create social networks. Algorithms frequently provide
recommendations for consumers and companies that they might wish to connect with. Social
networking is a significant possibility for marketers wanting to engage customers. Social
networks can be used by a company or organization in many different ways. The average user
uses social networks for more than two hours each day worldwide. This is a large market and
opportunity. Most social media platforms are operated as for-profit businesses. Most of their
income comes from selling advertisements or sponsored content. Social media platforms can be
utilized for marketing, customer engagement, and market research. They provide a channel for
connecting companies and clients directly. Brands have the ability to create a following. Social
media platforms gather data on user preferences, enabling incredibly focused advertising. An
organization can find out what people are saying towards it by using social media listening.
Internal social networks are being implemented by several companies. This can improve worker
morale and engagement in very large enterprises.

2.2.4 Media Sharing Networks

Media sharing networks are platforms that allow users to upload and share different types of
media, including music, videos, images, and other forms of content. They are designed to
provide people a place to express their creativity, collaborate with others, and meet others who
have common interests. Many people are visual learners. These media sharing networks are a
great place for businesses and organizations to share visual content and engage with their
audience. Popular examples of media sharing networks:

1. Instagram - Instagram is a great platform to post pictures and videos because it has more than
1 billion active users each month. This kind of social media platform enables you to provide a
visual overview of your company.

2. Pinterest - The visual-focused website Pinterest has around 250 million monthly active users.
This network for sharing media places a strong emphasis on posting and pinning pictures. Users



can later access these photographs by pinning them to their boards. This site for sharing media is
fantastic for promoting both company products and original ideas.

3. TikTok - In a short period of time, TikTok’s popularity has greatly increased. The best example
of a “niche social platform”—a new social media platform that has not only appeared but has
also greatly increased in popularity in a very short period of time—is TikTok. After being
released in September 2016, TikTok had amassed half a billion users by the middle of 2018. This
indicates that on average, 20 million new users join the app each month. The videos of its
numerous trend coups, challenges, and dances have gone viral and been reposted on other social
media sites, making it famous throughout the world.

4. YouTube - On its platform, YouTube has more than 1.8 billion monthly active users. The
second-largest search engine in the world is YouTube. On this site, users actively search for and
watch videos. YouTube is a great tool to use if you intend to engage people through videos. You
can make videos on this media platform and share them anywhere. It's a special chance for
companies to increase brand recognition.

One of the major elements of these media-sharing sites that has to be highlighted is the tag.
Businesses must recognize the significance of the search terms on search engines since “a tag is a
word assigned to a piece of content that helps describe it" (Zarrella 2010, 81).

2.2.5 Bookmarking

Online bookmarking known as “social bookmarking” enables users to store, catalog, and
distribute their preferred web pages and online material to others. Social bookmarking enables
users to save and access their bookmarks from any device with internet access, in contrast to
traditional bookmarking, which only saves links to a user’s own device. Reddit is a popular
social bookmarking platform that allows users to submit and vote on links, as well as engage in
discussion and commentary on a wide range of topics. It’s simple to see what's popular and
trending in a specific market thanks to social bookmarking websites. By gaining backlinks from
other pertinent content and communicating with possible collaborators or influencers, social
bookmarking sites also make it easier to increase brand reach.

2.2.6 Consumer review networks

Consumers can express their thoughts, experiences, and feedback on goods and services on
platforms called “consumer review networks.” These networks give users a place to look up and
compare goods and services, and they give consumers a way to make their decisions based on
the experiences and perspectives of others. Consumer reviews are frequently more sincere and
objective than those generated by paid advertisements. They also have a tendency to be a little
more helpful and may even offer extra details on the issue. The reviews posted by business
owners can be contrasted with the information offered to determine which is more beneficial to
other people. Reviews can be found on a variety of places. Some review websites, such as
TripAdvisor, Yelp, and Rotten Tomatoes, can even help you locate a specific product, service, or
holiday destination. Reading reviews is a common way for people to begin their hunt for a good
or service. Because of this, consumer review networks have developed into crucial tools for
research and decision-making in the current digital era. They have also had a big impact on how
consumers interact with brands and make purchases. These networks contribute to the



development of a consumer base that is more knowledgeable and empowered by giving
consumers a forum in which to express their thoughts and experiences.

