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Abstract

In the 21st century, the popularity of social media has grown. Companies and organizations

are always looking for ways to use this new platform in their marketing strategy in order to boost
business growth. As social media is a platform for networking and communication, it is critical for
businesses to develop a voice in order to humanize the brand. This study examined the impact of
social media on customer attitudes towards social media marketing and purchasing behavior from
the perspective of different consumers in Jordan. Therefore, the study followed the descriptive
analytical approach, and therefore a questionnaire was distributed to 384 participants to investigate
their attitudes towards marketing through social media.
The most important findings are that most of the respondents follow Facebook, that most of the
respondents follow Netflix, and that most respondents use social media to socialize casually, and
the least use to find employment. Most of the respondents have medium interests, most of the
decision makers are in their homes, most of the respondents make their decisions regarding
personal care, and most respondents buy brands that previously purchased, most respondents
sometimes look for discounts, most respondents switch brands occasionally.


http://www.hnjournal.net/
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INTRODUCTION

Almost two years had passed since one of the most bizarre viruses appeared on the market and
began causing problems on countries all over the world. COVID-19 has had a wide-ranging
influence, to say the least. Since the beginning of Corona, the whole globe has been subjected to a
slew of negative events, including, but not limited to, social distancing, business decreases, capital
reductions, distant working, and restricted travel.

The influence of COVID-19 has been enormous. It changed how business is conducted and
caused many changes in society. As a result of the pandemic, the marketing industry has evolved
significantly (Craven, Liu, Mysor, & M, 2020).

Furthermore, the function and influence of social media as a marketing tool is expected to grow
in importance since, at a time when social distancing is frequent, social media provides avenues for
consumers to communicate with others without having physical touch. Social marketing eliminates
the middlemen, providing brands the unique opportunity to have a direct relationship with their
customers (Sudipto, 2018). As a result, COVID-19 will almost certainly result in changes in
consumers' use of social media during consumer behaviors.

Moreover, social media, which includes information, images, promotions, discounts, and
influencers, has the power to impact customer purchasing behavior. Ignoring online marketing is like
opening a business but not telling anyone (Aaron, 2021). Brands and enterprises cannot ignore the
effects of social media on consumer behavior. However, little has been published of social media
marketing’s impact on consumer’s behavior during the pandemic since it happened not long ago.

Thus, the focus of this study is to determine whether consumer’s behavior is influenced by the
social media marketing during the Covid19 or not. Specifically, the purpose of this study is to explore
the extent to which social media marketing impact dominates and control consumers’ behavior.

STATEMENT OF THE PROBLEM

Among the many tools that influence consumer’s behavior is social media. Before covid 19
invaded the world, sellers, companies and businessmen and women did not pay much attention to
social media marketing. They took the short-term benchmarks to gauge the progress of their
business.

Most studies back then focused on other tools yet forgetting the most essential tool which is
“Social Media Marketing”. The concern is bigger when it comes to promoting and delivering
important information about the products or brands to consumers under the pressure of quarantine and
the rest of the obstacles caused by the pandemic.

So, Social Media Marketing is about creating content that brings the audience together as a
community and eliminates the middlemen, providing brands and products the unique opportunity to
have a direct relationship with their customer.

For this reason, this research would be conducted as an attempt to address the business
community to be aware of the significant role of Social Marketing on which their consumers’
behavior will greatly depend.

PURPOSE OF THE STUDY

The purpose of this present study is to investigate the impact of social media marketing on
individuals’ behavior during the pandemic of covid19. More specifically, this study will examine the
behavior and perceptions of social media marketing and how it affects purchasing decisions among
consumers.Although several researches that have been conducted on the effects of social media
marketing on financial gains, the study’s interests are specifically geared towards the examined
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effects of the use of social media on brand awareness and customer loyalty, which essentially could
lead to an increase in business revenue

The study will be conducted via surveys on social media presence of businesses with participants
being regular consumers in Jordan.

