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ABSTRACT

THE IMPACT OF SOCIAL MEDIA MARKETING STRATEGIES ON
CONSUMER BUYING BEHAVIOR

Zarroug, Seham
M.S., Department of Information System Engineering

Supervisor : Assoc. Prof. Dr. Korhan Levent i

May 2017, 65 pages

Social media marketing presents new changes in the congwmerg behavior to-
wards purchasing of brand product or service. The utilratf the social media has
become most important and afiextive tool that perceived to improve the consumer
decision making, increase trust and awareness as well assatisfaction for brand’s
profit and market sales growth. The main purpose of the researto analyze how
social media marketing tool has an impact on the consumehpse decision mak-
ing process, how social media improve the customer trustamadeness about brand

products or services.

A research methodology was based on descriptive statiappmoach (questionnaire)
in which total 202 participants’ responses from people fidbya who are actively
engaged with social media and buying products or servicdse fihdings of the
present study is indicating that social media marketingelreapositive impact on the
consumer buying behavior, awareness, trust, communicaina improve the pro-
ductivity of sales growth respectively and there are sorotfa can fiect customer

buying decisions through social media.

Keywords: Social media marketing, Consumer buying behavioist, Awareness
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SOSYAL MEDYA PAZARLAMA STRATEJ ILER ININ TUKETICI SATIN
ALMA DAVRANISI UZERINE ETK iSI

Zarroug, Seham
Y ilksek Lisans, Bilisim Sistemleri Mhendislgi

Tez Yoneticisi : Dog¢. Dr. Korhan Levent Eitk

Mayis 2017, 65 sayfa

Sosyal medya pazarlamasi, maikén veya hizmetlerin satin alimin@nelik tike-
ticilerin satin alma davranislarinda yenigigklikler gostermektedir. Sosyal medya
kullanimi, tiketicilerin karar vermelerini, onlardaigen ve farkindalik olusturulma-
sini ve markanin karinin yani sira pazar satislarindakiiimeden daha cok fayda
gorulmesini sglayan endonemli arac haline gelmistir. Bu arastirmanin asil amaci
sosyal medya pazarlama araciriikdticilerin alim yaparken karar vermarsclerini
nasil etkiledgini ve sosyal medyaninjketicilerde markairinler veya hizmetler

hakkinda nasil@gven ve farkindalik yarafjini analiz etmektir.

Arastirmanin metodolojisi, sosyal medyay! etkin sekildullanan velrinler veya
hizmetler satin alan Libyal kisilerden olusan toplan2@ katilimcinin yanitlarinin
yer aldgi betimsel istatistik yaklasimini (anket) esas almiMevcut calismanin bul-
gulari, sosyal medya pazarlamasiniikdticilerin satin alma davraniglari, farkinda-
liklari, glvenleri, iletisimleritizerinde olumlu etkisi oldjunu ve tiketicilerin davra-

nislarini sosyal medya ara@iyla etkileyen bazi etkenlerin oldunu gdstermektedir.

Anahtar Kelimeler: Sosyal medya pazarlamakaticinin satin alma davranisij&en,
Farkindalk
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CHAPTER 1

INTRODUCTION

1.1 Background of Study

In the past several years, the technology development lmgdpd the consumer
with an online system that brings them together and imprtwesonsumer attraction
and influence the consumer buying behavior. There are detesla that actively
enables of the weponline service. Web 2.0 is the range of the social media tools
and technique of communications method was developed o toimsumer content,
and influence customer behavior with online service as soc@mmunity network,
forums, blogs and content rating. It is also defined as wela2.8 new design or
label for online web method and customer behavior to imprmer participation and

attraction on the web [1].

This online environment has also provided the satisfaadiosocial media that has
become a significant factor of IMC (integrated marketing ommications) and pro-

vides the brand to create strong market relationship widr thotential consumers

[2].

The factor of social media is most of the top priority for wars brands today, there-
fore, the organization needs to describe and find the wayghbg can improve the
profitable use of online social media networks such as YoaTbhcebook, Linkedin,
Twitter and others. These social media may have féective marketing tool for
brands to engage with consumers. In this new era of the caapetorld of business
environment, brands can use social media marketing as lamsaceness and tool of
communication to influence their consumer and attain thetemtial group with de-

crease cost and messadgkeetiveness [3].

1



The social media tools are an interactive factor to influetiiee consumer buying
behavior through a share of opinions and experience abandlsrproducts or service
with a large group of the general community. The main adgntd these tools, the
social media communication methods have a significant atmafuconsumer profit
and change the buying behavior patterns [4]. Since stadiirsgpcial media network
viewergconsumers engagement through social interactive toolos dtective as
most of the brands incorporate social media. The onlineatocedia websites are
providing a way for consumer to consumer discussion abaahymts and brand which
represent anfeective tool for automated W O M (Word-of-mouth), customesilya
build and distribute brand-related data and informatioth&ir designed social media

environment [5].

1.2 Purpose of Study

The main purpose of the present study is to analyze the ingbaotial media market-
ing strategies on consumer buying behavior. This studyigesvthe &ective infor-
mation about the social media marketirfieetiveness towards changing the decision

making of the consumer towards purchasing of brand produdservices.

1.3 Research Problem

In this new era of the world, general community and society len changed sig-
nificantly towards modern societies. In this regards, $oocedia network is the most
important factor utilized in connection to build consunmyether. All of these things
have resultant create a significafiieet on the general community. Social media in-
cludes several networks, opinion, and conversation, avgl Bbrum, sharing of media

content and collaborating discussion.

The problem of the present study is how to analyze the so@diamarketing tool to
effect on the consumer buying behavior. Because brand is taggét potential con-
sumers through social media marketing tool and variousskofdnfluencing factors

to effect on the consumer buying behavior.
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1.4 Research Objectives

The main research objectives of the study are

e To evaluate the social media as a brand’s product or semisedand awareness.
¢ To identify the factors thatffect on the consumer buying behavior.

e To analyze the fect of social media marketing tool on the consumer buying
behavior.

1.5 Research Questions

The major research questions for the study are:

e To what extent social media improve the customer trust ararewess about

brand products or services?

e How to analyze the féectiveness of social media marketing on the consumer
buying behavior?

1.6 Research Hypothesis

The main research hypotheses of the study are:

HO: There is no impact of social media marketing consumeiraplyehavior.
H1: There is impact of social media marketing on consumeirgulgehavior.
HO: There is no impact of social media marketing on trust amaraness.

H2: There is impact of social media marketing on trust andraness.

3



1.7 People Detection and Counting

The main population or people are based on the all those pedpb are actively
involved with social media and brands using their social imedarketing network.
There were total 202 primary respondents, including mal8)and female (89) from
which the data were collected.

1.8 Research Topic

The main research topic of this study is “The impact of somaldia strategies of

marketing on buying behavior of the consumer”.

1.9 Methodology of Research

The present study is based on the descriptive statistigdegly. The study was based
on the descriptive research approach in connection to drawetsults and conclusion
that are fundamental to adequate knowledge and origindly st the main issue
that is the main viewpoint of the topic has been taken intocthresideration. The
descriptive or statistical research design is pinchedysdwaphases on the population
characteristics which are always paid an attention on thgsttopic and decision

making to present the conclusion.

1.10 Contribution of Research

The contribution of the present study research analysis the dfective utilization
of social media along with marketing strategies in orderntpriove the consumer
buying behavior and attention towards product or servicaramess. This study helps
the brands and relevant organization to recognize the itapoe of social media in

marketing and fective utilization during most of the business operations.
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1.11 Organization of Thesis

The present study is consisted of the five chapters. Theg¢srkare the introduction,
review of literature, methodology of research, analysidaif, conclusion and future
study respectively. They are the main whole outline for tinel\s chapters which are
based on research and thus considered very critical in dmé¢xt. Therefore, they are
the most significant and basic ageridaad map of the current study. All chapters are
very important from the introduction to final because it hg®tential impact to draw

the resulting outcome of the research analysis in relab@enerating investigations.



CHAPTER 2

LITERATURE REVIEW

2.1 Introduction to Social Media

These days, the web has turned into a critical part in pedielethe portal is being
replaced by local destinations through the media, whictacepthe input destina-
tions, local query adds to the Web2.0 innovation becomes@ritable channel for
online customers get data[6]. Social media is an increaddlaexplosion of tra-
ditional verbal systems. A reliable word-of-mouth argutness been recommended
to disperse the data. By enabling innovation, anyone withcaess network and an
evaluation can be a piece of media [7]. SM refers to exercpgastices and practices
among groups of individuals who meet over the Internet faa @xchange, learning

and assumptions using communication media[8].

