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Abstract

Social media allows c ustom ers and prosp ect s to communicate dir ectl y to your b rand
repres entative or about your brand with their friends. However, the obvious questi on is: who are
the people inter actin g online and how enga ged are the y in online activities? The aim of this pape r
is to conceptualiz e consumers' activit ies in social media b y ex amining the mot ivations behind the
activities. By of ferin g a more detailed descriptio n of the differences in consumer use  of social
media, the stud y extends ex ist ing resear ch on cons umer activities relat ed to user -creat ed content.
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INTRODUCTION

Toda y, consum ers are i nvolved in a variet y of activit ies, rangin g from consuming content to
participating in discussi o ns, sharing knowl ed ge w i t h  other consumers, and contribut ing to other
consumers' acti vit ies. W it h the enormous interest in social media si tes, such as YouTube,
M ySpace, Facebook, an d W iki pedia, consumers are assumed to be a ctivel y contributin g to
marketing content.

In m arketin g, the re is cu rrentl y a growin g int eres t in digital int eracti vit y, especiall y in consume r
activit y in social medi a. In formation technolo g y is  empowerin g consum ers, and their role is
shifti ng from bein g pa ssi v e  recipients o f inf ormation to becomin g active generators of
information (Stewart an d Pavlou, 2002). As co nsumers are inc reasin gl y p erforming activit ies
previousl y controll ed b y c ompanies, the entire marketin g lands cape is  chan gin g. Th erefore ,
companies ne ed to bett e r understand the chan gi ng beh avior of consume rs, in order to c reat e
mutual benefits from the  use  of social media.

Consum ers' onli ne behav ior is developing at a fast rate. C onsumers are taking part in a  variet y of
activities ran ging from c onsuming content, pa rticipating in discussions, and sharing kno wled ge
with other consumers to contribut ing to other consumers' activities. This active consumer
behavior is chan gin g the media and ma rketi n g la ndscape as consumers ar e invadin g companies '
marketing spher e (Berth on et al ., 2008 ). W i t h  the enormous int erest in s ocial media and us er -
gen erat ed  cont ent  (UG C)  on  sit es,  such  as  Y ouTube,  M ySp ac e,  Fac ebook,  and  W ikipedia ,
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consumers  ar e  seen  to  be  activel y  contribut in g  to  the  marketing  content (Khan  et. al,  2012; 
Chandra et.al, 2012; C ha ndra et.al, 2012).

At the same ti me, although the opportunities fo r active invol vement ar e good, some academic
studi es on the topi c indi cate that consumers are not necessaril y as a cti ve online as it has be en
believed (J ones et al., 2004; J o yce and Kr a ut, 2006; Preece et al . , 2004). Inte restingl y,
consumers a re t ypi call y described as b eing a ctive and creati ve ( Be rthon et al ., 2008), n e glectin g
the fact that dependin g on differen ces in int erest and resour ces onl y a  small number of
consumers in fact p rod uce the majorit y of us er - gen erat ed content (C ourtois et al ., 2009).
Research h as also shown that the increased choice and r esponsibil it y r esulting fro m
empowerment c an be ch allengin g and confusin g (Davies and Elli ot, 2006). As a result , social
media activit y is  not necessaril y as prev alent as ex pected and desired b y r esea rch ers and
practitioners (Chouhan & Verma, 2014:a; Chouhan. &  Verma 2014 :b; C ho uhan, 2013).
Therefo re, mor e res ear c h is needed to identif y the differ ent levels of a ct ivit y  and the bas es of
such acti vit ies (Chouhan  et.al, 2014; C houhan et. al, 2013; Khan et.al, 201 4) .

Recent res earch on co nsum er acti vit y in so cial media and on us er - gen erat ed content h as
ex amined the mot ivations for usin g or not usin g s ocial media ( e. g. P ark et al ., 2009; Raacke and
Bonds-Raa cke, 2008; Ba ker and W hit e, 2010; S hao, 2009). It has be en pr oposed that consumers
are either acti ve as posters or contributors or p a ssi ve as lurke rs or cons umers of content (e. g.
Schlosser, 2005; S hang et al ., 2006; S hao, 2009). In an onli ne br and comm unit y cont ex t,
practice-oriented r esearch has focused on d escrib ing the pr actices rel ated to brand communit ies
(Schau et al., 2009). Ho wever, wh at is lacking i n ex isting rese arch is a  d etailed investigation of
the different levels of a c tivit ies  consumers engage in (Naghshbandi et.al, 2016; C houhan et.al,
2016, Chouhan, V., & N aghshb andi, N. 2015.).

