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Abstract

Background. The dynamically developing technology and changing system of
interpersonal communication has modified the customers’ approach to the process
of making purchasing decisions. The literature has even developed the concept of
a new customer — a digital one. The market situation forced companies to look for
effective modern tools for their marketing communication. One of such tools to reach
digital customers is social media.

Research aims. The aim of the article is to indicate the role of social media in the
purchasing process of Polish digital customers aged 18-26.

Methodology. The conclusions presented in the article are the result of an analysis
of quantitative and qualitative research, which consisted of a survey with 140
respondents and of 6 individual in-depth interviews.

Findings. The conducted research has shown that social media have a significant
role in customers’ purchasing decisions. They influence the perception of the brand by
customers but also the purchase of specific products. Based on the research results,
it can be assumed that SM functionalities that shorten the purchasing process will
be developed in the future, and the role of social media in the purchasing process
will grow.
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INTRODUCTION

Globalisation and the technological revolution have a significant impact
on the functioning of today’s economy (Mazurek, 2019). The current
market situation has developed so much that science has begun to
define a new customer, the digital one (Bassiouni & Hackley, 2014).
More and more purchasing decisions are made not only on the Internet,
but especially using social media (Miotk, 2013). Brands are competing
in creating more and more interesting, attention-grabbing content,
which is designed not only to arouse interest, but also to immediately
sell or redirect to e-commerce websites (Kreft, 2015).

These circumstances lead to a reflection on a new perception of the
consumer choice theory, which has been discussed widely in literature,
but rarely in the context of the latest technologies (Stephen, 2016).
Social media are also becoming a more and more frequently researched
area. However, they are growing so fast and introducing new features
so quickly, that researchers have not yet had enough time to analyse
this phenomenon comprehensively.

In this article the authors have undertaken an attempt to measure
the role of specific factors in social media that influence purchasing
behaviour of a digital customer. The study was based on desk research
and the authors’ own quantitative and qualitative research.

BASIC ISSUES OF CONSUMER THEORY IN THE
CONTEXT OF THE MODERN MARKET

According to the theory of consumer choice, a customer considering
the possibility of purchasing a particular good is limited by his or
her income and by the price of that product (Caban, 2001). The
purchase involves determining the utility of the goods that can be
acquired and comparing this value between competing products
(Mansfield, 2002). Utility is subjectively ranked by the purchaser
(Marczak, 2001). Customers may differ in their assessment of the
utility level of individual goods. In addition, customers typically
purchase more than one product or service, so that the final pur-
chase decision involves determining the total utility value of the
goods purchased, resulting from the combination of the utility of
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the components of the individual products or available substitutes
(Milewski & Kwiatkowski, 2005).

Apart from usefulness of the chosen goods, the customer’s purchasing
behaviour is also influenced by his planning to create savings for future
purchases. The accumulation of savings is limited by the amount of
the customer’s income and usually involves giving up the purchase of
lower-order goods (Krugman & Wells, 2006). Saving involves making
a purchase, but postponed, which means that lower-order goods are not
sufficiently useful to the customer and are not purchased. Similarly,
the time spent by the customer on leisure significantly affects the
wealth of their wallet and their purchasing decisions. Most household
income comes from the sale of labour (Nojszewska, 2010). Thus, if
a customer limits the sale of their work, considering that more time
to rest 1s more useful to them than the purchase of certain goods, the
range of products he or she purchases will naturally change, and the
customer will most likely give up purchasing goods he or she does not
consider necessary. Essentially, the aspect of income, both in terms of
gaining and targeting certain transactions, has an undeniable impact
on the customer’s decision-making as regards the volume and structure
of consumption. However, other factors in this process must not be
forgotten as well (Caban, 2001).

Today’s market is characterised by a remarkably high competition
and a multitude of substitutable goods (Urbanek, 2016). Also, the
activities of governments and non-governmental organisations aiming
to build welfare states gradually eliminate the problems of the lower
classes of society, associated with low affluence and difficulties in
obtaining normal goods (Golinowska, 2005). Examples of these are
social benefits, state pension schemes, or ideas for introducing basic
income. From this perspective, non-remunerative factors influencing
customer choices are becoming increasingly important.

