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CHAPTER1

INTRODUCTION
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“Traditionalmarketingisnotdying–it’sdead!”(Zynman1999)

TheemergenceofWeb2.0isoneofthemostformidabledevelopmentinthehistoryof

commerce.Socialmedia,anotherbuzzwordthatcamealongwith,isanevolutionbased

ontheWeb2.0,wherenotonlyitencouragesuser-generatedcontents,butalsoextends

thefocustotheusersbyallowingthem toexhibitcontentstoshareamongnetworks.

Thisparticulartechnicalrevolutionduringthelastdecadehasdrasticallyrevolutionized

thetraditionalmarketingapproachesandbroughtmarketerstoanew era.Inthenew

marketingera,thesocialmediahaslikelytorevolutionizetherelationshipsmarketers

havewithretailers,channelsofdistribution,theirultimateconsumers,etc.Itisan

Information Age,and consumers are inundated with overwhelming quantities of

informationeachandeveryday.

Basedonthefindingsfrom McKinsey(2011),ithasrevealedthatwhencompaniesgo

abouttheirbusinessandinteractwithindividuals,theyaregeneratingatremendous

amountofdigital“exhaustdata,”i.e.,datathatarecreatedasaby-productofother

activities.Socialmediasites,smartphones,andotherconsumerdeviceshaveallowed

billionsofindividualsaroundtheworldtocontributetotheamountofbigdataavailable.

(McKinsey2011.)

Bylookingattheenormousamountofsocialmediacampaigns,e-commercewebsites,

salesemails,forums,etc.,itappearsthatcompaniesofallsizeshavebeentranslating

theirmarketingapproachestotheInternetbecauseofitsaccessibilitytotheirtarget

audienceandthemoneyrequiredtodoso.(ChuiandManyika2012.)Bycontrast,the

traditionaladvertisingapproachofmassmediacommunication,forinstancenewspaper,

magazines,and televisions,aims atconveying messages to a broadergroup of

audienceinthehopeofreachingthefewinterestedones.
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Traditionaladvertisingviamassmediaisondecline;SergioZyman(1999),formerChief

MarketingOfficer,CocaCola,believes,“Theeraofmarketingaswehaveknownitis

over,dead,kaput– andmostmarketersdon’trealizeit…”hefurtherclarifiesthat

technologyhasgivenpeoplemanymoreoptionsthantheyhadinthepastandhas

createdaconsumerdemocracyinwhichpeoplearoundtheworldconstantlyusesocial-

mediaplatformstoseekandshareinformationfrom discussingconsumerproductsto

organizingpoliticalmovements(seeChuiandManyika2012).

Withmorestimulibombardments,individualsaremorecautiousandadeptinallocating

attentiontoinformation;thusitisessentialformarketerstofindthereasonsthatspeak

toparticularcustomers’concerns,andtoseekwaystospeaktocustomersindividually,

orin smallercommunities (Zyman 1999).Internetoffers favorable solutions to

marketers these days.Marketing through socialmedia would be an alternative

perspectiveofinterfacingwithindividuals,andyetthemostinfluentialapplicationsof

socialtechnologiesintheglobaleconomyarelargelyuntapped(ChuiandManyika

2012).
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CHAPTER2

OBJECTIVES
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 Toanalyzewhy,whenandhowsocialmediahasimpactedonconsumerdecision

makingprocess

 Toidentifyreasonsthattemptconsumerstopurchaseonline

Consumersandbusinessesaroundtheglobehavebeenmoreconnectedthanever

beforewiththepresenceofInternet.AnaverageInternetuserhas669socialties

(Hamptonetal.2011);Facebookhasmorethan600milliondailyactiveusers,withover

1.5millionbusinesspages(Facebook2013),and30billionpiecesofcontentsharedon

amonthlybasis(McKinsey2011).

Approximately500 millionTweetssentperday,atabout600Tweetspersecond

(Tweeter2012).LinkedInhasmorethan225millionprofessionalsworldwide,including

allFortune500companies(LinkedIn2013).Theglobalaveragetimespentperperson

on socialnetworking sitesis6.9 hourspermonth (Delaneyand Salminen 2012).

Changesinconsumerbehaviorduetosocialmediaareoneofthemostintriguing

aspectsinthecontemporarymarketing.

Acknowledgingthatconsumerbehaviorisarelativelygeneralandbroadtopic,whichit

would be challenging forthe researcherto gather,inspectand conclude allthe

necessarydataandfindingsintooneresearch;thus,theresearcherhasnarroweddown

thefocusinassociationwiththedecisionmakingprocess,whichassociateswith

marketingthroughsocialmedia.Theobjectiveoftheresearchistoexplainwhy,when,

andhow socialmediahasimpactedonconsumerdecisionmakingprocess.Besides,

perhaps,withthisparticularperspectivetheresearchholds,itcanhelptoidentitywhat

aretheopportunitiesandpitfallscompaniesarefacingwiththisimpactonconsumers’

decisionmakinginordertoseizeandembracethepossibilitiesinthenew marketing

era
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CHAPTER 3

LITERATUREREVIEW
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Socialmediahavechangedhowbuyersandsellersinteract,andincreasedinvolvement

throughsocialmediamayyieldpositiveresultsforsalesorganizationsifsalespeople

utilizeitinfacilitatingtheirbehaviors.(rajagnihotri,2016)Theinfluenceofsocialmedia

onbuyingbehaviorcanbeinanyservicesorproducts.Quality,brand,advertisingor

pricecouldeffectconsumerdecision-making.

In2003,WesternKentuckyUniversityusedasampleof249consumers'purchasesto

analyzethetypeofproductpurchased,andthecostofitem.Theresultsofthisresearch

presentthatconsumersarebuyingeitherinexpensiveorexpensiveitems,andaredoing

sobasedonrecommendationsfrom socialmediabytheircontactsorfriendsonsocial

media(Forbes&Vespoli,2013).

Marketerscouldconsiderthatsocialmediadoesinfluencebuyingbehavior.According

totherecommendationsonpurchases,59%ofallrespondentswereusingFacebookas

theirsocialmediatoolwhentheyreceivedaproductrecommendation.Thirtyseven

percentofalluserswereusingTwitter.From theseresults,socialmediahasinfluenced

theirbuyingbehavior.

Therelationshipbetweensocialmediaandconsumerdecision-makingpresentthat

socialmedia

affectsadvertisingattitudes,brandattitudes,andpurchasingintentionsofconsumer.It

willnot

necessarilyaffectconsumer’sdecision-making,butmightpossessamediatingeffect

(Taining,2012).

Socialmediacanbuildbrandattitudesthataffectbuyingbehavior.Thegoodimageof

brandorproductcanleadtheconsumertomakedecisionontheirpurchases.When

consumer’sfriendonsocialmediasharesorrecommendsservicesorproductsontheir

socialmedia,itaffects brand attitude and influences theirdecision-making.Yet,

advertisingonsocialmedia,whichisprovidedbycommercialsourcesaffectboth

consumerbrandattitudesandpurchasingintention(Yang,2012).From thatinformation,

ithelpsmarketersplantheirmarketingstrategies.Manymarketersusesocialmediafor

marketingcampaigns.Itistheeasywaytocommunicatewithconsumers;alsoitis
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inexpensivetoadvertisetheirbrandsorservices.