Social media is a media for social collaboration, using lyigivailable and adaptable
distribution systems. The media used online developmentgelligently discoursed
transform correspondence, and to speak to devices usetharmifort to promote

innovation and social collaboration with the use of words [9

Media, also called “correspondence produced by custonmers” speak from the
mainstream data source; It changed the implements andigeesused by organiza-
tions to convey, indicating that data control now rests whthclient[10]. Social media
gives a virtual system where individuals can appreciatersomcating their feelings,
business appraisals, dispersion messages and controharg/at any time, is a kind
of model site where individuals happen to be part of a largeunal partners group,

as well as doing increased business and social volume Makeiatons through in-
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dividuals on the Internet. SM may be known as a methodologyreach their output
for broadcast, while social management systems is a demngcaatrument associated
with others [11].

Unusual parts of the media and exhibition practices havegd, such as advertising
and promotion. SM also influenced the buyer’s data collegbost-purchase behav-
ior, for example, statements and practices of deceptioegahples of Internet usage
behavior[12].

The expansion of SM does all the new time for organizatiors lanands, forcing
them to look for new smart methods to reach and attract cueswnthis fast growing
advertising channel, which now reaches more than 66% of#dirmet customers,

offers unprecedented opportunities for brand building andtegion [13].

2.2 Types of Social Media

There are basically six SM categories according to [[8]9F.&nd are given below:

A) Social Network: These destinations allow the user todomitlividual site pages
and then collaborate with their counterparts to exchanijdes and correspon-
dence. Greater social Networks, Pepo, Facebook and Myspace

B) Blogging: Probably the most famous type of media, websitesraagazines

online, with clips that appear the most recent first.

C) WIKI: These destinations allow people to add material orngeainforma-
tion in them, and go as a shared report or database. The mpstapaviki
is Wikipedia, an online reference book that contains moas th million re-
searches.

D) Podcasts: Audio and video records available for memljetsinough Apple’s

iTunes departments.

E) Forum: ranges to share the Internet, often about cerntgiics and interests.
The Forum took place before the term “SM” and is a condensddaominant

segment of online groups.



F) Communities: A group of people who organize and exchangeinecon-
tent types. The most famous collection of articles tendotdarm to images

(Flickr), unions marked (del.icio.us) and recordings (Yohe).

G) Microblogging: Managing social systems is estimatedybing, where small
measures of material (“updates”) are spread in the fabiicaarange the cell

phone. Twitter is a reasonable leader in this area.

2.3 The Seven Functional Blocks of SM

The companion structure is honey seven-piece construptiocess: personal, dis-
cussions, exchange, convergence, communication, reput@id meetings. These
building blocks are not completely independent nor are tllegccessible in the work
of SM. They are structures that allow us to understand hoeldezan be specifically
planned for the benefit of SM [14].

PRESENCE

Creating and
rmanaging the
reality, intimacy
and immediacy
of the context

PRESENCE

The extent to
which users
know if others

are available

SHARING RELATIONSHIPS

The extent to
which users
exthange,
distribute and
receive content

SHARING

Content
management
system and social
graph

RELATIONSHIPS

The extent to

which users
relate to each
other

Managing the
structural and
flow properties in
a network of
relationships

IDENTITY

Data privacy

controls, and

tools for user
self-promotion

IDENTITY

The extent to
which users
reveal
themselves

REPUTATION

REPUTATION

CONVERSATIONS

CONVERSATIONS

The extent to

Monitoring the
The extent to which users Conversation strength, passion,
which users know the social velocity, and the sentiment, and :
communicate standing of rigks of starting reach of users

others and
content

with each other and Joining

GROUPS and brands

The extent to

which users are
ordered or form
communities

GROUPS

Membership
rules and
protocols

Social Media Functionality Implications of the Functionality

Figure 2.1: The Honeycomb of Social Media

This Honey Show demonstrates the suggestions that eack pa&thave on how
companies draw on SM in three inevitable forms. First, thelehalepicts various
characteristics specific to meet with customers social okdsv Each stage of SM,

for example, driven by a box of basic buildings, is optionadl @ommercial, which
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advises the way of thinking of criticisms of choices of med&econd, the use of
honey screen SM as a scientific focal point allows admirtistsato guide and focus
on previous research on the specific needs of their orgamizgitoups, whose results
can be taught plan or using SM appropriate stage. Third, theiehtan be used in the
continuous premise, as a focal point to see how the dynanaioggs of the group’s
needs changes in the SM tools put forward the company’s sedp§l6].

2.4 Domains of Social Media

Domain 1: Social community is to portray media and social channelsftws on
communications and basic exercises that individuals ested in with others who
share a similar conspiracy or test can be identified. Thusakgroups emphasize
two-way, multi-way correspondence, discussions, jofifibres, exchange meetings
and assets. All social networking and joirffcet to build relationships and support

are the primary reason why individuals participate in trescises.

Domain 2: Social Publishing is an aid in the dispersion of material tocavd. Chan-
nels of distribution include online magazines, commonidabns on a scale, minia-

turized, social bookmarking and new buildings.

Domain 3: Social entertainment joins channels and vehicles tfiat open play and

happiness. This includes social entertainment and gang@sgnétions

Domain 4: Social Commerce refers to the use of SM to help buy and supplgrtie
ments and articles on the Internet. Social shopping peice used when social
commerce is based online customer cooperation and knowlefdjansmission be-
tween shopping. The stages of social trade include studgsssessments (in audit
or destinations or marked local Internet companies), nagon of destinations and
arrangements for aggregation (total arrangements in uséa purchases), social
shopping markets (online shopping centers, including stgnovided by the client,
The ability to talk to peers while shopping) and the sociatomer facing the inter-
face (in online retail sites work from time to time on a sociabsite like Facebook
with social skills) [15].



= Sharing = Edivorial

= Soclaliring ) = Commerclal

= Crsirersting Social Soclal » User-Generated
Community Publishi ng

&=

Entertalnment = (SAMEA

= Music
= Art

= CIRM/Service
= RetallingSales
= Human Resources

Figure 2.2: Domains of social media

To sum things up, social trade can be described as businessses mediated by
SM. In social trade, people do business or purposefullystigate business openings
by connecting with or potentially taking an interest in a coumity online condition
[17].

2.5 Social Media Marketing

This is due to the vastly divided communications in the gelaaty of the year, buyers
get regular upgrade procedures (for example through asiveyand television adver-
tising) is an increasing problem. At the same time, the rajeieelopment of online

customer population and diversified social world online @wample, Facebook) has

thrown in a lot of consideration and enthusiasm of advadigEs].

New innovations have cleared the way for more creative amdl gdvertising tools
that companies can use to attract more people, with SM piagamand other means
of system management [19]. Media is currently a marvel otioe on the screen.
Advertisers are beginning to understand and use sociabnk$vas part of the presen-
tation of methodologies and strategies to contact cust®2€]. Many associations
are beginning to see the impact of social networking on iexjstocial orders and
stay informed of the latest patterns in dffioet to incorporate them into their latest
promotional plans. The basic guideline is to use it as an dppiy to attract your

customers. SM environments allow associations to framengdge in business asso-

10



ciation closely with existing clients and potential clienThe media can also be used
to trust, because trust is driven through the partnersfpte to talk to customers, call
criticism and open to the interest of customers. The behafibuyers for messages
encouraging SM is intensively mixed with stocks using gensrSM. However, not
for fun purposes, Social media at any time in the future istac®of motivation; it

is a day to exercise daily. Customers are more attracted anglinmined to respond
to SM technique when they can reach and communicate withi@edpe association
must receive criticisms and assessments made by the peesépaline groups on

their components before the action can be taken up by Soediani19].

SMM is another style and rapid development path that orgaioizs are focused on
communicating to customers without trouble. Ads on socevorks can simply be
described as the use of SM to promote the organization aredeitsents. Consider
this kind of preference as a subset of online advertisingogses all traditional online
progress systems, such as brochures, e-mail and web pommefiorts. In urging
customers to deliver messages to individual contacts, Mh@r@sentation instills the
latest exponential dispersion and confidence to mass magsagd block reinforce-
ment. With this approach and new advertisifiipe, they are creating and expanding
new tools for organizations. SM advertisers are currertiyaacing a better and more
successful understanding through the logical presentatisequests for power site
stages of the social system [21]. Social advancement creatd applies the presen-
tation of ideas and actions to make an incentive for peopte satiety [22]. SM
advertising refers to the path to the activity site collector viewed through social
networking destinations. SM advertising programs areliysfiged in efforts to make
content based on consideration and urges users to prowtd sgstems. The com-
pany’s message spreads from customers to customers anchtheseof what appears
in light of the fact that it seems to originate from an extés@urce of trust, rather
than the brand or organization itself. From now on, this lofigireference is driven
by listening to the conversations of others, which meangpheduce the media rather
than the paid media [23].