According to the consumer choice theory, income is a key but not
the sole factor influencing purchasing behaviour (Ruminska-Zimny,
2003). The volume and structure of consumption is also influenced by
non-income factors, which can be divided into objective and subjective
ones (Caban, 2001). Demographic factors, such as age or gender, but
also socio-cultural factors are understood as objective. The subjective
ones are derived from the consumer’s disposition, character traits, and
individual worldview. They may also result from the desire to stand
out, aspirations to belong to a particular social group, and the like.
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As the consumer profile changes over time as a result of globalisation
and socio-cultural changes, so does the priority given to the various
non-income factors influencing the purchasing behaviour in various
sectors. As a typical example of this shift, it can be mentioned that
the change in the social position of women has significantly influenced
their purchasing choices (Pikula-Matachowska, 2015).

In the era of progressive digitisation, consideration should be given
to the designation, naming and systematisation of non-remunerative
factors influencing purchasing decisions (Chaffey, 2016). Communication
between the company and the customer is increasingly shifting from
the real world to the virtual world, which affects consumers’ subjective
feelings about the course of the purchase process (Kotler, Kartajaya,
& Setiawan, 2017). Building relationships with buyers, their loyalty
and the image of their own brand, that is the key aspects related to
subjective non-revenue factors, may look different than before for
companies in many industries (Mazurek, 2019). The ongoing techno-
logical revolution has a significant impact on the functioning of today’s
economy as well as on consumer purchasing decisions (Drucker, 2000).
In the scientific literature, this has resulted in the definition of a new
type of buyer — a digital customer (Fiore, 2008).

THE DIGITAL CUSTOMER

For a digital customer, the Internet has become a particularly import-
ant part of life (Gregor & Kaczorowska-Spychalska, 2018). This kind
of customer is able to gather information on the offers of competing
companies in a noticeably short time. Websites and applications for
searching and comparing products available on the market allow to find
exactly what they are looking for. In addition, these customers have
the opportunity to consult the choice with the opinions of thousands
of other Internet users, who have purchased a particular product or
intend to do so (Kotler et al., 2017). In theory, this should rationalize
customers’ choices and optimise their spending, but paradoxically, such
great ease in finding products considered highly useful and relying on
the opinions of unknown, often anonymous people, may undermine
this rationality Mistewicz, 2011).

This type of customer not only relies on the opinions of other
Internet users when making purchasing decisions, but also expresses
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their opinions and recommends their favourite brands. They acquire
and analyse information, which they later share with other users
co-creating content on the Internet. The digital customer is proactive
and engages not only in interaction with other customers, but also
advises and communicates directly with the company producing goods
that are of interest to him or her (Kreft, 2015).

An important feature of the digital customer is his or her orienta-
tion towards an individual approach in product design (Ratalewska
& Wierzbicka, 2017). This type of customer requires personalised goods
and a simplified way of satisfying needs. Due to the ease of searching
for and comparing products of competing brands, they also require
high quality and an extremely fast reaction time when responding to
their inquiries.

It should also be noted that the new type of customer lives in the
era of information overload (Hatalska, 2008). They are unable to select
all important and necessary information and messages. Therefore, in
addition to rational arguments, their purchasing behaviour is often
influenced by emotions and impulses. Both marketing messages of
companies and recommendations of Internet users are most effective
when they evoke strong emotions in the customer (Mistewicz, 2011).
They are different from thousands of other messages, which makes
them the most attractive in the minds of the customers.

Due to the activity of the digital customers in recommending and
discussing individual goods, and taking into account their requirement
for quick reactions from the producer and the need to have distinctive
personalised products, social media seem to be the optimal environment
for companies to reach potential customers. Their specificity allows
both for quick, individual reactions to the signalled needs, as well as
for creating internally homogeneous communities.

