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Abstract
The purpose of this paper is to empirically examine the role of social media in the consumer

decision-making process in the tourism industry. Qualitative research examines how the use of
social media changes the experience. Today, outsiders in developed regions overwhelm
customers' opinions about products and services, and as a result, influence conclusions in
unrelated areas. Web-based social networks attract shoppers because advertisers have no
control over the content, timing, or repetition of online discussions between shoppers. The
results show that the use of social media influences consumer satisfaction during the
information retrieval and alternative rating stages, and consumers go through the final
purchase decision and post-purchase rating process in the tourism industry. Increasing
attention to social media has shaped modern advertising and transformed the way businesses
interact with tourists. When clients face any problem, they flip to social media and discover a
solution. Social media is the maximum vital device in each field. Social media impacts patron
behavior. There are many websites on social media inclusive of Facebook, Instagram,
Messenger, YouTube so on. Via social media, we are able to proportion our minds and thoughts
from one individual to another. In assessing the influences of social media on branding and
advertising approaches, an exploration of the prevailing literature on social media use and
logo notion can assist become aware of rising and successful techniques for enhancing client
engagement via social media.

Keywords: Social Media, Social Networking Sites, Consumer Buying Intention, Purchase
Decision.

Introduction

Advanced technology, which is constantly changing, has an impact on the marketplace and raises
customer awareness. Businesses no longer believe that conventional marketing strategies are
sufficient for reaching consumers (Zarella, 2010). At that time, businesses began to sponsor their
goods on social media platforms in order to more easily influence their customer’s for the
increasing utilization of the internet and social media outfits by users. One of the main variables
that influence customer behavior is typically technology (Kotler et al., 2011). The usage of social
media in the travel industry is becoming more significant on a daily basis. For great advantage,
companies in the fiercely competitive travel industry practice social media channels (Poynter,
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2010). Since these platforms give the businesses listed there a competitive advantage in terms of
customer acquisition, brand recognition, and reputation (Wheeler, 2009). Through social media,
travelers interact with one another by exchanging stories, opinions, reviews, and travel-related
images (Xiang and Gretzel, 2010). The information supplied on social media platforms for
tourism has an impact on travelers’ choices (Fotis and others, 2012). Social media should be
handled by tourism businesses to intermingle with customers and establish trust.

In this study, the choice process that consumers go through in order to complete complicated
transactions is investigated, with a particular emphasis placed so the possible utilization of social
media may influence that procedure. In that sense, "multifarious buying behavior" denotes pricy,
unusual communications that need extensive buyer participation and carry a high level of risk
due to vast brand discrepancies. The phenomenon known as social media is a very recent one.
Over the last decade, user-generated online tools including weblogs, social networks, and related
websites have proliferated on the Internet. Examples of technologies include social media
platforms. Collectively referred to as "social media," these platforms are responsible for the rise
of UGC, the realization of an all-inclusive community, and the propagation of testimonials from
satisfied clients (Smith, 2009). This tendency is shaping the way we utilize the web and has led
to prominent online communities like Fb, YouTube, Snapchat, and Twitter. Social media has
made it easier to find and learn about a wide range of products and services. It has facilitated
customers' ability to get in touch with and talk about businesses in a timely manner (Powers et
al., 2012). Consumers' views on products and services are gradually being dominated by
strangers on discussion boards, which can have a ripple effect in real life (Smith, 2009). Due to
the limited ability of marketers to influence the content, timing, or volume of online consumer
conversations, social media has provided consumers with more leverage (Mangold and Faulds,
2009).

Despite marketers' best efforts to keep tabs on social media activity, surprisingly little is known
about how consumers' interactions online influence their purchasing decisions. While many
studies focus on how customers behave while making purchases online, they often overlook how
the medium influences them at different points in the choice process (Darley et al., 2010). The
impact of these new information sources on customers' capacity to make decisions on
complicated purchases is the focus of this research. The classic EBM has stood the test of time
because of its flexibility and ease of use (Engel et al., 1990) and is elected to analyze the
customers' decision-making process. There are five steps in total: first, determining what you
need, and then gathering relevant information, then weighing your options, next making a buying
decision, and finally analyzing the results.