2.2.7 Blog

A blog is a type of website that is updated frequently with personal thoughts, opinions, or
commentary on a particular topic or theme. A blog is a website that frequently posts personal
reflections, commentary, or opinions on a given subject or theme. It is a platform that enables
individuals or organizations to communicate their viewpoints and disseminate information to a
large audience. It also offers a forum for discussion and the creation of communities among
people who have similar interests. A single person can write a blog, or a group of individuals
might administer it, and the themes can range from personal journal-style posts to in-depth
discussions on certain subjects like politics, technology, or culture. Blogs frequently include
comment sections where visitors may express their opinions, and many also offer RSS or e-mail
subscription options, making them useful hubs for other social media marketing tools. On the
other hand, blogs enable everyone to publish content and participate in online discussions that
are multi-threaded. In these discussions, some bloggers have complete editorial freedom and
access to the entire Web; as a result, their posts may negatively affect people's perceptions of
themselves, their products, or their brands.

2.2.8 Microblogging

Microblogging is a real-time information network, which shares similarity to blogging, yet it
limits the size (number of words) of each post and encourages a faster mode of communication.
Microblogging platforms are designed for real-time communication and for sharing quick,
bitesized pieces of information. This makes them ideal for keeping up with friends, following
breaking news, and staying connected to what's happening in the world in real-time. For
example, ***Twitter, one of the first and most popular microblogs, was founded in 2006 and
today serves over 1.6 billion search requests daily while having over 140 million members as of
2012. A microblog has a number of advantages, such as:

1. Posting frequently: In online marketing, consistency is crucial. Microblogging enables
businesses to communicate reduced content more rapidly. More conversations can be held with
consumers as a result.

2. Less time spent creating content: Some businesses find it difficult to constantly produce
extensive article material. The relationships between longer blog, video, and infographic posts
are maintained by microblogs.

3. Real time sharing: Microblogging helps companies to spread information that needs to be
shared right away in an hectic environment. A quick tweet can inform an audience about a sale,
breaking news, and other important updates.

2.2.9 Social Media Marketing

Using social media platforms to advertise your business and its products is known as social
media marketing (Barefoot & Szabo, 2010, p. 13).

Social media marketing, also known as electronic marketing or digital marketing, utilizes social
networking platforms in which members may construct communities and share information in
order to build a company’s brand, increase sales, and improve website traffic. Social media



marketing, also known as SMM, offers companies a way to engage with their present clientele
and draw in new ones. It also contains data analytics features that are specifically designed to
help marketers monitor the effectiveness of their campaigns and find new opportunities for
interaction. Since the beginning of last year, there have been 424 million additional users using
social media globally, bringing the total to 4.62 billion. Over fifty-eight percent of the globe’s
population currently uses social media. Weinberg (2009) defines social media marketing as
“leveraging the social through the media to market the constituents of businesses.” In other
words, it is a process that enables people to promote their websites, goods, and/or services
through online social channels, allowing them to engage with and reach a much larger
community than might have been possible through conventional advertising channels.

2.2.10 How Social Media Marketing Works

How to deliver their messaging is a crucial consideration for marketers when creating marketing
strategies. Through both free and paid methods, social media aids in getting those messages to
the appropriate individuals at the right time. Additionally, marketers can use social media to
discover more about the demographic, geographic, and personal characteristics of their audience.
Because of this, businesses can tailor their messaging and content to increase engagement.
Websites such as Facebook, Twitter, and Instagram revolutionized not just how we connect with
one another but also how businesses can influence customer behavior as social media grew in
popularity. Action plan for SMM If your approach to social media marketing, or SMM, is more
narrowly targeted, it will be more effective. Leading software company in the field of social
media management, Hootsuite, suggests the following course of action for developing an SMM
campaign with an execution framework and performance metrics:

1. Align SMM aims with specific corporate goals - Social media marketing objectives must be
tightly related to those of the business and other marketing initiatives.