USING SOCIAL MEDIA TO REACH THE DIGITAL
CUSTOMER: THE PERSPECTIVE OF COMPANIES

Digital customers gain knowledge about products or services from many
various sources (Gregor & Kaczorowska-Spychalska, 2018). Social media
(SM) — a group of web-based applications that are built on ideological
and technological foundations of Web 2.0, and enable creation and
exchange of user-generated content (Kaplan & Haenlein, 2010), has
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recently become one of them. The reason why social media have become
a place to gain knowledge about products may be their fast expansion
(Batra & Keller, 2016). Since 2004, when they started to function on
a mass scale (Mazurek, 2019), they had still had an impact on almost
every aspect of personal and corporate life (Kaplan & Haenlein, 2011).
In this way, they are constantly extending their influence, both on
customers and companies (Mazurek, 2019).

There are many reasons for the brand’s exploitation of social
media, such as: accessibility and reach, the option of modification
and, at the same time, durability of the message (Grebosz, Siuda,
& Szymanski, 2016), the opportunity to improve the competitive position
(Chan-Olmsted, Cho, & Lee, 2013), the potential to gain knowledge
about the needs and desires of the customer (Kotler & Keller, 2013),
and then the opportunity to build relationships with them, participa-
tion of the customer in brand communication (Constantinides, 2014),
the possibility of implementing innovative ideas (Erdogmus & Cicek,
2012), increase in exposure and traffic, generation of transitions
(e.g. to a website) and sales growth (Stelzner, 2019). Moreover, the
potential for new value of social media use is still growing. The leading
players on the SM market compete and try to constantly introduce
new functionalities based on the latest technological solutions.

There are currently three levels at which social media are used in
the organization, these are (Mazurek, 2019):

1) the operational level, the aim of which is to achieve marketing

objectives,

2) a tactical level intended to generate conversions,

3) the strategic level, meaning the impact on the functioning of

the organisation.

This text will focus on the first two levels, with emphasis on the
second. This one is closely related to the transformation of the SM
user into a customer who, after seeing the content, is going to make
a transaction in the future (Macik, Mazurek, & Macik, 2012). The
basis of social media operations is the ongoing learning of the structure
of the community of users present there. This is the foundation for
identifying the details of the target groups and the content directed
to them.
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CHARACTERISTICS OF SOCIAL MEDIA USERS

During an era of digital transformation, the consumption of nu-
merous and varied messages has become a routine for many people
(Olejniczuk-Merta, 2015). Internet users were given great opportu-
nities to gain knowledge and competences, and in consequence to
build relationships not only with people but also with brands (Gregor
& Kaczorowska-Spychalska, 2018). At the same time, it became the
task of companies to encourage the customers to such contact in
a unique and interesting way (Kotler et al., 2017). The network’s
residents have begun to demand an even more individual approach and
understanding of needs, as well as inclusion in the process of creating
and building value. They have also become more market-conscious
and more involved — not only through interactions with brands, but
also by giving and searching for recommendations of other people in
the digital world (Gregor & Kaczorowska-Spychalska, 2018).

There are more and more active Internet users in Poland. The high
potential of using SM in sales activities is proven by the size of the
social media market and its development. The “Digital 2020” report
(Hootsuite & WeAreSocial, 2020) and Stelzner’s (2019) research have
shown, among other things, that in 2020:

* the number of Internet users totals 4.54 billion, which represents
59% of the global population, representing an increase of 7% in
comparison to January 2019,

* social media is used globally by 3.8 billion users, which 1s 49%
of the global population. The number of users has increased by
over 9% (321 million new users) since last year,

* in January 2020, Poland had 30.63 million Internet users. The
number of Internet users in Poland increased by 686 thousand
(2.3%) between 2019 and 2020,

+ social media are used by 19 million Poles, which means an almost
8% growth over 9 months,
the social media penetration in Poland is 50%,

* the most popular SM platforms are Facebook, Instagram, Twitter,
LinkedIn, YouTube, Pinterest, Messenger, and Snapchat.

