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Abstract 

Marketers are increasingly augmenting social media to achieve their goals more effectively and efficiently. A 
thorough knowledge of consumers is inevitable to design effective strategies. The main objective of the study is to 
understand the influence of social networks on purchase decision process with specific reference to Facebook. The 
study examines the influence of Facebook  on the different stages of the decision making process. Results indicate 
that Facebook has a significant influence on all the stages in the purchase decision process. 
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  Social Media and Consumer Behavior 
Increase in the users of social networking sites and preference of consumers to devote more time 
in these online sites has posed challenges for marketers and academicians attempting to discern 
consumer behavior.Consumer activities can be discerned through consumer motives for using 
social media.  According to Heinonen (2011), the three main motives or gratification for use of 
internet as a medium are social information and entertainment aspects.  Social media can 
influence the purchase behavior of consumers with respect to any product or service.  Social 
Media influences consumers throughout the decision making of the purchase process.  It has 
changed the consumption behavior of the consumers.   
 Social media has enabled consumers to share ideas and information, engage in writing 
reviews and recommendations about performance of products and brands. (Brown and Hayes, 
2008).Weinberg (2009) refers to "social media marketing as gaining the 'social' advantage to 
market the essentials of business through the media to 'market' businesses' constituents".  It is a 
process through which individuals are empowered to market their products, services and 
websites using social channels available online.  It provides them a platform to reach out to a 
larger community when compared to traditional channels.  The main objective of this study is to 
examine the impact of Facebook on the various stages of purchase decision process  
Statement of the problem 
In these days of consumer cent.ric markets, the knowledge of consumers is inevitable.  Each 
consumer segment has unique needs.  Hence an in depth study of consumers and their behavior 
is necessary to design effective strategies. Face book is the most popular and used social 
networking site and constitutes a rich platform for research.  This makes it imperative for the 
marketers to understand the impact of social media and specifically Facebook on the purchase 
decision making process of consumers.  
The generation Y's usage of social media beckons the marketers and makes it vital to understand 
the futuristic behavior of the people ."Digital natives" (Prensky, 2001) or the net generation 
(Tapscott, 1988) represent the cohort born approximately between 1980 and 1994. 
Theoretical framework of the Study 
Facebook and Purchase decision making 
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Social media has a profound influence on the way people perceive their capability to collect 
impartial information regarding products and services.  This study has adopted the five stage 
decision making process proposed by Blackwell, Miniard and Engel (2006) as discussed below. 
 Need Recognition 

The purchase process of a consumer is initiated when he becomes aware of a need or problem 
prompted by external (e.g., marketing stimulus) or internal stimuli (e.g., hunger, thirst).  If the 
marketer gains a good understanding of the needs of the consumers, he will be able to design 
effective strategies to reach the consumers better.Consumers today are exposed to large amount 
of information available in various forms and this trend is posing a challenge as well as 
opportunity to the marketers (Silverman,  Bachann, and Akharas ,2001). 
 Information Search 

When need recognition occurs, prospective customers develop some interest in a product or 
service.  They further want to access information either internally by retrieving knowledge from 
memory or externally by collecting information from friends, family and market generated 
media.  With the proliferation of internet, consumers are swiftly turning to consumer generated 
content available online to collect information.  The perceived trustworthiness of this content is 
much greater compared to content generated by marketers (Yadav,Valck Thurau, Hoffman and 
Spann,2013) 
 Evaluation of alternatives 

The next stage of the consumer decision process is to evaluate the various options available as a 
result of searching information.  Consumers assess the alternative products and services available 
and relate it to their needs and wants. Information available online will enable consumers to 
evaluate information that they have collected.    The influence of social media in this stage is 
very crucial as the consumers will access recommendations, ratings, and reviews of other users 
of the same community (Wang and Yu, 2015). 
 Purchase decision stage 