The possibility of SM advertising in a general sense shows taotransfer business
or sites through the stages of SM. It is a way able to show tltEscribes how peo-

ple transmit. It is one of the methods essentially minimaicsal éfort organizations
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give large amounts of communications and movement to a Egnt. Associations
know how to get a huge study and it really works for businegscobdraging SM is

an dfective way to achieve dynamism connected by its departnagratsnaterials or
to be allocated only for the proceeds of advertising astioos Media is a valuable
tool that uses associations to obtain their own informateéodescription of the ele-
ments and advances that are embedded in world chain managsyséems. Due to
the novelty of this type of promotion, creative thinking anijgations to deal to im-
prove their own advertising systems. New channels are nmdgproach potential
customers. Thousand tons of business organizations armistinéution of spending
plan to change the online business by using the display andtStll be developed

to be part of what will distinguish how the ad and the formatad procedures and
advanced [24].

In contrast to the traditional advertising approach, SMeatising dfers two-way ex-

change, for example, (1) dynamic buyers: Ultimate buyerarty dynamic subjects,
they also participate in online discussions, make their a@h magazines and exhi-
bition galleries Comment on the other positions, to becoraestialuation leaders, to
be a passionate pioneer of fancy, county brands, radio amttisecordings, commu-
nicate and name wonderful places, share or send curiostigrialawith peers, meet
with someone who has the same provisions and interests (2I6Ws customers to
talk with organizations and encourage correspondencedagtihe client and clients.
This makes the media a “broad element of the mixture of ps®y(8) long-term re-

lationship: organizations create long-term partnersinfil customers and current

expectations” [25].

Social media organizations use advertising for computeds departments to deal
with customers, promote mining ideas, and make contacts gvibups of brands.
There are several types of SM, which measures profiles, Bonple, online journals,
and local management of social systems and collections térras. The material
produced by customers is an important way through which fsugenvey what they
need and talk to others on the Internet. The core of the oreafibrand-related cus-
tomer can form a buyer to recognize the challenge and adiegtexperts dramatic.
Evaluating this trffic is vital for advertisers who target the co-production dadith

brands socially [26]. The media may change the businesscemaent to establish
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partnerships and give them open doors arffiadilties. On the plus side, social net-
works transfer associations havétfdient advantages. Associations immediately, en-
abled them to have a dynamic and cooperated with partnetdpdisten and respond
to their requests. Second, it allows associations to hastarihaccess to ongoing in-
formation that data partners, and search partners recet/eegeive cash from their
nationals and departments. Thirdly, | have made a cdet#/e way of correspon-
dence for associations as it should have clear responsesgties from other partners

who can have their own research associations [27].

The media must collect the buyer’s recognition taking irdocunt the ultimate goal
of effective mail-merge advertising in the SNS, but destinatibasdo not deal with it
wisely can bring negative states of mind who obviously Ideddecline in enroliment

and income [28].

Reviews says SM greatlyffect the buyer’'s purchase of basic administrative leader-
ship. A new type of media has emerged, which seems to be dhe sntial compo-
nents of having a buyer’s influence on getting basic leagersfoday an increasing
number of customers use SM to talk to others in addition tesites. Informal is an
essential part of the SM influencing the option of buying costrs. SM éers more
potential results for advertisers to draw an interface wigditional customer pro-
motion. Put up around recommended that virtual groups hacerbe a vital buyer

education systems that clearlffect the behavior of customers [29].

2.6 Advantages and Disadvantages of SMM

2.6.1 Advantages

In order to better understand the benefits of SM presentaticare are five basic

criteria for victory in this area:

Related Costs:Compared to the usual marketing and communications [30}/aad
preferred display by the advertising center on social neking is related to costs.
Budget challenges for low SM advertising appeared to Kferdint for others. Most

local media allows access to personal data and informatgsechination [21].

13



Social Interaction: One of the most striking new media wonders is the way it has
spread and made new types of social participation. Peopledsmore than a quarter

of their busy online time with correspondence practice$.[21

Intelligence : At all like sitting in front of a television or listening to &radio, the new
media’s primacy gives customers turn out to be somethingrdbian separate benefi-
ciaries of agitation. Intelligence can be widely portragsdhe number of clients who
value material change and the type of situation mediateehtime [21]. With social
advertising, commitment is the key and has the ability tdiooilously cooperate with
target customers can allow the customer’s client to formbée communication and
manufacture high trusts and produce extraordinary dedicéd customers benefiting

the business and its customers [30].

Processed: SM encourage advertisers to provide the ability to hold mgstand
clients given the location of customers near their homeeasts and their peers like
[21]. Unlike the traditional wide communication that showkere communication
promotions for anyone, even people who do not care or do mbird&gigued by an

article or specific management [30].

Customer Service: Another imperative is to promote SM group. Regulate satisfac
tion and fast and basic transport frames in order to impraledify electronic replace-
ment elements. The established coordination frameworreasapid transfer after
a payment process that adds to consumer loyalty, which adfisrt behavior[21].
Social advertising is described with ongoing contacts daat link their businesses
to a much more sustainable way with targeted customers. Whaeggt is the direct

outcome of your exhibition [30].

2.6.2 Disadvantages

There are five fundamental flaws that must be considered iprésentation of SM,

which are:

Serious Time: As the name suggests, SM are smart and viable two-way déa&s ta
responsibility. How to encourage changes in social systéatsising on building

long distance links can turn into more sales [21]. Getting with SM is very daunt-
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ing. As an organization, you should designate someone tincmusly encourage
profile pages and meaningful material. This individual d&as the ability to provide
feedback and answer questions. For small businesses thiseca dfficult subject,

because they all need hands on the deck to keep a brand aligve [3

Copyright Issues and Trademarks: It is absolutely necessary for associations to
secure their own brands and copyrights while using sociavoris to promote their
brands and materials. Partnership marks and other prdteuievations are no less
important than regular departments or items that giveRbiection, security and se-
curity issues: the use of SM to push image elements or depattncan also capture
issues of trust, security and data security. It is importhat partnerships take into
account these issues and take appropriate action to redigaitoduction to the col-
lection, use and maintenance of individual data relatetskd21]. IT supervisors and
marketers are evaluated with the system to change the atm@sin line to choose to
keep shoppers online. This enormous enthusiasm has cteatisgover about online
confidence and the growth of new web page features to respasgptinding energy
customers[30].

User Generated Content (UGC):It allows customers to comment on various web
structures, for example, images, recordings, evaluatiaditing, podcasts, websites
and articles. Regardless of whether video or shared imagesveeb page or mes-
sages that clients distribute on the site to people in théesysUGC has a lot of
certification as a promotional tool. Moreover, the contewidpced by the client is
an abnormal state of credibility where most customers, @alhe in the event that
someone make the material or tweet among peers. Requesbihgopcontent by the
customer regarding the technical will appear with some oiskausing a legal obli-
gation to the material made by an individual taking interegshe campaign. In any
case, discover how to restrict legal risks identified withieatising dforts that involve

posting content created by the client through social neks{ad |.

Negative Comments:Changes in SM for advertisers, shoppers and developers, cus-
tomers can provide positive or negative weight to the aasioq, its government and
its components, depending on how the online society inteduthe nature of depart-

ments and materials provided to customers [21]. Negatitieism can damage your
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reputation online. A comment or tweet that only stigmatinegjives false claims
and negative criticism about their articles or departmeatsheal and destroy a bad

reputation the Internet for a while [30].

2.7 The Social Feedback Cycle

Social Feedback Cycle gives the association between theshassM promoting and

the bigger thought of social advances connected at a “whambss’level.

MARKETER-GENERATED USER-GEMERATED

AWARENESS

Figure 2.3: The Social Feedback Cycle

Social reactions is s basic course of understanding bassobiad business input mod-
els. What the social reactions really talks about is the traaire online distribution
and social innovation has been linked to people around thi@éss or professional ex-
ercises. This new social availability between businesbes,customers and fierent
organizations, and the customers themselves, as in th@duppups and compara-
tive social applications are also applied relatively wetlcang workers. Everything in
mind, it's cross-board information exchange revealed madely. The information

available to only the selected or preferred group was opat[&2].

2.8 Hfect of Social Media on Marketing on Consumer Buying Behavior

2.8.1 Brand Awareness of Consumers

The media, which includes online steps to share and engadj&anent types of ex-

ercises, speak from the undeniable vitality of brands totathe attractive meeting
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of middle people divisions. Industry Report 2013 SM devetean find a long op-
portunity to open meetings target brand message, the spffeaattic to the cities
of the brand, the best classification of fishing and sinceatthyong customers [33].
Preferences for brand management, one of the problemsdhadtdsoften - despite
the accumulation of university premium - is the problem meiag the impact of SM
advertising exercises on the key measures to achieve the pt8]. Organizations
use Sm’s computerized advertising and management depastritedeal with cus-
tomers, promote mining ideas, and make turnkey sets on frahdere are several
types of SM, which measures organizations, such as onlumagds, local manage-
ment of social systems and collections of materials. Custéfssence creation is a
vital way through which customers pass on what they shoulahioetalk to others on
the Internet. Material produced by customers related ® bhand can form a cus-
tomer feedback dramatically and challenge the expert skstunating this tréic is
essential for advertisers who are targeting the co-praotuct their brand socially. It
is essential for brands to manufacture a partnership wistoooers and enhance the
sense of presence of customers. SM witffiedlent areas meet the desire of buyers to
adhere to the brand, who want to be related. Brands are erthémoeigh coopera-
tion and allowing outside groups of viewers to communicaith them, finishing the
inches clearly required between buyers and regards otteelgigs as more objective
messages to strengthen organizations. SM instinctivélgsibuyers to take over an
organization promoting their production in SM [34].

