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Abstract 

Social media have become a platform for 

corporations and consumers to interact with each 

other in a coherent way. The impact of social 

media on consumer behavior has been enormous. 

Consumers began using more online sources today. 

Technology gives consumer the power to 

investigate products to tag them and assess them in 

equal measure, and more. Today, consumers are 

involved in a variety of activities, ranging from 

consuming content to participating in discussions, 

sharing knowledge with other consumers, and 

contributing to other consumers' activities. 

Therefore many companies today have pages on 

social networks to complement the information 

held about products, held by the feedback of 

consumers about products and tend to relate more 

to a company after reading reviews. It is clear that 

now day, social media components have got an 

attention to consumer markets. Therefore, this 

paper presents influence of social media, social 

media websites have become an information 

resource for customers, the change of consumer 

behavior, how to become social, how Companies 

can create a strong social media presence and 

impact of social media on consumer behaviour. 
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I. INTRODUCTION 

 Social media is becoming more and more 

prevalent, connecting people and facilitating the 

exchange of information, consumer behavior is 

shifting. Roughly one quarter of online time is 

spent on social media platform according to 

Nielsen. The internet‟s viral and social capabilities 

have created a whole new forum for consumers. 

Internet communities, blogs and social networks 

have become a part of life. Social media is used to 

communicate and engage with family and friends. 

Today, we can divide social media into 6 groups: 

social networks (Facebook and LinkedIn are the 

best examples), blogs, wikis (Wikipedia, the best-

known), podcasts (iTunes), forums, content 

communities (YouTube or Flickr) and micro 

blogging (Twitter). For the brands, social media 

appears as a way to reach new customers and to 

reflect their feelings. This explains why companies 

are currently working on “Social Strategies” to 

define the degree of interactivity that they want to 

have with their customers. Social media will help 

the consumer to make a decision. They will often 

consult public opinion to reinforce their purchasing 

decision. Thanks to technologies such as smart 

phones or tablets, customers do not need their 

home computers, accessing social media 

everywhere. With such easy access to content, it‟s 

clear why print medias are currently facing an 

important crisis that is mirrored by the decline of 

the music industry caused largely by piracy but 

also by social digital channels. Companies can then 
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adapt themselves to these new technologies and 

benefit from social media. But the relation between 

the marketers and the consumers has now changed. 

 Social media marketing is playing an 

increasingly important role in the marketing 

strategies important role in the marketing strategies 

of companies. The increasing usage of social media 

websites provides a platform for nurturing brands 

and impacting people‟s purchase decisions. One of 

the biggest advantages that social media websites 

have over company or new sites is that consumers 

who visit social media websites are more likely to 

take action. Consequently, companies who 

integrate elements of social media into their 

marketing mix will have a greater opportunity to 

influence consumers buying choices. According to 

a study entitled “The Impact of Social Media on 

Purchasing Behaviour” done by OTX Research on 

behalf DEI Worldwide “consumers currently use 

social media as a top resource for information on 

brands, companies, or products”. 

Influence of Social Media 

 The major players in various industries 

have conducted researches and surveys to know the 

impact of social media on consumer behavior, and 

it has been found that consumers would like to 

have an interactive relationship with a company, so 

that they can easily pass on feedback, suggestions, 

and complaints. Given the nature of social media, 

anything – positive or negative – that is being said 

about your product or company is easily accessible 

to a global community of consumers, which 

essentially means that the business and marketing 

strategy can be hailed or harmed in a matter of 

hours. Social media has opened up a new 

opportunity, both for the business and consumers, 

to interact with each other on a real-time basis. 

 

 

Social media websites have become an 

information resource for customers 

 Millions of people go to social media sites 

like Facebook, Twitter, YouTube, and blogs every 

day to interact with others who share their interests. 

When they see something they like (or dislike!), 

they share it instantly with their friends, who share 

it with more friends, making it a very fast way to 

communicate. People rely on various types of 

social media websites as much as company 

websites for product and brand information. Seven 

out of ten (70%) customers have visited social 

media websites such as message boards, social 

networking sites, and blogs to get information. 

Further (49%) of these consumers make a purchase 

decision on what they gathered according to OTX 

research. 

 The report, by the Neilsen Company, a 

provider of consumer insight and social media 

analysis, shows that social networks and blogs 

dominate people‟s online time by accounting for 

almost a quarter of total time on the Internet, 

Americans spend more time on Facebook than any 

other U.S. website and most adult social network 

users also shop online. 

Online word of mouth is powerful 

 Online word-of-mouth marketing is the 

best marketing because it comes with credibility 

and it costs you nothing. Six out of ten (60%) 

people reported that they are likely to use social 

media websites to pass along information they 

receive online according to OTX research. And 

consumers fell the recommendation from other 

people online are valuable, credible and hence 

influence the purchase decision. 