Purchase decisions involve various decisions which the consumer takes like specific 
product/brand to buy, timing, quantity and specific retail outlet to purchase (Murphy and Enis, 
1986).  Also information received from known sources are found to be more effective in 
comparison to information received from unknown sources.   Facebook acts as "a source for 
information regarding the place and time of purchase.  It also aids in organising the purchase" 
(Akar.et.al, 2015). 
 Post purchase behavior 

Post purchase behavior includes all the activities that the consumer will engage in after making 
the final purchase.  After the consumer purchases a product/service, he might experience post 
purchase dissonance if he is not very sure about the decision or unhappy with the performance of 
the product.  The satisfaction level of the consumer post purchase, depends on the gap between 
customer expectations and the perception regarding the performance of the product (Kotler et.al. 
2003).   
 Though social media influences every stage of the decision journey of the consumers, 
only some touch points are significant to gain competitive advantage.Social media is enabling 
companies to foster relationships with present and future consumers through social media, by 
forming brand communities for customers to follow and become fans.   
Review of literature 
Prasad, Totala and Gupta (2014) have in their study reviewed the various aspects of usage of 
social media connected to purchase decision of consumers.  They concluded that social media is 
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used mainly for collecting information, engaging and checking advertisements, uploading and 
downloading of images, videos andpictures. These activities influence the various stages of the 
consumer purchase decision process.  
The research study by Yogesh (2014) examines the social media usage pattern of social media 
and its impact on the purchase decision process.The study finds that effectiveness, perceived 
credibility and perceived convenience are the factors which influence the usage of social media 
as a source for information .The purchase decision process is influenced by reviews and 
opinions.   
The study by Baek and Hwang (2014) examined gratification of social media such as Facebook, 
blog, Twitter and YouTube utilizing the limited resources based on four important factors 
information inquiry, social relationship, social presence and media richness using niche theory.  
Information inquiry factor was found to be high with respect to YouTube and Facebook. 
Facebook was the only network selected in terms of social relation factor while all the other 
networks emerged to be satisfactory for richness of media factor.  Feelings of social existence 
factor were not satisfactory for any media. 
Liengpradit, Sinthupinyo and Anuntavoranich (2014) conducted a study in Bangkok, Thailand to 
investigate the impact of usage and network on the behavior of friends in the network, 
specifically among youth in the age group of 17-22 years.  An assessment of the socialmedia 
usage pattern reveals that the youth login more frequently due to notifications and the average 
time spent per login session on Facebook has decreased.  The decision making process of 
individuals is increasingly being influenced by the friends' actions/movements/behavior 
following through Facebook. 
Richard and Guppy (2014) in their study on the influence of Facebook applications and activities 
on consumers purchase intention and the extent to which consumers follow their peer’s activity 
on Facebook and its influence on  consumer purchase intention reveals that the use of  ‘Like’ 
button on Facebook, share button applications and  location based check-in service positively 
influence consumers purchase intention.  
Azarkina, Kpossa and Lick (2014) in their study have explored the relationship between Brand 
mentions in social media in the German fast Moving Consumer Goods industry. There was a 
positive correlation between the number of brand mentions and sales of food and beverage 
products but not in nonfood products. 
The study by Bilgihan, Peng and Kadampully (2014) confirms that the three most popular sites 
are Facebook, Twitter, and LinkedIn among Gen Y users. Generation Y seeks and shares 
information on restaurants and hangout locations on Social Networking Sites at a moderate 
frequency. Their findings showcase the importance of social media marketing. 
 Altaf (2014), asserts the changes that social media has brought to both consumers and 
business. It has revolutionized the world of advertisement and has moved far away from 
traditional advertising.  Hence, the business organization’s attitude and behavior toward 
promoting their services and products should focus on social marketing.  In this digital era social 
media has an important role in consumer’s buying decisions.   
 The study by Jose and Carol (2014), discovered the application of news gathering by 126 
business students and also used social media such as Facebook and Twitter as well.  This study 
also threw light on the usage of internet more than the newspaper to gather news by people.  
They discovered that the younger generation, below the age of 25 years, was using Facebook 
more frequently than others.  However, Twitter was just not used by the young ones, but also by 
everyone including the older generation 