RESEARCH QUESTIONS
The present study will attempt to answer the following research questions:

e How do consumers perceive the usage of social media?

e What are the attitudes towards social media marketing?

o Isthere any relationship between the Social Media Marketing and consumer behavior?

e To what extent does Social Media Marketing affect the consumer’s behavior?

e How can companies use social media to improve customers’ interaction?
The above-mentioned questions are relied upon after reading the book “Marketing Intelligence &
Planning”, Volume 39, Number 3, 2020, pp. 361-376(16). The question was inspired from the book
“the power of social media marketing” by Cheung Man Lai; Pires Guilberne D.; Rosenberger IlI,
Philip J.; Oliveira, Mauro Jose De.
SIGNIFICANCE OF THE STUDY

The present study will be a contribution in the research on Marketing and Consumers

Behavior. In particular it is significant for sellers, companies and business man and women who seek
the betterment of marketing industry. Moreover, it addresses the consumer’s needs for social media to
maintain contact with friends and extended relatives. Some consumers will use social media tools to
network and locate job prospects, connect with others all over the world who have similar interests,

and express their own ideas, feelings, and insights.

ASSUMPTIONS
In conducting this study, the following assumptions were made. It was assumed that:

1. Everyone has some type of access to social media.
2. Individuals use social media to find or research a new service provider or new products.

3. Individuals are influenced by social media to make purchasing decisions.
LIMITATIONS OF THE STUDY

As with most research projects, there are many limitations to the present study:
o It is predicted that it might be difficult to get accurate data from the part of all consumers in
Jordan.
« Limitation of time, space and shortage of best available material will influence the ongoing of
the research process.

Therefore, a limited sample of representative consumers and sellers would be undertaken.
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Methodology

Research methodology is a method by which a problem is solved, and by which one knows
how to conduct research. This is to gain knowledge, as its goal is to arrive at a work plan for the
study, through which theoretical procedures, research methods, statistical methods, experimental
studies, etc. are clarified. Some call the research method research methods. This chapter seeks to
develop a methodological framework for the research in terms of describing the study’s methodology
through which the objectives of the study can be achieved, answering its questions, determining
whether it is a qualitative or quantitative research, defining the study population, the selected sample,
the method of selection and its characteristics, steps for preparing and developing the study tool,
procedures and verification. From the tool to measure validity and reliability, the focus is on the
dependent and independent variables identified as well as the validity and reliability of the
questionnaire items and measures taken to ensure this and data collection, and all survey procedures
will be processed, including sampling rates, response and identification of statistical methods used in
data processing.

Study Approach:

Research methodology is one of the important tools in research studies to determine the
problems that need to be investigated, and to reach the goals specified in the research study. It can be
described as a method of data collection and analysis; These methods must be compatible with the
research problems to obtain an accurate and realistic result. This study is one of the studies that
follow the descriptive approach according to quantitative research. The descriptive approach means
adopting methods that depend on the skills and capabilities of the decision-maker, and not relying on
numbers or mathematical models. Quantitative research is A means of testing objective theories or
previous formulations by examining the relationships between variables. The quantitative method
aims to identify perceptions, experiences, attitudes, or behaviors, measure the variables on which they
depend, compare, and indicate correlations. The quantitative method is often performed with a survey
on a representative sample so that the results can be extrapolated to the entire population studied.
Study population:

Study population is defined as the target population of the study that you intend to study or
treat. In research studies, it is often not appropriate or feasible to take the entire population in
question exclusively. Instead, most researchers take a sample from the concerned community for
inclusion in their study. The aim of it is to generalize the results of the study from the sample to the
community under study. The current study relies on users of social networking sites to purchase
products and one of the most important statistics of users of social networking sites in Jordan,
according to the statistics of the website https://gs.statcounter.com/ the following :

Table 1. The rate of use of social networking sites in Jordan

Dat | Faceboo | YouTub | Twitte | Instagra | Pintere | Linkedl | reddi | Tumbl | VKontak | Othe
e k e r m st n t r te r
301 9146 |6.06 |1.14 |051 071|003 |002 | 003 |0.02 0.02
SOZ 8024 |699 |158 |1.14 091 |006 |003 |002 |0.02 0
ioz 7957 | 12,79 |483 |1.39 102|021 |008 | 008 |0.02 0
202 86.60 |885 |19 |16 071 |01 011 | 003 |001 0