All platforms identified above respond in their own way to the needs
of the digital customer. Facebook transmits content to recipients via
groups, the main feed, additional advertising columns, as well as via
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Messenger. In this way, it takes advantage of the fact that the digital
customer can acquire a huge amount of information in one moment (Belk
& Llamas, 2013). Instagram has the increasingly popular Instastories
option (Stelzner, 2019), which is a feature that allows users to publish
photos or videos visible for only 24 hours. This functionality responds
to the needs of the digital customer, who is always in a hurry. At the
same time, by means of numerous possibilities of interaction with the
recipient, Instastories also becomes a place of social listening and even
co-creation of products or services. Snapchat also provides similar
possibilities. Twitter, meanwhile, allows to quickly review the main
messages written by people or institutions. Therefore, for some people
it can become a kind of substitute for a daily newspaper. Pinterest
and YouTube refer to the current pictorial culture (WozZniakowski,
2014). The second one may also be a better alternative to “traditional”
television for some people.

Summing up, the communication between the company and the
customer moves from the real world to the virtual one, which affects
the process of purchase (Kotler et al., 2017). The social media market is
thus becoming a place with the potential to influence digital customers
and their purchasing decisions.

METHOD

The aim of the article is to indicate the role of social media in the
purchasing process of Polish digital customers aged 18-26. The study
was conducted in two phases.

The first phase was a quantitative study conductedin the period
from January 2020 to March 2020. The research tool was a question-
naire, distributed among Polish respondents using both Computer
Assisted Web Interview (CAWI) and Paper And Pencil Interview
(PAPI) techniques, containing 13 questions on the scope of using SM,
respondents’ knowledge of the possibilities of purchasing via social
media, shopping preferences in social media, and metric questions
and identification of a group of digital customers.

According to the “Digital 2020” report, in Poland the most numerous
group of social media users are generations Z and Y, which means
people aged 18-34 (Hootsuite & We Are Social, 2020). Due to the aim
of the empirical study, which was to indicate both the current situation
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and trends, the focus was put on the 18-26 age group, which can be
defined as the Z generation (Zarczyniska-Dobiesz & Chomatowska, 2014).

The survey considered the answers of 140 respondents (of whom
61% were women and 39% were men), who indicated that they used
the Internet for shopping purposes. The most numerous groups were
citizens of villages (33%) and cities with a population of over 500,000
(33%). Next were people registered in areas up to 50,000 (18%),
between 50,000 and 100,000 (9%) and between 100,000 and 500,000
residents (7%).

The method adopted in the second part of the study was in-depth
interviews (IDI), aimed at supplementing the data resulting from the
quantitative study and their critical analysis with digital marketing
specialists. The in-depth interview allows for reaching subjective
motivations and patterns of an individual, isolated from the influence
of other respondents. Thanks to this, the respondents’ statements
can be based on their experience, not only on theories contained in
the literature. Additionally, the research topic requires the collection
of qualitative data in order to analyse in depth the determinants of
the impact of social media on the purchasing behaviour, which can
significantly enrich the analysis of quantitative material.

The interviews addressed issues related to the assessment of the
impact of social media on customers’ purchasing behaviour. The re-
spondents were also asked how in their opinion trends in this subject
would develop in the foreseeable future.

There were six respondents in the interview — three women and
three men. Each of them was interviewed separately. The respondents
represented companies and agencies dealing with Internet marketing
and profile management in social media companies. The sample
selection was deliberate, motivated by professional experience in the
digital marketing industry. Among the respondents all represented
middle or senior management positions in their organisations.

THE IMPACT OF SOCIAL MEDIA ON THE
PURCHASING DECISIONS OF YOUNG DIGITAL
CUSTOMERS

The above paragraphs underline the significant role of social media
in the purchasing process of digital customers. In order to measure
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the current impact in the group of young Poles, and, in addition, to
learn about the premises accompanying purchasing decisions in social
media, the following research hypotheses have been assumed:
4) Polish digital customers aged 18-26 consciously search for and
discuss products in social media.
5) Polish digital customers aged 18-26 are aware of and make use
of social media purchasing opportunities.
In the questionnaire, the respondents were asked to indicate the main
reasons for social media activity. The responses are shown in Figure 1.