There are three vital parts that help make the brand. Adergimust use SM to
achieve their goals of creating an image.

e Make a relationship can be trusted.

e Separated by a relationship to be more wonderful and unarbgy

e Care and loyal fans clearly more important to finish [35].

2.8.2 Trust

Trust is seen as one of the keys to improving between a buyka aarticular brand

connection, and has recently seen as a long-term variabteat@artnership with
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customers[36].

Trust takes an important part of the Internet business. laier certainféects of trust,
based on dierent standards of altruism, respect, ability, ability @ntpathy. There
are also estimated two-dimensional scales of confidendké askl altruism ability,
causing confidence in the brand. In any case, all definitiodsw@easures refer to the
risk and instability of the online situation. Good and Hegltwo basic measurements
of confidence are based on this review. The basis of trustsrédethe belief that the
other party is reliable and the exchange of data depends ad geputation, while the

generosity refers to contacts frequented by retail bujatks.

Traders believe that SM is a source of reliable data reggrthie two articles and
departments that exchange is supported by companies that tim@ugh traditional

components of the mixture in advance [38].

The social relationship of buyers produced through SM fumefatally dfects the clear
confidence of buyers. The connections in these steps creeitd support. Social

support created through SM along these linsais confidence [37].

2.8.3 Consumer Buying Behavior and Social Media

The media showed the most complex customers and helpedgeavalv strategies in
research, evaluation, selection and purchase of prododts@npanies [39]. Buyers
have to settle for innumerable options constantly, thupthug to overload data in
expansion. As a result, tendencies and development ofrénte” are specific alter-
native methods and “reliable evidence” is used as part dbéséc leadership to adapt
to this mental overload. Brands are the most reliable in copteary mall style. They
encourage many options and provide convenience as optomnsdeting current and
future meetings, compliance and information. As a resu#ipufacturers assume a
vital part of the buyer’s basic driving and buyers guide dgrihe time spent settling
in the purchase option. The buyer’s basic command includemd different steps

that occur when the customer sits on the purchase option [40]
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2.8.3.1 Five Steps to Consumer Buying Behavior

We focus all the retail options, and get many buyers to rebesome information on
how buyers are set on what to buy, brand, and store to get thieus, it is necessary
to identify how buyers sit in the purchase options. Therenaaey models that try to
clarify the procedures of buying customers’ behavior, huhis review we will focus

on the well-known five stages of recognizing the need of thmrfeeling needed to
make the option to buy the search through data and evaluateaives at this point
in the end after buying behavior [41].

The models are mostly relevant to the basic complex leagesstd which measures
noteworthy risks include this is a script that will be takennhiove forward with a
speech [42].

(1) Requires Recognition:

Purchases are initiated when individuals realize they hawenmet need, while
unmet need arises in fact when customer satisfaction cistvath its current
level of compliance. They also require excitation that carattivated by out-
side or within the same buyer’s requirement, and the emgnggeds of phys-
iological (biotic) or mental (psychic) states, once the dalg/need have been

moved looking approaches to achieve it[41].

(2) Search the Data:

Once the buyer has received a necessity, it is often not ab\aay more ideal
approach to meet this need will, well, feel this stage withdhta collection and
preparation to allow the buyer to move towards the purchpierg The game
buyer data memory recovery (internal), as well as outsidarthestigation if

the internal data is poor[41]

(3) Evaluation of Choices:

This stage is increased above, once the necessary dataadaeblay the buyer
will begin evaluating each option with a decreasing poiapdiy step purchase
summary depicting one. This procedure will really build éicsexpectation

of buying inside the brain buyer waiting to wait for the pussk unless some
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(4)

(5)

problems arise in the period between the target and theuashase of the pre-
stage[41]. This is mainly concerned with how the buyer ckedsetween the
options and brands. The main idea is that buyers considel¢ngents are sets

of properties [42].

Purchase Decision:

Not a lonely choice, but a lot of options, i.e., who can brinchange of mind
and of course the option to be taken later. In addition, if veet@ be particularly
at the retail Leviathan Whits (2004) says that customersaidmuy the item that
is highlighted in the summary of the evaluation, becausadoubtedly gives
a huge advantage but cannot be accessed in the warehousk beyond the

potential benefits [41].

Post-Purchase Evaluation:

Once purchase has been made and appraisals go ahead in vbayén may
feel created in the right choice to meet the wishes as we tcadist-purchase
compliance or after buying a disappointment if the ratingsndt satisfy the
wishes. Again, advancement can take a lot of this situatansure that cus-
tomers’ desires are met through the adequate implementatithe brand be-
fore buying and helping the buyer who bought the advertisatdto do as
such [41].
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CHAPTER 3

RESEARCH METHODOLOGY

In the given 3rd chapter, the research technique was useelslegicher in the given
analysis is the impact of social media marketing strategresonsumer buying be-
havior. Several kinds of research methods are used to athlgzesearch study. This
chapter also discusses about the research approachctedeaign, population, sam-
pling of data, research methodology, reliability and digkand ethical consideration.

3.1 Research Design

The descriptive research design is taking place during tesscal or quantitative
research method applied. These methods #&ezttve to collect primary data and
information from primary respondents. This method is hdlpé analyze the pop-
ulation’s attitude, opinion, behavior and other under tagous groups of samples.
This study is also includes the analysis of data and infaonaif important level of
research significance and conclusions centered on the giagubr any behavioral
change subsequently in respect of opinion and attituderd$earch design assumes
the methods of design for analysis of phenomenon. The gaaw research method
is a process to provide the data and information in respestatistical analysis by
using questionnaire, telephonic survey, physical surveyahers. The quantitative
research methods are also used to observe the researchédsipatith primary data
analysis [43].

In this research study design has provided the comprelenssearch exercise. It

is analyzed with very important to describe the populatiop&ople utilized to as-
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sess the several issues. The quantitative research méifgdeas designed in this
given study. In this keeping view of actual population thah show in right mode
is measured an important assignment. The primary data Wastea from primary
respondents and several organizations. A total of 202 pyimesponses or data ques-
tionnaire were filled and entered into the statistical safs\SPSS.

Under this research study, the current study frameworkrdest that all required

things of research analysis which assumed more primary ecwhdgary data benefi-
cial research. During the course of research analysisalsm@&dia market strategies
were discussed and analyzed through primary data colfefibon respondents in or-
der to ensure the quality of research analysis to resolvsttidy research questions

or problem statement of existing study.

3.2 Research Approach

Research approach is an important factor of any assessmatt iwbludes the data
and information about the significance of approach or metbaghalyze the study
results. It is also important to find the study analysis withstrappropriate method
[44].

This study is based on the quantitative study method. Theeptestudy is based on the
social media market strategies and influence on the buyihguber of the customers.
In this regards, the five point Likert scale of questionnawses used to collect the
primary information from main respondents. And it is essgor research analysis
to increase the quality of study results to find out the resequestion’s answers. The
statistical data results were processed into managealyjemitia several statistical
tests such as descriptive analysis (mean, standard aegyiatiaximum, minimum)

and frequency of each questions response.

3.3 Research Method

In this given study, both primary and secondary sourcessafareh method were used

to collect the data and information.
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3.3.1 Primary Sources

The primary source of data collection is mainly based on tlesgnt data and infor-
mation with respect to the original sources. The primargdaurces are based on the
physical or websitgonline survey especially design survey questionnaire estjions
such as Likert scale questionnaire, survey, intervievgudision group, telephonically
and others. The primary data is more reliablgeeive and authentic way of getting
more information about the research study analysis. Theréas main parts of the
research are questions and demographic to find out the melohepn study in this

regards [45].

This study is based on the social media marketing stratégegect on the consumer
buying behavior. In this regards, primary data sourcesrap®itant factors to assess
the research questions. Therefore, the primary informatias collected from the
concerned respondents through five Likert scale of quastios as the main tool for

current research study.

3.3.2 Secondary Sources

It is very essential to have researcher to get secondaryfidataauthentic sources
which are helpful to improve study analysis and answers ésearch questions
problem statement from the point of view of secondary or pastces such as articles,

books, magazines, journals and others website sources[46]

In the theoretical aspect of the search, secondary dataesowere used, which were
represented books, articles, journal, reliable onlimebsite sources, industry mag-
azine and other reverent reports. The research studiempsesn the subject of the

study, in addition to research and reading in the various sitels.