Source: https://gs.statcounter.com

It is clear from Table (1) that most social media users in Jordan use the Facebook application,
and it was also noted that it increased in use in 2019, at the height of the spread of the Corona virus,
with a percentage of 91.46%, and the volume of social media users in 2019 reached 5.306 million A
user in Jordan, in light of the spread of the Corona virus, until it reached 6.85 million users in Jordan
in 2022, according to the report https://datareportal.com/, which is the study community, and Table
(2) illustrates this.
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Table 2. The number of social media users in Jordan from 2019 to 2022

Date Number of social media users
2019 5.306

2020 5.7

2021 6.3

2022 6.85

Source: https://datareportal.com/
Study sample:

Sampling can be defined as the process of selecting a statistically representative sample of
individuals from the population of interest. Sampling is an important tool for research studies because
the population in question usually consists of too many individuals to include in any research project
as participants. A good sample is a statistical representation of the population concerned and is large
enough to answer the research question, and given the large size of the study population, the
researcher has used the method of determining the sample for an unknown population, using the Z-
score to determine the reliable sample size by looking at the normal derivation set at a confidence
level. 95% (1.96). Then an option or response (50% = 0.5) and confidence interval (0.05 = + 5) is
chosen using the formula below:

n =22 (P) (1-P)/C?

Where:

Z= standard normal deviation set at 95% confidence level
P = percentage picking a choice or response

C= confidence interval

n = (1.96)? (0.5) (1-0.5) / (0.05)?

n = (3.8416) (0.5) (0.5) / 0.0025

n = 0.9604/0.0025

n=384.16

n =384

Therefore, the study community was determined from a sample of 384 users who were
collected in a simple random way through social networking sites by sending a link to the
questionnaire that was designed by Google form to users of social media, through social media
shopping pages and groups and obtaining the results of their responses via Google form.

Data collection methods:

Determining the methods of data collection is an important step during the preparation of the
research, and it is divided into two types, which are as follows:
Primary data:

The primary data is defined as the data that is collected for the first time by the researcher. It
is realistic and original data. The primary data is collected in order to reach a solution to the problem
at hand. It is real-time data. The primary data is collected to address the problem at hand. Collecting
primary data is a very complex process. On the other hand, primary data sources include surveys,
observations, experiments (Wagh,2021), questionnaires, personal interviews, etc. In this study, the
questionnaire was relied on as a primary source for the study, and it was designed online, as it was
created via Google Form. The questionnaire was appropriate to the nature and subject of the study,
and items were generated for each of the independent and dependent variables and their dimensions.

Secondary data:

Secondary data is defined as data that has already been collected or produced by others,
agencies, organizations, reports, or previous studies. They are merely an analysis and interpretation of
the raw data. While secondary data is collected for purposes other than the problem at hand, such as
the theoretical framework, previous studies, or study methodology. Secondary data collection is quick
and easy. Secondary data collection sources are government publications, websites, books, press
articles, internal records, etc., which is what was used in this study (Kalu et al., 2019).

Study models :
In this part of the study, the models on which the study was built are shown as follows :
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According to Fig. 1, the main study model that was built on the hypothesis of the study, which
states that there is a statistically significant effect at 0.05 of social media marketing on Consumer's
behavior, and then this study came to answer this hypothesis either by acceptance or rejection.

Fig. 1. The main model of the study that answers the main hypothesis

&)

1

|Socia| media marketint_:;ll bl Consumer's behaviour |

According to Fig 2, the study sub-model that was built on the hypothesis of the study that
there is a statistically significant effect of 0.05 for each of the dimensions of social media marketing
consisting of Advertising (A), Public relations (PR), & Sales motivation ( SM) on Consumer's
behavior, and then this study came to answer this hypothesis, either by accepting or rejecting.