—_

. lam looking for information
products/services

2. | follow what my friends
recommend

3. Thanks to the social media
| am able to make purchasing
decisions faster

4. | ask my friends there for their
opinions on products/services

5. I recommend products there
to others

6. Other

Reasons for activity in SM

0 25 50 75 100 125

Number of respondents

Figure 1. Reasons for activity in social media

Source: own study.

As the most common reason for activity in SM they strongly stated
searching for information about products and services. This point was
indicated by 86% of people (with the possibility to select more than
one reason). It can therefore be concluded that Polish Internet users
consider SM to be a reliable source of knowledge. Additionally, 36%
of people declared that thanks to social media, they are able to make
purchasing decisions faster. The above answers suggest that digital
customer behaviour is not only planned but also rational. Moreover,
among the surveyed respondents, the vast majority (80%) admitted
observing the brand/company profile in social media. This means
that digital customers of the Zgeneration consciously agree to have
their advertising content displayed. Thus, the answers show that it
is impossible to reject the first hypothesis.
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As a complementary measure, those who indicated an affirmative
answer were also asked to specify their motivation, which has been
shown in Figure 2.

_

. | like the brand/company

wv

[

qé ! 2. Due to information about new

_g- 2 products, promotion, company life
= 3 3. | have access to special offers,

s 4 discounts for fans

2 5 4. Due to he interesting content

‘QE) 6 5. Due to the possibility of winning
L 7 prizes in competitions

° 8 6. This is a costumer service centre —
\8 9 | can ask questions, make comments
5 7. 1 can add comments and discuss

§ 0 25 50 75 100 8. | have access to information

o about the company’s pro-social

Number of respondents L
activities
9. Another reason

Figure 2. Reasons for observing brand profiles
Source: own study.

The majority of the respondents, having multiple choice, indicated
three main reasons for observation: liking the brand, obtaining
information about new products, promotions, company life, and
special offers and discounts for fans. The last two motivators, which
were indicated by 65% and 45% of respondents, strictly refer to the
willingness to purchase.

A lack of observing brands in social media does not necessarily mean
a lack of contact with the content created by them (facebook.com). As
expected, almost all (99%) of the respondents met with a brand/product/
service advertisement in social media. Knowledge of the specifics of
social media allows to presume that the remaining 1% of the respondents
are a group of people who unconsciously or consciously indicated the
wrong answer. The reason could be, for example, very infrequent use
of SM or lack of awareness that the displayed content was commercial.
This presumption is based on the knowledge that brands promote
their products very intensively in social media. Based on the analysis
conducted by the authors, there are so many business profiles and their
posts that it 1s almost impossible to avoid any advertising messages
when spending longer time in SM. However, the result indicating that
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99% of respondents encountered ads and that 80% consciously agreed
to them, confirms both hypotheses of the article.

Despite the extensive use of the Internet for shopping purposes
(Lopacinski & Lysik, 2016), it still cannot be considered that young
customers prefer buying online. Indeed, when asked “What kind of
shopping do you prefer?”, 48.5% of respondents indicated online
shopping, and 51.5% chose the traditional store. The reasons for this
situation can be seen in several factors, including companies which
do not yet have an online store, or people viewing a trip to the shopping
centre as a form of entertainment. The verification of general custom-
er preferences was the first step in verifying purchases made via social
media. It turned out that almost 90% of the surveyed met with the
possibility to buy a product using the SM platform. However, even
though they were aware of the functionalities that allow them to buy
via social media, only 18.6% used them. The results are presented in
Figure 3.

Figure 3. Purchase via SM platform.

Source: own study.
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The reason for this may be the relatively short time of such tools’
existence. For example, the “Shop” section on Facebook has been
gaining popularity among Polish companies since 2018. Furthermore,
the fact that 18.6% of consumers have made purchases through SM,
can be considered a relatively high result. Since 66 people indicated
a preference for online shopping, almost 40% of these users (39% to
be precise — 26 respondents) used social media to buy. The answers
therefore indicated that it is impossible to reject the second hypothesis.
It is also worth adding that the difference between those who know
and those who use SM purchases may change in the future — it is
worth observing the trend and making another study of this issue in
the near future (approximately in a year).