3.4 Reliability and Validity

The validity and reliability is a major part of the researtldy analysis to investigate

the research significance. The validity of the study is ingoarin which descriptive
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statistical data or quantitative method is more reliableainduct the research assess-
ment against the relevant study method. The study relighdihighly grounded on
the consistency while, the research validity is assumetd@findings or resultsout-
come accuracy of research questions to be answered withiitharg data collection
[47].

In this given study researcher had used quantitative wisicaliable and validate the
research study method including accuracy of statisticallte. Thus, the secondary
sources are based on reliable and creditable sources symdsiaacademic studies,

articles, journals, books, website sources for gatheririata.

The overall data were gathered from primary data sourceshwhiere already very
reliable and valid, because the researcher has used theofiveljikert scale ques-
tionnaire for collection of data. All researchers had usedgecondary sources from

most reliable and creditable sources of journals, acadstudies, articles and others.

3.5 Population

The main population of this study is all primary respondevtis are actively involved
with the social media marketing and buying of products ovises accordingly. In

this regards, the primary data was collected from Libyarpjeo

3.6 Data Analysis

The data analysis is an important factor under any reseauocly.s In this present
research analysis, descriptive statistical (mean, stdndigviation, minimum, max-
imum and frequency distribution) and other test method wesed to analyze the
present study hypothesis and the relationship betweendepéendent and dependent
variables. In this regards, the primary data through fiveettilscale were collected
and entered into the statistical SPSS software in order tahgemain results. In
this regards, researcher had also used the Microsoft Erfi®laze to get the more

graphical images of data frequency.
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3.7 Ethical Considerations

Ethical consideration are major part of standards in theareh study which followed
by all kinds of educational institutions. It is a form of dat@lization and should be
in keep confidential of privacy of primary respondents. Tifermation and neces-
sary data are kept confidential to secure the primary resggaadrom any further
challenge[48].

In this research study, researcher had used all kinds afadtstandards to ensure the
confidence in the research study and meet the universityresgents. All the neces-
sary documents or information is kept confidential and maike e safe custody of

material/ resources in line with the ethics and university standards.
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CHAPTER 4

DATA ANALYSIS AND DISCUSSION

4.1 Introduction

The major purpose of this study is to analyze and discussfibetigeness of social
media system on consumer’s buying behavior. In this chagéta analysis has been
carried out in order toféectively understand thajor factors of social media which af
fects the buying behavior of the clients. This chapter is ailsludes the demographic,
descriptive and frequency statistical data analysis tosomegthe study resultgfec-

tively.

4.2 Demographic Statistics

Gender

Figure 4.1 describes the statistical data analysis abougpy respondents from which
the data were collected. There were total 202 primary redgats, including male
(113) and female (89) (see Table B.1 in Appendix B).

Age

The age statistics for several groups of participants agegmted in figure 4.2. The

dominant age groups are 185, 26 — 35.(see Table B.2 in Appendix B).
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Education level

In Figure 4.3, the education level frequency statisticgpaesented showing the level
of education for the several groups of respondents. Moshefage frequency and
estimates are indicating that participants have had ocetiéin of Bachelor; Masters;
Matriculation; and PhDs respectively (see Table B.3 in AgipeB).

No of respondents

120
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20
G
40
20

Mlale Female

Figure 4.1: Gender wise statistics

Age of participants
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Figure 4.2: Age statistics
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Education of respondents

100
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BWFrequency 34 a9 74 5

Figure 4.3: Education level

4.3 Descriptive Statistics

The table illustrated mentioned at (Appendix C) is descglabout the descriptive
statistics for primary data analysis which comprises daukdia and its fective-
ness on the consumer buying behavior with respect to theaelecisions making,

motivation, customer attention, brands, reviews, opimind ordinary media network.

The minimum and maximum frequency is showing that likerteschthe design ques-
tionnaire such as< Extremely Disagreement;=2Disagree; 3 Neutral; 4= Agree

and 5= Extremely Agree in a respective way.

The mean value is showing that most of the results are slapirgyerage towards 4
and above which signify theffectiveness of social media marketing network on the

consumer buying behavior positively.

The standard deviation expressing the quantity in whichgtio@&ip members or re-
spondents dier from the mean value, signifies that on average standardtoev
value is 1 or less than one which express that there is no gaist the respondents
responses as most of the mean value slops positive side #béT.1 in Appendix
C).
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First question

The first question information is about the social media etvand consumer sug-
gests/ recommends product or service by the follower or fan. Mostigpants
agreed, but some of them were neutral and very few of them ety disagreed
(See Table D.1 in Appendix D).

1001

8
1

Frequency
i

&
i

20

| .

L] L ¥ 1
Extremaly ditspes Desagras Feautral Agres Exiramedy agrss

o

Do you like to suggest product or service if you are follower or fan en
social media network?

Figure 4.4: Social media and consumer brand followers

The result signifies that the follower or fan of the social lmatetwork most suggest

or recommend the product or service of brands.

Second question

The second question information is about the social mediaork and influences
them to purchase a product or service. Most participantsearout some of them
were neutral and very few of them completely disagreed (S&é&1D.2 in Appendix
D.)

The result signifies that the follower or fan of the social lmatketwork most suggest

or recommend the product or service of brands.
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Do you metivated te purchase a product based on the information receive
through social media network,

Figure 4.5: Social media and motivation to purchase

Third question

The third question information is about the social mediavoet and information
trustworthy. Most participants agreed, but some of themewewutral and very few of
them completely disagreed (See Table D.3 in Appendix D).
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Custemer |5 attalning the informatien posted by the other user en the
social media brand to be trustworthy.

Figure 4.6: Social media and attaining the information

The result signifies that the customer is attaining the $jpaoformation posted on
the social media network which improve the consumer behagwards purchasing

of product from brand and loyalty with trustworthy.
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Fourth question

The fourth question information is about the social mediavoek and promotional
activities. Most participants agreed, but some of them wexgral and very few of

them completely disagreed (See Table D.4 in Appendix D).
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The sacial media netwark ereates the way of premation praduct and
service in an effective manner.

Figure 4.7: Social media and promotions of product and servi
This signifies that social media network creates the waywédisement, promotional
and campaign for the brand product and service inflacve manner.
Fifth question

The fifth question information is about the social media reknand brand post about
product quality and féectiveness. Most participants agreed, but some of them were

neutral and very few of them completely disagreed (See Talden Appendix D).
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Censumer moestly purchase that brand pasts are most popular.

Figure 4.8: Social media and brand posts

This signifies that consumers most of the time buy products forands posted de-

scription, quality, €ectiveness and other features.
Sixth question

The sixth question information is about the social medisvngt and content available
online site about the brand. Most participants agreed, dmesof them were neutral

and very few of them completely disagreed (See Table D.6 pefpix D).

Frequency

——
T T T T T
Extremety disogres Disagree Heutral Agres Extremely agree

The content must be avallable that customer expect to see from the brand
on social media network.

Figure 4.9: Social media and online content to review

This signifies that brand product or service content avkilah the social media net-
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work that customer expect to review and accordingly wanuicipase.
Seventh question

The seventh question information is about the social medtawark and customer
perception about the brand. Most participants agreed,avwiof them were neutral

and fewer numbers of them completely disagreed (See TaBlenAppendix D).
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Do you think the perception of customer about brand changes through
social media promotional activities?

Figure 4.10: Social media and perception of customers

This signifies that the social media network has mdfect to change the perception
or behavior towards branded products or services througie maline promotional

marketing campaign activities.
Eighth question

The eighth question information is about the social medtavoek and credibility of
information. Most participants agreed, but some of themewezutral and very few

of them completely disagreed (See Table D.8 in Appendix D).
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Figure 4.11: Social media and creditability

The result signifies that information about a product or iseron the social media
network will create the credibility mordiectively than ordinary media channels (TV,

radio, newspaper and other).
Ninth question

The ninth question information is about the social mediavoet and consumer voice
or opinion about purchase. Most participants agreed, bubdenate percentage of
them were neutral and very few of them completely disagr&ee (Table D.9 in Ap-

pendix D).
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Do you feel heartened to velee aut your review or spinlen after purchase
through soclal media network?

Figure 4.12: Social media and review or opinion for purch@sgsion making
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The result indicates that social media network is the mfisttve strategy by brands

to get the customer opinion and review after the purchaselofeproducts.

Tenth question

The tenth question information is about the social mediavoet and dfective plat-
form for customer to communicate. Most participants agreatsome of them were
neutral and very few of them completely disagreed (See Tallé in Appendix D).

§

Frequency
1

T T T T T
Echemaly dmoges Drzagpee Meviral Agres Labemely sgyee

Do you agree that social media includes powerful and effective platform for
customer to communicate about product or service and company's?