Fig. 2. Detailing the main model of the main hypothesis

Q)

| Advertising 1

| Public relations }— Consumer's behaviour

| Sales motivation

Study Measurement :

Likert scale was used, which is the assessment of the attitudes or opinions of respondents to a
questionnaire on a 3-value scale. Ranging from ‘agree' to 'disagree’, respondents were asked to
indicate their degree of agreement or disagreement with a series of items on the Likert scale as shown
in the following Table (7):

Table 7. Likert Triple Scale

Measurement Value

Strongly Disagree

Disagree

Neutral

Agree

OB WIN -

Strongly Agree

Sourse : Bashshur et al. (2011)

The Likert scale was processed according to the following equation :
1. The length of the category = the upper limit of the category - the lower limit of the category /
number of levels = (5-1) /3 = 1.33.
2. The length of the category = the least weight = 1 + 1.33 = 2.33. Therefore, the first category
becomes (1-less than 2.33), which is the low category, the second category (2.33-less than 3.66),
which is the medium category, and the third category (3.66-5), which is the high category.

Based on the transaction, the degree of approval specified in Table No. (8) was determined.
Table 8. Approval scores based on the scale’s range

Category value difference
low 1- less than 2.33
medium 2.33- Less than 3.66
high 3.66-5

Statistical methods:

To answer the questions of the study and test its hypotheses, the Statistical Package for Social
Sciences (SPSS) programming was used to conduct descriptive and inferential analysis and test
hypotheses through the use of the following statistical methods:

Page | 35 Humanities and Natural Sciences Journal Sara Al Qaisi. July, 2022 www.hniournal.net



The Effect of Social Media Marketing on Consumer Behaviour During Covid 19 in Jordan HNSJ Volume 3. Issue 7

Descriptive statistics: in order to display the characteristics of the sample members and describe
their answers, which are shown in Table No. (12)

Table (12) Descriptive statistics tests and their uses

Test type Definition in this study
Frequencies and | It was used to measure the relative frequency distributions of the characteristics
percentages of the sample members and their answers to the questionnaire statements

It was used as the most prominent measure of central tendency to measure the

AT EELT average answers of the sample members to the questions of the questionnaire.

It was used as one of the measures of dispersion to measure the deviation in the

SHETEIE SRR 01 answers of the sample members from their arithmetic mean.

Inferential Statistics: The Statistical Program for Social Sciences (SPSS) was relied upon to be able
to apply the statistical methods and indicators shown in Table No. (13).
Table (13) Inferential statistics tests and their uses

Test type Definition in this study

To test the correlation coefficients of the independent variables and
the construct validity test to show the degree of correlation of each
paragraph with the total degree of its axis, and in order to determine
the ability of each paragraph of the scale to be distinguished.

Pearson Correlation

Cronbach Alpha To test the stability of the study tool.

Multiple Linear
Regression

To test the effect of independent variables on the dependent variable.

Data analysis and hypothesis testing results

This chapter deals with the results of the study by presenting the responses of the study
sample members to its questions and treating them statistically using statistical methods to arrive at
the results, analysis and interpretation. By describing the variables of the study and finding
differences between the study groups, the statistical package for the social sciences (SPSS V.21) was
used, and the following are the most important results of the study that came in this regard:
Description of the personal characteristics of the respondents:

This part of the study aims to indicate the frequencies and percentages of the respondents’
personal data related to the first part of the questionnaire. The following is an explanation of the
sample’s answers, and Table (14) shows the findings of the study.

Table 14. Frequencies and percentages of the primary data of the respondents

Code | Variable categories Frequency | Percent
Male 136 35.4
PI1 | Gender Female 248 64.6
20 -30 years old 178 46.4
31-40 years old. 61 15.9
P2 | Age 41- 50 years old, 82 214
51 years old and above. 63 16.4
Less than high school. 2 0.5
What is the highest level of school you ng_h | sc;hool degree or 41 10.7
PI3 | have completed or the highest degree equivalent.
ou have received? Bachelor degree. 226 58.9
y ' Associate degree. 9 2.3
Graduate degree. 106 27.6
. . Single 182 47.4
?
P14 | What is your current marital status? Married 502 526
: No 212 55.2
?
PI5 | Do you have any children? Yes 177 148
PI6 | If yes, how many children do you | No 211 54.9
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have? One 24 6.3
Two 52 13.5
Three 20 5.2
Four 37 9.6
Five 26 6.8
More than five 14 3.6
Apart from your own children, are | No 203 52.9
PI7 | there anyone else you are required to
take careyof? g ; Yes 181 4r.1
No 154 40.1
PI8 | Are you currently employed? Yes 530 59.9
Less than 1 year 15 3.9
P19 How many years of work experience | 1-5 years 85 22.1
do you have? 5-10 years 62 16.1
11 or more years 69 18.0
PI10 What is  your current  work | Fully at the office 141 36.7
arrangement? Fully remote 89 23.2
PI11 Which of the following work | Fully at the office 77 20.1
arrangement do you prefer? Fully remote 153 39.8
Less than 6 hours 2 0.5
6-8 hours 99 25.8
P112 | How many hours a day do you work? 8-10 hours 109 58.4
10 or more hours 20 5.2
PI13 In W_hicr_\ of the following is the Priva_lte sector 175 45.6
organization you work for? Public sector 55 14.3
Less than 100 jd 2 0.5
100-200 jd 7 1.8
PI14 What is your monthly household | 200-300 jd 44 11.5
income? 300-400 jd 75 19.5
400-500 jd 35 9.1
More than 500 jd 67 17.4

