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Abstract

On a daily basis, 100,000 tweets are sent, 684,478 pieces of content are shared on Facebook, 2 million search
inquiries made on Google, 48 hours of video uploaded to YouTube, 3,600 photos shared on Instagram, and 571
websites created.The appearance of social media has created a new aspect which puts a new grid of personal
communication. Businesses see great chances, whereas consumers are set back to the center in the business
world because of the social media. There are many studies explaining reasons to take advantage of the social
media and to help companies to gain a better status in the changeover. Often, consumers feel different from
what marketers think, for instance what “brand connection” via social media looks like to consumers may not be
fairly what marketers think.The objective of this research is to clarify why, when and how the social media
impacts consumer decision process, and explains how individuals are attending, processing, and selecting the
information on social media before a purchase. The results indicate that individuals are actively involved in the
search for information on social media compared with the mass media; yet exposure to information is selective
and subjective when searching for information. The inquisitive part of the research attempts to provide vision to

any organization trying to move to or is currently contributing in the new marketing trend.
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1. Introduction

Traditional marketing is not dying — it’s dead!” [17]. “Traditional advertising as we know it is over dead, most
marketers do not realize it, and the technology has given a lot,” says Sergio Zynman [17], former chief
marketing officer of Coca Cola. Of people and choices more than in the past, has created a consumer democracy
where people around the world are constantly using social networking platforms to seek and share information
from consumer products to organize political movements. The emergence of web 2.0 (Online Technology) is
one of the most dramatic developments in the history of commerce. Social media, and other buzz words that
came along with, is a web 2.0 based evolution, where they not only encourage the user-generated content, but
also extend the focus on users by allowing them to view the contents and sharing them among networks. Over
the last decade, this special technical uprising has revolutionized the traditional marketing methods and brought
professionals to a new era. In the new marketing era, social media is likely to transform the relationships of
marketers with the sellers, distribution channels, end consumers, and others. It is the information age, flooding
consumers with huge amounts of information on a minute to minute basis. Based on [10] it has been discovered
that when companies do their business and cooperate with individuals, they generate a remarkable amount of
digital consumer data. Social networking sites, smart phones and other consumer devices have allowed billions
of people worldwide to contribute to the huge amount of data available. By considering the sheer volume of
social media campaigns, e-commerce sites, sales, emails, and opportunities. It seems that companies of all sizes
have been translating their marketing approaches to the internet accessibility, the target audience, and the money
required to do so. In comparison, the traditional advertising approach of mass media communication, for
instance, newspaper, magazines, and television, aims at carrying messages to a wider group of audience in the

hope of reaching the few interested ones.

With more motivation, individuals are more careful and skillful in allocating attention to information.
Therefore, it is necessary for marketers to find the reasons that speak to particular customers concerned and to
seek ways to talk to customers in small communities. Nowadays, and through social media, marketing is an
alternative view of communication; yet the most influential application of social technologies in the global

economy are largely untapped.

Social media enables consumers to return to the center of the business world and marketers provide a new set of
tools to interact with consumers and incorporate them into brands through innovative ways. Therefore,

marketers should understand how social media influenced consumer buying behavior.

1.1 Objectives of the research

Consumers and companies around the world have been more closely connected than ever. Average internet
users have 669 social relationships [22]. Facebook has more than 600 million active users per day, with more

than 1.5 million business pages (Facebook 2013), 30 billion pieces of content shared on a monthly basis [21].

Nearly 500 million Tweets sent per day, at about 600 Tweets per second (Tweeter 2012). LinkedIn has more

than 225 million professionals worldwide, including all Fortune 500 companies (LinkedIn 2013). The average
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time spent per person on social networking sites is 6.9 hours per monthly [20]. There have been many changes
in consumer behavior because social media is one of the most motivating features of modern marketing.
Recognizing that consumer behavior is quite general and wide topic, it will be difficult for the researcher to

collect, examine and complete all the necessary data and results in a single research.

Thus, the aim of this research is to explain why, when, and how social media influenced consumer decision
making. Besides, with this viewpoint we could identify what opportunities and difficulties companies face with

this impact on consumer decisions in order to capture and embrace the possibilities in the new marketing era.