2. Select social media platforms - There are several social media channels, but it is not practical
for businesses to use them all. Organizations must understand their target market in order to
select the platform(s) that best serve that group.

3. Recognize your target market (age, location, income, job title, industry, interests) - Customer
Segmentation: Social media marketing (SMM) allows for far more precise customer
segmentation than traditional marketing channels, allowing businesses to concentrate their
marketing efforts on their precise target audiences.

4. Analyze your competition from a competitive standpoint (successes and failures) - Any
marketing program’s data and analytics outputs are essential to its success. This data can be used
by a marketing team to plan out future initiatives more intelligently and capitalize on what
works. Although each social media site has its own analytics data, there are other applications
that may gather information from several channels and arrange it in one place.

5. Examine your present SMM (successes and failures).

6. Make a publishing schedule for SMM material — It’s time to start publishing once a plan has
been established. A fresh blog post, information about a future event, or a new product video
might all be used to achieve this. But maintaining consistency is essential for a successful SMM
program. Organizations should update their page frequently in order to grow their audience. The
audience will continue to visit your site if you continuously post pertinent content.



7. Create top-notch content Monitor performance and change your social media approach as
necessary- Each social media site has its own distinct style for sharing content, including links,
images, videos, and direct messages. Therefore, marketers must determine which material their
target consumer is most likely to interact with.

8. Advertising- With the exception of resource time and specialized equipment, a large portion of
social media marketing is free. An excellent way to accomplish marketing objectives is by
creating an audience and sharing content on free social media platforms, but as the program
expands, so does the expense. For businesses, paid marketing features can be extremely
beneficial. They can target audiences with their ads based on a variety of facts, such as habits,
retargeting, and demographic data. Although there are solutions to assist with managing social
media marketing at scale, starting with the native advertisements feature is sufficient to promote
posts, gather leads, and guarantee messages reach the intended demographic.

Customer Relationship Management (CRM): SMM has a variety of benefits over traditional
marketing, including the opportunity to leverage targeted CRM (customer relationship
management) instruments to optimize customer-to-customer and business-to-customer
interactions. In other words, while traditional marketing typically tracks customer value through
tracking buying behavior (through product recommendations), SMM is capable of monitoring
consumer worth both directly (through buys) and secondarily (through multiple techniques).

Earned media: The most efficient way for a business to gain from customer-generated product
feedback and recommendations is through social media marketing (SMM). Earned media refers
to any form of brand exposure that is not paid advertising.

Viral Marketing: A sales strategy called viral marketing tries to promote the quick dissemination
of product information through word-of-mouth. Another SMM tactic that relies on the
viewership to create the message is this one. A marketing message is said to have gone viral
when it is widely shared outside of the intended target market. This is a very rapid and
inexpensive way to increase sales.

2.2.11 Advantages and disadvantages of social media marketing

Social media marketing is now a part of any company's sales and marketing plan. Through this
additional channel, more people can access content and messaging than an individual’s contact
list could ever aspire to. There are advantages to starting a web-based advertising program, but
there are also drawbacks.

Advantages:

1. Reach a wider audience

2. Improved customer satisfaction
3. Cost-effective tool

4. Increase website traffic

5. Gain better insights

Disadvantages:



1. Time — consuming process
2. Need qualified resources

3. Have to wait to see the ROI - Social media platforms produce a significant return on
investment, but not right away. An SMM program’s success isn’t based on just one piece of
content, but rather a number of them spread out across time.

4. Competitor’s market research- Social media posting is done in a public space where everyone
can view it, including the competitors. There isn’t a way around this.

5. Changes in algorithms can have an effect on the visibility and reach of your content on social
media networks.

6. Brand reputation is vulnerable - SMM might expose a brand to negative publicity and public
humiliation. As more and more consumers turn to social media to express their discomforts,
negative reviews can be abundant. Additionally, because the platforms are public, anything a
firm says or does will be viewed and discussed. Brands need to respond more quickly to lessen
this danger.

7. Privacy concerns: Since personal information may be gathered and utilized for advertising,
social media marketing raises privacy issues.