Literature Review

Consumer Behavior

According to Slamolu and Altungk (2008), a consumer is someone who buys or has the means
to buy a variety of goods and services to satisfy personal or household needs, wants, and
expectations. In the tourism industry, a consumer is typically referred to as a tourist. According
to Coz (2001), a tourist is someone who makes use of touristic goods and services to satisfy a
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variety of needs, wants, and expectations. Buyer behavior is the study of how, when, what, and
why people make purchases as individuals and households (Kotler and Keller, 2011). In addition,
customers' mental, emotional, and behavioral reactions to purchase products and services.
(Kardes et al., 2010). Additionally, consumer behavior includes actions taken prior to and
following a purchase of products or services (Karalar et al., 2006). The literature has many
models of consumer behavior. But in current years, the EKB (Engel-Kollat-Blackwell) model
has become one of the utmost popular models for analyzing how consumers make purchasing
decisions (Hawkins and Mothersbaugh, 2010: 496-497). The model suggests that the consumer's
decision-making process begins with the identification of a need, after which the consumer
begins gathering data about potential purchases. The consumer examines the options after
gathering information by using data from both internal and external sources. The consumer
makes the purchasing decision in the following phase. The consumer then assesses their level of
satisfaction following their purchase (Blackwell and others, 2006). For businesses in the tourist
industry, understanding customer behavior and the variables influencing it is crucial.
Organizations should concentrate on understanding consumer habits in the long run so they can
keep the clients they already have and also get new ones. It enables businesses to raise the degree
of customer satisfaction and loyalty.

The possibility that a specific product or service will be purchased by a person is referred to as
their "consumer purchase intention,” and the phrase "consumer purchasing intention" is used
interchangeably (Yoong et al., 2019). A helpful sign of the buying process is one's intention to
make a purchase. A consumer's stated desire to make a purchase provides insight into the most
likely consequence of a given activity (Lilima, 2020). According to Alnsour et al. (2018),
purchase intention is the possibility that a customer will buy an item or service in the future and
is connected with attitude and preference. Another definition of Intention to purchase is a
consumer's propensity to buy something. According to Alnsour et al. (2018), customer purchase
intention implies a high likelihood that someone would buy the goods and a readiness to do so
when a need arises.

Social Media

Social media may be defined as "user multimedia that encompasses a vast array of fresh sources
of online knowledge, developed and utilized by consumers devoted to distributing information
about any topic of interest to others™ (Kohli, et al., 2014). "In line with the findings of e-Marketer.
According to research done in 2013, roughly one in four people all around the world utilize social
network sites. The population equals around 1.73 billion people. By the end of the year 2017,
the worldwide social network. It is anticipated that there are around 2.55 billion people in the
audience™ (Schivinski et al., 2016,). When considering the impact of social media. The majority
of academics believe that mobile and web-based technologies, which center on methods that
users "share, co-create, discuss, and change UGC," should be included in marketing strategies
(Kohli, Suri, & Kapoor, 2014,). The majority of people believe that this represents a paradigm
shift in the manner in which businesses market their products. This is due to the fact that
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businesses are trusting users are more influential than ever in directing the sales strategy and
shaping the branding conversation (Kohli et al., 2014).

Individuals might use the Internet as a straightforward info basis during the web 1.0 era. The
Internet has undergone a significant transformation since the Web 2.0 era. In this stage,
individuals can produce and distribute original content. Through Web 2.0 technologies, social
media terminology entered the literary canon. Safko et al., (2009) defined social media as
"schedules, performs, and manners of social networks that exchange information, knowledge,
and ideas using online to share information”. According to (Kaplan et al., 2010), Web 2.0 is a
set of "theoretical intellectual foundations™ for "a range of Network applications that facilitate
the generation and dissemination of UGC," which is what social media is all about. Social media
are web-based platforms that enable users to develop their own content and share it with others
via smartphones, tablets, and other devices and applications. Additionally, social media makes
it simple for people to connect with one another whenever and wherever they want. Many
platforms exist where individuals can communicate with one another, create original content,
and share it with others (Kaplan et al., 2010; Fischer et al., 2011; Kim et al., 2010; slek, 2010).
This study considers the following to be examples of social media platforms: blogs, microblogs
(such as Twitter and others), social networks (such as Facebook and others), wikis, media-
sharing websites (such as YouTube and others), social marking and labeling (such as Reddit and
others), online communities (such as forums and others), podcasting, and virtual worlds (Second
Life, etc.). According to Statista, 1.8 billion people utilize social media sites as of 2014. 2.33
billion People will reportedly use social media in 2017. It demonstrates how prevalent social
media is in everyday life. Enables effortless connections between people whenever and wherever
they choose. People are able to engage with one another, create their own material, and share it
with others on a variety of different platforms (Kaplan et al., 2010; Fischer et al., 2011; Kim et
al., 2010; slek, 2010). According to the findings of this research, blogs, microblogs (like Twitter
and Facebook), social networks, wikis, media-sharing websites (like YouTube and Reddit),
online forums (like forums and podcasts), and virtual worlds are the various types of social
networking sites (Second Life, etc.). As of 2014, 1.8 billion people used social media platforms,
conferring to Statista. 2.33 billion People will reportedly use social media in 2017. It
demonstrates how prevalent social media is in everyday life.