Socialmediaisnotonlyforadvertising,butitcanalsobeatoolforbrandsorservicesto

connectwith theirconsumers.Anotherstudy shows thatsocialmedia allows

consumersand

prospectiveconsumerstocommunicatedirectlytoabrandrepresentative.

Theyhave some problems on products orservices,consumers could reach the

companyviasocialmedia,whichisaneasywaytoconnectandcontactwiththem.

Companiesarechallengedbyhow theychosetoreacttocommentsorresponseson

socialmedia.Theirreactionsandresponsescanbuildstrongbrandimagesandget

moreconsumerstopurchaseproductsorservices.Whenaconsumerwantstomake

decisiononproduct,everysingledetailcouldbeaninfluencetotheirdecision-making.

Consumermotivesforengaging in socialmediaprovideinsightsinto consumers’

activities.

Consumershavethreemain gratificationsormotivesforusing theInternetasa

medium,namely,

information,entertainment,andsocialaspects(Heinonen,2011).Themotivationisin

twomaingroups:

rationalmotives,suchasknowledge-sharingandadvocacy,andemotionalmotives,

such as socialconnection and self-expression (Krishnamurthy & Dou,2008).

Consumers’activitiesinsocialmediahavebeenfoundbasedonconsumers'conduct

online.Nowadays consumers are using Internetas theirtools to achieve their

motivations.Theirmotivationcouldbeconnectedtotheiroldfriends,business,or

reviewstosupporttheirdecision-making.Reviewsonsocialmediabecomesecond-

handresourcestosupportconsumer’sdecision-makingbecausetheywanttheywant

valuefrom theirdollar.

Socialmediadoesnotonlyeffectconsumers’decisionmakingonproductsorservices,

butalso

ithelpsinotherfieldsofstudiesorcareerssuchaspoliticalorjurorimpartialityandfair

trialstoo.Incontextofjusticesystem,theeasilyaccessiblenatureoftheInternethas

resultsinjurorshavingtheabilitytoconsultanonlinesocialmediasourceinorderto
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aidtheirdecision-makinganddeliberations(Simpler,2012)

Anotherstudyexaminedtheeffectofsocialmediaonaperson'sdecision-makingby

sharing

healthinformationonnewsandsocialmedia.Thestudyobservedthecoverageof

influenzavaccinationonDutchnewssitesandsocialmediawebsites.Dutchnewssites

andsocialmediawebsiteswerepromotingthecampaignsofinfluenzavaccineduring

February,March,andApril,2012.From thisstudytheresultsshowedthatnewsmedia

andsocialmediagivedifferenttonesinmessages.Newsmediareportstendedtobe

moreobjectiveandnon-judgmental,whilesocialmediamorecriticalofbehaviorsof

Internet users and may influence the success of vaccination campaigns and

recommendationsmadebyhealthauthorities(Lehmann,Ruiter&Kok,2013).

CONSUMER

Consumersareactorsonthemarketplacestage.Consumers,ingeneral,canbereferredas

individualswhopurchaseorconsumeproductsandservices;however,intermsofbuyer

andconsumer,thereisaslightdifference.Buyersarethepeoplewhoareactingeitheras

ultimate,industrial,orinstitutionalpurchasers.Thelatterone,consumer,refersto

individualswhopurchaseformerelyultimateuse,whichismorerestrictiveintermsof

meaning(SternthalandCraig1982);thatis,theend-usersforwhom theproductsor

servicesareultimatelydesigned.

CONSUMERDECISIONPROCESS

Inevitably,businessesencounterbottleneckswherethemessageisnotreachingtheir

consumersandprospects,withthefactthat,attimes,consumersandprospectsarefacing

significantblocksintheirdecisionprocess.Ifnot,eachofthem shouldbefullycommitted,

loyal,enthusiastic,repeated consumers;however,this is notthe case.Today the

accessibilityand transparencyofinformation has profoundlyinfluenced the decision

makingprocess;therefore,itisimportanttoexaminewhatarethehurdlesandfictionpoints

that hold prospects becoming consumers,or keeps consumers hesitating from

repurchasing.(Silverman2001.)
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The5-StageDecisionMakingModel(Silverman2001

Engel,Kollat,andBlackwell(EKB)havepresentsacomprehensivemodeldealingwith

ultimateconsumer’sbehaviorin1978,whichattemptstocapturethecriticalaspectsof

individuals’consumption behavior.As the figure (Figure 1)shows,the modelhas

interpretedconsumerbehaviorintofivestages– 1)Problem recognition,2)searchof

information,3)evaluationofalternatives,4)finaldecision,and5)postpurchasedecisions.

(SternthalandCraig1982).

PROBLEM RECOGNITION

Problem recognition takes place whenevera consumerrecognizes a significant

differencebetweenthedesiredandtheactualstateofaffairs,whichisinsufficient

magnitude to arouse and activate the decision process (Solomon,Bamossyand

Askegaard2002),orneedtriggeredbyinternalorexternalstimuli.Aftertherealization

ofaproblem,itinitiatesthesearchforinformationbeforeanytypicalbuyingaction.

Whenanindividualistriggeredexternally,forinstance,apersonmayseeatelevision

advertisementforavacation,thestimulitriggersthoughtsorideasaboutthepossibility

ofmakingapurchase(KotlerandKeller2009).Nowadays,themassmediaisnolonger

theonlysourceofinformation,whichmayserveasatriggerofapurchasetoindividuals.

Asaresult,consumersareexposedtovastamountofinformation,inordertoget

throughtheconsumer’sfilter,marketershavetoidentifyaclaim orpromiseabouttheir

servicesorproducts,whicharestronglypenetrative.

SearchofInformation
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The finalpurchase decision willnotbe made atonce,even when individuals

acknowledge,recognizetheirproblems,andpayattentiontotheavailableproducts;

likewise,whenprospectshaveacertaininterestinaproductorservice,theytendtogo

through thefollowing stepsbeforecarrying outanyaction – identifying available

options,studyinginformationofselectedoptions,andeventuallyjudgingwhichofthese

optionscanmostlikelydeliverthebestoutcome(Silverman2001).

Theinformationsourcescanbedividedintotwotypes:internalandexternal.Internalsearch

indicatesformerinformationandexperienceofanindividualwillresultinfuturebehavior

thattheconsumerswillbelikelytotake(Solomon,BamossyandAskegaard2002).

EVALUATIONOFALTERNATIVES

Onceanoptionisidentifiedasthebest/suitablesolutionaccordingtotheindividual’s

needsafteraccumulatingsufficientinformation,theyundertakealternativeevaluation

(Sternthaland Craig 1982,46).Depending on theirmotives orgoals,consumers

establishacriteriaforevaluatingchoicealternatives(SternthalandCraig1982,46),for

instancewhichalternativeisthesimplesttouseortoarrange,orwhatareotherusers’

experiences,becausethereisaneedtoconfirm whetherornottheinformationis

reliableandtoverifythattheproductwillworkoutasanticipated.

