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Abstract

Today companies literally Fight for comsumer’s attemtion. Competition has forced the
maciketers o seek new allernative means to commmumicate with the marken. This has
led 10 the growth of the phenomeron, known as social media. Today, meny marketers
usz seciall media for commercial communication. This sody examines the concepa of
social media grodict browsing regarding the mobile phore marke! in Sri Lanka. In
competitive mofbile phone market, it is very imporant fior the merketess 1o mderstand
and find out the factors: that motivate mser imtention o browse products through social
media and ils mzjor imfluence o their behavior. This study fonuses o, whan extent do
wtilitazian znd hedomic motivations explain produc: browsing through sociall media
and bhow does this affect the imtention to purdizse and word of mowtt: toward mabile
phones. The instrament: closed ended questionnaire was developed foo this study znd
distributed wsimg a stratified andom sampling techmique to umiversity studerts
(N=230} in the ezstern prevines., Multiple regressions were used to tzst the propasad
bypatheses. The entre dimensions except Authority & Status found to be significant
influence on seczal media produc: beowsing. 1tilitarian mativatien was the strongest
deferminant for browsimg Browsing is significantly smd positively linked to
puschasing imtention znd wond of mauth. Thes study is: veluable to researchers and
arketers regarding anline custames expesience: :mrd sacial media.

Keywords: Social mediz profuct browsing, Purchase ingntion, Uilitarian znd
hedomic momvation, word of mouth ~ e ;
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