In order to verify the role of social media in purchasing decisions,
it was verified whether customers buy products they have seen in
social media. The survey showed that 84% of respondents have done
so. Additionally, considering the respondents’ answers to previous
questions analysed so far, it can be concluded that customers are
aware of the influence of SM on their purchasing decisions. The results
again indicated that it is impossible to reject the second hypothesis.

Brands try to influence customers’ buying decisions in various ways.
The responses so far showed that information about discounts and
new products have the greatest role in this area. However, it has been
checked whether such an influence can also be achieved by building
relations between the company and the customer, or more precisely
by moderating the profile. As many as 75% of the people considered
that if a brand responds to fans’ comments or messages, it encourages
them to buy its products or services.

In conclusion, social media play an important role in shaping the
purchasing decisions of young digital customers. It is in the SM where
they search for and discuss products, where they come into contact
with brand advertisements, buy products they find out about from
social media, and also use social media tools to make the purchase.
Therefore, since there is no rejection of any of the hypotheses, it must
be stated that social media influence purchasing decisions of digital
customers aged 18-26.

Interviews with specialists in the digital marketing industry
confirmed the conclusions resulting from the analysis of quantitative
research results. Respondents express a unanimous opinion that
social media have an influence on making purchasing decisions. In
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the opinion of the respondents, the market communication of brands
in social media is mainly of an image-building nature and is supposed
to strengthen the relations between the customer and the brand, but
people who run company profiles in social media strive to maximize
the sale of products.

According to the respondents, appropriate communication in social
media allows to reach customers with the message more effectively
than communication using traditional tools. Among other reasons,
this is due to the fact that in a traditional store the customers have
only the help of a sales person at their disposal, while on the Internet
they can rely on the comments of other users as well as on advice
of online influencers. As one of the respondents notes, social media
reduce the post-purchase dissonance, because even if the customer is
not fully satisfied with the purchase, they rationalize it from the angle
of opinions of friends or influencers who use the product.

Additionally, as another respondent explains, social media, similarly
to pay per click advertisements, remarketing, or email marketing,
provide an opportunity to create an accurate insight of the customer.
This later allows for a precise division of customers into segments
and the appropriate selection of tools and market communication
of the company to a given customers segment. The effects of social
media marketing are visible in real time, which allows for possible
corrections of messages, which in regard to traditional media would
be a time-consuming and costly process.

TRENDS IN THE IMPACT OF SOCIAL MEDIA ON
FUTURE PURCHASING BEHAVIOUR

According to all respondents of interviews, the role of social media in
purchasing processes will continue to grow. As the main factor, they
mention the introduction of solutions in social media allowing for shop-
ping, even without providing any specific application. As an example,
the Checkout functionality, currently tested by the Instagram portal,
was given. At the same time, some respondents hope that social media
will not go in the direction of full conversion into shopping platforms.
According to one of the respondents, a great value for companies is
the ability to create communities around the brand in social media.
If acompany would give up dialogue and image activities on these
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platforms, leaving the profile only as a sales channel, the gain would
not outweigh the loss.

Another respondent notes that not only functionalities that allow
for a start-to-end transaction in one application can be considered
as sales channels. As an example, he cites sales groups on Facebook,
which simply associate people and companies selling products and
potential customers, while the order and payment for the product
itself are already outside the portal. As another respondent states,
the situation is similar with Facebook’s Marketplace functionality.
A customer wishing to purchase a product is referred to an external
website, which is a given brand’s online store. In the opinion of the
majority of respondents, such tools can be called shopping platforms,
while remembering that the largest social networking sites work on
solutions that shorten the purchasing process to a minimum, such as
the already mentioned Checkout.