Figure 4.13: Social media and platform for customer to comicate about brand
product or service

The result signifies that social media includes the featoiretatform for brand to get

the feedback from customers when they communicate aboptditeict or service.
Eleventh question

The eleventh question information is about the social medtaork and change de-
cision making. Most participants agreed, but a lesser nurobthem were neutral
and very few of them completely disagreed (See Table D.1pipefdix D).
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Do you agres that reviews, Tesdback, pest, comments on teclal madia
affect you desision making abeout purchasing.

Figure 4.14: Social media and feedback, post, comments

The result signifies that several peoples’ reviews, feekibaast and comments on
the social media alsoffect the consumer buying behavior either to purchase brand

product or not.
Twelfth question

The twelfth question information is about the social mediswork and change opin-
ion or behavior. Most participants agreed, while a modenat@ber of them were

neutral and very few of them completely disagreed (See Taldl2 in Appendix D).

Fregquency
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Do you like to ehange your spinlen ar behavier towards a eertain brand
after you have read positive review, opinion er other information about it?

Figure 4.15: Social media and change customer opinion asiiy@review about
product or service
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The result signifies that social media change the behaviopioron towards a certain

brand after the analysis of review or opinion about a produservice.
Thirteenth question

The thirteenth question information is about the social imee&twork and platform
of customer attention. Most participants agreed, but sohtieean were neutral and
very few of them completely disagreed (See Table D.13 in AgpeD).

Frequency
g

i

1 L 1 1 L
Extrémely @aogr s Disagr s Neutral Agres Extramely bgres

Do you agree that social media network has effective platform about new
product or service brand to shape customer attention than ordinary media
network?

Figure 4.16: Social media and customer attention

The result signifies that the social media network hasféattve platform about a
new product or service by the brand to shape customer attenti behavior than

ordinary media network.
Fourteenth question

The fourteenth question information is about the socialimadtwork and blog post
and advertisement. Most participants agreed, but somesof there neutral and very
few of them completely disagreed (See Table D.14 in Appebdix
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Do you agree that bleg post! advertisement! twitter/ Facebook pages and
raviews an social media influense customer to purchase brand product,

Figure 4.17: Social media and customer attention

The result signifies that social media network includes tbg post and advertisement
on the several online media such as twitter, Facebook,drestaand other pages and

also review on its influence to consumers to buy brand product

Fifteenth question

The fifteenth question information is about the social meetvork and searching of
data and information. Most participants agreed, but sontberh were neutral and

very few of them completely disagreed (See Table D.15 in AppeD).

Frequency
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Do yeu search for related data er information before buying on sacial
media?

Figure 4.18: Social media and customer attention
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The result signifies that social media network is &edive strategy to search about

new brand product information before buying decision mgkin

Sixteenth question

The sixteenth question information is about the social meeitwork and morefg-
cient to search about the product. Most participants agiagidsome of them were
neutral and very few of them completely disagreed (See Tallé in Appendix D).

Frequency
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Da you agree that information searching is sasy through sacial media as
compare to erdinary media?

Figure 4.19: Social media and marketing and ordinary media

The result signifies that social media network is #iedive platform to get informa-

tion through this function as compare to the ordinary media.

Seventeenth question

The seventeenth question information is about the socidiangetwork and change
in the initial opinion and preferences. Most participangsead, but few of them
were neutral and very few number of them completely disafj(€ee Table D.17 in

Appendix D).

39



§

Frequency
§

ood N

) i L] L]
Extrismesly Suayss Deungres Heutral Aiyea Extramely syse

Da you tend te seek out information that iz consistent with your inital
opinionipreference for a purchase?

Figure 4.20: Social media and customer preferences

The result indicates that social media network is seekingawide information that
is reliable and consistent or change with a consumer imptielerence for a purchase
of a product or service.

Eighteenth question

The eighteenth question information is about the socialiaeetwork and seeks the
information about product actively. Most participantsesgt, but some of them were
neutral and very few of them completely disagreed (See Tall8 in Appendix D).
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Do you think that with the social media sites, you are able to seek gut
productslservices information initiatively (actively)?

Y

Figure 4.21: Social media and actively seek information @eision making
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The result signifies that social media network enables guosssito find out the prod-

uct or service information actively.

4.4 Research Hypothesis

In the given study analysis, the researcher analyzedfieeteof social media mar-
keting on the buying behavior of the consumer. In this regegdearch hypothesis
were analyzed with respect to ANOVA (Analysis Of Varianaggression, correla-
tion and other relevant statistical aspects. These are ohttst reliable and féective
statistical tests that are used in a comparison of the sebativeen independent and
dependent variables. The standard deviation is showinigweéof risk spread among
the questions. The ANOVA table is showing the summary of dggassion line and
the level of significance among the variables. The regradsie shows the positive
or negative movement of the variables and correlation shibe/positive or negative

effect between the dependent and independent variables.

Table 4.1: Model summary

Model summary
Adjusted Std. Error of
Model R R Square R Square | the Estimate
1 0.65% 0.430 0.421 0.50619

@ Predictors:(Constant), Trust & Awareness, Customer buyatgbior

Table 4.2: ANOVA

ANOVAP
Sum of Mean .
Model squares df Square F Sig.
Regression| 38.215 | 3 12.738 | 49.715 | 0.00CG
1 | Residual 50.732 | 198 0.256
Total 88.947 | 201

a Predictors:(Constant), Trust & Awareness, Customer buyaigbior
b Dependent Variable: Social Media Marketing

The model summary is illustrating that there is one dependamable (Social Me-

dia) while others are independent variables includingtt®uawareness, marketing
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and customer behavior. The co-determinationfateent is analyzing that R-square
value stands in normal range between zero to one. The abogel mommary table

is showing that model summary fitness by 43% and adjusted Brs@s142% respec-

tively. Therefore, we can say that research model fE@ent to evaluate the further
hypothesis of research analysis.

Table 4.3: Co#fiicients

Codlicients
. . Standardized
Model Unstandardized Cdgcients Coeficients| t Sig.
B Std. Error Beta
1 (Constant) | -0.172 | 0.401 —-0.430 0.668
Customer
buyingBe | 0.265 0.086 0.175 3.079 | 0.002
haivor
Trust &
A 0.202 0.069 0.162 2.926 | 0.004

@ Dependent Variable: Socidfledia. Marketing

The codficient table is justifying that research model significance-@alue is less
than 0.005. Therefore, the subject analysis is an indicdliat there is positive cor-
relation among both variables which are; the dependentratependent variables.

HO: There is no impact of social media marketing on consumer bying behavior.

H1: There is impact of social media on marketing on consumer bying behavior.

The research variable of social media has majtgct on consumer buying behav-
ior. The result indicates that the significance value is B.B8nceless than 0.005.
Therefore, the null hypothesis is rejected as social measapositive impact on the

consumer buying behavior.

HO: There is no impact of social media marketing on trust and avareness.

H2: There is impact of social media marketing on trust and awaeness.

The research variable of social media has maftect on trust and awareness. The
result indicates that the significance value is 0.004 whacless than 0.005. hence,

we reject the null hypothesis as social media has positiyga@non the trust and
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awareness of brand products in the market through marketiranline social media

such as twitter, Facebook, Instagram and others.
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CHAPTER 5

CONCLUSION AND FUTURE WORK

5.1 Conclusion

Social media is one of the mosftective solution and opportunities available to en-
hance the brand awareness, trust, and marketing and wdtymiadprove the customer
buying behavior decision making. The present study ind#tat social media mar-
keting is a tool of socializing the medium of brand awarenasigh also improve the
consumer trust by linking them at a level that is deeper.

The social media marketing is composed of new and evolviradegfies for various
market brands since last several years. The brand is takivangage of higher level

of growth and market return than ever before.

The analysis of social media marketing is indicating that@bVvides the brand plat-
form to recognize as a form of potential marketing, innawatimarket campaign,
promotional activities, product market awareness, the 8bwew information about

products and engage with customer online at all the time.

The study is indicating that several social media netwodch |s twitter, Facebook,
Instagram, YouTube, Snapchat, among others create th&saghimpact on the con-
sumer buying behavior. It allows the brand to analyze theiopi feedback, review,

views and content influence interaction and building comitgunowards purchasing.

The study findings and primary data analysis are indicatiaggocial media network-
ing has a positive impact on the consumer buying behavianabmedia significantly

change the consumer buying decision making by regular epdatviews, content,
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preferred product, brand awareness, communication, riiagkend decrease the gap
between both.

The analysis is also justifying that there are several faaitich define the perceived
value in the online business environment, For instanceotiiee social media mar-
keting quality is terms of service and usefulness to infleethe customer behavior
to purchase products or services. A brand can concentrat@tanand information,
guality system and service to improve the online e-commanzkalso improve the

perceived usefulness in their customers.