Furthermore, social media use has been linked to issues such as depression, anxiety, and low
self-esteem. The constant pressure to present the perfect life on social media platforms can lead
to a distorted view of reality, which can be detrimental to both individuals and society as a
whole. The constant barrage of images and videos depicting the ideal life can lead to feelings of
inadequacy and low self-esteem. However, the negative consequences, such as overspending,
financial stress, and mental health issues, must also be considered. As social media evolves, it
will be critical for researchers, policymakers, and consumers to understand how it is affecting
society. It is critical to use social media responsibly and mindfully in order to avoid negative
consequences while still reaping the benefits.

2.2.12 What is it about social media marketing that makes it so successful?

Given the limited advertising budgets that many businesses face through traditional channels,
social media marketing may be especially easier and more effective for small and medium-sized
businesses to fully utilize. While social media marketing is a developing technology with a lot of
potential, the role of marketing remains the same - defining the target market, communicating
with prospects, building loyalty, customer engagement, and so on. (Weber, 2009). Individuals in
the social media era, unlike traditional advertisers, have access to content that is not necessarily
associated with commercial intent (neutral); as a result, if a person likes a content, he/she is
likely to share it on to their peers, families, and so on via social sites, and content will be spread
out rapidly without meddling with traditional marketing. Social media provides opportunities to
build communities. Furthermore, in the new marketing era, bringing the brand to life is solely
dependent on community engagement. As a result, if the company is truly paying close attention
towards the members of the community, a strong relationship can indeed be built by investing the
time in responding to feedback and considerations. Nike, for example, has been putting more
marketing muscle behind its digital initiatives, such as accepting social media marketing in-



house, claiming that online channels are more valuable to its business strategy than traditional
advertising (Joseph, 2013).

BENEFITS OF SOCIAL MEDIA MARKETING
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Figure 4. https://www.wordstream.com/social-media-marketing
2.2.13 Businesses that benefit from social media marketing

Organizations that launch a successful social media marketing campaign will gain numerous
benefits. Here are some businesses that can benefit from social media marketing programs:

1. Small businesses and startups benefit greatly from social media marketing. It is a method for
new businesses to raise awareness of their offerings. Whenever it comes to establishing a
clientele, utilizing social networking sites to offer services or products to an entirely fresh market
can be a fantastic starting point.

2. Retail and e-commerce businesses: Social media can be used by retail and e-commerce
companies to promote their products, find new customers, and increase sales.

3. Direct sales companies - These are very entrepreneurial businesses that grow through
communities. And social media is able to build communities by connecting friends, family, and
others.

4. Real estate companies benefit from social media by promoting open houses and displaying
images of properties for sale. Facebook Live and Instagram stories, for example, display video
footage of these properties in digestible formats for users to consume.

5. B2B businesses - B2B marketing teams are better able to identify who their target prospects
are, and when done correctly, can appear in the right person's newsfeed. The data on users that
social media companies supply helps to paint an image of the audience as a whole. Businesses
can also utilize social media advertising techniques to reach the appropriate decision-maker at
the appropriate moment with the appropriate message.

6. Social media can be used by travel and hospitality companies to communicate with customers
and advertise their destinations and offers, for example lodging establishments, airlines, and tour
operators.
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2.2.14 Influencer Marketing

Influencer marketing is a new discipline used by businesses to promote their brand's products
and services. It is a type of brand communication and advertising that differs from traditional
advertising in that it reaches an audience in a more direct and effective manner (Bakker, 2018).

As a result, companies pay influencers to create content, endorse it, and share it with their
followers. As such, it can be considered a hybrid of old and new marketing tools, incorporating
the concept of celebrity endorsement into a modernised content-driven marketing strategy. Over
the last few years, the influencer marketing industry has grown rapidly, with Instagram currently
being the most important channel (Influencer Marketing Hub, 2019). According to (Statista,
2019), the global Instagram influencer market value increased from 0.8 to 1.7 billion dollars
between 2017 and 2019. It is expected to grow further in 2020, potentially becoming a 2.3-
billion-dollar industry (Statista, 2019). These collaborations are frequently contractual in nature,
and the influencer is given a project brief outlining the primary focus of the content, the number
of posts, and the time of publication. Aside from the influence effect, one obvious advantage of
influencer is that it enables brands to reach their target audience with brand content at a time
when adblocking on internet browsers is widely used. Customers are investing more time
connecting with strangers on social platforms and seeing additional material from influencers as
as a consequence of social distance limits.

