IMPACT OF SOCIAL MEDIA ON CONSUMERS” PURCHASE
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ABSTRACT

Secizl media zs become the modus operandi of the 21st conbary. Buildimz on the
Fommdation of Web 2.0. soctal mediz applications have facilitated unprecedentad growil
m hmen interzction in modenn imes. Communication theoegh social media hes: found
umpact on censumer decisian-making and marksing smaiegies. Also, the advertising om
social mediiz page has bedls new consumers” believior.

This study assessed the Impact of Attributes of Social media om Consumers” Purchase
Intention: in Mobile netwods im Nawara Fliva Divisiomul Secretariat Comeil The
Tesearcher zims to aclrieve mamly twa objectives. Those ase to stody the existing level of
e Antnibutes of Sociall Media and Consumers™ Pusdhase Intention i mabile netwndis i
Nuwzra Eliya Divisienall Seeretarian Cowncil and examine the relationship between fhe
Attrietes of Social Mediz and Consamers” Purchase Intention in mobile metwrorks.

Sample selected throngh convemiznce sempling method, the ceszarcher has selected 162
Sociz] Media users from Nuwers Eliye Divisional Secretariat Councill znd questicamares
wiere 2ol embime amd Stadistical Package for Socizl Science (SPSS 19.0) was wsad to
presert, amalyze emd evaluate dava. Mainly, descriptive amallysis. ocomrelamion amd
regression anzlysis metheds were assisied 1o it

In fiermns of the existimg lewell off the: AtiFibutes of Social Media and Comsumers” Purchase
Inteation i mobbille netwrorcs in Navara Eliya Divisional Secretariat Council, there i a
Inigher [evel at the particular comtext. Fn terms: of second ofjective, fmdimgs neveal that
there ts: 2 positive significant relationship between the Astributis of Social media and

i
Consmmers” Parchzse Intenticn in mabile networks, L ket
- [
Key werds: Attributes of Social Media, Purchase Intention
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