In more recent studies, Munar et al. (2013) studied the transformative effect of tourism social
media in their e-book. According to Zivkovic et al. (2014), tourists are subject to a significant
amount of influence from social media, and the information they obtain from social media is
incorporated into the process by which they decide where to travel. Again and Arat (2016)
explored the influence of social media on tourism demand by utilizing content analysis. He also
attempted to explain how hotel services manage their Facebook profiles and which features they
employ. Mkono and Tribe (2017) elaborated on the various user roles. On social media as a troll,
activist, social critic, information seeker, and socialite using an ethnographic approach that
tourism businesses and destination managers can use to learn more about their customers.
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Decision-Making Process of Tourists

A leisure industry services purchase involves many steps. Choosing a destination, a vacation
length, a hotel, a mode of transportation, and other decisions are all part of this process. As well
as (Swarbrook et al., 2007). Because of the intricacy of the travel offers, the EKB model that
describes the decision-making process for visitors needs to be amended. First, a tourist
experiences a desire for travel or a vacation, according to the modified EKB model. The
vacationer twitches to acquire info on almost things that they can buy and then the traveler
examines choices to choose an enhanced one for their identities. After the appraisal, the traveler
purchases the touristic item begins planning their trip, and then actually goes on vacation.
Ultimately, travelers assess whether or not their aspirations were realized. According to Cooper
et al., (2005) and Schiffman et al., (2000), the stages of a tourist's decision-making process are
as follows:

1. Feeling travel/holiday need.

2. Information looking.

3. Alternatives are evaluated.

4. Purchase decision for a vacation or trip.

5. Travel/vacation planning and experience.

6. Evaluation of vacation/travel experience.

Impact of social media on consumer decisions

Several writers have lately conducted research on the outcome that social media has on consumer
behavior, although the majority of these studies did not examine the topic from the perspective
of the decision-making process (e.g., Xie et al., 2015; Chu et al., 2011). According to Fauls et
al., (2009), People use social media because it allows them to rapidly access information
whenever they want, regardless of the time of morning or midnight. This assists them in deciding
what to purchase or in gaining knowledge about new brands or products. Where they have their
sights set (Powers et al., 2012). Examples can be found in the works of Goh et al. (2013) and
Xiang and Gretzel (2017). According to the research of Yayli and Bayram (2012), online
consumer reviews do have an impact on how people select products and how they purchase them.
The proliferation of social media has heralded the beginning of a brand new age that is being
referred to as the "participatory culture.” Users in this day and age create networks with other
individuals who share their interests to order to participate in a never-ending loop of exchanging
information, keeping up with developments, and collecting comments and ratings on a broad
range of services, and activities. In other words, users engage in a "participatory culture”
(Ashman et al., 2015). It has been observed that the perceived informativeness and cogency of
online product evaluations, in conjunction with the seeming number of reviews, have a
considerable impact on the consumers' purchase intentions, and this influence is in a positive
direction. (Zhou et al., 2013; Zhang et al., 2014). People tend to regard material obtained through
social media as coming from a more trustworthy source when likened to other methods of
information transmission, such as advertising and corporate communications. Conferring to
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Constantinides (2014), there is a prevalent sentiment of mistrust toward more established forms
of media. Therefore, it’s been shown that buyers are increasingly relying on online resources
rather than TV, newspapers, and magazines when making purchasing decisions (Mangold et al.,
2009). The problem of having too much information to choose from when making decisions
online is a significant one. Consumers have entered a condition of analytical paralysis due to the
utter dimensions of data that is available on social media platforms, making it difficult to manage
all of the material that is vacant (Powers et al., 2012). Because of the concept of rational behavior
(Simon, 1960; Thaler and Mullainathan, 2008), there is a limit to the amount of data that can be
digested by humans, and it is impractical to conduct an in-depth analysis of all of the available
possibilities (Karimi, 2013).

Objectives of the study

1. To study the effects of social media on the tourism industry.
2. To study the effect of social media on Consumer behavior.
3. To study the consumer buying process.

Research Methodology

The study methods focus on secondary data from trustworthy sources and personal observations.
There is a wealth of secondary material available, and it can be found in the form of books,
articles in academic journals and newspapers, published government studies, and government
reports. For the purpose of gaining a profound indulgent of the importance of social media in the
travel & tourism business as well as its influence, extensive research was carried out across a
wide range of online sources and social networks. | read the papers very carefully in order to
completely appreciate their findings and suggestions, in addition to the references that were
included in the various sections. The initial stage in completing this research was to gain an
awareness of the impact that social media has had, both directly and indirectly, on the consumers
of the tourism business. After that, you need to educate yourself on the steps that are being taken
by the government to improve the tourism business. Our capacity to analyze the situation and
come to appropriate conclusions was much enhanced as a result of a prior inquiry that led to the
discovery of a relationship.