Suraj Punj Journal For Multidisciplinary Research

Volume 9, Issue 4, 2019

ISSN NO: 2394-2886

Page No: 462



 The paper by Galan, Lawley and Clements (2015) explores the reasons as to why 
potential postgraduate business students aspiring global educational options use social media in 
their choice of educational decision-making process. It found that apart from YouTube and 
Facebook, students are also using blogs and forums in their search for information. They use 
Facebook, YouTube and blogs to find out about student life and experiences by reading reviews 
and posts from alumni. Further, social media is mostly used in the information search and 
evaluation stages of decision-making.  
The consumers' purchase decision is perhaps the most significant perspective from the marketers' 
angle. In today’s highly competitive market scenario, where the market is flooded with plenty of 
brand alternatives, the success of a strategy depends highly on the marketers' proper 
understanding of the consumers’ decision making model with respect to their product (Srabanti 
Mukherjee, 2012, P 102). Hence an effort is made to understand the impact of Facebook on the 
various stages of the purchase decision process.  
Scope of the study 
The researcher believes that Facebook is appropriate for this study as it is spread across the globe 
and the most popular social networking site in India and since its introduction worldwide in 
September 2006.It is today the most used social- networking site on earth (Capua, 2012).This 
research aims to examine the way purchase decision making process unfolds during the 
consumer journey due to the influence of social networks and Facebook in particular. 
Research Methodology 
The target population of this study is Generation Y consumers between 18-32 years of age using 
Facebook and residing in Bangalore. Convenience sampling method has been used to select the 
desired sample. A sample size of 404 has been considered for this study 
A questionnaire was constructed keeping in mind the variables identified. The items for the 
constructs was adopted from Akar, Yuksel and Bulut (2015).A pilot study comprising of 50 
respondents was carried out to evaluate the effectiveness of the research instrument. All the 
items had a Cronbach  α value of more than 0.7. 
Demographic profile of the respondents 
63% of the respondents are male while 37% of the respondents are female. 51% of the 
respondents belong to the age group of 18- 22 years, 34% of the respondents belong to the age 
group of 23 - 27 years and 15% belong to the age group of 28- 32 years. 20% of the respondents 
have completed 12th standard, 39% are graduates and 41% are post graduates. 56% are students, 
37% are employed and 7% have other professions. Monthly income of 20% of the respondents is 
less than Rs 20,000, 27% is between Rs 20,001 to Rs 40,000, 13% is between Rs 40001 to Rs 
60,000, 15% is between Rs 60,001 to Rs 80,000 and 28% is more than Rs 80,000. 
Data Analysis 
Partial Least Square Structural Equation Model (PLSSEM), using 'R' software has been used for 
data analysis. The advantage of PLSSEM is that it can take both measurement and structural 
model simultaneously. 
 Internal Consistency 

  Cronbach alpha value  and  composite reliability values are above the cut off value of 0.70. 
Hence, we can conclude that, there are no issues relating to internal consistency. 
 Convergent Validity 

Convergent validity can be assessed by looking at the outer loadings score and the AVE. 
The AVE value for the first order constructs is above the cut-off value of 0.5 as suggested 
by Hair et al. (2011). Hence the constructs do not have any convergent validity issues. 
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Table 1: Correlation matrix and square root of AVE 
Note: Square root of AVE are represented as bold in the diagonal 
  1 2 3 4 5 6 7 8 
Social 
Influence 
Source 