There are some factors cafiext customer buying decisions such as customer feed-
back or comments for instance; when a customer reads ayeostimment about any
product or service, this comment may encourage the custtori®ry. On the other
hand, if the customer reads a negative comment, the customecancel his or her

buying decision or may need to think more.

The present study has been provided the significant amounfosmation to engage
the consumer towards buying process through social mediketivag practices. The
customer utilizes the online social attraction, to creatdgent and to liaison with other
users. The present study of the social media marketifggteon consumer buying
behavior identifies the advantages to be gained by busimesganies and brands in

the market.

The advancement of online sources interacts the multigieeonsers and provides the
opportunity to use social media to support, shared valuest, tawareness, commu-
nication, trust building network, interaction, conneati@nd #ecting the consumer

intention to buy products online.

The study is also indicating that social media provid&edent values to brands such
as improve the company’s product or service popularity,arsales growth, devel-
opment, sharing information in the context of business rodiment. It is also gen-
erating the support for customers and social interactioraredver, the individual
networking through social media helps to shared valuest &md positive fect on

brand market awareness.

The present study reveals that social media marketing greriamt factor to develop
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brand communication, trust-building system to purchadeergoods or services.
This new social media platform develops the new system wiheirgdual emerge on
a social network where individual can share thoughts, vesji@pinion and feedback

share quickly and globally.

This study has also signified that individual easily shaeeitiiormation and review
about the product or service quality which leads to influeth@econsumer buying
behavior. The new generation in the business communitizesgilthe online social

media tool for development of brand attraction in the givearket.

Hence, social media marketing is one of the key processésdlato create aware-
ness, trust, communicate and create the product reviewtenpal users with the
main purpose of enhancing the consumer base. It provides adwantages when it
comes to marketing of the brand. It encompasses varioussfofrmarketing, com-

munication, networking, entertainment, trust and awasne

It is important for brands to understand all kinds of elersasft social media mar-
keting which enable them to improve the customer experiemocee dfectively and
efficiently. The most fective things are increasing the brand trust, more consumer
base line, sales enhancement, brand image, customelyldyalh return/ outcome

at cheap cost, promotions, advertisement and notificaticGang new events to the
customers. Itis also helpful to improve consumer intecactieputation, monitoring,

importance to campaign and viral marketing.

The analysis of the study also indicating that customersttseenformation about
products or services provided by other customers througialsmedia is more trust-
worthy because this information is not under the control rgfanizations, therefore

social media marketing increase customer’ trust.

Finally, the present study has given more clarification alio&iimportance of social
media marketing though more important aritetive strategy by most of the brands
in the market which create the strong or positive impact @ dbnsumer buying
behavior. The online social media network gradually becgnmost &ective factor

in the local and international market to interact a wide mafjconsumer base.

The consumer buying behavior has been changed quickly ailyap which brand
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has to design the new strategies in line with changing maweds and trends. There-
fore, brand should focus on the new promotional campaignggest, discountsfters
and innovative ideas to influence over the consumer decisiaking process and

choices.

5.2 Suggestion for Future Work

Social media is one of the modffective digital marketing networks used to explore
new market trends and brand awareness. The brand must reedlge social media
network as its primary marketing tool. Following are the macommendations for

brand in relation to the marketing strategies incorporateshcial media:

It is important for future to understand the other technicaictions that brand or
companies may use during the course of social media magkeitins also éfective

to learn new innovative features of social media in respéctiche segmentation
of products or services, consumer loyalty, brand imagesgdeed quality assurance,

assessment of reviews, opinions, feedback and others.

It is also critical to discuss the influence of social mediaketing on operational cost
and increase the communication with customers; social angatye and regular post

impact on market awareness, communication and productatiagk

In the future, we need to analyze the consumer feedback ingmabrand market
about products and promotional schemes through socialansegvey system which
provides the information about current trends and marksitipa of the brand. It is
important to link the social web page with customers to imprbrand recognition,

brand loyalty, covert to more opportunities and more cosioerrates.

Moreover, the future research study must also take coratidartowards further steps
to analyze the role of social media perceived values andtiote to purchase and to

analyze their ffect on the brand model.
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Appendix A

Questionnaire

The impact of social media marketing strategies on consumerdying behavior

Age: Gender: Education Level:

Do you like to suggest product or service if you are follow

or fan on social media network?

ver

Customer is attaining the information posted by the other

on the social media brand to be trustworthy.

se

The social media network creates the way of promotion p

uct and service in anfkective manner.

rod-

Consumer mostly purchase that brand posts are most populay.

The content must be available that customer expect to see

the brand on social media network.

fro

Do you think the perception of customer about brand char

through social media promotional activities?

ge

lv2)

Do you agree that information about product or service

more creditability on social media network than ordinary-n

dia channels due to the information is outside the organiza:

tional control?

has
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Do you feel heartened to voice out your review or opinionra

purchase through social media network?

fte

Do you agree that social media includes powerful afidce
tive platform for customer to communicate about product

service and company’s?

[ or

Do you agree that reviews, feedback, post, comments onls

media dfect you decision making about purchasing.

0Ci:

Do you like to change your opinion or behavior towards a ¢
tain brand after you have read positive review, opinion beo]

information about it?

cer-
[

Do you agree that social media network h&ee&ive platform
about new product or service brand to shape customer aite

than ordinary media network?

nti

Do you agree that blog pgsadvertisemerittwitter/ Facebook
pages and reviews on social media influence customer to

chase brand product.

pur

Do you search for related data or information before buyimg

social media?

j O

Do you agree that information searching is easy througtak¢

media as compare to ordinary media?

DCI

Do you tend to seek out information that is consistent wittry,

initial opiniorypreference for a purchase?

Do you think that with the social media sites, you are abl¢

seek out productservices information initiatively (actively)?
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Appendix B

Demographics Statistics

Table B.1: Gender wise statistics

Gender wise statistics

No of respondents| Percent | Cumulative Percent
Male 113 56% 56%
Female 89 44% 100%
Total 202 100%
Table B.2: Age statistics
Age | No of respondents| Percentage
18-25 71 35%
26-35 65 32%
36-45 49 24%
46-55 17 8%
Total 202 100%
Table B.3: Education level
Qualification | No of respondents| Percentage
Matriculation 34 17%
Bachelor 89 44%
Masters 74 37%
PhDs 5 2%
Total 202 100%
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Appendix

C

Descriptive Statistics

Table C.1: Descriptive statistics

Std.
N Min | Max| Mean | Devia-
tion
How would you like to suggest product or
service if you are follower or fan on social202| 1.00| 5.00| 3.74 | 1.09
media network?
Do you motivate to purchase a product based
on the information receive through socia02| 1.00| 5.00| 3.78 | 1.02
media network.
The customer is attaining the information
posted by the other user on the social medp2| 1.00| 5.00| 3.97 | 1.02
brand to be trustworthy.
The social media network creates the way of
promotional product and service in afiex- | 202| 1.00| 5.00| 3.78 | 0.98
tive manner.
Consumer mostly purchase that brand posﬁaz 100! 500 3.75 | 0.99
are most popular.
The content must be available that customer
expect to see from the brand on social mediz02| 1.00| 5.00| 3.88 | 0.99
network.
Do you think the perception of customer
about the brand changes through social m202| 1.00| 5.00| 3.68 | 1.08
dia promotional activities?
Do you agree that information about the
product or service has more credibility on
the social media network than ordinary me202| 1.00| 5.00| 3.91 | 1.01
dia channels due to the information is outside

the organizational control?
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Do you feel heartened to voice out your re-

view or opinion after purchase through soci&02

media network?

1.00

5.00

3.94

0.92

Do you agree that social media includes a

powerful and &ective platform for customer

to communicate about product or service anza02

company’'s?

1.00

5.00

3.96

1.05

Do you agree that reviews, feedback, post,

comments on social medidtect your deci-
sion making about purchasing?

202

1.00

5.00

4.04

0.86

Do you like to change your opinion or be-

havior towards a certain brand after you havg02
r-

read positive review, opinion or other info
mation about it?

1.00

5.00

4.13

1.02

Do you agree that social media network h

an dfective platform about a new produc:t202

or service brand to shape customer attenti

than ordinary media network?

1.00

5.00

4.01

0.96

Do you agree that a blog pogtadvertise-

menj twitter/ Facebook pages and reviewa02
to

on social media influence the customer
purchase brand product.

1.00

5.00

4.12

1.03

Do you search for related data or informati 03,

before buying on social media?

1.00

5.00

4.06

0.94

Do you agree that information searching
easy through social media as compared to
dinary media?

is
@02

1.00

5.00

4.16

0.88

Do you tend to seek out informatio
that is consistent with your initial opin
ion/preference for a purchase?

n
-202

1.00

5.00

4.08

0.88

Do you think that with the social media site
you are able to seek out prodysesrvices in-
formation initiatively (actively)?