1.2 Problem Statement

According to [18], the growth of social media has provided many electronic activities for consumers such as
blogging, chatting, gaming and messaging. Social networks on the internet are a good platform for consumers to
gather information and advice, and rapid growth of social media and social networking sites, especially, in

developing country is providing marketer a new opportunity to connect with customers [18].

The development of communications in today’s world has been reflected in the area of advertising and websites,
including social media that has spread rapidly with remarkable speed and began to clear affected society and
behavior [18]. Reference [26] speak out that social media is widely used in the source of information for
perceived comfort, effectiveness, and perceived credibility. However, the tendency to share experiences after
purchase is surprisingly low. Chishman and his colleagues (2008) suggests that the emergence of social media
on the internet affects people in different ways, so the problem statement herewith covers the impact of social
media on consumer-making decision lack of information, noting that the social media has created a new
platform to provide social and viral capabilities to consumers by increasing their participation and interaction on
the web. A plethora of communication channel level has been created, thus consumers are affected,

independently, and with less corporate dominance.

The most evasive consumer segment and the most interesting to study, safe to say, is the segment of university
students, they are the generation Y who are pre-occupied with technology, adopting it as a second nature to
them, sharing knowledge among them and, in return, this knowledge affects others’ opinions and buying

decision making. University students in Lebanon are no different.

2. Literature Review

2.1 The process that shapes the consumer's purchasing decision making

Today, access to and transparency of information has had a profound impact on decision- making, so it is
important to examine what the obstacles and fictional points are, those that prevent consumers from becoming
consumers unenthusiastic to repurchase [13].

Hoyer, and Maclnnis, clarified that ‘the process that shaped the consumer’s purchasing decisions, involves four

stages: problem (need) recognition, information search, decisions making, and Post purchase evaluation, the
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second stage can be divided in two parts, ‘information search’ and ‘evaluation of alternatives’.

Proplem  nformation

recognition [ search

Purchase

decision

Figure 1: The 5-Stage Decision Making Model.

2.2 Problem Recognition

Recognizing the problem is the first step in the process of making decisions for consumers that may occur
because the consumer has a desire for something new [8]. Consumers’ purchasing decisions start with the result
of problems or a single problem. There are those decisions which simply are recognized, defined, and solved but
there are other factors as well which might be indistinct to capture. [6] confirm that there are various factors that
influence the recognition of the problem, such as social factors, cultural factors, reference groups and

environmental factors.

2.3 Information search

Once the problem is recognized, consumers begin to search for relevant information through internal and
external information search. Internal research includes consumer memory about products, and includes external
search of word of mouth, visit stores, trial and social networks over the internet and social media [4].Social
media provides an information display where consumers can get information from their friends, but also from
brands about products and services through the pages they like on Facebook, Instagram and Twitter [7], they
also argue that consumers are information search stage undertake an internal and external search. This means
that consumers who seek information about products, services or brands can sue social media platforms and
tools to understand or request information from their friends. Social media has a great impact on consumers
specially when they are purchasing a product for the first time or when the product is luxurious because these
factors tend to make consumers behavior more research and search for [10].Today, online environments are
actively involved in the process of making additional purchase decisions and the internet has become an

important tool for information search [7].

2.4 Evaluation of Alternative

This is the last step in the making- decision as described by [1]. that consumers begin to compare and evaluate
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many alternatives in terms of product features, their desire and their needs in this step. He describes that
consumer choices are sometimes based on a simple decision such as “buying cheaper products” but there are
some complex decisions made up of different processes and stages. In this stage, consumers also consider which

alternative will be the best to meet their needs.

To evaluate different alternatives, consumers seek to compare products, services, or brand together to make
choices that best fit their needs, consumer reviews and ratings websites, appear as a good place to get value

information and allow communication with other consumers.

2.5 Final Decision

Reference [9] has been suggested that in the context of the evaluation, the consumer ultimately constitute a
preference between the brands in the choice desk, However, there are two factors which can interfere between
the purchase intension and purchase decision — attitude of the others and unexpected decision situational factors.