The results of Table (14) showed that most of the respondents were females with a percentage
of 64.6%, and the least of them were males with a percentage of 35.4%, that most of the respondents
were aged 20-30 years old with a percentage of 46.4%, and the least of them were 31-40 years old.
with a percentage of 15.9%, and that most of the respondents had a bachelor degree with a percentage
of 58.9%, and the least of them obtained less than high school with a percentage of 35.4%, and that
most of the respondents were married with a percentage of 52.6%, and the least of them were single
with a percentage of 47.4%, and that most the respondents have no children with a percentage of
55.2%, and the least of them have children with a percentage of 44.8%, and that most of the
respondents who have children have two children with a percentage of 13.5%, and the least of them
are more than 5 children with a percentage of 3.6%, and that most of the respondents do not have
people they take care of them with a percentage of 52.9%, and the least of them have people who take
care of them with a percentage of 47.1%, and that most of the respondents are currently employed
with a percentage of 59.9%, and the least of them are unemployed with a percentage of 40.1%, and
that most of the respondents have experience of 1-5 years with a percentage it reached 22.1%, and the
least of them had experience of less than 1 year with a percentage of 3.9%, and that most of the
respondents work with the fully system at the office with a percentage of 36.7%, and the least of them
work with the fully remote system at a percentage of 23.2%, and that most of the respondents for their
additional work in the fully system remote with a percentage of 39.8%, and they work in the fully at
the office system at a percentage of 20.1%, and that most of the respondents work 8-10 hours at a
percentage of 28.4%, and the least of them work less than 6 hours at a percentage of 0.5%, and that
most of the respondents work in the private sector with a percentage of 45.6% and the least of them
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work in the public sector at a percentage of 14.3%, and that most of the respondents have income of
300-400 jd with a percentage of 19.5%, and the least of them have income less than 100 jd with a
percentage of 0.5%.
Description of the Purchasing characteristics of the respondents:

This part of the study aims to indicate the frequencies and percentages of the respondents’
Purchasing characteristics related to the first part of the questionnaire. The following is an

explanation of the sample answers, and Table (15) illustrates the findings of the study.
Table 15. Frequencies and percentages of the primary data of the respondents

Code | Variable categories Frequency | Percent
Instagram. 141 36.7
Facebook. 183 47.7
. : . .| TikTok. 22 5.7
pci | i of e ol sl me s 14— s3
' Snapchat. 17 4.4
Twitter 6 1.6
None. 1 0.3
Netflix. 157 40.9
Amazon Prime Tv. 56 14.6
. Hulu. 7 1.8
2 | et i " Doy T—
' HBO. 4 1.0
Othgr (Please 44 115
specify)
To purchase 45 117
products.
To socialize casually | 202 52.6
To promote 48 195
PC3 What is your purpose of using social | products/services '
media websites? Event planning 17 4.4
To make friends 29 7.6
To find employment | 12 3.1
Othe_r (Please 31 8.1
specify)
Occasionally 95 24.7
.| Rarely 192 50.0
PC4 I\H/I%\:jvi;gfarlfg?nils%u buy products on Social Frequently 71 185
' Always 16 4.2
Almost Never 10 2.6
Less than once a 184 479
month.
About once a month. | 80 20.8
PC5 H0\_/v often do you purchase products | Several times a 61 15.9
online? month.
About once a week. | 19 4.9
Several times a 40 104
week.
1 (Very low) 22 5.7
How interested are you in the products | 2 (Low) 59 15.4
PC6 | you see on the Social Media platforms in a | 3 (Intermediate) 153 39.8
scale of one to five? 4 (High) 92 24.0
5 (Very High) 58 15.1
PC7 | Are you the primary decision maker in | No 100 26.0
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your household regarding any purchasing Yes 284 74.0
product? '
Health care. 59 15.4
Personal care. 119 31.0