1. 63% have increased their time spent viewing and/or posting on social media networks.
2. 50% have spent additional time watching social media live streams.

3. 55% of 18-29-year-olds are viewing more live-stream content.

4. 58% of consumers have noticed an increase in sponsored content from influencers.

Matter Communications evaluated which forms of influencers resonate across health and
wellness, beauty and personal care, food and beverage, baby and kids, personal technology, and
consumer goods when looking at the categories of content respondents prefer to follow:

1. Consumers enjoy approachable influencers (60%-70% of each category), followed by expert
personalities (50%-58% of each category).

2. Only 17%-22% of consumers prefer celebrity influencers over aspirational, relatable, expert,
“just for fun” or well-known non-celebrity individuals, such as authors or public figures. Overall,
influencer marketing is a dynamic and evolving field, and brands must stay current on the latest
trends and best practices to maximize the effectiveness of their campaigns.

2.3 SOCIAL MEDIA AND CONSUMER BEHAVIOR
2.3.1 Understanding the consumer behavior

Creating an effective marketing plan requires an understanding of consumer behavior. Consumer
behavior is the making decisions and physical activity people engage in while deciding whether
to evaluate, buy, use, or dispose of goods and services (Loudon and Della Bitta, 1993, p.553).
According to Kotler and Keller (2015), the ways in which customers choose their products and
services can be extremely important for both manufacturers and service providers because it
gives them a competitive advantage over their competitors in a variety of ways.



2.3.2 The four types of buying behavior

When making a purchasing decision, a consumer's actions are influenced by the kinds of goods
they plan to buy (Clootrack, 2020). Kotler (2005) has defined four types of customer behavior
based on different levels of brand differentiation and customer involvement prior to and during
the purchase process. Observations show that more complicated and expensive purchases require
more discussion and a larger group of participants. Consumer behavior is influenced by how
much input they provide while making a purchase. The degree of risk associated with a
transaction also affects consumer behavior. bigger prices come with bigger risks, necessitating
more consideration when making purchases.

High involvement Low involvement
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Figure 5. Four types of buying behavior (Clootrack, 2020)

Complex purchasing behavior is observed, especially when consumers are purchasing an
expensive product and are heavily involved in the purchasing process. The customer is eager to
learn everything he or she can about the product's features and functions and is willing to put in
the time to do so. Additionally, brand image is important for customers with complicated
purchasing patterns. A learning process will be experienced by the buyer when engaged in
complicated buying habits. He will first develop attitudes regarding the item in question, then
beliefs, and lastly, he will decide to make a wise buy. Marketers need to have an in-depth
knowledge of the products since consumers having complicated purchasing behaviors exist. It is
anticipated that they will help the customer understand their goods. It's crucial to create
marketing messages that affect consumers' attitudes and perceptions. Customer engagement in
dissonance-reduction buying behavior is also high, but there is no interest in brand
differentiation. Customers with dissonance-reduction buying behavior could perhaps settle for
one good option rather than comparing different brands. Customers may exhibit this behavior
when purchasing readily available products. Consumers buy specific products based on the
products available, time constraints, or budget constraints. After-sales service camps should be
set up by marketers with focused advertising. These advertisements ought to encourage
consumers to continue with their preferred brands by offering them support. These marketing
strategies should try to boost repeat sales and referrals by providing discounts and incentives.
Variety-seeking purchasing behavior occurs when the customer is less involved in the purchasing
process but carefully compares different brands. Since it costs nothing to transfer brands,
consumers routinely do so. They could also do it due to curiosity or laziness. Customers in this
region typically purchase various goods due to their craving for diversity rather than
disappointment. Variety-seeking behavior is challenging to control since customers are quick to