The positions of others are over another negative attitude towards the preferred alternatives or to refrain from
fulfilling support the intention of buying conditions, and this may lead to modifying the intention of the
consumer to buy [9].Unexpected decision situational factors indicate those that may release to change the
intention of buying for example, there may be an unexpected purchase more compelling when compared to first
time consumer stimulated to buy in the other words, preferences and purchase intentions cannot be served as

completely reliable analysts of purchase behavior [9].

2.6 Post Purchase Decision

After consumption, the consumers then test certain levels of satisfaction or dissatisfaction, and assesses the
wisdom of the choice made in choosing the alternative. The potential outcomes of this phase derive from
satisfaction or dissonance. When consumer’s experience with the purchasing become counterproductive, the
value of the option is reduced.” Consumers begin to search, obtain information, and evaluate other options for

future purchasing decision, which lead to new behavior [12].

3. The Influences of social media on Decision Making Process

Finding relevant information through internal and external information search is important, so once consumers
find and evaluate their relevant alternatives, they must choose between these alternatives [6]. Consumers choose
certain products because the product appeals to them. Selection can be influence by information gather from

different sources, thus social media are effective tool in making- decision [4].

As the business world re-focuses on and is pleased with customer’s service, CMOs are confident that social
media influences sales, brand awareness, and loyalty [24]. As a result, social media data influence their
decisions with predictions or expectations. According to the social media marketing report, the world of social
media is not just an innovation in which marketers are increasingly attracted, and 83% place high value on

social media of their businesses [25].
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As a new element social media has further complicated theory of long-term purchasing behavior. Shopping
positions are not only influenced by traditional channels, but also extend to platforms online. Preference and
decision-making are based on inputs provided by parties outside the control of online marketers such as reviews,

referrals, blogs, social networks, and other forms of user-generated content.

Reviews and user-generated contents such as rate movies, books, music, brands and other things on social
media are embrace a high degree of personal taste and personality to users, in which these reviews have one

control feature that gives their influence on consumers’ purchasing decision — trust [13].

4. Research methodology

4.1 Introduction

In recognizing the impacts of social media on consumer's decision making, the study has identified the
population and the sampling design to come up with a representative sample. This part clarifies the sampling

procedure, research design, data collection methods and data analysis methods that were used in this study.

In essence, the fundamental approach in this research involves the development of the theory which is subject to
a strict testing, where the theoretical framework provides the basis for clarification, allows prediction of
phenomena, is expected to occur, and thus allows them to be controlled. The theoretical framework of secondary
data is intended to respond to research objectives and provide evidence to support secondary data. The primary

data for this research were collected through questionnaires of students as consumers in Lebanese universities.

Theoretical part of the phases and components that make up the consumer decision-making process has shown a
systematic approach in purchasing stages in which individuals participate in a potential market transaction
before, during, and after purchase. On the other hand, it has identified the essence of social media marketing that

has made it clear on the changing of today’s marketing approaches and its effects on the purchasing decision.

The experimental part focuses on how University students in Lebanon handle information on social media
before buying, post-consumer actions, and their view on the new marketing era, particularly with social media.
By gaining a general perspective on current purchasing behavior in Lebanon, this research also aims to provide
new insights into the effects of social media on different demographics (age, income, education and gender) in
the decision-making process. In the Lebanon market, gender, income have little impact on whether an individual
has adopted social media networking as an activity. But age and education dose remain a factor, young
university students tend to be more likely to engage in social media networking overall, and adopt specific
social platforms such as Facebook, Instagram, Snapchat, Twitter, YouTube and LinkedIn.

4.2 Research Design

Explaining research design as a blue print for the research process [2]. It shows exactly how the study was
conducted technically, it shows how the researcher conducted sample selection, data collection tools used and

research procedures among other specific tasks. On the other hand, Reference [3] identifies research design as
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clearly defined structures within which a research study is carried out. This descriptive research design, which
includes the study of direct exploration and the analysis and description of phenomena, has been adopted as free
possible from unjustified assumptions, which aim at maximum intuitive presentations [2]. According to [11]
descriptive design is used to document the phenomenon of the study and its real reality, without intervention of

the researcher to identify and describe the characteristics of the study community, and their relationships.