However, despit e the ric h opportunities for contributing, recent academic resea rch indicat es that
consumers are not neces saril y as active onli ne as has been beli eved. The aim of thi s paper is to
conceptualiz e c onsumers ' activities in soci al me dia b y ex amining the m oti vations behind the
activities . B y of ferin g a  more detailed descriptio n of the differences in consumer use of social
media, the stud y ex tends ex isting research on consumer activities related to user -cr eated content
(Goswami, Chandra &  C houhan, 2012; Chouhan & Gorana, 2014) .

LIT E RATURE REVIEW

Social media, such as s ocial networkin g sit es  a nd user - gen erate d services, have em er ged int o
mass use rather recently, basicall y from 2003 onward (Bo yd and Elli son, 2008). Academi c
resea rch is appearin g, an d related con cepts are ex plored, such as so cial n e tworking sit es ( Bo yd
and Elli son, 2008; Utz , 2010), user - gener ated co ntent (Shao, 2009), and social media (Walker
Rettberg, 2009). Basically, what ch aracteriz es use r - generated cont ent is the fact that consumers
are the on es producin g, desi gnin g, publishing , or editing the con tent in the media
(Krishnamurth y and Do u, 2008), i.e. the servi c e is user -cre ated. S ocial media in turn enable
people to sha re and int er act with e ach oth er and t he content b ecomes mor e democ rati z ed (Drur y,
2008).  Although  diff erences  be twe en  the  man y  concepts  desc ribing  this  new  media  hav e  been
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impli ed and man y would argu e that user - generate d content is a characteristi c of so cial medi a, the
concepts soci al media an d user - gen erated content have be en used s emi -int erchan geabl y (Kaplan
and Haenlein, 2010). In t his paper, social media a nd user - generated media are seen to denote the
same phenomenon that c onsum ers are creating th e content in t he media.

Differ ent t ypolo gies of social media dep endin g on their t ype and ch ar acteristics hav e be en
suggested (e. g. Krishna murth y and Dou, 2008; S hao, 2009). For ex ampl e, Kaplan and Ha enlein
(2010) cate gorized socia l media int o collaborative projects, blogs, conten t comm unit ies, social
networkin g sit es, virtual game worlds, and virtu al social worlds. S im il a rl y, in thi s pap er, w e
categorize collaborative projects and blo gs as content cr eati on a nd publi shing tools.
Coll aborative proje cts or wikis are w ebsit es that allow people to contribu te or edit content in a
collecti ve w a y. Blo gs re fer to online publi cation s where the most recent entries are publi shed
first and ar e written in a personal and conve rsa ti onal st yle. C ontent -sha ring communit ies are 
focused on sharin g pa rticular content, not on bu il ding a network ( e. g. YouTube, Flickr, and
Dopplr). S ocial networking sit es  enable users to create and maintain a comm unit y of indi viduals.
Virtual gam e worlds an d social worlds, such as S econd Life or W orld of W arcraft, a re more
entertainment-ori ented a nd enable consume rs to enter a virtual or oth er r eali t y. In a mul ti pl a yer
gam e-like environment, the y en courage comm unication and int er acti o n with others. Bein g
different in terms of means and consequ enc es, these social media t yp es obvious l y involv e
different mot ivations an d activities. In this pap er, soci al media activit ie s ar e ex amined b y
focusing on use r-created services, such as blogs, online review/ratin g sit es, social networkin g
sit es, and onli ne communities.

Consum er motives for engagin g in social medi a  provide insi ghts int o consumers ' a ctivit ies.
Several studi es focusin g on consumers ' mot ivation have eme r ged recentl y (e. g. R oss et al ., 2009;
Raacke and Bonds-Raacke, 2008; Grace - Fa rfa gli a et al ., 2006). M an y studi es on social media
and user- gener ated medi a appl y a uses and gratification approach (c.f. Sh ao, 2009; P ark et al .,
2009). This approach f ocuses on consum ers ' mot ives for using a certain media and on th e
consequenc es that follow from those motives ( Blu ml er and Katz , 1974). Th e gratification studi es
ex ploring social media s how sim il ar findings. Stafford, Staf ford and S ch kade (2004) found that
consumers' have th ree m ain gr atificati ons or motives for usin g the internet as a medium, namel y,
information, entertainme nt, and social aspe cts. This finding has be en supp orted and ex tended b y
more rec ent research on user- gen erat ed media, which has identified information, entertainment,
social int eraction and co mm unit y d evelopment, s elf -actualiz ation, and self -ex pression as mot ives
(Shao, 2009; Courtois et al ., 2009). Krishnamurth y a nd Dou (2008) summ ariz ed the motivations
int o two main groups: rat ional mot ives, such as knowledge -sha rin g and adv ocac y, an d emotional
motives, such as social connection and self -ex pression. Park et al. (2009) found four motives for
using social n etworkin g sit es: socializ ing, entert ainment, self -status seek ing, and info rmation.
These gratifications are c omm on motives for cons umers' a cti vit ies perfo rmed in soci al media, as
will  be proposed below.