alter their thoughts regarding a brand if they are unhappy regarding the standard of the good or
service they purchased. Marketers should steer clear of out-of-stock scenarios, support frequent
advertising, and provide price reductions, discounts, deals, vouchers, and free samples in order to
draw customers. Habitual Purchases When a consumer participates little in a buying decision,
behavior is shown. In this instance, the consumer merely discerns a small number of distinct
brand variances. Consumers don’t give their purchases of goods for daily use much thought.
They either purchase their preferred brand, a product they usually use, a product which is in
stock, or a product that is the inexpensive. It seems that does not exist loyalty to brands among
consumers; they just buy stuff. Before buying such things, consumers don’t do their homework
or need knowledge. Print, radio, and television all have an impact on recurring purchasing
patterns. Consumers can make purchases based on familiarity with a brand. In order to increase
brand familiarity, marketers must run repetitive commercials. To encourage product trials,
marketers could employ tactics and methods like sales promotions. To draw consumers,
marketers should use visual cues and pictures in their advertisements. Consumers are more likely
to recall and link visual advertisements to a particular brand. Purchase decisions are influenced
by consumer behavior. When buying a car versus buying chips, there are big disparities in
consumer behavior. When marketing items to different consumer behavior types, marketers need
to take extra precautions.

2.3.3 From traditional consumer behavior to online consumer behavior

Consumers are more aware and inquisitive than ever before. For the first time, consumers are in
charge, and they are constantly sharing their opinions about retailers’ service, products, and
quality via various social media networks.

The rise of the internet and e-commerce platforms has fueled the shift from traditional consumer
behavior to online consumer behavior. This shift has resulted in several differences in how
consumers conduct themselves when making purchases. Traditionally, consumers made
purchasing decisions based on advertising, word-of-mouth, and personal experience. Surveys
and focus groups were commonly used in market research to gain insights into consumer
preferences, opinions, and behaviors. The creation of products and marketing tactics were then
influenced by this data. On the other side, online shoppers are given access to a variety of
knowledge that they're able to use to guide their decisions, which includes content created by
users, reviews, and professional perspectives. Online consumer trust is critical, and retailers must
provide a safe and secure environment for online transactions. To protect consumers' personal
and financial information, security measures such as encryption and multi-factor authentication
are required.

Overall, the convenience, access to information, and personalization that online retailers provide
have fueled the shift in consumer behavior. We can expect online consumer behavior to evolve
and shape the future of retail as e-commerce continues to grow.

2.3.4 How does social media influence consumer behavior

The increased variety and quantity of information available online has improved consumers'
ability to make better consumption decisions and has opened up new possibilities for information
search due to reduced search costs (Jepsen, 2007). User content and points of view now
frequently dominate search engine results. The internet's influence varies depending on the stage
of decisionmaking. Initially, the internet only supported the information search stage; however,



recent trends in media platforms, online decision aids, and recommendation systems have
expanded the internet's influential impact to all decision stages. Aside from time costs as well as
the cognitive cost of collecting and analyzing information, numerous different influential factors
for online decisionmaking quality include risk perception, product knowledge, and trust. Internet
or web skills have also assumed greater importance: the more consumers use the internet, more
the likely they will utilize it for decision-making. According to Punj (2012), the major distinction
in decision quality among offline and online environments could be contributed to the
technology available online, such as access to a variety of information sources and decision aids,
that possess the potential to assist consumers in making better quality decisions. Social media
has created a "participatory culture," in which users’ network with other like-minded people to
engage in an endless loop of information sharing, measuring updated information, and soliciting
opinions and ratings on a variety of goods, services, and pursuits. It is found that consumers'
purchasing decisions are significantly influenced positively by perceived information quality,
persuasiveness, and quantity of comments in online product evaluations. When tried to compare
to corporate communications and advertisements, social media is considered as a more reliable
source of information. As a result, consumers are shifting away from conventional media sources
such as mainstream tv, magazines, and newspapers to guide their purchasing decisions.