0.86               

Social 
Activities 

0.671 0.86             

Social 
Influence 

0.719 0.629 0.92           

Need 
Recognition 

0.602 0.621 0.56 0.83         

Information 
Search 

0.62 0.564 0.526 0.611 0.85       

Evaluation of 
Alternatives 

0.608 0.592 0.603 0.654 0.779 0.88     

Actual 
Purchase 

0.668 0.639 0.594 0.715 0.704 0.798 0.85   

Post Purchase 
Evaluation 

0.613 0.569 0.552 0.551 0.643 0.724 0.702 0.84 

 
Table 2: Factor loadings and cross-loadings 
  Items 1 2 3 4 5 6 7 8 

 Social 
Influence 
Source  

v13.3 0.887 0.613 0.684 0.534 0.546 0.523 0.572 0.545 

v13.4 0.84 0.534 0.592 0.487 0.455 0.466 0.529 0.474 

v13.5 0.839 0.557 0.565 0.535 0.575 0.547 0.587 0.525 

v13.6 0.866 0.596 0.619 0.511 0.552 0.553 0.608 0.558 

 Social 
Platform 
Activities 

v13.7 0.574 0.867 0.542 0.515 0.509 0.493 0.534 0.498 

v13.8 0.585 0.87 0.536 0.531 0.515 0.554 0.58 0.509 

v13.9 0.584 0.858 0.555 0.565 0.441 0.49 0.546 0.471 

 Social 
Influence 

v13.1 0.643 0.562 0.921 0.53 0.471 0.554 0.541 0.501 

v13.2 0.685 0.599 0.925 0.504 0.499 0.559 0.555 0.518 

 Need 
Recognition 

v13.10 0.524 0.545 0.486 0.849 0.506 0.544 0.623 0.471 

v13.11 0.526 0.57 0.474 0.846 0.513 0.553 0.612 0.473 

v13.12 0.459 0.491 0.455 0.823 0.527 0.541 0.568 0.462 

v13.13 0.49 0.455 0.446 0.805 0.485 0.537 0.571 0.422 

 Information 
Search 

v13.14 0.554 0.552 0.453 0.55 0.871 0.722 0.653 0.593 

v13.15 0.563 0.487 0.488 0.55 0.882 0.658 0.62 0.555 
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v13.16 0.528 0.491 0.454 0.523 0.861 0.678 0.599 0.563 

v13.17 0.462 0.383 0.394 0.454 0.793 0.59 0.519 0.475 

  Evaluation 
of 
Alternatives 

v13.18 0.524 0.54 0.559 0.582 0.694 0.892 0.713 0.668 

v13.19 0.574 0.543 0.578 0.619 0.682 0.911 0.74 0.647 

v13.20 0.545 0.537 0.502 0.613 0.693 0.869 0.694 0.636 

v13.21 0.484 0.447 0.467 0.472 0.66 0.83 0.645 0.582 

Actual 
Purchase 

v13.22 0.584 0.573 0.496 0.586 0.625 0.678 0.843 0.627 

v13.23 0.599 0.544 0.494 0.646 0.588 0.687 0.868 0.591 

v13.24 0.55 0.553 0.498 0.629 0.622 0.686 0.871 0.636 

v13.25 0.549 0.513 0.542 0.58 0.567 0.673 0.832 0.541 

Post 
Purchase 
Evaluation 

v13.26 0.547 0.484 0.488 0.503 0.551 0.662 0.629 0.804 

v13.27 0.524 0.492 0.503 0.467 0.547 0.591 0.523 0.841 

v13.28 0.446 0.414 0.368 0.411 0.487 0.54 0.555 0.844 

v13.29 0.564 0.516 0.473 0.465 0.535 0.588 0.604 0.863 

v13.30 0.466 0.462 0.46 0.445 0.557 0.629 0.611 0.825 

 Discriminant Validity 
As suggested by Hair et al. (2014), discriminant validity was checked on two grounds. First with 
respect to the outer loadings, the items got loaded on the respective constructs.The second 
approach is by made by comparing the square root of AVE with the constructs as suggested by 
Fronell and Larcker (1981). For all the constructs, square root of AVE was found to be higher 
than the correlation values. As a whole, there were no discriminant validity issues.  
 

