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ABSTRACT

The growing use of internet in business has changed the way of interaction between
provider, dealers, customers and vendors. Internet is another mechanism for businesses to
facilitate data sending and receiving between clients, vendors and associates. With this new
evolution in communication technologies, companies have begun to implement and adopt
social media to satisfy needs of customers. This purpose of this research is to study and
illustrate the effect of social networking sites on consumers purchase decision from the
viewpoints of consumers and shop owners, and to test whether or not this effect differs in
the various stages of purchase decision. So as to achieve the aim of this research,
quantitative methods of studies are implemented. The primary data were obtained through
a questionnaire distributed to a random sample of 144 customers and pages’ followers, and
a random sample of 72 of clothing shop owners. Our study finds that there is a difference
in the effect of social networks depending on the different phases of consumer purchase
decision making process. Impact on information search was the highest, followed by post-
purchasing decision, awareness of need, purchase decision and finally on alternatives evaluation
from the point view of clothing shop owners. And from the viewpoint of consumers, our results

also show that the impact is greater on the phase of awareness of need, followed by information

search, assessment of alternatives, purchase decision, and finally on post purchase decision.
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Definitions

This study examines the impact of social media network on consumer purchasing decision
in clothing sector in Hebron. Concepts and terms have been used to serve these purposes.
These concepts and terms have theoretical and procedural definitions:

Marketing: Refers to one of the processes by which many products, goods or services are
promoted in a manner that ensures their sale and distribution to customers or
customers. The marketing process consists of four main components: product
or service, promotion, pricing and distribution (Kotler & Armstrong, 2008).

E- marketing: It is also known as digital or online marketing. It is used to promote a
product or service to customers over the internet, and includes all actions
related to online marketing. E-marketing can be defined as the strategies and
technological methods followed by a company in the application of the
principles and basics of marketing science through the use of electronic media
and more precisely the internet (Kotler and Keller, 2006).

Purchase Decision: It is the fourth phase of the consumer decision process, and it comes
after the acquisition of certain product or service truly takes place.
Throughout this point, the consumer plans to get the most popular brand after
he has assessed all its alternatives and figured out its quality. The ultimate
purchase decision can be noncontinuous as a result of two factors; which are
the negative feedback of others and due to failure of anticipation (Philip
Kotler, Keller, Koshy, 2009)

Consumer: A person who performs a set of actions about a service or product from
purchase to ultimate use. And this is in order to best meet his expectations

throughout the normal expected duration of use (Harsha M, 2016).
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Social media: Is a set of modern web-based technology applications for communication
and interaction between humans through audio, written, and visual messages.
These services build and activate living communities around the world.
People share their interests and activities with these applications (Cambridge
dictionary, 2017).

Marketing mix: Is a collection of marketing operations that depend on each other, and are
strongly interrelated, and used to execute a scheduled marketing function.
The marketing mix is also described as the company's marketing instruments
to continue achieving the target marketing goals.

Promotion: Refers to the company’s effort to highlight the distinctive characteristics of an
offered product or service, and then convince the consumer of these
characteristics to purchase this product or service. The promotion is also
defined as the incentives used by the company to urge consumers to buy the

mark and encourage sales forces to discharge them.

\1



Table Of Contents

D LTo [ 0% { (o] o RSP TTU PSP PP URTPRPRUPPPIR
DCIEIALION. ...ttt bbb I
ACKNOWIEBAGMENL. ... e esre e e e e nreanee s I
ADSTIACT. ... e Il
ADSErACE INATADIC ..o v
D INITIONS. ..ot e bbbt VI
Table OF CONTENTS. ... .ttt e bbbt VIl
LiSt OF tADIES. . ..ot s XV
LISt OF FIQUIES. ... oot e bbb XVI
List OF @PPENAIX. ... ..ottt e s XVII
(O =1 0] (=1 o] o[- USRS 1
L L INEOTUCTION: . ..ottt ettt ettt bbb e b ne s eneas 1
1.2 ReSearch ProbIemM. .. ... ...t bbb 4
1.3 Significance OF the STUAY ........cvoiiiie s 6
1.3.1. Practical SIgNITICANCE: ........ccoiiiiieiieieiee e 6
1.3.2. Theoretical SIgNIfICANCE: .......cciiie et 7
@ o] =Tot Y-SR OSPRSRR 7
1.5 Hypotheses Of the STUAY...........u e 8
1.6 Model of the StUAY..... ..o a9
1.7 Limitation Of the STUAY....... oo 10
1.8 Structure Of the STUAY...... ... e 10
Chapter two: theoretical framework & literature review......................... 11
2.1. Theoretical framework ....... ... 11
2. 1.0 INEOTUCTION. ...ttt ettt 11
2.1.2 CONSUMEY . ...ttt ettt ettt e bbb b n e 12
2.1.2.1 CoNSUMET AECISION PrOCESS ...vvevveirreetieireesieeaieesteesteesseeabeessaeeseesseeanseesneeas 12
2.1.2.1.1. Problem recognition (need awareness):........ccccccvevverieeieesireesnessneenns 13