Inordertoensuretheoutcomewithintheexpectation,individualsrequirerelevanceof

experience.Directandindirectexperience,whichindividuals,serveasindicatorsduring

thebuyingprocess.Directexperienceisnotalwayspreferredsinceindividualsare

inexperiencedtowardsspecificproducts,whichmayresultusingitinanunskilled

mannerandhavenegativeexperiencewithit.Mostoften,ifnegativeexperiencestake

place,theyaremostlikelyto becostly(bothfinanciallyand time),risky,oreven
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damagingtoreputation.(Silverman2001.)

Aftertheassessmentofthechoicealternatives,consumersformulatebeliefsregarding

thealternatives,whichguidetheirattitudes,intentions,and ultimatelytheirchoice

amongalternatives.

FinalDecision

Stepsbetweenevaluationofalternativesandapurchasedecision

KotlerandKeller(2009)havesuggestedthatduringthecourseofevaluation,consumer

eventuallyformspreferencesamongthebrandsinthechoicedesk,however,thereare

twofactors,whichcaninterferebetweenthepurchaseintensionandpurchasedecision

–attitudeoftheothersandunanticipatedsituationalfactors(172).
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Attitudesofothersistheextenttowhichanotherperson’snegativeattitudetowardsthe

preferredalternativesorreluctancetomeetthetermsofsupportingthepurchase

intention,thismayresultinareadjustmentoftheconsumer’spurchaseintention(Kotler

andKeller2009,172).

Likewise,Kotler(2009)hasalsostatedthatconsumersareundoubtedlyinfluencedby

theinfomediarieswhopublishtheirevaluations(e.g.customerreviewsonAmazon.com,

blogs,bulletinboards,andsoon).Unanticipatedsituationalfactorsrefertothosemay

erupttoalterthepurchaseintention,forinstance,theremightcomeanunexpected

purchasethatismoreurgentcomparedtothepurchasetheconsumerwasfirstly

stimulatedtobuy.inotherwords,preferencesandpurchaseintentionscannotbe

servedascompletelyreliablepredictorsofpurchasebehavior.(KotlerandKeller2009.)

Thestagesin thedecision processarenotfollowed sequentially,butratherin a

cyclicallyorder;thatis,inrealitythereareloops,forinstancebetweeninformation

searchandevaluation,consumerlearnsaboutnew criterianotpreviouslyconsidered

(Bettman1979).

PostPurchaseDecision

Aftertheconsumption,theconsumerthenexperiencescertainlevelsofsatisfactionor

dissatisfaction,and evaluates the wisdom ofthe choice made in selecting the

alternative.Twopotentialoutcomesarederivedfrom thisphase– satisfactionor

dissonance.Whenconsumerexperiencesdissonancetowardsthepurchase,thechoice

is‘devaluated’andtheconsumerbeginstheprocessofsearching,obtaininginformation

andevaluatingotheroptionsforfuturebuyingdecision,inwhichtriggersnewbehavior.

(SternthalandCraig1982).

Itisa phase when the consumerdecides whetherornotto move from merely

implementing the productto a fulladaption;thatis,whetherto use the product

repeatedlyorrepurchaseornot.Sinceconsumeralwayshasachoiceregardingthe

productspriority,frequencyofusage,andnewcircumstancesofnewuses.
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ATTITUDE

Personalattitudetowardsproductsandbrands,hasbeenunderlinedinthebuying

model,duetothefactthatattitudesarecloselyrelatedtoconsumers’information

processinwhichjudgmentsarepresumablybased.

There are otherfactors influencing the consumerbuying decisions,yetattitudes

regardingtheproductandbrandarepowerfulpredictorsoftheprocessandthepatterns

ofexposuretoinformation(FennisandStroebe,2010,112).Attitudesarelearned

throughpastassociations/experience,throughtrails,aswellasthroughinformation

processing.Itiscomposedofthreeelements– cognitive,affective,andconative.

Cognitivereferstotheawarenessorknowledge,suchas,abrand;affectivearethe

positiveandnegativefeelingsassociatedwithacertainbrand;andconativeisthe

intentiontopurchase(Smith1993,82).

InformationProcessTheory

Forthepurposeofthisresearch,informationprocessingtheoryregardingtheconsumer

choicehasdenotedhowinformationispreformed,evaluated,andpost-evaluatedduring

thecourseofthedeicisonprocess.Theframeworkisinterpretedintosixdominant

components– processing capacity,motivation,attentionand perceptualencoding,

informationacquisitionandevaluation,decisionprocesses,andeffectsofconsumption

andlearning(Bettman1979).

Exposure

Whenconsumersareexposedtoinformationviamassmedia,itisconsideredasa
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passiveprocessinrespectofinformationprocessing.However,sincetheinformationis

delivered in a fasterrate,ittends to decrease consumers’attention and disrupt

cognitive elaboration (Moore,Hausknecht,and Thamodaran 1986).Adversely,in

situationswhereconsumerstypicallyseekoutinformationinitiatively,theperspectivein

viewinginformationisconsideredasanactiveapproach(SternthalandCraig1982).

Sliverman(2001)hasstated“mostprospectsareunwillingtotakeinrelativelylow

prioritynewknowledge”inotherwords,informationoverloadmakesbusinessesharder

todrawtheattentionofpotentialcustomersandtoencodemessagesintheirmemories

(ShapiroandVarian1998).Also,buyingdecisionsareoftenmadeveryquickly,suchas

consumersarelikelytoreducethedimensionstheyconsiderduringbrandchoiceunder

thepressureoftime(Wright1974,seeRatneshwar,MikeandReitinger1990).Atthis

stage,itiscrucialtooutbreaktheclutter/noise.Individuals’attentionmustbedrawnto

theincominginformation(Sliverman2001,69),inwhichattentionservesasanessential

"tuning"mechanism intheactiveselectionofinformationforadditionalprocessing

(BarghandPietromonaco1982;Broadbent1977;Kahneman1973;Neisser1976;see

Ratneshwaretal.1990).

Thefactthathumanbeingshavealimitedcapacityforprocessinginformationisavery

importantnotion,becauseitimpactsthevariouscomponentsinthedecisionprocess;

suchcomponentsasmotivation,attention,informationsearchandretrieval,andsoon

are subjected to the constraints imposed by the processing capacity limitation

(Bettman1979).

Motivation

Bettman(1979)hashypothesizedthatchoicesaremadetoaccomplishcertaingoalsor

purposes;thus,itisacrucialconceptinanytheoryofconsumerbehavior(18).Since

individualsmakechoicescontinually,thereforemotivationimpactsnotonlyonthe

direction(affectingchoiceofonebehavioroveranother)butalsoontheintensityof

behavior(thecapacityallocationsonaparticularactivity)

AttentionandPerceptualEncoding
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Attentionandperceptionareessenceelementsinexplaining,partially,theselectionof

informationtoattendto.Onceanindividualisphysicallyexposedtothepresented

information,the extentofthe information reception dependsupon the recipient’s

attentionregardingtheincominginformation(SternthalandCraig1982,88).Inthe

perspectiveofpsychology,attentionreferstotheamountofmentaleffortorcognitive

capacityallocatedbyanindividualtothestimulusenvironmentortaskathand(Foxall

etal.1998,80).According to Sliverman(2001),inorderfortheinformationto be

processed,therecipientmustpayattentiontoit;inlikemannertoselectiveinformation

exposure,attentionisselective.Individualsarehighlyselectiveinthekindsofstimuli

thattheypayattentionto–focalattention,andtendtoneglectstimulithatarenonfocal

(FennisandStroebe2010,51).