Fig 1: Model representing the impact of social Influence on the various stages in the 
purchase decision making process 
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Table 3: Structural Model Assessment 
Social Influence  GoF 

  Estimate 
Std. 
Error 

T 
value 

P 
value 

R2 

0.515 

Intercept 0 0.04 0 1 

0.56 Social Influence source 0.54 0.05 10.9 0 
Social Platform 
Activities 

0.27 0.05 5.39 0 

Need Recognition 

  Estimate 
Std. 
Error 

T 
value 

P 
value 

R2 

Intercept 0 0.05 0 1 
0.31 

Social Influence 0.56 0.05 12.3 0 

Information Search 

  Estimate 
Std. 
Error 

T 
value 

P 
value 

R2 

Intercept 0 0.05 0 1 
0.27 

Social Influence 0.53 0.05 11.3 0 

Evaluation of Alternatives 

  Estimate 
Std. 
Error 

T 
value 

P 
value 

R2 

Intercept 0 0.04 0 1 
0.36 

Social Influence 0.6 0.04 13.8 0 

Actual Purchase 

Intercept 0 0.04 0 1 
0.35 

Social Influence 0.6 0.04 13.5 0 

Post Purchase Evaluation 

Intercept 0 0.05 0 1 
0.52 

Social Influence 0.56 0.05 12.1 0 
As the results of the path coefficients show, social influence source has more effect on social 
influence than social platform activities. Social influence has a significant and positive influence 
on all the stages in the decision making process, namely need recognition (.560), search for 
information (.595), evaluation of alternatives(.604), actual purchase (.595) and post purchase 
evaluation (.554). According to results shown in table no: 4 R2 value suggests that 31% of the 
variance of need recognition is accounted for by social influence, 27% of the variance of 
information search, 36% of the variance of evaluation of alternatives, 35% of the variance of 
actual purchase and 52% of the variance of post purchase evaluation is accounted for by social 
influence.It is found that, the average prediction of the entire model accounts for 52% (0.515). 
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Table 4: Bootstrap Validation 
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p
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c.
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Social Influence 
Source 

 Social Influence 0.54 0.54 0.06 0.43 0.64 

Social Influence 
Source 

 Need Recognition 0.3 0.3 0.04 0.23 0.39 

Social Influence 
Source 

 Information search 0.28 0.29 0.04 0.21 0.37 

Social Influence 
Source 

 
Evaluation 
alternatives 

0.33 0.33 0.05 0.24 0.42 

Social Influence 
Source 

 Actual Purchase 0.32 0.32 0.05 0.24 0.41 

Social Influence 
Source 

 
Post purchase 
evaluation 

0.3 0.3 0.04 0.22 0.39 

Social Platform 
Activities 

 Social Influence 0.27 0.27 0.06 0.16 0.38 

Social Platform 
Activities 

 Need Recognition 0.15 0.15 0.04 0.09 0.23 

Social Platform 
Activities 

 Information search 0.14 0.14 0.03 0.08 0.21 

Social Platform 
Activities 

 
Evaluation 
alternatives 

0.16 0.16 0.04 0.1 0.24 

Social Platform 
Activities 

 Actual Purchase 0.16 0.16 0.04 0.09 0.23 

Social Platform 
Activities 

 
Post purchase 
evaluation 

0.15 0.15 0.03 0.09 0.22 

Social Influence  Need Recognition 0.56 0.56 0.05 0.47 0.65 

Social Influence  Information search 0.53 0.53 0.05 0.43 0.62 

Social Influence  
Evaluation 
alternatives 

0.6 0.61 0.05 0.51 0.7 
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Social Influence  Actual Purchase 0.6 0.6 0.04 0.51 0.68 