Without a doubt, social media nowadays are crucial information sources for consumers in their
purchasing behavior, particularly in cases of complex purchasing behavior. Because of the easy
accessibility, low cost, and wide availability of information, a rising number of individuals are
converting to consumer opinions online. When compared to advertisements and other marketer-
generated information, peer recommendations on social networking sites are viewed as an
eWOM (electronic word of mouth) and as more trustworthy sources of information.

2.3.5 eWOM - Online word of mouth communication

Numerous studies have shown that social media platforms are now an emerging knowledge
source, and prospective buyers rely on them. They have also shown that online word-of-mouth,
or evaluations by a variety of online customers, is influential and relevant, and that it may affect
a consumer's decision to make a purchase. According to conventional communication theory,
wordof-mouth influences consumer decisions at every point of the buying cycle, but especially
during the information search, alternative appraisal, and product selection stages. WOM is
person-toperson flow of information about brands, products, services, businesses, and
organizations that influences consumer purchasing decisions. People’s feelings, actions,
opinions, and behaviors can all be influenced by social influences. This is primarily due to the
fact that interpersonal sources are generally regarded as being more reliable and trustworthy than
non-personal, conventional sources. Social networking is indeed the human social connection
that encourage customers to contribute and participate in Users’ Generated Content, which has
evolved into a crucial digital asset for buying behavior and E-WOM marketing. E-Word-Of-
Mouth communication is an important component of online communication in which consumers
exchange and communicate their knowledge, opinions, and experiences, and it has an impact on
consumer purchasing decisions. Web - based WOM communication is an inexpensive, quicker,
and more efficient marketing tool than the others.

2.4 Data and figures about social media

Table 1- According to the Datareportal January 2023 global overview, social media growth has
continued.
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Figure 6. https://backlinko.com/social-media-users

Globally, there will be 4.48 billion active social media users in 2021, up 13.13% over 3.69
billion in the year 2020. In 2015, there were just 2.07 billion users, a growth of 115.59% in just
six years. The global social media market grew from $193.52 billion in 2022 to $231.1 billion in
2023 at a compound annual growth rate (CAGR) of 19.4%.

Table 2- Listed by monthly active members are the top social media platforms in the entire globe
as of January 2023. With more than 2.9 billion monthly active members, Facebook, the industry
leader, became the very first social media site to reach one billion registered accounts. Four of
the most well-known social media sites are owned by Meta Platforms; they are Facebook (core
network), WhatsApp, Facebook Messenger, and Instagram. Together, these sites possess over a
billion monthly active users. In the fourth quarter of 2022, Facebook announced having more
than 3.7 billion monthly primary Family product users.

Facebook 2.95 billion
Youtube 2.51 billion
Whatsapp 2 billion
Instagram 2 billion
We chat 1.3 billion
Tik Tok 1.05 billion
Facebook messanger 931 million
Telegram 700 million
Snapchat 635 million
Twitter 556 million
Pinterest 445 million

Figure 7. https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/

Table 3- Average time spent on social media
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According to the most recent data, the average number of social media time spent worldwide in
2022 is expected to be 147 minutes, or two hours and 27 minutes per day. This is not only a two-
minute increase over 2021 figures, but it is also the highest ever recorded. Between 2012 and
2022, the average time spent on social media increased by nearly an hour (57 minutes), or

63.3%.
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Figure 8. https://www.oberlo.com/statistics/how-much-time-does-the-average-person-spend-on-social-media

Table 4 - According to recent studies, the most active social media users are worldwide
consumers average age 20 to 29. This age group represents almost one-third (32.2%) of all users
on social media worldwide. The majority of these users are men. They account for 18.1% of all
people on social media, compared to 14.1% of female users average age 20 to 29. Users aged 30
to 39 made up the second-largest group with a share of 22.2%. Most users are men, especially
the younger age. Men aged 30 to 39 make-up 12.1% of the total social media users worldwide,



while women in this age group make-up 10.1%. The 40 to 49 age range is the third-largest in
terms of age demographics for social media users worldwide, according to data research. They
are 14.4% of the world's active social media members. Following this are users between the ages
of 13 and 19, who makes the 13.1% of the total social networking subscribers, and people
between the ages of 50 and 59, who make-up 9.8% of those who use social media. The age range
of 60 and up has the least number of social media users who are active. Approximately 8.4% of
all users worldwide are in this age bracket. According to this study on internet usage by age
demographic groupings, people are less likely to be active online as they become older and enter
the post-teenage years. Researchers believe that this may be because young individuals are using
social networking sites as their main information source. In contrast, the older generation is more
skeptical and favors to obtain its knowledge from reliable, conventional sources like television.