2.1.2.1.2. InfOrmation SEAICH ........c.cccvevueiieiiee e 13

2.1.2.1.3. Evaluation of alternatives. ............ccoiiiiiiiiiiiiieeeeeae 13

2.1.2.1.4. PUIrChase DECISION........ccuiiiiiiiieiiieie ettt 14



2. L3 MATKEEING. ... .ottt bbb 14
2.1.3. 1 INtrodUCTION. ....vveii e et e e sneenees 1D
2.1.3.2 Marketing Definition ...........cocoiieiiiii e 14
2.1.3.3. Marketing CharaCteriStiCS: ........ccuiuriiieieriesesiese e 15
2.1.3.4. Traditional Marketing.........cccoeiuerirrieiiieiiee e 16
2.1.3. 5. EmMarketing: ....ooorii i, 17

2.1.3.5.1. Types of e-mMarketing........ccccocvvveeivereiiese e 18
2.1.3.5.2. Characteristics of e-marketing:..........ccccorvririiniieiiiciese e 19
2.1.3.5.3.Marketing mix for e- marketing: ...........ccoovvveieiiieneie e 20
2.1.3.6 Advantages and disadvantages of traditional marketing and digital
MATKETING. ..o e 21

2.1.3.7 Promotion as one of marketing mixX toolS:..........c.coovviiiiiniiiieeeees 23

2.1.4.S0CIAl MEAIA. ..ot 24
2.1.4.1. Development of social media.........ccccceviiviiieiiiic e 25
2.1.4.2. Social media Marketing: ........cccoveeieiiie i 27

2.1.4.2.1. What makes social media marketing special?............ccooovrivniniennenn. 28

2.1.4.2.2. The different types of social media platforms to serve ads............ 28

2.1.4.3 Social media in PaleStiNg ........ccoveiieiiiie e 29
2.1.4.4 Type of social Media SIteS ........ccvveiiiiieiiee e 30
2.1.4.4.1. FACEDOOK. ......eeuieieieiit ettt s 31

2.1.4.4.2. INSTAGIAM. ..c.tiieieiieeieeie ettt 31

2.1.4.4.3. SNAPCNAL ....cviiiiiic it 32

2. 1444 TWILKEE ..o 32

2.1.5. Clothing sector in Palestine. ... 33
2.2 [ITEratUIE REVIBW ......eiiieiieceie sttt te et e te s e nneenteeneeaneenne e 34

2280 I L1 0o 1 Tod o] o AP 34

2.2.2 ENQGLISN STUIES. ... . oottt 34

2.2.3 ArabIC STUAIES. ... .ot ettt ae e 39

2.2.4 CommENt ON HEEIAtUIE FEVIBW ......eeveeeieiieesie e stee e ee et sne e ssae e 43

Chapter three: research methodology..........ccccoveiiniiiniiii e, 46
T8 A 10T [0 Tox 1 o] 46



3.2 RESEAICH DESIGN. ...\ttt ettt nae s 46

3.3 RESBAICN Ty P i e 47
3.4. Population and sampling deSIgN .........cccoeiiiiieie e 47
3.4.1 Shop owner population and Sample..........cccveieieieccc e 47
3.4.2. Demographic characteristics of shop owner sample ...........ccccooeieiiiiiiieienen, 48
3.4.3 Consumer Population and Sample..........ocoiiiiiiic 49
3.4.4. Demographic characteristics of consumer sample .........c.ccoocevveiiveii i, 50
3.4.5 Sampling TECANIQUE: .......oieeie et 52
3D, StUAY TOOIS. . et 52
3.5.1 Data and INFOrMatioN.........coeiiiiiiieiiee e e 53
3.5.1.1 Shop owner data and information............ccccccvevveii s 53
351011 Validity....oooviniit e 53

3.5.1.1.2 REHADIIILY: ..oovoiceecicce e 56

3.5.1.2 Consumer data and infOrmation ...........ccoocveveiieiiene e 60
35,020 Validity ..o 61

3.5.1.2.2 REHADIIILY oo e 64

3.6 Variable MeasUreMENTS: ... .. e e 68
3.7 Statistical treatMENTS. ... ..o 68
Chapter Four: Statistical ANAlYSIS ......ccccceviiiiieiieee e 70
R 018 (016 L1 (o1 T0) o FO S 70
4.1.1 Shop OWner Data ANAIYSIS.........cccvciiiiiiiieiecie et 70
4.1.1.1 The tukey's test for nonadditivity evaluates ............cccceviveniiiiiniiinicen, 70
4.1.1.2 HYPOheSIS TeSTING: .. .coviiiiiiiiiieiieieiesie s 73