Social Influence  
Post purchase 
evaluation 

0.56 0.56 0.05 0.46 0.64 

 The table above represents the Bootstrap validation of the path between Independent 
variable and the Dependent variable. In the model it is noted that, all the paths seem to be 
significant as the bootstrap intervals do not have zero which can be seen from the percentile .025 
and percentile .0975. Hence the co-efficient of the paths are significant at 5 % confidence level. 
 Literally, the  co-efficient obtained  suggests  that every one unit increment in social 
influence would strengthen its influence on need recognition by 0.56 times, while the same unit 
increment would strengthen the influence on information search by .526  times, evaluation of 
alternatives by 0.604 times, Actual Purchase by 0.595 times and Post Purchase Evaluation by 
0.554 times. 
 The results related to the influence of social influence on the various stages of the 
purchase decision process are similar to the study of Akar, et. al 2015.  However there is a 
difference with respect to the influence of social influence source and social platform activities 
on social influence.  The results of this study reveal that social influence source is relatively 
more influential while the study by Akar et.al 2015 indicate that social platform activities are 
relatively more influential. When we look at both the frameworks in the model as a whole, all the 
paths are having a positive significant influence.  

Summary of findings, implications and conclusion 
       The analysis using PLSEM reveals that social influence source and social platform activities 

significantly influence social influence. Social influence has a positive significant influence on 
all the stages in the purchase decision making process. It has maximum influence on 
Evaluation of alternatives followed by actual purchase, need recognition, post purchase 
evaluation and information search. The results of ANOVA and t test suggest that there is no 
significant difference across the factors among the demographic factors namely age, gender 
education, income and profession. 

Implications 
Facebook vendors have to encourage social Participation on Facebook to increase platform 
activities.  This will further lead to dissemination of experiences and opinions among Facebook 
users. The effect of social influence can be further leveraged by purposely initiating, selecting, 
managing, controlling participation among customers.  
   The findings regarding the impact of social influence on the various stages in the 
decision making process signal the robust influence of social influence on the purchase decision 
process.  The evaluation of alternatives phase is influenced most by the social Participation and 
social platform activities that the users engage in Facebook.  This is a very significant 
contribution to the marketers to augment the effectiveness of their marketing activities.   
 Creating attractive advertisements on Facebook, posting interesting information on 
companies' Facebook pages, encouraging discussion regarding products and services and social 
platform activities (like, comment and share) can further the need recognition process.  These 
activities aid in triggering the needs of the consumers, which is a crucial stage in initiating the 
purchase decision making process. The marketers will immensely benefit by identifying the 
latent needs of the consumers, by identifying the social group or virtual community that the 
consumer belongs to. 
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  Facebook satisfies the cognitive needs of users which are related to acquiring 
information and knowledge.  Companies should assist the consumers in providing the necessary 
information.  The users should be encouraged to share information about the products.  The 
information provided by the company (marketer generated content) and the user generated 
content provide very useful information to potential buyers. 
 According to Kim and Srivastava (2007), when compared to the other phases, consumers 
need relatively more help in information search and evaluation of alternative stages.  Social 
influence, both normative social influence (users' tendency to follow others' actions) and 
informative social influence (influence due to information provided by others) aids in evaluating 
the alternatives which the consumers have considered in their evoked set.  The information 
which the consumer receives through various sources and the cumulative effect of the previous 
stages helps the consumers in finalizing on the product to be purchased. 
 Generation Y users are active participants in social networking sites.  They post and share 
a lot of information about their product/service experience on Facebook.  Companies should 
encourage consumers to share their experiences, especially positive so as to generate positive 
word of mouth which in turn will influence potential consumers.  The marketers have to focus  
on need recognition stage as this is the phase which initiates the subsequent stages. 

Novelty and Contribution of the study 
The study further advances the existing body of knowledge by studying the impact of social 
influence in Facebook on each and every stage in the decision making process.  This research 
contributes extensively to the existing literature and helps academicians and marketers to gain 
very useful insights into the influence of Facebook on purchase decisions of Generation Y users.  
It offers very valuable guidance for marketers to effectively incorporate Facebook in their effort 
to entice the Generation Y users.  This domain of research has been sparsely represented in the 
Indian context. 

Scope for Future Research 
The sample consists of Generation Y users in Bangalore city only.  It will be useful to further 
investigate the influence of Facebook on rural users too. The impact of other social networks like 
YouTube, Pinterest and LinkedIn on purchase decision can result in an informative and 
interesting study. 
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