Consumers on social media average age

8 13-19 220-29 «30-39 »40-49 5059 « 60+

| Average age Average time spent
319 [13.00%
20-29 32.20%
130-39 22.20%
140-49 14.40%
50--59 9.80%

Figure 9. https://www.oberlo.com/statistics/what-age-group-uses-social-media-the-most

Table 5 - Social Media’s Influence on Consumers’ Purchase Decisions (% of global respondents
reporting influence)


https://www.oberlo.com/statistics/what-age-group-uses-social-media-the-most
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Figure 10. https://www.marketingcharts.com/charts/social-medias-influence-consumers-purchase-decisions

From this graphic we can see how consumers on network platforms are easily affected by
positive reviews that they read on social media.

Table 6- How many consumers shop online?

It’s only natural that as ecommerce grows, so will the number of online shoppers worldwide. As
of 2023, the total number of digital buyers is 2.64 billion. This accounts for 33.3% of the global
population. To put it another way, one out of every three persons you see is an online shopper.
The number of customers has increased in recent years. In 2023, there will be 80 million more
digital consumers than in 2022, representing a 3.1% year-over-year increase. Given the current
trend, the opportunity for an ecommerce business is enormous. A more in-depth examination of
all these ecommerce survey results would go a long way toward assisting aspiring ecommerce
store owners in better understanding the orientation of online shopping.
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Figure 11. https://www.oberlo.com/statistics’how-many-people-shop-online
2.5 Main conclusions of the literature review

This study of the literature does a methodical critical analysis of the literature on consumer
behavior on social media. The analysis discovered that contemporary marketers are effectively
communicating with consumers about their products through traditional and social media
channels. Given how much easier it has become to use social networking sites thanks to
information and contemporary communication technologies, consumers are finding social media
marketing to be more intriguing, inventive, and interactive. Additionally, customers' confidence
in the knowledge they learn from these websites is rapidly growing. Although there isn't much of
a trend toward buying, the individuals that do are happy with their purchases. Therefore,
although there is still a way to go for marketers, using social networking sites for brand
communication is steadily proving efficient. The following are the study’s main conclusions and
recommendations for effective marketing tactics:

1. Since the majority of Internet users are aware of social media and use it themselves, marketers
should shift their promotional efforts from traditional methods to social media tools and utilize a
well-integrated social media strategy taking various platforms into account.

2. Customers have a favorable opinion of social media marketing strategies; they believe that
social media advertising is more thorough, communicative, inventive, and reliable than
traditional advertising.
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3. Social media not only raises brand awareness among consumers, but consumers also favor the
products promoted there when making a final purchase. Nowadays, people buy things to appear
“liked”. Therefore, a marketing strategy needs to be more all-encompassing, with educational
and shareable material as well as a good consumer engagement policy that is followed to foster
relationships.

4. It can be mentioned that while advertising on social media websites, marketers may also
receive more information about prospects, which can assist them to target customers in a better
way. The respondents used in the study feel comfortable revealing their information on social
media websites.

To sum up, social media marketing has become essential, one that is a blessing to the company
due to the user impact and general presence of social networks. Due to this, social media
marketing is no longer regarded as being on trial and has instead established itself as a crucial
component of the commercial sector.

The qualitative research conducted in this paper on the impact of social media on consumer
behavior is necessary to capture the intricacies and complexities of consumer experiences,
understand the contextual influences, uncover underlying motivations and emotions, explore
emerging phenomena, and complement qualitative research. This qualitative approach broadens
our understanding of the subject and offers insightful information to researchers, firms, and
marketers that are trying to understand and successfully use the impact of social media on
customer behavior.
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