202

1.00

5.00

3.95

1.02
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Appendix D

Tables

Table D.1: Social media and consumer brand followers

Do you like to suggest product or service
if you are follower or fan on social media network?

Erequency | Percent Valid Cumulative
q y Percent Percent
Extremely |, 4 5.4 5.4 5.4
disagree
Disagree 21 104 104 15.8
Valid | Neutral 23 11.4 11.4 27.2
Agree 102 50.5 50.5 77.7
Easnely \ge 22.3 223 100.0
agree
Total 202 100.0 100.0
Table D.2: Social media and motivation to purchase
Do you motivated to purchase a product based on
the information receive through social media network.
Erequency | Percent Valid Cumulative
9 y Percent Percent
SUEEY 4.0 4.0 4.0
disagree
Disagree 16 7.9 7.9 11.9
Valid | Neutral 37 18.3 18.3 30.2
Agree 93 46.0 46.0 76.2
Extremely
agree 48 23.8 23.8 100.0
Total 202 100.0 100.0
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Table D.3: Social media and attaining the information

Customer is attaining the information posted by
the other user on the social media brand to be trustworthy.

Valid Cumulative
Frequency | Percent Percent Percent

Extremely | 35 35 35
disagree
Disagree 15 7.4 7.4 10.9

Valid | Neutral 21 10.4 10.4 21.3
Agree 93 46.0 46.0 67.3
Extremely | gq 32.7 32.7 100.0
agree
Total 202 100.0 100.0

Table D.4: Social media and promotions of product and servic

The social media network creates the way of
promotion product and service in affextive manner.

Erequency | Percent Valid Cumulative
q y Percent Percent
E.X”eme'y 6 3.0 3.0 3.0
isagree
Disagree 21 10.4 104 134
Valid | Neutral 26 12.9 12.9 26.2
Agree 108 53.5 53.5 79.7
Extremely | ,, 20.3 20.3 100.0
agree
Total 202 100.0 100.0
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Table D.5: Social media and brand posts

Consumer mostly purchase that brand posts are most popular.

Frequency | Percent Valid Cumulative
q y Percent Percent
Extremely | , 2.0 2.0 2.0
disagree
Disagree 22 10.9 10.9 12.9
Valid | Neutral 42 20.8 20.8 33.7
Agree 87 43.1 43.1 76.7
Extremely
agree 47 23.3 23.3 100.0
Total 202 100.0 100.0
Table D.6: Social media and online content to review
The content must be available that customer expect to see
from the brand on social media network.
Erequency | Percent Valid Cumulative
q y Percent Percent
Extremely | , 2.0 2.0 2.0
disagree
Disagree 18 8.9 8.9 10.9
Valid | Neutral 34 16.8 16.8 27.7
Agree 88 43.6 43.6 71.3
Extremely
agree 58 28.7 28.7 100.0
Total 202 100.0 100.0
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Table D.7: Social media and perception of customers

Do you think the perception of customer about brand changes

through social media promotional activities?

Erequenc Percent Valid Cumulative
q y Percent Percent
Extremely | o 4.0 4.0 40
disagree
Disagree 26 12.9 12.9 16.8
Valid | Neutral 34 16.8 16.8 33.7
Agree 88 43.6 43.6 77.2
Extremely | ;¢ 22.8 22.8 100.0
agree
Total 202 100.0 100.0

Table D.8: Social media and creditability

Do you agree that information about product or service has
more creditability on social media network than ordinarydmechannels
due to the information is outside the organizational cdfitro

Erequenc Percent Valid Cumulative
q y Percent Percent
Extiemeliy - 25 25 25
disagree
Disagree | 16 7.9 7.9 10.4
Valid | Neutral 35 17.3 17.3 27.7
Agree 83 41.1 41.1 68.8
Extremely | o 31.2 31.2 100.0
agree
Total 202 100.0 100.0
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Table D.9: Social media and review or opinion for purchasesilen making

Do you feel heartened to voice out your review or opinion
after purchase through social media network?

Erequenc Percent Valid Cumulative
q y Percent Percent
Extremely | o 25 25 25
disagree
Disagree | 12 5.9 5.9 8.4
Valid | Neutral 25 12.4 12.4 20.8
Agree 108 53.5 53.5 74.3
Extremely | o, 25.7 25.7 100.0
agree
Total 202 100.0 100.0

Table D.10: Social media and platform for customer to comicaie about brand

product or service

Do you agree that social media includes powerful affielotive platform
for customer to communicate about product or service angeogis?

Erequenc Percent Valid Cumulative
q y Percent Percent
Exiremely . 3.0 3.0 3.0
disagree
Disagree | 16 7.9 7.9 10.9
Valid | Neutral 31 15.3 15.3 26.2
Agree 77 38.1 38.1 64.4
Extremely | 2, 35.6 35.6 100.0
agree
Total 202 100.0 100.0
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Table D.11: Social media and feedback, post, comments

Do you agree that reviews, feedback, post, comments onl snedia
affect you decision making about purchasing.

Erequenc Percent Valid Cumulative
q y Percent Percent
Extremely | o 1.5 15 15
disagree
Disagree | 9 4.5 4.5 5.9
Valid | Neutral 26 12.9 12.9 18.8
Agree 103 51.0 51.0 69.8
Extremely | &, 30.2 30.2 100.0
agree
Total 202 100.0 100.0

Table D.12: Social media and change customer opinion anidigoseview about

product or service

Do you like to change your opinion or behavior towards a aetieand
after you have read positive review, opinion or other infation about it?

Erequenc Percent Valid Cumulative
q y Percent Percent
Exiremely s 35 35 35
disagree
Disagree | 10 5.0 5.0 8.4
Valid | Neutral 20 9.9 9.9 18.3
Agree 77 38.1 38.1 56.4
Extremely | gg 43.6 43.6 100.0
agree
Total 202 100.0 100.0
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Table D.13: Social media and customer attention

Do you agree that social media network h&eeive platform about new product
or service brand to shape customer attention than ordinadrametwork?
Frequency | Percent Valid Cumulative
Percent Percent

Sif;‘;?;‘zly 4 2.0 2.0 2.0
Disagree 15 7.4 7.4 9.4

Valid | Neutral 22 10.9 10.9 20.3
Agree 95 47.0 47.0 67.3
Extremel
. Y | 66 32.7 32.7 100.0
Total 202 100.0 100.0

Table D.14: Social media and blog post advertisement twyiEacebook and other
social media

Do you agree that blog pgativertisemerftwitter/Facebook pages and
reviews on social media influence customer to purchase hpaatlict.
Frequency | Percent Valid Cumulative
Percent Percent
;’;gg?;‘z'y 6 3.0 3.0 3.0
Disagree 13 6.4 6.4 9.4
Valid | Neutral 22 10.9 10.9 20.3
Agree 71 35.1 35.1 55.4
Extremel
ngroe Y | 90 44.6 44.6 100.0
Total 202 100.0 100.0
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Table D.15: Social media and searching of information

Do you search for related data or information before buyingacial media?

Valid Cumulative
Frequency | Percent Percent Percent
Extremely | 2.0 2.0 2.0
disagree
Disagree | 10 5.0 5.0 6.9
Valid | Neutral 28 13.9 13.9 20.8
Agree 87 43.1 43.1 63.9
Extremely | 74 36.1 36.1 100.0
agree
Total 202 100.0 100.0
Table D.16: Social media and marketing and ordinary media
Do you agree that information searching is easy
through social media as compare to ordinary media?
Erequency | Percent Valid Cumulative
q y Percent Percent
Extremely | , 2.0 2.0 2.0
disagree
Disagree | 6 3.0 3.0 5.0
Valid | Neutral 23 11.4 114 16.3
Agree 90 44.6 44.6 60.9
Extremely | 39.1 39.1 100.0
agree
Total 202 100.0 100.0
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Table D.17: Social media and customer preferences

Do you tend to seek out information that is consistent with

your initial opinior/preference for a purchase?

Erequency | Percent Valid Cumulative
q y Percent Percent

Extremely | , 2.0 2.0 2.0
disagree
Disagree 6 3.0 3.0 5.0

Valid | Neutral 28 13.9 13.9 18.8
Agree 95 47.0 47.0 65.8
Extremely | ¢4 34.2 34.2 100.0
agree
Total 202 100.0 100.0

Table D.18: Social media and actively seek information agxision making

Do you think that with the social media sites, you are able to
seek out productservices information initiatively (actively)?

Erequenc Percent Valid Cumulative
q y Percent Percent

Extiemely’| - 35 35 35
disagree
Disagree 16 7.9 7.9 114

Valid | Neutral 21 10.4 10.4 21.8
Agree 95 47.0 47.0 68.8
Extremely | g4 31.2 31.2 100.0
agree
Total 202 100.0 100.0
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