Focalattention is typically divided into two types – voluntary and involuntary

(Kahneman1973).Voluntaryallocationofattentionis,mostoften,impelledbytheneed

toattainsomegoalorisdrivenbylong-standinginvolvementwiththeproductarea

(Foxalletal.1998),forinstancewhenindividualsarehungry,theytendtopayattention

tocuesorseekrelatedinformationintheenvironmentthatsignal”food”(Fennisand

Stroebe2010,51).Sincevoluntaryattentionishighlyselective,thusitiscommonly

found marketers devoting vastamountofmoneyand time in reaching involved

consumer(Foxalletal.1998).In contrary,involuntary attention is attracted by

environmentstimuli(Foxalletal.1998),suchassalience,vividness,andnovelty(Fennis

andStroebe2010,51).

Manyresearchers(Krugman1965;McLaughlin1965;Posner1973)havestudiedaboutthe

phenomenonoflearningabouttheenvironment(seeBettman1979),itcanbeeitherwith

voluntaryattentioninvolvementorwithlittle

Manyresearchers(Krugman1965;McLaughlin1965;Posner1973)havestudiedabout

thephenomenonoflearningabouttheenvironment(seeBettman1979),itcanbeeither

withvoluntaryattentioninvolvementorwithlittleconsciousallocationofattention,

howeverallfindingsreferstothebasicideathatlearningabouttheenvironmentis

closelytiedtocurrentgoal(Bettman1979).

InformationAcquisitionandEvaluation
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Howard and Ostlund (1973)have stated thatoften times the consumers’media

selectionsoftheinformationsourcearedeterminantsoftheinformationtowhichthe

consumerswillbeexposed(seeinHealey1974);thatis,inthesituation,consumers

mayhavetheirpreferencesregardingwhichonlinecommunitiesorblogsorsoon

whenevertheyseekforinformation.

Sternthaland Craig (1982,83)have also indicated thatconsumers’information

exposureishighlyselectiveduringtheinitialstageofinformationacquistion.When

informationissoughtexternally–forinstancefrom friends,packages,advertising,and

soforth,theactualexternalinformationfoundwouldsignificantlyinfluencethefuture

courseofthesearchinwhichitmayinvolvechangingthegoal,andredirectingattention

andperceptualencoding.

Organizingtheacquiredinformationentailsthecombinationofthebitsofinformation

thattheconsumerhasacquired(SternthalandCraig1982,89).Duringthisstage,

consumerrelatesincominginformationtohisorherexistingstructureofbeliefsand

values(Bettman1979).Manystudies(Bettman1979;

DECISIONPROCESSES

Ingeneral,decisionprocesstakesplacethroughoutthecourseofselectinginformation

andcomparingpurchasealternatives.Bettman(1979)hasindicatedthatthedecision

processdoesnotfollow asequentialflow,butratheracyclingprocedure;thatis,if

conflictarouses,attentionandperceptualencodingmayberedirectedregardingthe

solutionoftheconflict,eventuallyitmayresultinachangeofdecisionchoice.

EFFECTSOFCONSUMPTIONANDLEARNING

Theconsumptionofthepurchasedproductswillmostlikelyserveasasourceof

information to the individualon future purchase decisions.Depending upon how

consumers interpret the outcomes they experienced,different inferences may
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developedaccordinglyregardingthecauseoftheoutcome,whichcanresultindiffering

actionsonfuturepurchases(Bettman1979).

SOCIALMEDIA

WHATISSOCIALMEDIA

Manyresearchershavecomeacrosstheinterchangeableusageoftheterms“social

media”and“Web2.0”(SafkoandBrake2009,6;KaplanandHaenlein2009,60);however,

SafkoandBrake(2009,6)havestatedoutthatthesetwotermsarecloselyrelatedyet

notexactlysynonymous,andtheydifferintermsofusage.Forthepurposeofthis

research,andinordertoavoidanyconfusion,theabovementionedtermswillbe

defined,despitethefactthatsocialmediaisthecentralgravityoftheresearch.

Inregardsoftheterm Web2.0,Tim O'Reilly,thefounderofO'Reillymedia,hascoined

that"Web2.0isthebusinessrevolutioninthecomputerindustrycausedbythemoveto

theInternetasplatform,andanattempttounderstandtherulesforsuccessonthat

new platform."HehasfurtherprovidedageneralbusinessaspectinrelationsofWeb

2.0asthe“harnessingofcollectiveintelligence”,inwhichWeb2.0providesplatforms

and fillsthe Web with user-generated contentwhereallindividuals– theformer

audienceareabletotakepartininsteadofimportantdecisionsmadebyafewpeople.

(O'Reilly2006.)Alternatively,Web2.0isaplatform wherebycontentandapplications

arecontinuouslymodifiedandexchangedbyallusersinparticipatoryandcollaborative

manner,and no longermerelycreated and published byindividuals (Kaplan and

Haenlein2009).

There are stillmany ongoing debates and discussions regarding socialmedia’s

universaldefinition;associalmedia hasbeen transforming and merging into the

evolvingdevelopmentofNewMedia(Solis2010).Regardlessofwhatthestandardized

definitionpersewouldbe,manyoftheexistingstudiesandarticleshavestatedoutthe

commoncorepurposeofsocialmedia.
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Socialmediacomponents(DannandDann2011,345)

DannandDann(2011)havedemonstratedhowsocialmediaisformedbaseduponthe

interconnected elements – socialinteraction,content,and communication media.

Socialmediahascreatedanewlandscapeinsupportingthesocializationofinformation

(Solis2007),asaresultithasfacilitatedandenhancedcommunicationflowbymaking

iteasierandtomorepeople,andtospreadusefulinformationwithpotentiallyvast

onlineaudiences(SmithandZook2011,10),inwhichtheconversationmaybetaken

placeonmedialocallybutleadtoaglobalimpact.

Safko and Brake (2009,6)have supported the conceptproposed byKaplan and

Haenlein (2009),as theyhave referred socialmedia to “activities,practices,and
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behaviorsamong communitiesofpeoplewho gatheronlineto shareinformation,

knowledge,and opinions using conversationalmedia”.Nonetheless,socialmedia

expeditestheflowofcommunicationbyencouragingcontributionsandfeedbackfrom

everyonewhoisinterested,anditisatwo-wayconversationwhencomparingtothe

traditionalmedia because socialmedia outlets are open up to feedback and

participation(Mayfield2008).

TYPESOFSOCIALMEDIA

Inthediscussionregardingdifferentcategoriesofsocialmedia,fivedistincttypesof

socialmediaoutletsarefocusedon–1)socialnetworkingsites,2)socialnews,3)

mediasharing,4)blogs,and5)microblogging.Eachofthesesocialmediaplatforms

hasprovideduniquefeaturesandexperiencestoindividualsandentities,forinstance

marketersandconsumers,inthesocialmediasphere.