4.1.1.2.1 The main hypothesis: there is no statistically significant effect of using
social media networks on consumer purchase decision. .................... 73

4.1.1.2.2 Second hypothesis: no statistically significant differences are noticed
in the impact of using social media network on consumer’s behavior
regarding the variables: gender, age, education, experience level. .... 73
4.1.1.2.2.1. First sub-hypothesis: no statistically significant differences are
noticed in the impact of using social media network on

consumer’s behavior due to gender. ..........ccocevieiiiiiiciinne. 74



4.1.1.2.2.2 Second sub-hypothesis: there are no statistically significant
differences in the impact of using social media network on
consumer behavior due to level of education. .............c.......... 74
4.1.1.2.2.3 Third sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer
DENAVION dUE 10 AQE. .. .o 75
4.1.1.2.2.4 Fourth sub-hypothesis: there are no statistically significant

differences in the impact of using social network on consumer

behavior due to experience level. ..., 76

4.1.2C0oNSUMET DAt ANAIYSIS ....eeuieieiiiitiite e 77
4.1.2.1 Tukey's Test FOr NONadditiVity ..........ccceeviveieiiieiieic e 77
4.1.2.2 HyPOtheseS TeSHING: ....ciiveiieieiee it 80

4.1.2.2.1 The main hypothesis: there is no statistically significant effect of using
social media networks on consumer purchase decision ..................... 80

4.1.2.2.2 Second hypothesis: there are no statistically significant differences in
the impact of using social network on consumer behavior due to
variables: gender, age, education, gender, place of residence, marital

status. Work status, inCOMe Category. ........cceoervervenerienieriesieseeeeeens 81
4.1.2.2.2.1. First sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer

behavior due to gender...........cov i 81

4.1.2.2.2.2. Second sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer

behavior due to education................cccoiiiiiiiiiiinenn. 81

4.1.2.2.2.3. Third sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer

behavior due to level of age.........cocvveveiiiii 83

4.1.2.2.2.4. Fourth sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer

behavior due to place of residence........ccccccevvvevviiieiieeneciieennn, 83

4.1.2.2.2.5. Fifth sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer

behavior due to marital Status. .........cooovveeeeeii 84

Xl



4.1.2.2.2.6. Sixth sub-hypothesis: there are no statistically significant
differences in the impact of using social network on consumer
behavior due to work status............ccccoevvevecivceceeceenenn.... . 84
4.1.2.2.2.7. Seventh sub-hypothesis: there are no statistically significant

differences in the impact of using social network on consumer

behavior due to INCOME CAtEJOIY. .....ccvvvereiirieiciireeeeeeee, 86

Chapter five: result and SUMMANY.........ccccoiiiiiiiiiiie e 87
5.1 INEOTUCTION. ... bbbttt 87
5.2 Summary & Discussion Of Shop Owner ReSUILS............coviiiiiieiiieeeeeeee, 87
5.2.1 The Main HYPOtheSIS: . ... ...t it 87

5.2.1.1 There is no statistically significant effect on consumer awareness of the
needs of the products advertised on social media network...........c...cc.coe..... 88

5.2.1.2 There is no statistically significant on consumer search of information about
the products advertised on this the Network.............cccoovevvieiicce e, 88

5.2.1.3 There is no statistically significant on consumer assessment of product
alternatives  announced on these NetWOrKS. ..........cccovvereiiieninieiicee, 89

5.2.1.4 There is no statistically significant effect on consumer decision-making of
the products advertised on the social Network .............ccccceevveveeveiie e 90

5.2.1.5 There is no statistically significant effect on consumer assessment of the
purchasing decision of the products advertised on this network post-
PUICRASE. ...ttt bbbt 90

5.2.2. There are no statistically significant differences in the impact of using social
network on consumer behavior due to variables: gender, age, qualification,
EXPEIENCE BVEL.....oiiiiiece e 91
5.2.2.1 Here are no statistically significant differences in the impact of using social
network on consumer behavior due to gender. .........cccooevveiecieieece e, 91

5.2.2.2 There are no statistically significant differences in the impact of using social
network on consumer behavior due to education. ..........c.ccocecvrerviiinenn. 91

5.2.2.3 There are no statistically significant differences in the impact of using social
network on consumer behavior due to age. .......ccccevvevieiiiecie s 92

5.2.2.4 There are no statistically significant differences in the impact of using social
network on consumer behavior due to experience level............cccooveiennne. 92

5.3 Summary & Discussion 0f CONSUMET reSUILS.........ccverieiieireiececeere e 93

Xl