. . Travel planning. 41 10.7

For which of the following are you the "5 oceries. 64 16.7

PC8 | primary decision-maker about what t0 "H5na maintenance. | 47 12.2
purchase in your household? Finance. 32 33

Pet care. 13 3.4

None of the above. 9 2.3

Do you typically make a decision about | At the time of 168 438

PC9 | which brands to purchase beforehand or at | purchase. '
the time of purchase? Beforehand. 216 56.3

Rarely. 58 15.1

How often do you search for sales or | Always. 88 22.9

PC10 | coupons before you purchase a product | Sometimes. 156 40.6
online? Most of the time. 81 21.1

Never 1 0.3

Rarely. 65 16.9

How often do you wait for sales or | Always. 103 26.8
PC11 | coupons before your purchase a product | Sometimes. 140 36.5
online? Most of the time. 75 19.5

Never 1 0.3

Rarely. 37 9.6

. Always. 60 15.6

' Most of the time. 101 26.3

Almost Never 1 0.3

The results of Table (15) showed that most of the respondents follow Facebook with a
percentage of 47.7%, and the least of them do not follow any application with a percentage of 0.3%,
that most of the respondents follow Netflix with a percentage of 40.9%, and the least of them do not
follow HBO with a percentage of 1.0%, Most of the respondents use social media to “to socialize
casually” with a percentage of 52.6%, and the least of them use to find employment with a percentage
of 3.1%, that most respondents rarely buy on social media with a percentage of 50.0%, and the least
of them do not buy with a percentage of 2.6 %, and that most of those who bought were buying less
than once a month. With a percentage of 47.9%, the least of them buy about once a week. With a
percentage of 4.9%, that most of the respondents have average interests with a percentage of 39.8%,
and the least of them have very low interest at a percentage of 5.7%, that most of the decision-makers
in their homes with a percentage of 74.0%, and the least of them are not decision-makers with a
percentage of 26.0%, and most of the respondents make their decisions regarding concerning personal
care, with a percentage of 31.0%, and the lowest of their decisions regarding other matters by a
percentage of 2.3%. The respondents are sometimes looking for discounts by a percentage of 36.5%,
and least of them are looking for never for discounts by a percentage of 0.3%, and that most of the
respondents switch brands sometimes by a percentage of 48.2%, and the least of them exchange them
almost never for discounts by a percentage of 0.3%.

Answer to the study hypotheses:

Multiple regression is mainly based on the treatment of variances and variances, as it can be
considered as a means to achieve added value. The values along the paths of the double arrows are
correlations. Whereas those along odd arrow paths (i.e. asymmetric) provide three associated values.
The R? value, a measure of the model's goodness to the data, can be calculated from either the SRV
coefficient or the standard path coefficients (equivalent to beta regression weights) and simple
correlations between each input and output (also called the dependent variable/criterion).

Page | 39 Humanities and Natural Sciences Journal Sara Al Qaisi. July, 2022 www.hniournal.net



The Effect of Social Media Marketing on Consumer Behaviour During Covid 19 in Jordan HNSJ Volume 3. Issue 7

The path coefficients in the PLS and the criterion coefficient in the regression analysis were
similar. By value, the significance of the hypothesis was tested. It indicates the variance expected in
the building depending on the change of unit in the independent building. Values were calculated for
each path in the assumed model, and the higher the value, the greater the appreciable effect on the
subjective underlying structure. However, the value of its significance level must be verified by a T-
test. A smoothing procedure was used to assess the significance of the hypothesis. To test the
significance of the path coefficient and T values, normalization was performed using 384 subsamples
without changing the signal which were applied in this study as shown in Table 23, 24, 25 and Fig.
7,8.