SOCIALNETWORKINGSITES

SocialNetworkingSites(SNSs)areplatformswhereindividualsareabletoconnect

withothers,forinstanceFacebookandMySpace.Socialnetworkingsites,asWeinberg

(2009,149)states,“aregenerictermsforsitesthatareusedtoconnectuserswith

similarbackgroundsandinterests”.Theseplatforms,generally,havefew common

elementsacrossmostofthem –(1)usersareabletocreateinteractiveandcustomized

profiles,eithera public ora semi-public,within a bounded system,(2)a listof

suggested“friends”withwhom theyshareaconnection,and(3)viewandtraversetheir

listofconnectionsandthosemadebyotherswithinthesystem (BoydandEllison2007,

211).

Toconsumers,theyaretheoutlets,whichpresentwealthopportunitiesforestablishing

a closerrelationship with the brand via severalfunctions – fan pages,plug-in

applications,andgroups.

Recently,EmpathicahaveconductedasurveyabouttheU.S.consumers’usageof

socialmediatomakeshoppingdecisions.Thesurveypopulationismorethan6,500U.S.

consumers,oftheseconsumers,overhalf(55percent)have“Liked”abrand’sFacebook
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page,and73percenthaveclaimedthattheirchoiceofrecentstorevisitisinfluenced

byasocialnetworkingsite(Dugan2012).

SocialNewsandBookmarkingSites

SocialNewssitesandSocialBookmarkingsites,forinstanceDigg,Reddit,andScoop.it,

arefairlysimilar,andareverymuchinthetrendofonlinecommunity.SocialNews

enablesusersnotonlytobeincontroloftheirnewsstreams,butalsoallowsindividuals

to“submitandvoteoncontentaroundtheWeb”butthecorevalueofthelatteroneisto

allowusers“tocollectandinterestinglinkstheyhavediscoversandmaywishtorevisit.”

(Zarrella2010,103.)

MEDIA-SHARINGSITES

Media-Sharingsites areoutletswhereindividualscanupload,store,andsharetheir

multimediafiles,forinstancephotos,videos,andmusic,withotherusers.Thereare

myriadopportunitiesthroughtheengagementtothesewebsites,becausethesecertain

platformswithinthesocialmediasegmenthasalwaysbeenastrongholdtoonline

societies,as theyprovide users opportunities to create theirown podcasts with

affordabletechnologyandtopropagandatheiridentical“channels”viasubscriptions.

Oneofthemajorelementsofthesemedia-sharingsiteshastobehighlightedisthetag.

“Atagisawordassignedtoapieceofcontentthathelpsdescribeit”,whichmeansthat

businesseshavetoacknowledgetheimportanceofthesearchwordsonthesearch

engines.

BLOGS

Ablogisanonlinejournalwhichisasrefertoatypeofcontentmanagementsystem

(CMS),typicallymaintainedbyindividualsorgroups,andfeaturedcommentaryand

ideasforalargergroupofaudience(SafkoandBrake2009).Blogscreategoodhubsfor

othersocialmediamarketingtools(videos,hyperlinks,pictures,andsoon),because

theycanbeintegratedintotheplatformsandposts;besides,blogsoftwareprovidesa

varietyofsocialfeaturessuchascomments,blogrolls,trackbacks,andsubscriptions
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(Zarrella2010,9).Ontheotherhand,Weber(2009)haspointedduetothefactthat

blogsalloweveryonetopublishandtojoinmultithreadedconversationsonline,inwhich

someofthebloggershavenoeditorialrestrainsandhaveaccesstotheentireWeb;asa

result,theirpostscanimpactpersonal,products,orbrandreputationharmfully.

MICROBLOGGING

Microbloggingisareal-timeinformationnetwork,whichsharessimilaritytoblogging,

yetitlimitsthesize(numberofwords)ofeachpostandencouragesafastermodeof

communication.Microbloggingallowsuserstospreadtheirshort-textedmessagesvia

instantmessages,mobilephones,e-mails,ortheWeb.Forinstance,Twitter,launchedin

2006,isoneoftheprimalandleadingmicroblogsthatcurrentlyhasover140million

usersasof2012andhandlesover1.6billionsearchqueriesperday(Twitter2011).

SOCIALMEDIAANDMARKETING

SocialMediaMarketingisanumbrellaterm thatcanbedescribedastheutilizationof

socialmediaplatformsasmarketingtools.AccordingtoWeinberg(2009),herefers

socialmedia marketing as leveraging the ‘social’through the ‘media’to ‘market’

businesses’constituents;inotherwords,itisaprocessinempoweringindividualsto

promotetheirwebsites,products,and/orservicesthroughonlinesocialchannels,to

interactwithandtotapintoamuchlargercommunitythatmaynothavebeenavailable

viatraditionaladvertisingchannels.

Itisnolongerastrikingfactthatmostoftheadvertisementsviamassmediaarenotas

efficientasinthepast,becausebyadvertisingthroughthemass,themessageis

generallyreachingfarmorepeoplethanthepotentialcustomerintendedtoreach

(Weber2009;Weinberg2009).Socialwebiswherepeoplewithacommoninterestcan

gatherto share thoughts,comments,and ideas;hence,instead ofcontinuing as

broadcasters,marketersshouldbecomeaggregatorsofcustomercommunities.
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CHAPTER4

RESEARCH



28|Page

METHODOLOGY

TYPESOFRESEARCHDESIGN

Thisstudywilladoptdescriptiveresearchdesignandwillrevealtheimpact

ofsocialmediaonconsumerdecisionmakingprocess.Thisresearchwill

bequantitativeinnature.

SAMPLINGPLAN

-samplingmethod

Multistagesampling

Purposivesampling

Conveniencesampling

-samplesize

Researcherwillbecollectingdatafrom 108respondents.

TOOLOFDATACOLLECTION

Thetoolforprimarycollectiondataisself-administeredquestionnaire.
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SOURCESOFDATACOLLECTION

PRIMARYDATA

Primarydataarethosecollectedspecificallyby,orfor,thedatausersbyQuestionnaire

Method.

SECONDARYDATA

Secondarydataarethosethathavebeencollectedbyotherorganizations,suchas

governmentagencies,newspapersandmagazines,etc.

AREAOFTHESTUDY

ThestudywillbeconductedinareasofDelhiandNCR.

UNIVERSE

Peoplewhoareusingsocialmediaforpurchasing.

DATACOLLECTION,ANALYSISANDINTERPRETATION

Theresearcherwillcollectthedatabyusingthetoolsandthedatawillbecoded,

tabulated,analyzedandinterpretedusingappropriatestatisticaltechniques.
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CHAPTER5

DATAANALYSIS
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Byaskingthesetwogeneralquestions–genderandagemayhelptoidentifyweather

socialmediahasimpactedthedecisionmakingprocessesdifferentlybasedonthese

twosegmentations.From thereceived108questionnaires,62(%)oftherespondents

werefemale,and38(%)weremale.Fourdifferentagegroupsarecoveredbycollected

data,theyare18–21yearsold(8%),22–25yearsold(68%),26–30yearsold(18%),

and30yearsoldormore(6%).Sincethecollecteddatacoversawiderangeof

demographic,thereforethefollowinganalysisiscarriedoutinexaminingthegeneral

consumersbehaviorinTurku,insteadofaparticularsegmentation.

Questionsinthissectionwereaimed to find outhow individualsareexposed to

informationonsocialmediaplatformsincomparisontomassmediachannels.