As far as the products that the respondents believe are most
likely to be sold effectively through social media are concerned, the
opinions are divided. One of the respondents stated that, in his
opinion, customers will be willing to buy cosmetics through social
media, especially the ones they know, but it will be more difficult
for them to buy clothes. Another respondent has just indicated the
textile industry as the one with the greatest potential. Another
respondent noted that electronics and spare parts for cars and other
machines, for example, seem to be the optimal products to sell through
social media. However, the majority of respondents agreed with the
statement that one of the industries which may be most difficult to
introduce through this type of sales channel is FMCG, especially
companies offering food products.

Some respondents believe that the Polish market is not yet ready
for a revolution in the form of buying in stores existing only in social
media. At the same time, they emphasise that if social media shopping
platforms are part of a coherent and comprehensive market communi-
cation of a brand, they have great potential to gain additional customer
segments, for example the customers from the Z generation. One of
the respondents notes that the best confirmation of the potential of
social media sales is the fact that some companies already do so and
are successful in their industries. He mentioned the brands: Varlesca,
Hellobody, and Daniel Wellington as examples.
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CONCLUSIONS

The technological revolution has had a significant impact on consumer
purchasing decisions (Drucker, 2000). There is even a term in the
scientific literature defining a new type of buyer, namely, the digital
customer (Fiore, 2008), meaning a person for whom the Internet is an
important part of life. Marketing should use the latest technologies and
techniques to meet the challenges of the marketing environment in
the twenty-first century (Kotler & Keller, 2013). Thus, since frequent
use of the Internet has become an everyday reality for customers,
companies whose aim was to reach these recipients must be there as
well (Gregor & Kaczorowska-Spychalska, 2018).

In recent years, social media have become one of the key tools of
marketing communication (Mazurek, 2019). The conducted research
has shown that they have a significant impact on customers’ purchasing
decisions. Social media influence the perception of the brand by customers,
but also the purchase of specific products. Social media play an important
role in shaping the purchasing decisions of young digital customers
aged 18-26. It is in the SM where they search for and discuss products,
where they come into contact with brand advertisements, buy products
they find out about from social media, and what is more, they use social
media tools to make the purchase. Functionalities are also introduced
to contain the entire purchase process within one application. Based
on the results of the research, it can be assumed that in the future SM
functionalities that shorten the purchasing process will be developed,
and the role of social media in the purchasing process will grow.
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ROLA MEDIOW SPOLECZINOSCIOWYCH
W KSZTALTOWANIU ZACHOWAN ZAKUPOWYCH
MLODYCH KLIENTOW DIGITALNYCH W POLSCE

Abstrakt

Tto. Dynamicznie rozwijajaca sie technologia i zmieniajacy sie system komuni-
kacji interpersonalnej wplynety réwniez na zmiane podejScia klientéw do procesu
podejmowania decyzji zakupowych. W literaturze naukowej pojawila sie nawet
koncepcja nowego klienta — klienta cyfrowego. Sytuacja na rynku zmusila firmy
do poszukiwania skutecznych, nowoczesnych narzedzi komunikacji marketingowej.
Jednym z nich sa media spotecznosciowe.

Cele badawcze. Celem artykulu jest ocena roli mediéw spoteczno$ciowych w procesie
zakupowym klientéw cyfrowych w wieku 18-26 lat.

Metodologia. Wnioski przedstawione w artykule sa wynikiem analizy badan
ilosciowych 1 jakoSciowych, na ktére zlozyly sie ankiety przeprowadzone wéréod 140
respondentéw oraz 6 indywidualnych wywiadéw poglebionych.

Wyniki badan. Przeprowadzone badania wykazaly, ze media spoleczno$ciowe
odgrywaja istotng role wprocesie zakupowym mtodych klientéw cyfrowych. Maja
one wplyw na postrzeganie marki, ale takze na zakup konkretnych produktéw. Na
podstawie wynikéw badania mozna zalozyé, ze w przyszto$ci rozwijane beda te
funkcjonalnos$ci mediéw spotecznosciowych, ktére skracaja proces zakupowy, a rola
tych mediéw wprocesie zakupowym bedzie stale rosnaé.

Slowa kluczowe: media spotecznoSciowe, konsument digitalny, teoria wyboru
konsumenta, marketing.