Consum ers' a ctivit ies in social media has been e x plored based on how activel y (o r passivel y)
consumers beh ave onli ne . C omm unit y membe rs h ave f requentl y be en grouped ac cordin g to their
communication behavior and in thi s contex t the poster -lurker dichotom y has been widel y used
(e. g. S chlosser, 2005; S hang et al ., 2006). Usin g  t his approach, d e Valck e t  al ., (2009) identified
six  different  virtual  com muni t y  member  t yp es  ba sed  on  members '  communication/participation
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patterns: 1) Core memb e rs wer e those who cont ributed to the communit y t he most b y r etrievin g,
suppl yin g, and discussi ng information. 2) C onver sationali sts focused on discussing information.
3) Informationalists ma inl y retri eved and sup pli ed information. 4) Hobb yists focus ed on
maintaining and updati n g th eir pe rsonal inform ation on the w ebsit e. 5 ) Fun ctionalists were
interested in retrievin g information. 6) Opportun ist s onl y retri eved mar ginal content from the
websit e. This cate gorization is thus based on information activities and did not include other
t ypes of  activities.

In contr ast, Shao (2009) proposed that people perform a  va riet y o f activit ies onlin e: 1)
Consum pti on of information and entertainment , 2) p articipation in s ocial int eraction an d
communit y d evelopment, and 3) productio n of self -ex pression and self -actualiz ation.
Consum pti on means rea ding the cont ent that is  post ed b y othe r users; pa r ti cip ation occurs when
people comment on oth ers ' creations, and p rodu ction means posting on e 's own content on the
sit e. Shao (2009) also n oted that these three a ctivities are o ften int e grated that peopl e oft e n 
engage in all three activ ities  or in a combinati o n of two, and th at it is  not alwa ys possible to
differenti at e clearl y betw een the acti vit ies. Despit e identif ying the three m ain activities and the
resulting cons equen ces o f these a ctivit ies,  S hao's stud y does not provid e insi ghts int o the various
subactivities  that occur withi n the main categori es. The activities of consumption, participation,
and production ma y also include other activities that are not described b y the cat e gorizati on
based on contribution levels. In other wo rds, it is  appropriate to identi f y  o ther activit ies that can
be relev ant for use rs of s ocial media

Data Analysis
As per the obje ctives of t he research  work va rious h ypothes es wer e dev eloped which ar e as
under:

1.  No significant reliable su rfing b ehaviour  was foun d among respondents fo r  the  social 
media sit es.

2.  No  signifi cant  sur fing  be haviour  was  found  among  respondents  for  the  soc ial  media  sit es 
in respect of ti me of su rfi ng.

3.  No  significant  diff er ence  ex ist s  between  the  number  of  friends  sur fing  on  the  social 
media sit es

4.  No significant difference  ex ist s between the duration of surfin g on the social media sit es. 
5.  No significant differenc e  ex ist s between the hours per we ek spent on t he so cial media

sit es.
6.  No  significant  diff eren ce  ex ist s  between  the  respo ndents  for  purpose  of  sur fing  on  soc ial 

media sit es

Demographic  Prof il e

Befo re the h ypothes es w ere anal ysed it is  essentia l t o ex plain and understand the demographics
of the respond ents for better understandin g of th e responses. The demo grap hics of the 
respondents we re an al yse d in various t erms ex plained in table-1 as und er:

Tab le-1 : Demograph ic  prof il e of the respondents: Descriptive
Age Gend er Ed u cation  Occupation  In come_Group 

N Valid 265             265               265 265 265
Missing 0 0 0 0 0
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Mean
Std. Error of Mean 
Std. Deviation 
Varianc e
Range 
Mini mum 
Max im um

1.9547        1.4566          1.2000            2.3509                  1.9962
.04951        .03066          .02462            .04415                  .05114
.80589        .49906          .40076            .71870                  .83257

.649            .249              .161                .517                      .693
2.00            1.00              1.00                2.00                      2.00
1.00            1.00              1.00                1.00                      1.00
3.00            2.00              2.00                3.00                      3.00

To  identif y  the  that  whether  the  respond ents  behaviour  re gardin g  sur fing  of  social  media 
websit es signific antl y o r  not  the chi-square t est we re conduct ed with follow ing h ypothesis:

H1 =No  significant  surfing  behaviour  w as  found  among  respondents  for  the  social  media 
sit es.

