Procegding of International Conference on Contemporary Management - 2015 (ICCM-2

INFLUENCE OF SOCIAL MEDIA CHARACTERI
CONSUMERS' PURCHASE INTENTION

Kajanthy, S & Vaikunthavasan,S

ABSTRACT : ;
In 21" century, Social Media has become the modern tool for people to eng
Building on the foundation of Web 2.0, Social Media applications h
extraordinary growth in human interaction in modern times. Social M,
considered playing an important role in customer buying decisions, howev
have explored its impact over the Customer Purchase Intention. Even thoug
have been recognized as potentially the most powerful medium for relatio
there is a lack of understanding in terms of how and why firms are actually usi
objective of the study was to look at the influence of Sri Lankan Consume
Intention through Social Media. This study was conducted by using quanti 1y
methodology. In order to collect the data necessary to measure the constructs re,
subjects of the study, the researcher selected 155 Sri Lankan customers who &
participating in any Social Media Platforms. Data analysis was conducted -
analysis by using the Structural Equation Model approach. The results of the pr
supported by the mediating role of perceived risk, trust and perceived value in
between Social Media and Consumers' Purchase Intention. This study indicated
a positive association has been found between Social Media and Consumers
Intention (b=0.711; p=0.000) before the mediation. And after the mediation; due
mediating effect of perception factors the beta value has reduced (b=.478; p=0.000)
finding indicate to marketing managers that Social Media has become an
marketing tool to reach consumers. It also indicates that cyber world play an imp
inmodern marketing, enabling marketers to reach customers faster and more effici
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