Table 23. Testing the main hypothesis of custom on the effect of social media marketing on
Consumer's behaviour

R |B SE. | I P
value
Ho | Consumers <... | Social media | 602 | -0.002 | 0.06 | -0.046 | -0.046
behaviour marketing

From Fig. 4 and Table 23, it can be seen that social media marketing has no effect on
consumer's behavior so the main hypothesis was not supported as presented in Table 23. Furthermore,
the hypotheses were tested at a significance level of 0.05. Therefore, the result showed the effect of
social media marketing on consumer's behaviour.

Fig. 4. Testing the main custom hypothesis on the effect of media marketing on consumer's
behaviour
22
S
1

21

Social media marketingl >| Consumer's behaviour

Table 24. Testing the main hypothesis of custom on the effect of each dimension of media
marketing on consumer's behaviour

R? B SE. |[T.value | P

H: | Consumer's behaviour | <--- | Advertising -0.049 | 0.201 | 0.08 | 252 0.012

H2 | Consumer's behaviour | <--- | Public relations -0.19 -0.132 | 0.09 -1.468 0.142

Hs | Consumer's behaviour | <--- | Sales motivation | 0.242 | -0.031 | 0.067 | -0.454 0.65

From Fig. 5, it can be seen that advertising has an effect on consumer's behavior with path
parameters -0.19 explaining approximately 4.6% of the variance in consumer's behaviour, and an R?
value greater than 4.6% indicating poor explanatory power. Therefore, the research model for this
study has poor predictive validity. It was also noted that there was no effect between public relations
and sales motivation and consumer's behaviour. Hypotheses were evaluated by size, score, and
significance of path parameters, and most of the hypotheses were supported as presented in Table 24.
Furthermore, the hypotheses were tested at a significance level of 0.05. Therefore, the result showed
that advertising having an effect on consumer's behavior had a stronger path factor (t = 3.03, P <
0.01), and customer focus on customer satisfaction had a stronger path factor (t = 2.52, P < 0.01).
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Fig 5. Testing the main hypothesis of custom on the effect of each dimension of media
marketing on consumer's behaviour
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Discussing results and recommendations

This chapter includes a presentation of the results of the study through testing hypotheses,
answers to the study's questions, and achieving its objectives. It also includes a set of
recommendations made by this study in light of its results.

First: the results of the study:
The results of the study include several sections as follows:
1. With regard to personal characteristics

The results of the study showed that most of the respondents are females and least of them are
males, and that most of the respondents are between 20-30 years old, and the least of them are
between 31-40 years old. And that most of the respondents have a bachelor degree, and the least of
them have obtained less than high school, and that most of the respondents are married, and the least
of them are single, and that most of the respondents do not have children, and least of them have
children, and that most respondents who have children have two children, and least of them are more
than 5 children, and that most of the respondents do not have people to take care of them, and least of
them have people who take care of them, and that most of the respondents are currently employed,
and the least of them are not employed, and that most of the respondents have experience of 1-5 years
and least of them experience less than 1 year, and that most of the respondents work in the fully
system at the office, and the least of them work with the fully remote system, and that most of the
respondents for their additional work in the fully remote system, and the least of them work in the
fully at the office system, and that most of the respondents work 8-10 hours, and the least of them
work less than 6 hours, and that most of the respondents work in the private sector, and the least of
them work in the public sector, and that most of the respondents have an income of 300-400 jd, and
their income is less than 100 jd.

2. Regarding Purchasing Characteristics:

The results of the study showed that most respondents follow Facebook, and least of them do
not follow any application, that most respondents follow Netflix, and least do not follow HBO, that
most respondents use social media to socialize casually, and least use to find employment, that most
the respondents rarely buy on social networking sites, and the least of them do not buy, and most of
those who buy were buying less than once a month., and the least of them buy about once a week.,
that most of the respondents have medium interests, and the least of them are very low, that most
decision makers in their home, and least of them are not decision makers, and most of the respondents
make their decisions regarding personal care, and the least of them are their decisions regarding other
matters, as it was found that most of the respondents buy brands that were previously purchased, and
least of them are at the time of purchase, and that most of the respondents are sometimes looking for
discounts, and the least of them they never look for discounts, and most of the respondents switch
brands sometimes, and least of them almost never switch brands for discounts.

