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ANALYSIS OF THE IMPACT OF SOCIAL NETWORKS
ON CUSTOMERS’ DECISION TO BUY ONLINE: RESEARCH CONCEPT

The article discusses in detail the theoretical foundations of the development of Internet commerce and the factors
influencing the decision to buy online from the point of view of the concept of Web 2.0. The authors have developed
and substantiated the concept of marketing research aimed at studying the factors of social networks in making a
purchase decision. In this case, the independent variables are factors such as customer support, information exchange,
product rating, the dependent variable in the developed study is customer intention to purchase. To test the hypotheses
formulated in the article, it is proposed to conduct a survey with a detailed study and justification of the factors that
influence online purchases. This topic is undoubtedly relevant in modern market conditions.
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Introduction

In Russia, there has been an increase in the number of users and online buyers, as well as an increase
in the number of electronic stores that sell goods to customers, and the number of Internet users in Russia
reaches 109.6 million users. In 2019 most of them (75 %) live in urban areas where there are more
opportunities to engage in electronic commerce. In addition, the Russian e-commerce market in the first half
of 2019 grew by 26 % year on year to 725 billion rubles ($ 11 billion). The number of online purchases for
the reporting period reached 191 million, an increase of 44 % [1].

This is evident in the e-commerce market that online presence is a specific and important factor for the
relationship between retailers and customers, especially after the recent economic problems in world
markets. Electronic markets have helped ensure recovery in some markets that they are faced with in their
marketing strategies, and for this reason it is very important that electronic retailers strive to pay attention to
issues. This is due to the quality of websites, such as improving website usability, increasing accessibility,
increasing the conversion rate to their sites and maintaining customer loyalty and other characteristics of the
website.

On these issues, the advent of the second generation of Web 2.0 has created features for websites that
have made them more efficient and effective in finding fundamental solutions that allow the client to interact
with the site more than on traditional sites that uses [2; 3]. Studies show that using the Internet helps
companies increase customer satisfaction, as retailers have recognized the most promising competitive
advantage of using Web 2.0, and many have adopted this technology as a way to interact, share, and create
value with customers. Many well-known electronic retail stores, such as Amazon, have gained customer
experience and are fully aware of the customer and his requirements through the use of Web 2.0 tools, even
though they sell similar products sold by competitors and the same product specifications [3;4].

Several studies have also pointed out the role of social networks (one of the most important factors of
Web 2.0) in increasing customer satisfaction and influencing purchase intentions [3; 5]. There are also
several studies and research on the causal relationship about customer satisfaction on the Internet and their
intention to make a purchase, and the repeated process of re-buying from the same retailer if they wish to
purchase a similar product. Therefore, those who have a high degree of satisfaction intend to make a
purchase with a high degree of. In other words, the most satisfied customer buys more often [3].

Research problem

The process of improving the shopping experience and the influence on the buying behavior of online
shoppers creates problems for most electronic retailers, and since the success of any online retailer can be
determined by the number of sales sold online [6], this is necessary for sellers improve online search results.
An online search is an important Web 2.0 factor that positively impact a customer’s purchase intent. Tasks
include finding factors using Web 2.0 and exploring how these factors influence a customer’s intention to
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shop online. And in order to find out these problems, we proposed a research model that assumes that social
networks are a key aspect of Web 2.0 and affect the customer’s intention to shop online. This measurement
was taken on the basis of theoretical foundations that dealt with the topic of Web 2.0 in the context of e-
commerce, after social networks returned to Web 2.0 tools that support communication operations and
facilitate the purchase and sale of goods and services [7]. Therefore, the research problem, which is
presented in the disclosure of the role of social networks in the customer’s intention to make purchases over
the Internet, and the problems facing the effectiveness of this role, it is not possible for most retailers on the
Internet to adopt the experience of shopping through websites using social networks. And we can formulate
the research problem in the following question: what is the role of social networks in the impact on the
customer’s intention to buy online? In cases where the relationship between social networks and customer
buying intentions on the Internet will be measured through applied research and testing of relative
importance to determine its importance for predicting customer behavior over the Internet.