5. Data Analysis

This study adopted random sampling technique to sample the university students from Lebanon County who are

the target population.

The sample used for the study is made up of 300 questionnaires distributed to Lebanese university students, 289
were completed and returned representing a 97.25 % response rate. The high response rates in this study are due
to the impact of social media on the decision-making process of university students in Lebanon to data
collection methods used and how to manage data collection tools. Self-administrated questionnaires were

distributed by the researcher for many departments of Lebanese universities.

Tablel: Response Rate

Response Frequency Percentage%
Responded 288 ‘ 96%
Not responded 12 ‘ 4%

Total 300 ‘ 100%

6. Conclusion

The research was motivated by personal attention to how consumer behavior changed in the digital age,
especially with the social media the amount of information available to us increase every new day, and as a
result, we are dramatically exposed to different aspects of information across the social network. The
accessibility and transparency of social media has led to changes in how consumers position themselves in
today’s market, which are inevitable and necessary for companies to equip a new marketing approach. The
central attraction of research was to explain how social media impacts consumer decision-making process, the
findings led to a conclusion that there was a positive and significant relationship between recognition of the
problem and the search for and the evaluation of information as key factors determining how social media affect
this stage among consumers. This means that social media stimulate one to recognize the need for something

before buying it. Searching for product information is easier in social media than in other mass media.

In addition, the research perhaps, can help the company to gain new insights from this perspective and identify

pitfalls and potential opportunities across social media, for example to develop appropriate methods of
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tabulating in the decision-making process in time or to have a better understanding of why it may not be

implement their social media marketing campaigns as expected.

Therefore, social media are winding up more utilized each year by consumers and more research is expected to

comprehend the impact that can have Social Media on.

Acknowledgements

I have taken efforts in this research. However, it would not have been possible without the kind support and help
of many individuals and organizations. | would like to extend my sincere thanks to all of them.

My greatest appreciation is for the efforts of Mrs. Reem Bou Zeineddine my Instructor at Modern University

for Business & Sciences, for her patience and support during the work on this research.

Finally, I dedicate this work to my husband Zaher Noureddine for his understanding and support in completing

this study.

Print References

Literature

[1]. Blythe, J. (2008). Consumer Behaviour. THOMSON.

[2]. Cooper, D. R., & Schindler, Business Research New York: McGraw Hill. (2014)

[3]. Cox, J., & Hassard, J. Discursive reconceptualization in a public health setting, Journal of Applied
Behavioral Science. (2010).

[4]. Erasmus, A., Bashoff, E., & Rousseau, G. (2001). Consumer decision-making models within the
discipline of consumer science. Journal of Family Ecology and Consumer Sciences, 29(1), 82-90.

[5]. Ghauri, P. & Gronhaug, K. Research Methods in Business Studies, a Practical Guide. Harlow:
Financial Times. Prentice Hall. (2002).

[6]. Hawkins, D. I., & Mothersbauugh, D. L. (2010). Consumer Behavior: building marketing (11 ed.).
New York: McGraw-Hill Irwin.

[7]. Kosavinta, S., Kosavinta, S., Krairit, D., Krairit, D., Khang, D., & Khang, D. (2017). Decision making
in the pre-development stage of residential development. Journal of Property Investment & Finance,
35(2), 160-183.

[8]. Kardes, F., Cronley, M., & Cline, T. (2011). Consumer Behavior. South-Western

[9]. Kaotler, P., & Keller, K. (2009). Marketing management. Uppler Saddle River, New Jersey: Pearson
Prentice Hall.

[10]. McCormick, H., & Livett, C. (2012). Analyzing the influence of the presentation of fashion garments
on young consumers' online behavior. Journal of Fashion Marketing and Management, 21-41.

[11]. Saunders, M., Lewis, P. & Thornhill, A. Research Methods for Business Students. Fifth Edition.
England: Pearson Education Limited. (2009).

[12]. Sternthal, B. & Craig, C. S. 1982. Consumer Behavior: An Information Processing Perspective.