EXPOSURE
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Withthethirdquestion,itwasidentifiedthat,among4agegroups,socialnetworking

sitesarebeingusedmost(98%),andmicrobloggingisbeingusedleast(11%);therest

were:blogs/forumswith32(%),socialnewswith12(%),andphotosandvideos

sharingwith63(%).Astheresponsesareillustratedinthefollowingchart,itshowsthat

thepatternofusing differentsocialmediaplatformsamongdifferentagegroupsare

similarthatsocialnetworkingsitesaremostlyusedondailybasis.

fig2.Typesofsocialmediasitesusedondailybasis
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Fig.3Timespentonsocialmediaperweek fig.4Timespentonmassmediaperweek

Inthefollowingquestions(4&5),respondentswereaskedhowmuchtimetheyspend

onsocialmediaplatformsandmassmediachannelsperweek.Thereasonisto

examinewhetherthetimeofexposureto information via socialmediaplatforms

comparingtomassmediachannelsmayimplytooneofthereasonthatadvertisingvia

massmediamaynotbeaseffectiveasitwasbefore(seeSmithandZook2011,282).

Figure3and4,above,havedemonstratedthatonly16(%)ofrespondentstendtospend

10hoursormoreperweekonmassmediawhereas27(%)ofrespondentsspendon

socialmediaplatforms.Asitisseen,thereisasuddendropinbetween4-6hours(30%)

and7-9hours(15%)usageinmassmediachannelsperweek.Despitetheagegroups,

incombinationoftheanswers,anindividualspendsanaverageof6.2hoursonsocial

mediasitesperweek.

Also,withquestion6,58(%)oftherespondentshadshownagreementthattheyare

ableto seekoutinformationinitiativelywiththesocialmediasites.According to

SternthalandCraig(1982,83),consumersinthiscaseareconsideredasanactive

informationprocess;whereasinthepassiveprocess,informationisdeliveredinafaster

rate,ittendstodecreaseconsumers’attentionanddisruptcognitiveelaboration(Moore,

Hausknecht,andThamodaran1986).
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ATTITUDE

Besidestakingthetype,duration,andmethodofexposureintoconsideration,attitudeof

individualsisoneofthecriticalfactorinassociatewiththebuyingmodel.Inorderto

understandbetterthefactorswhichcauseattitude,andhow attitudesaffectsand

alteredduringthecourseofdecisionmakingprocess,severalquestionswereasked.

Answerswerecombinedintothefig.5

Fig.4Prejudgmentandinitialsearchofinformation

With48(%),44(%),and4(%)oftherespondentsclaimedthattheysometimes,often,or

alwayshaveprejudgmenttowardsproductsorservicesbeforeanyactualconsumption.

Anactualconsumptioninthiscaserefersastryingorusingtheparticularproductor

serivce.Asamatteroffact,theresponsesregardingquestion11,”Doyoutendtoseek

outinformationthatisconsistentwithyourinitialopinion/preferenceforapurchase”,

hasshownsimilarresultsasthetendencyofhavingprejudgmentbeforeaconsumption.

Prejudgmentleadstothetypesofinformationwhichindividualswouldseekfor.As

SternthalandCraig(1982)havestatedthatindividuals’initialopinions(attitudes)are

importantdeterminantsoftheinformationtheywillseekout;itprovidesthefactthat

informationexposureisselective.
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Therearemanyfactorscausingtheindividuals’attitudesregardingparticularproducts

andservices,thustheselectionofcauseinquestion10wasnarroweddowninto6

factors,bothincludingdirectandindirectexperiences.Figure6,below,indicatesthat

besides ”information from mass media”(28%),the restofthe factors are fairly

spreaded.

Fig.6Factorscausingprejudgments

Amongthelistoffactors,79(%)ofrespondentsexpressedthatinformationfrom peers,

friends,andfamilymembersarethecauseoftheirprejudgment,inwhichthecredibility

ofsourceofinformationishigh.Incontrarytothesourceofinformationfrom mass

media,70(%)oftherespondentsclaimedthatinformationfrom theinternet(suchas

userreviews,blogposts,forums,andsoon)areoneofthefactorsthatinfluencedtheir

attitudestowardsaproductorservice.Theresonsofcausingthispheonomenonare

discussedintheupcomingsectionsinassociatingwiththerelevantquestions.
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PROBLEM RECOGNITION

Inthestageofproblem recognition,anindividualmaybetriggeredbyaninternalor

externalstimuli;thatis,inthisresearch,socialmediasitesandmassmediachannels

areconsideredastheexternalstimuli.Bylookingatthegathereddatafrom thesurvey,

therewere32(%)and35(%)ofrespondentswerenotsureanddoubtedaboutsocial

mediaasatriggertopurchse;whereas,32(%)ofrespondentsbelieveditisatriggerto

perform apurchase.Ontheotherhand,theresponsesregardingtheattrativenessof

advertismentsonmassmediachannelswereproportionallyspread,witha45(%)no,

anda55(%)yes.Besides,advertisementsontelevisionarestillconsideredasthemost

attentiondrawingapproach,inwhich39(%)oftherespondentspointedout.

Asaforementionedinthesocialmediamarketingchapter,althoughadvertisingthrough

massmediadoesnotconsideraspowerfulasitusedtobe,theystillhaveacertain

influenceintriggeringordrwaingconsumers’attention.Adversely,thedatacannottellif

socialmediahasagreateffectintriggeringindividualstorealizetheirproblemsor

needswhichwouldleadtoapurchcase
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SEARCHFORALTERNATIVES

Asthedatashows,socialmediaallowsindividualstoseekoutinformationactively(see

question6)insteadofreceivinginformationpassively;therefore,itisimportantto

identifyhow informationisaccessedwiththementionedplatforms,typesofsocial

mediaplatformsareusedduringthesearchofinformation,aswellashow itcan

beneficialtocompaniesatthisstageviatheavailableoutlets.

Fig.7Thesourceofinformationonsocialmediausedmostandleast

Amajorityofrespondents(intotal72%)hasindicatedthatinformationsearchingis

easierthroughsocialmediacomparingtomassmedia,whichhasproventhatsocial

mediahascreatedanewlandscapeinsupportingthesocializationofinformation(Solis

2007).However,informationsearchingdoesnotnecessarilymeanthesearchisrelating

toproductsorservices.Therefore,inrespondingtothisquestion,respondentswere

asked aboutthefrequencyofperforming asearchviathesocialmediabeforea

purchase;asaresult,“sometimes”waschosenthemost(37%)incomparingto“often”
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(25%)and“always”(8%).Thisindicatesthattherearecertainreasonswhichkeep

individualsinperformingasearchviasocialmediabeforeapurchase,suchasthe

credibilityofthesource,theavailabletime,theavailableinformation,etc.

Respondentswereinquiredthesourceofinformationonsocialmediawhichtheyuse

beforeapurchasebaseonthefrequency,figure17.Amongthe5catagoriesofsocial

media,“onlineforums/communities/blogs”(44%)isthesourceofinformationbeing

usedmostbeforeapurchase;whereasmostoftherespondents(78%)haveusedthe

photosharingplatformsleast.Asitisshown,theresearcherhassplitthecategoryof

videoandphotosharingplatformsintotwo–videosharing,andphotosharing,because

theresearcherhasbelievedthatavideosharingplatform (Youtube)willhavearelatively

greaterimpacttoindividualsasasourceofproduct/serviceinformationcomparingtoa

photosharingsite(Flickr).