Results and discussion

Social networks provide many advantages that allow companies to interact with customers and
effectively sell, increase customer confidence and increase their satisfaction, creating a competitive
advantage and success for a website, and also provide customers with a convenient way to work with
websites [8]. The variety of features that will be provided on the site on a large scale, such as ease of use,
usability, website design, trust, are broadly studied in the number of papers [9; 10], but it did not help
identify factors related to Web 2.0 used in e-commerce. Although such Web 2.0 tools as social networks can
provide what Web 1.0 tools cannot provide, methodological and applied knowledge about them is still
limited, and knowledge about the impact of these factors on customer behavior over the Internet is still
relatively small. To address the shortcomings, the importance of this study lies in its desire to identify factors
associated with improving customer service in Web 2.0, represented by the use of social networks, which are
one of the tools of Web 2.0. And how social networks influence customer buying intentions. In order to
study the influence of this factor on the customer’s intention to make a purchase through the Internet, the
theoretical model will be investigated on the basis of the data that will be collected in the research. A
theoretical review is the basis for developing a research model and hypotheses, as well as for obtaining
answers to questions for study.

The research is aimed at achieving the following objectives:

—to provide a theoretical framework related to social media and online customer behavior;

—to measure the level of awareness of social media factors that influence the decision to buy online;

—to analyze the influence of the variable (social media factors) on the dependent variable (customer
decision);

—to make decision-based recommendations to focus on important factors in Web 2.0 that help
influence purchasing decisions.

The hypotheses of the study relate to differences in the perception of respondents in relation to the
three dimensions of social networks (customer support, information exchange, product rating) in addition to
the proposed test research model. Assumptions are as follows:

1) First to check the differences between the average in the perception of a sample of people for
measurements of social networks: There were no statistically significant differences in the perceptions of
individuals in the dimensions of social networks (customer support, information exchange, product rating)
determined by gender variables (male and female), age, website visits and shopping on websites with
significance level o < 0.05;

2) Secondly at the significance level, a statistically significant effect is not observed (o < 0.05) for
customer support, for the exchange of information and product evaluation based on customer decision to buy
online.

We clarified the study in more detail using a model that clarifies the main purpose of the message,
which is summarized in the coherent Web 2.0 framework for the Internet of four factors that influence
customer behavior over the Internet, which he established [7]. This study seeks to examine the impact of
websites using Web 2.0, especially social networks, on a customer’s decision to purchase online. This factor
was chosen for two main reasons: firstly, social networks are the most important factor compared to other
factors of Web 2.0 (added value and personalization); secondly, social networks are the closest factor to the
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important features of any ecommerce website. For example, let's look at the element of social trust as one of
the main elements in the customer’s intention to shop online and help to keep the customer, while the lack of
this trust is the main reason why customers do not shop online.

To clarify the answer to the research questions, this study proposes a research model that checks social
networks features that influences the customer’s decision to buy online, and the model consists of an
independent variable (“SN”, social networks) and a dependent variable (“CIP”, customer intention to
purchase). The model shows the structural relationship between the independent variable and the dependent
variable, since the independent variable, which is a social network, consists of the following variables:
customer support (“CS”), information exchange (“IE”), and product rating (“PR”). Fig. 1 shows the research
model.
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Fig. 1. Study research model, source: prepared by the researcher

Social networks are usually described as people chatting on the Internet and often include a large
number of participants [11]. Table 1 describes the named variables for the study purpose.

Table 1
Description of independent and dependent variables

Variable Description

Customer support is illustrated with features related to general company information,
frequently asked questions, support information, and contact information. Information
for customer support is very important, because its absence can lead to potential
customers losing trust in the seller [12].

Customer support

It points to the extent to which product information is readily available to all online
shoppers, and social marketing tools have been developed to allow customers to
exchange tips, shopping recommendations, opinions and reviews. Reviews are the
Information exchange form of oral marketing that is also might be use to promote products. The opinions of a
large number of buyers are becoming a growing and driving force in trade and play a
significant role. Regardless of what was the key factor in making a buying decision,
shoppers trust products with more reviews than any ad. [7].