3. Regarding the description of the study variables:

They consist of the following:

e Social media marketing: It can be noted that this variable is of high value, and the most
important results of the dimensions of this variable were the following:

A. Advertising: It indicates that the level of (Advertising) came within the high level from the
point of view of the sample members.
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B.

C.

D.

4.

Public relations: It indicates that the level of (public relations) came within the high level,
from the point of view of the respondents.

Sales motivation: It indicates that the level of (sales motivation) was within the high level
from the point of view of the respondents.

Consumer's behaviour: It can be seen that this variable has a high value, and the most
important results of removing this variable were:

Motivations: It indicates that the level of (Motivations) came within the high level from the
point of view of the sample members.

Visualization: It indicates that the level of (Visualization) came within the high level from the
point of view of the sample members.

learning: Indicates that the learning level is within the high level from the sample members'
point of view.

Directions: Indicates that the level of (Directions) came within the high level from the point
of view of the sample members.

Regarding the answer to the study's hypotheses:

It was noted that social media marketing had no effect on consumer's behaviour, so the main

hypothesis was not supported as hypotheses were tested at a significance level of 0.05. Therefore, the
result showed no effect of social media marketing on consumer's behaviour. To test this result, the
effect of each dimension of the independent variable on the dependent was studied, and it was found
that advertising has an effect on consumer's behavior and indicates a weak explanatory power.
Therefore, the research model for this study has poor predictive validity. It was also noted that there
was no effect between public relations and sales motivation and consumer's behaviour.

Second: Study recommendations:

1.

11.

12.

Based on the results of the study, the study recommended the following:

Working on improving the information content of the products available on the pages of social
networking sites because of their positive impact on the follow-up and attention of customers,
especially friends.

Continuing to develop advertisements on social networking sites by providing everything that
is new and permanently and not neglecting them, because of their importance to customers
Establishing policies and procedures to develop existing products and new products in line
with customer feedback on social media pages

Taking into account the appropriate selection of celebrities who are chosen to promote
advertising campaigns for companies, so that attention should be paid to the appropriate
selection of celebrities who have the ability to influence their followers.

Paying attention to the electronic spoken word and comments on publications, as they have a
clear impact on the influence of followers, especially by friends.

Activating the role of friends by companies present on social networking sites because their
electronic spoken word has an impact on purchasing behavior.

Providing more details about the products displayed on the social media pages (price, country
of origin, delivery price, type of good or service ... etc.)

Develop the art of marketing through social networking sites using ideas and imagination and
reading the minds of consumers

Work on developing the website interface in a modern and sophisticated manner

. Spreading consumer awareness of the importance of dealing with marketing through social

networking sites because it is an inevitable, necessary and inevitable inevitability.

Working to provide several options for customers of all types and types of products by
companies present on social networking sites, in addition to making sure to publish
advertisements on a continuous basis with the offers they have throughout the year.

Emphasis on the follow-up of customers after the purchase process by the companies present
on social networking sites so that the customer’s satisfaction is ensured because it has a
significant impact on his electronic spoken word about the product and the company, and thus
this will affect the purchasing behavior.
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CONCLUSION

The study aimed to identify the role and impact of the use of social media on the purchasing
behavior of consumers who use social media. Therefore, the researcher had to study the
characteristics of social media users according to their use of social media, as well as identifying the
purchasing characteristics of the respondents. The most important results that the researcher found in
the light of this study is that note that social media marketing does not have any effect on consumer
behavior in general. But when calculating each of the dimensions of social media, we found that
advertisements have an impact on consumer behavior, while the rest of the dimensions did not affect
consumer behavior

This may be due to the fact that social media users use social media to communicate, but for
purchasing, they prefer to buy face to face and not through an intermediary because they prefer to buy
products according to their purchasing senses, and this only happens about the direct purchase route
may be due to the purchasing behavior of respondents.
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