Duetothedeclineintheeffectivenessintraditionalmassmedia,itisnoticeablethat

new products,services,orbrands are oftentimes neglected and are notable to

overcomeconsumers’filter.However,socialmediaatthispointhelpstheseyoung

products,services,orbrandstodelivertheirpresencetoindividuals.68(%)ofthe

respondentshasexpressedthatnew products,services,andbrandsareabletodraw

attentionviasocialmediasitescomparingtomassmedia;whereastherewasonly9(%)

ofrespondentswhohastakenanoppositestand.

EVALUATIONOFALTERNATIVES

AgeGroup Strongly

Agree

Agree Neutral Disagree Strongly

Disagree

18-21 0% 67% 33% 0% 0%

22-25 12% 58% 19% 10% 1%

26-30 0% 58% 16% 21% 5%

30+ 14% 14% 57% 14% 0%

Fig.8Influenceofsocialmediaonagegroupstotrynewproducts/services/brands

Asinprevioussection,thefindingshaveshownthatsocialmediahasprovidedamore

powerfulplatformswherenewproducts,services,orevennewbrandstobenoticedin

the marketplace.However,thisdoesnotimplythatsocialmedia could influence
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consumerstoactuallytrytheseproductsandservices.Inthegathereddata,itreflects

thatindividuals(64%)areindeedinfluencedtotrynew products,services,orbrands

becauseoftheuser-generatedcontents(blogposts,Facebookstatus,userreviews,and

soon)availableonthesocialmedia.Accordingtothedata,itrevealsthatcontents

availableonthesocialmediahaveadifferentdegreeofeffectondifferentagegroups,

whichispresentedinthefollowingtable.

Inthetheoreticalpart,itismentionedthatthedeterminantsintheimpactofindirect

experience,inwhichaffectsanindividual’sattitudeformationaswellasthedecisionof

thefinalchoice,aretheexpertiseandthecredibilityofthesourceofinformation(Fazio

andZanna1981).Sincebothmassmediaandsocialmediahaveprovidedcertain

amountofinformationtoconsumers,andthecriticaldeterminantwhichdifferthem is

thecredibilityofthem.Thus,respondentswereinquiredtomentiontheirbeliefsinhow

credibleandreputabletheinformationonsocialmediaiscomparingtothoseonmass

media.58(%)ofrespondentsbelievesthatcontentsavailableonsocialmediahavea

highercredibilitythanthosonmassmedia.

FINALDECISION

Accordingtofive-stagesbuyingmodelandinformationprocessingtheory,theyboth

haveindicatedthatstagesindecisionprocessareratherinacyclicorder,dueto

perceptualinterpretationofstimuliandattentionarecontinuallyinteracting.Inother

words,consumersmaylearnaboutthepurchaseenvironmentwhilethecourseof

information,forinstancetoreducetherisksofmakinganuncertainty,negativeor

unsatisfactorypurchase,whichleadstoachangeintheirpurchasepreference,

establishnewcriterianotpreviousltconsidered,andeventuallythesearchof

informationrepeatsagain.

ThedatainFigures18and19haverevealedthatthepercentageofrespondentsthat

hasreflected“sometimes”,“often”,and“always”asthefrequencyofpursuinganinitial

preferencebeforeapurchaseis48(%),44(%),and4(%);whereas,57(%)ofthe

respondentssometimesencounterchangesintheirinitialpreferenceaftersearching
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relevantinformationonsocialmedia.55(%)oftherespondentshavestatedthatthey

arelikelytochangetheirattitudestowardsacertainbrandorproductorserviceafter

readingpositivecontentsonsocialmediasites,yetthereare36(%)oftherespondents

expresseduncertaintyregaringtheissue.

Fig.9Initialpreference/attitudebeforeapurchase

Fig.10Changeofinitialpreferenceafterasearchofinformationonsocial

media

From theabove,onecanobservethatinformationavailableonsocialmediahasa

certaindegreeofinfluenceonconsumerbehavior;thatis,achangeinattitude(positive

ornegative)can bemadepriorto purchase.Likewise,companiescan utilizethe
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platformsonsocialmediatointeractwithconsumersinordertostriveforbuildingupa

betterandstrongerrelationship.Also,asitisshown,socialmediacanserveasa

”secondchance”forcompaniestoprojecttheirproducts,services,orbrandsevenif

consumersdidnotconsiderinitially.

Post-purchaseEvaluation

AsthebelowFigure20shows,whenrespondentswereaskediftheywerelikelytoshare

theiropinions(comments,reviews,orrelatedarticlesetc.)topeersorfriendsviasocial

mediaafterapurchase,only4(%)and8(%)oftherespondentshaveshownthatthey

“always”or“oftensharetheircommentsregardingthepurchase”.

Fig.11Tendencyinpassingofinformationonsocialmediaafterapurchase

Then,thefollowingquestionswereasked”doyouagreethatsocialmediahasprovided

aneffectiveandpowerfulplatform forconsumerstocommunicatewitheachotherand

withthecompanies”,andtheanswerswerewithinexpectationthatmajorityofthe

respondents(78%)haveagreedorstronglyagreeduponthestatement,while3(%)of

them haveshowndisagreement.However,whentheywereinquiredwethertheyfeel

encouragedtovoicetheiropinionafterapurchaseviasocialmediaplatformsornot,the

datahasrevealedthatmanyoftherespondentsdonotfeeltheencouragementevenif

thereisavailableplatformsonsocialmedia.
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Fig.12Availableplatformsvs.Willingnesstovoiceout

AsFigure12 hasshown thecomparison in percentagebetween two variables–

available of effective communication platforms and whether individuals are

encouragedornot.Itisobservedthatevensocialmediahasprovidedaneffective

communicationplatform toconsumers,yetindividualsdonotfeelencouragedtojoin

theconversation.Inthiscircumstance,asapurchasevalidationtool(Evans2008),

socialmediacannotbeusedtothefullestinpromotingconsumersto“talk”andlinking

these“talks”backto theconsiderationstageofthedecisionprocessamong the

respondents.
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BigPictureoftheEntireProcess

Asaconsumer,theresearcherhasalwaysrealizedthatsocialmediahasaffectedher

decisionmakingprocesseswithoutpayingmuchattentiontoit;thus,thelasttwo

questionswerebasedontheresearcher’spersonalinterestthattofindoutwhether

individualsarewell-awareofthedegreeofimpactthatsocialmediahasbroughttothe

stagesinvolved in theirbuying decision,and theiropinionsregarding thebiggest

differenceinmakingabuyingdecisionbetweenusinginformationfrom thesocial

mediaandinformationfrom themassmedia,thefindingsaredemonstratedinbelow

table.

Fig13.Impactonstagesindecisionmakingprocess

Aftercomprehendingtheresults,onecannoticethatthestageofexposureisthemost

affectedwhilethestageofproblem recognitionislessaffected;inwhichcorresponding

totheprevisousquestionofaskingwhetherrespondentsaretriggeredtomakea

purchasebecauseofsocialmediaandtheresulthasshownthatonly32(%)ofthe

respondentshaveanswered”yes”.