Like the exchange of information, product evaluation is a form of spoken words (oral
Product rating marketing) can increase the power of customers and become an advantage. Different
forms of product evaluation are common on many social sites [13;14].

This indicates the ability for users to make a decision on the actual purchase, and this
measure was used to assess the user’s intention to make a purchase by many
researchers [15-17].

Customer intention to
purchase

The research is supposed to be carried out by the method of written survey using remote sensing
technologies.
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Conclusion

The topic of customer behavior on the Internet is one of the recent and important topics, and this is
what prompted us to look in this aspect. By reviewing studies in this field, we find that researchers were
interested in identifying and analyzing factors that affect in one way or another the customer behavior on the
Internet, and many studies have provided an evaluation For factors that affect customer behavior, and it
consists of factors that cannot be controlled such as customer characteristics, and environmental impacts, and
factors that can be controlled, such as traditional marketing. This evaluation contributed to establishing the
idea that there are no fundamental differences in the formation of customer behavior, whether online or
offline. It can be said that traditional and virtual marketing activities, such as extensive advertising, sales
promotion, etc., can influence the decision to purchase online. Such activities can traditionally be counted as
effective tools for a number of reasons, including building the mental image of a brand or product, creating a
good reputation and attracting potential customers, and although these traditional marketing activities can be
employed in real life, it is not likely to have an important impact on online purchasing and decision-making
by customers due to the changing nature of customers in the virtual world. Hence, the logical assumption is
that online sellers have the ability to greatly influence customer decisions by providing features such as a
mix of different functions through the Internet, information, emotions, advice, incentives, products and
services, i.e. if customers in the virtual world are keen to interact with sellers’ websites and perhaps deal with
them, it depends on their experience in dealing with the site and this assumption is identical to the case of the
traditional shopper, and for this we have been able to put some theories by which to measure the influence of
factors on the intention of a customer’s purchase and to clarify the role of Web 2.0. This subject requires
further study and research.
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[Toapo6GHO paccMOTPEHbI TEOPETUUYECKUE OCHOBBI Pa3BUTHSI MHTEPHET-TOPTOBIN M (DAKTOPBI, OKa3bIBAIOLIME BIHMSHHUE
MOKyTIaTeNIell Ha pelIeHHe O IOKYNKE OHJIAiiH ¢ TO4YkW 3peHus KoHmemmu Beb6 2.0. ABropamm paspaboraHa u
000CHOBaHa KOHUEMIMS IPOBEICHUS MAapPKETHHIOBOTO HWCCJICJOBAHMS, HAIEJICHHOTO Ha u3y4YeHue (akTopoB
COIIMAJIbHBIX ceTel Ha MPUHATUC PCLICHUA 06 OHJIalH TMOKYTIKE. le/l OTOM HE3aBUCUMBIMH NECPEMCHHBIMU BBICTYIIAIOT
Takue (PaKTOphI, KaK MOIJEPIKKA MOKymaTesiel, oOMeH MH(popManuei, olleHKa MPOIYKTa, 3aBHUCHMAs [IEPEeMEHHAs B
pa3pabaThIBACMOM HCCIICIOBAHUN — HAMEPEHHUE TIOKYIaTeN sl COBEPIUIUTD MOKYIKY. J{J1st ipoBepku chOpMyIHMPOBAHHBIX
B CTaThe TUIOTE3 MPENINOoNaracTcs IPOBEICHHUE OINpoca C MOAPOOHBIM HM3YYCHHEM W O00OCHOBaHHEM (HaKTOPOB,
OKa3bIBAIONINX BIMSHUE HA OHJIAWH MOKYNKH. J[aHHOE HAIPaBJICHUE UCCIICOBAHUI HECOMHEHHO SIBIIICTCS aKTyallbHBIM
B COBPEMCHHBIX PHIHOYHBIX YCIIOBHSIX.
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