 Consumers frequently trust the 

recommendations of their peers, making social 

media and ideal platform for influencers to spread 

their ideas and purchase power. Research by NM 

Incite shows that 60 percent of social media users 
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create reviews of products and services. In fact, 

consumers created reviews/ratings are the preferred 

source for information about product/service value, 

price and product quality. Active social media 

users are more likely to read product reviews 

online, and 3 out of 5 create their own reviews of 

products and services. Women are more likely than 

men to tell others about products that they like 

(81% of females vs. 72% of males). Overall, 

consumer-generated reviews and product ratings 

are the most preferred sources of product 

information among social media users. 

Consumers who visit social media websites are 

more likely to take action 

 Feature such as blogging, photo sharing 

and video sharing are the norm. Nowadays, 

politicians, celebrities, brands and family members 

all seem to have an account. The rise of social 

media is not only changing the relationship 

between brand and audience, it is affecting the 

traditional marketing and PR metrics. Social 

networking is evolving fast. Consumers who visit 

social media websites are more likely to take 

action. 

 Research shows seven out of ten (70%) 

consumers have visited social media websites to 

get information and nearly half (49%) made a 

purchase decision based on what they gathered. 

Forty five percent (45%) of people who searched 

information exclusively via social media websites 

engaged in word? of? mouth, compared to 36% 

who told others about information they found on a 

company or news website according to OXT 

research. 

Talking with a brand representative strongly 

influences consumers online 

 People are very positive about the 

opportunity to communicate online with a brand 

representative. Following a conversation, 

customers are willing to spread the word, value the 

information they receive, and likely to take action. 

The change of consumer behavior 

Consumers have a bigger voice 

The most obvious way that social media 

has changed consumer behavior is just by giving 

customers a bigger voice than they‟ve ever had 

before. In a new study by Euro RSCG, 31.5% of 

U.S. social media users said they feel empowered 

to do things they‟ve always wanted to do and 20% 

have lashed out against brands and companies 

online. In short, customers feel empowered to say 

the things they‟ve always wanted to say but never 

had the outlet to do so. In short, the anonymity and 

safety provided by social media lets customers feel 

more confident in expressing their true feelings 

about the brands they interact with. 

According to a study performed by OTX 

Research, about 2/3 of customers use the 

information they find through social media to 

influence their buying decisions. 67% of customers 

are likely to pass this information on to others, and 

over 60% trust information they find through social 

media more than traditional advertisements. 

Social media has become a credible information 

provider for consumers 

Now a days, more and more consumers 

search evaluation and reviews of products on 

social media before purchasing, which they 

considered highly trustworthy. According to 

DEI‟s The Impact of Social Media on Purchasing 

Behavior (2008), 7 out of 10 consumers have 

visited social media websites such as message 

boards, social networking sites and blogs to gather 

purchasing information, in which more than half 

of consumers have great confidence in the 

information sources and nearly 70% of them 

would change their purchasing decisions based on 

the word-of-mouth. 
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In addition, some social media, such as 

Wikipedia and Delicious, which allow end-users 

to co-create or rate the web content, become the 

exemplary reference for consumers. The 

underlying insight is that people tend to believe 

that the joint effort of many authors‟ results in 

social media would produce better outcome than 

any other individuals could achieve. That is to 

say, consumers‟ joint creation forms a power of 

synergy on social media, which made it even more 

reliable. 

Consumers look for freebies first 

From the consumers‟ viewpoints, it‟s 

convenient and easy to get the desired information 

from the enormous database of social media. Only 

by a few clicks, users can collect nice photos on 

Flickr, watch the latest engaging novel from Book 

Crossing. The best of all is that it‟s all for free! 

Therefore, it‟s quite understandable that consumers 

would search for freebies online first rather than 

directly go to online or physical shops. 

 For the retailers, the good news is that it‟s 

possible for a product or service becomes popular 

overnight on social media, which reduces 

tremendous marketing and promotion cost. 

However, the downside is that it becomes more 

difficult for retailers to manage the copyright-

protected materials sharing between the 

uncontrollable users. 

Consumers own increasingly unrestricted time 

and space for sharing 

Although computer is still the main access 

to social media for consumers, according to a 

recent study by NM Incite, a Nielsen / McKinsey 

Company (2011), nearly 2 in 5 social media users 

access these services from their mobile phones. It is 

predictable that as more and more people own 

smartphones, which offer social media users a 

portable device to instantly share information and 

exchange opinions, there‟s decreasing limitation to 

the time and space for consumer gain access to 

social media. In other words, the consumers can 

socialize almost anytime they want and everywhere 

they like. 

Mobile Social Media Use is on the Rise 

“Mobile is intensifying consumer usage of 

social media, due to the quick access to content it 

offers. Our target audiences can engage with 

friends and brands far more often and more easily 

than previously possible on the desktop web. The 

high usage of Facebook mobile demonstrates this 

phenomenon, with more time spent on Facebook 

via mobile, than via the traditional web.” George 

Dixon Manager, Mobile and Digital media, 

Mediacom UK. 

The ability to access social media is 

commonly used feature among mobile owners. 