83



American Scientific Research Journal for Engineering, Technology, and Sciences (ASRJETS) (2018) Volume 41, No 1, pp 76-84

Englewood Cliffs, N.J: Prentice Hall, Inc.

[13]. Silverman, G. The Secrets of Word-of-Mouth Marketing. USA: AMACOM. (2001).

[14]. Saunders, M., Lewis, P. & Thornhill, A. 2009. Research Methods for Business Students. Fifth Edition.
England: Pearson Education Limited.

[15]. Weinberg, T.The New Community Rules: Marketing on the Social Web. Sebastopol, CA: O’Reilly
Media Inc. (2009).

[16]. Weber, L. Marketing to the Social Web: How digital customer communities build your business.
Second Edition. N.J, USA: John Wiley and Sons. (2009).

[17]. Zynman, S. The End of Marketing as We Know It. New York: Harper Business. (1999).

Electronic Sources

[18]. Boyd, D. M, Ellison, N. B. (2007). Social network sites: Definition, history, and scholarship. Journal of
Computer-Mediated  Communication,  13(1), article 11. available on the web at
http://www.postgradolinguistica.ucv.cl/dev/documentos/90,889,Social_network_boyd_2007.pdf

[19]. Dugan, L. How Do Consumers Use Social Media to Shop?
(http://wvww.mediabistro.com/alltwitter/consumers-use-social-media-to-shop_b25544 [Retrieved
16.3.2013]). (2012).

[20]. Delaney, J.; Salminen, N.; Lee, E. 2012. Infographic: The Growing Impact of Social Media.
(http:/lwww.sociallyawareblog.com/2012/11/21/time-americans-spend-per  month-on-social media-
sites/ [Retrieved 28.1.2013]).

[21]. Google. The Customer Journey to Online Purchase. (http://www.google.com/think/tools/customer-
journey-to-online-purchase.html [Retrieved 20.4.2013]). (2012).

[22]. Hampton, K.; Goulet, L. S.; Lee, R. & Purcell, K. Social Networking Sites and Our Lives. Pew Internet
& American Life Project. [online, referred to 16.3.2013] available on the web at
http://www.pewinternet.org/Reports/2011/Technology-and-social-networks/Part-3/SNSusers.aspx
.(2011).

[23]. O’Reilly, T. Web 2.0 Compact Definition: Trying Again. (http://radar.oreilly.com/2006/12/web-20-
compact-definition- tryi.html Retrieved16.3.2013]. (2006).

[24]. Olenski, S. 2012. Three of Four CMOs Say Social Media Impacts Sales.
(http://www.forbes.com/sites/marketshare/2012/08/21/three-of-four-cmos-say-social-mediaimpacts-
sales/ [Retrieved 24.3.2013])

[25]. Stelzner. M.A. Social Media Marketing Industry Report: How Marketers Are Using Social Media to
Grow Their Businesses.
(http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport.pdf [Retrieved
24.3.2013]). (2012).

[26]. Evans, D. (2010). Social media marketing: An hour a day. John Wiley and Sons.

84


http://www.postgradolinguistica.ucv.cl/dev/documentos/90,889,Social_network_boyd_2007.pdf
http://www.sociallyawareblog.com/2012/11/21/time-americans-spend-per
http://www.google.com/think/tools/customer-journey-to-online-purchase.html
http://www.google.com/think/tools/customer-journey-to-online-purchase.html
http://www.pewinternet.org/Reports/2011/Technology-and-social-networks/Part-3/SNSusers.aspx
http://radar.oreilly.com/2006/12/web-20-compact-definition-%20tryi.html
http://radar.oreilly.com/2006/12/web-20-compact-definition-%20tryi.html

	I have taken efforts in this research. However, it would not have been possible without the kind support and help of many individuals and organizations. I would like to extend my sincere thanks to all of them.
	My greatest appreciation is for the efforts of Mrs. Reem Bou Zeineddine my Instructor at Modern University for Business & Sciences, for her patience and support during the work on this research.
	Finally, I dedicate this work to my husband Zaher Noureddine for his understanding and support in completing this study.