Lastbutnotleast,respondentsweregivenachancetoexpresstheiropinionsfreely

regardingtheusageofinformationfrom socialmediaandthosedeliveredthroughmass

mediabeforemakingapurchasedecision,whichresearcherbelievesitasaprofound

factorofdifferingsocialmediafrom massmediaandeventuallyhascreatedanew

landscapeintoday’smarketing.
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“Whenusingsocialmedia,youcanactuallysearchfortheaspectsthatinterestyou”

Manyoftherespondentshavestatedthatsocialmedianotonlyenablesthem toobtain

independent,reliable,detailed,andagreatrangeofinformationabouttheproductsand

services,butalsoempowersthem tocontroltheirinformationintheowninterest,for

instancetheabilitytoskipadvertisementsonsocialmediasites.Theprovisionof

informationismadebydifferententities/athird

CHAPTER6

CONCLUSION
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Theobjectiveoftheresearchwastotoexplainwhy,when,andhowsocialmediahas

impactedonconsumerdecisionmakingprocess.Researchquestionsweredesignedto

narrowdownthesubjectandtohelptheresearchertoidentifytheexplanationsofthe

issue

thefive-stagedecisionmakingmodelhasprovidedasystematicapproachinoutlining

thegeneralstagesthatconsumersengagein allpurchase,whiletheinformation

processtheoryaddressesanin-depthperspectiveofhow informationisinusedof

throughoutthecourseofdecisionmaking.

Theaforementionedtheoriesandthedataanalysisoftheresearchhavebothproven

that,nomatteritisinassociationwithsocialmediaormassmedia,consumersare

highlyselectiveinattending,process,andselectingtheinformationbeforeapurchase

takesplace.Informationexposureishighlyselectiveintheinitialstageofinformation,

becauseconsumershavetheselectionsofinformationsource,inwhichdeterminates

thetypeofinformationthatconsumerwillbeexposedto.Tobenoted,personalattitude

isacrucialfactorwhichunderlinesduringthecourseofinformationacquisitionand

evaluation.As a result,notony judgments regarding products orservices are

presumablybased,butalsoitisanvitaldeterminantoftheinformationconsumerswill

seekout,inwhichiteventuallyaffectstheextentoftheinformationreception.

Atthe essence,allplatforms available on socialmedia have offered a two-way

communicationflow,whichishighlightedtheoreticallyandpractically.Consequesntly,

thisprinciplefeatureofsocialmediahascreatedanew landscapeinsupportingthe

socializationofinformation,andhasforcedmarketerstogiveupwhattheyoldmindset

indealingwithmassmediamarketing.Asthecollectedfeedbacksfrom theindividuals,
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ithasemphasizedthat,inparticularwithsocialmedia,consumersareabletoaccessto

customerexperiencesand word ofmouth,in which supassesthe marketing and

advertisingmumbo-jumboorpolishedslogans.

Inotherwords,marketingviasocialmediaismoreaboutcreatinghigh-qualitycontents

thatareconsumerrelevant(Drury2008),insteadofbeingabrashproductplacement.

Moreover,marketingthroughsocialmediafocusesonbuildingrelationshipsbetween

consumersandcompanies.Theresearchfindingshaveshownthatthepositionofthe

consumerinthenewmarketingapproachisthecentralizedgravity,becauseconsumers

areempowered.Asmanyrespondentshavereflectedthatsocialmediahasprovideda

moreeffectiveplatformstocommunicatewithoneanotherandwiththecompany.

CHAPTER7

QUESTIONNAIRE
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1)Age
o Under18
o 18-21
o 22-25
o 26-30
o 30+
o 40+
o 50+

2)Gender
o Female
o Male

EXPOSURE

3)Whichofthefollowingsocialmediasitesyouareusingonadailybasis?
(Pleaseselectalltheplatformsyouareusing)

o SocialNetworkingSites(e.g.Facebook)
o Microblogging(e.g.Twitter)
o Blogs/Forums
o SocialBookmarkingSites/SocialNews(e.g.Reddit,Digg)
o Photo&VideoSharingSites(e.g.Flickr,Youtube)
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4)Whatisthetime(approx.)spentbyyouonsocialmediasitesperweek?

o 0hour
o 1-3hours
o 4-6hours
o 7-9hours
o 10hoursormore

5)Whatisthetimetime(approx.)spentonthemassmedia(TV,radio,
magazine,newspaperandsoon)perweek?

o 0hour
o 1-3hours
o 4-6hours
o 7-9hours
o 10hoursormore

6)Doyouthinkthatwiththesocialmediasites,youareabletofetch
products/servicesinformationactively?

o StronglyAgree
o Agree
o Neutral
o Disagree
o StronglyDisagree

7)Doyouhavepreconceivednotiontowardsaparticularproductand/or
servicebeforeanactualconsumption?

o Always
o Often
o Sometimes
o Seldom
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o Rarely
o Never

ATTITUDE

8)Whichofthefollowingfactorsarethecauseofyourpreconceived?
(Youmayselectmorethanoneanswer)

o Previousexperience
o Knowledgeorawarenessofthebrand
o Brandreputation
o Informationfrom theinternet(e.g.userreviews,blogs,forums,andso

on)
o Informationfrom themassmedia(e.g.TV,radio,magazine,andsoon)
o Informationfrom peers,friends,orfamilymembers

9)Howoftenyoutendtofetchtheinformationthatisconsistentwithyour
initialopinion/preferenceforapurchase?

o Always
o Often
o Sometimes
o Seldom
o Rarely
o Never

10)Doessocialmediatriggersyoutopurchaseaproduct/service?

o Yes
o No
o Notsure

11)Doyouthinkadvertisementsonmassmediaareattractive?

o Yes
o No

12)Whichofthefollowingmassmediachannelsyoufindmostattractive?

o TV
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o Radio
o Newspaper
o Magazine

SEARCHFORALTERNATIVES

13)Doyouagreethatinformationsearchingiseasierviasocialmedia
comparingtomassmedia(e.g.TV,radio,newspaper,andsoon)?

o StronglyAgree
o Agree
o Neutral
o Disagree
o StronglyDisagree

14)Howoftenyousearchforrelatedinformationonsocialmediabeforea
purchase?

o Always
o Often
o Sometimes
o Seldom
o Rarely
o Never

15)Rankonascaleof1to5forthesourceofinformationonsocialmedia
youusebeforeapurchase.1beingleast,5beingmost

1 2 3 4 5
Facebook
Twitter
OnlineForums/Communities/Blogs
SocialBookmarkingSites(e.g.Digg)
Youtube
Flickr

16)Advertisements/blogposts/FBpages/userreviewsonsocialmedia
influenceyoutotrynewbrands/products/services?
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o StronglyAgree
o Agree
o Neutral
o Disagree
o StronglyDisagree

17)Socialmediahasprovidedmoreeffectiveplatformstonew
products/services/brandstodrawconsumers’attentionthanmassmedia
channels?

o StronglyAgree
o Agree
o Neutral
o Disagree
o StronglyDisagree

CHAPTER8
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