According to a recent study by NM Incite, a 

Nielsen / McKinsey Company, nearly 2 in 5 social 

media users access these services from their mobile 

phones. Now that many consumers have 

smartphones that are faster than laptops, they are 

spending far more time on their devices – and in 

turn of Facebook. In fact, on average, in markets 

such as the UK, more time is spent with Facebook 

on mobile than via desktop. Of the 250 million 

users signed up to Facebook‟s mobile platform, an 

average of 50 % check in every day and in some 

markets this rises to 80 %. The site is second only 

to Google as the most popular destination on the 

mobile web. 

How to become social? 

 The major difference of social media and 

the traditional media is that social media connect 

and engage people at the relatively low cost and 

higher levels of efficiency, which turn the static 

presentation into the interactive communication. 

Accordingly, it‟s advisable for retailers to take 

advantage of this tool to increase industrial 

influence and gain more benefits. 
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Be interactive 

People feel asleep when they listen to a 

lengthy lecture, but they hardly sleep while playing 

a game. So does retailing. Interaction is the key 

factor to turn the variable routine into an 

unforgettable experience. Some of the ways to 

interact during the retailing process are as follows: 

 Platform / Community: People like to network 

with people who have similar interest or 

Values. Retailers can attract their target 

audience by creating a platform or community 

to assemble a group of like-minded people. 

 Competition / Vote: People feel thrilled when 

compete and feel empowered when vote. 

Competition and vote system naturally 

motivate the participants to spread the 

information to their family and friends, 

multiplying the consumer engagement. 

 Feedback / Comment: People feel more 

engaged and respected when they are allowed 

to speak. The feedback and comment function 

not only enhance the consumer engagement 

but also serve as a way for retailers to know 

that‟s in consumers‟ mind. 

Be interesting 

There is a tiresome truth that nobody liked 

to talk with a boring person. Consumers wouldn‟t 

have interest in the product or service that look dull 

and dreary. Thus, before going socializing, make it 

attractive and charming. The following lists some 

methods to draw consumers‟ attention: 

 Provide useful information and knowledge: 

Useful information and knowledge form a 

good connection between people because they 

are always in demand. Plus, people are likely 

to keep them and willing to pass them to 

others. 

 Offer exclusive service: Generally speaking, 

people like to feel privileged. The proper grant 

of coupons or product samples would 

accumulate positive impression in consumers‟ 

mind and further raise consumer retention rate. 

 Tell a story: Story is easily memorable and 

likely to be repeated. Remember those 

impressive advertisements that remain in our 

mind? Most of them involved a good story 

with great characters and consistent plots. 

 Update frequently: Consumers are indecisive 

in liking for products. That‟s why the apparel 

industry changes garments according to the 

season and there are always new favours of 

potato chips on the shelves in the supermarket. 

How Companies Can Create a Strong Social 

Media Presence 

Clearly, customers are being influenced by 

social media. Companies want to build a strong 

social media presence. Building a strong social 

media presence requires consistency. It requires 

actually engaging with the target demographic, 

building relationships that help to earn their trust 

and their business. And it requires having actual 

goals and strategy for the social media campaign. 

 Know Your Target Audience: It is very 

essential for companies to get an insight into 

the demographics of a website regarding the 

income-group, class, ethnicity, etc., 

 Serve, Don‟t Sell: The Companies should 

engage in an open conversation with 

customers. Some of the most popular websites, 

such as Facebook, allow companies to create a 

business profile, with an option that users can 

become „fans‟. The more „fans‟ you are able to 

create, better the dissemination of information 

related to the company‟s brand as each time 

they log on, they will be updated with all the 

activity around the brand. It is important to use 

social media in such a way that helps in brand 

building. When a strong foundation is built 

people are able to connect with the company, 

and the sales will improve automatically. 
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Remember the adage, „A sale is something that 

happens when you are serving your 

customers.‟ 

 Pay Attention to Consumers‟ Opinion: It is 

important to keep an eye on what is being said 

about the company. The conversation between 

consumers can give some information on what 

they are expecting from the brand. Consumers 

can help with their opinion on how they 

perceive the company, and what improvements 

can be made to strengthen the brand. 

Social Media Campaign 

 Social media Campaign refers to the 

process of gaining website traffic or attention 

through social media sites. 

What kind of goals should be set for the social 

media campaign? 

 Improve search engine rankings 

 Increase brand awareness 

 Increase positive brand mentions online 

 Improve overall customer service and 

satisfaction ratings 

 Earn more sales 

Once the goals are set, the results have to 

be tracked. That‟s pretty easy because there is 

something to measure up against. For example, if 

the company wants to earn more sales through 

social media marketing, the company can track the 

sales before and after the campaign. If the company 

is not getting more sales, then maybe things aren‟t 

working according to plan. 

II. CONCLUSION 

 All in all, due to the transparency and the 

reliability of social media, consumers are more and 

more powerful than before. Consumers gather 

information first on the social media before 

purchasing. Plus, the ever-changing new 

technology, such as smart phone, i-pad further 

enhanced this power, which placed consumers in 

an advantageous position regarding purchasing. To 

deal with this situation, the retailers should dump 

the past preconceptions about the consumers and 

the out-of-date marketing models. Instead, they 

have to stand in the consumers‟ shoes and try to 

engage as many people as possible in an interactive 

way. 
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