101



Khan S & Rahman A., OPJU Business Review 2 (2023) 96-110

Figure 1: Consumers’ Buying Process

Perception

Post-Buying Search of
Behavior Information

Development
of Attitude

Appraisal

Many times, the consumer purchasing process for travel is in contrast to the costs of many other
services and commodities. It is generally accepted that a customer would undertake a number of
activities prior to buying something. The process starts with awareness, which can be brought on
by advertising, word-of-mouth, or an internet informative inquiry. Buyer then receives additional
information, and as previously mentioned, depending on the nature of the purchase, there may
be different levels of commitment.

The buyer will compare products in greater depth during the evaluation phase. For instance, a
consumer might look at a number of locations and make a decision based on factors like price,
suggestion, convenience, or tradition. The consumer will then make the buying, subject to period
and monetary limitations.

Although the common of vacationer’s favor planning their travels months in advance, a rising
total of customers are making last-minute travel arrangements, a phenomenon made possible
through the expansion of the web.

Following the completion of the acquisition is when the concluding step in the process of
purchasing, known as post-purchase behavior, takes place. If the holiday was enjoyable for the
tourist, they may choose to book another trip of the same sort in the future. Numerous studies
have been conducted to investigate the relationship between service quality and more specific
behavioral intentions. These studies have all reached the same conclusion, which is that there is
an optimistic and noteworthy correlation among buyers' acuities of service superiority and their
disposition to endorse the business or location to others (Zeithaml et al., 1996). This stage is
frequently overlooked despite the fact that it is extremely important.

Conclusion
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A marketer must also be aware of how businesses make purchases. For instance, group decision-
making is common in the conference industry, then the "purchase point" has been defined as
problems are identified, common needs are described, products are specified, suppliers are found,
suppliers are chosen, proposals are solved, order routines are specified, and performance is
reviewed. These purchase stages can take a long time, often as much as approximately 2-3 years
in advance, or even beyond for gigantic. The method also differs depending on whether it's a
new purchase, a re-buy with modifications, or a re-buy with no changes. Due to the novelty of
the facility or service being purchased, there is a high degree of uncertainty around each new
transaction. An adapted rebuy is less perilous because the customer has already made a package
purchase, possibly at another hotel or conference center in the same chain, but they now want to
change their order. This can entail a new location or revised service level requirements. The
conservative re-buy scenario entails, for instance, ordering the same service again at the same
place, making it the least hazardous purchase scenario.

After determining the important decision-makers and stages of the purchasing procedure, the
dealer must determine the standards these decision-makers have used to choose amid dealers.
Environmental, organizational, interpersonal, and human factors, according to Webster and
Wind, all have a momentous impression on the decision-making criteria of organizational buyers.
It is crucial to regularly reevaluate market trends because these aspects are continually evolving.
The issue of comprehending how online and social media are used in the decision-making
process for buys, their influence on consumer behavior, and their role as marketing tools is
currently a crucial one for marketers (Powers et al., 2012). People who get their information from
social media report that making decisions is easier and more pleasurable for them than it is for
people who get their information from other sources. In addition, they reported feeling a greater
sense of fulfillmentand self-assurance during the operation. People's overall levels of
contentment increased when they had the perception that the material available on social media
had a higher quality and larger quantity than what they had anticipated. This demonstrates that
people’s satisfaction with social media does not decrease as a result of their being an abundance
of information. According to the survey, social media handlers were influenced by skills and
opinions mutual when purchasing all kinds of goods, not just travel-related ones. Additionally,
the customer receiving the service advertises more effectively than the company. Because the
consumer who purchases and uses the good or service sets an example for other consumers and
has a greater influence on their choice. The statements made on the role of social media in the
purchasing process for tourism items implied that if a customer is happy with their purchase,
they will likely promote it on social media. However, users have a tendency to voice their
complaints. Therefore, tourism businesses must take these factors into account and regularly
monitor social media to find out what factors consumers take into account when making
purchases of tourist-related goods and services. To develop the research topic, it is required to
apply it to consumer societies with various socio-demographic features.

Consequently, the evolution of information and communication technology has always been a
major factor in determining the behavior of customers. The ways in which customers
organize their trips and buy goods connected to travel have been profoundly impacted by social
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networking (Fotis et al., 2012). Tourism organizations are presented with possibilities as well as
problems as a result of these changes. In to better comprehend the behaviors of consumers in
relation to travel and social media use, this study has offered more insight into how consumers
utilize social media. The results of the study might provide academics and professionals with a
better knowledge of social media and Web 2.0 as well as the influence these technologies have
on users.

For future research, it is possible to use a qualitative instrument to investigate the ways in which
social media and promotional strategies affect tourism's success. It is possible to back this up
with quantitative research in the form of a questionnaire survey that investigates how different
social media platforms might impact the decisions that tourists make.
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