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  results  were  sho wn  in  table - 2 
as under:

Tab le -2: Descrip tive St atistics an d Chi  square

N Mean Std. Deviation Minimu m Maximu m 
Surf_Net 265                1.8189                  .90308                     1.00                   3.00 
Su rf _Net

Ob served N Exp ected N Resid u al 
Never 136                              88.3                                   47.7

1-10 times/week 41 88.3 -47.3 
Ever y time connected 88 88.3                                    -.3

Total 265
Test Statistics

Su rf _Net 
Chi -Square 51.087a 

df                                                                                                                    2 
As ymp. Sig.                                                                                                 .000
a. 0 cells (.0% ) have  ex pected  f requen cies less t ha n 5. The minim um ex pected cell  frequenc y is
88.3.

From  the  table-2  findings  w e  can  reje ct  the  h ypoth esis  and  state  t hat  significant  sur fing 
behaviour was  found am ong r espondents for th e social media sit es.

H2 =No signif icant surf ing behaviour was found  a mong respondents for th e  social  media si tes 
in respect of  ti me of surfi ng.

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  results  were  sho wn  in  table - 3 
as under:

Tab le -3: Descrip tive St atisti cs and  chi S quare test

Vol. 2 | Issue 1 | March 2016 | Article 7 71



International Journal For Research In Business, Management And Accounting ISSN: 2455-6114

N Mean Std. Deviation Minimu m Maximu m 
Time_Surf                         265             2.0113                       .75118                  1.00                   3.00

Time_Su rf
Ob served N Exp ected N Resid u al 

Less than  1 Hour 73                            88.3                          -15.3
1 - 3 Hours per d a y 116 88.3 27.7 
More than 3 Hours per d a y                         76 88.3                          -12.3 
Total 265

Test Statistics
Time_Su rf 

Chi -Square 13.049a  

df                                                                                                                  2 
As ymp. Sig.                                                                                               .001
a. 0 cells (.0% ) have  ex pected f requen cies less tha n 5. The minimum ex pected cell fr equenc y is
88.3.

From  data  f rom  table-3  we  can  r eject  the  h ypoth esis  and  state  that  signifi cant  ti me  differ ence  for 
surfing on so cial media s ites  was found amon g r es pondents.

H3 =No  signi fi cant  difference  exist s  between  th e  number  of  fri ends  surf ing  on  the  social 
media si tes

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  result s  were  sho wn  in  table - 4 
as under:

Tab le 4: Descriptive St atistics and  Chi -sqau re
N Mean Std. Deviation Minimu m Maximu m 

Friends 265                3.1321                  1.46212                    1.00                   5.00
Fri end s

Ob served N Exp ected N Resid u al 
1-10 74                                         53.0                                   21.0  
11-50                                       3                                          53.0                                  -50.0  
51-100 44                                         53.0                                   -9.0 
101-250                                 102                                        53.0                                   49.0 
250+ 42                                         53.0                                  -11.0 
Total                                      265

Tab le-4: Test Statistics
Fri end s 

Chi -Square 104.604a 

Df                                                                                                                  4 
As ymp. Sig.                                                                                                .000
a. 0 cells (.0% ) have  ex pected f requen cies less tha n 5. The minimum ex pected cell fr equenc y is
53.0.

From  table-4  statis ti cs  we  c an  reje ct  the  h ypot hesis  and  state  that  si gnificant  differences  for 
number of fri ends were recorded on so cial media  sit es among r espondents.
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H4 =No significant dif ference  exist s betw een the d uration of  surfing on t he social media  sit es

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  results  were  sho wn  in  table - 5 
as under:

Tab le 5: Descriptive St atistics and  Chi  square test
N Mean Std. Deviation Minimu m Maximu m 

Lon g_use 265               3.1434                 1.88751                   1.00                   7.00
Lon g_u se

Ob served N Exp ected N Resid u al 
Less than a month 98                                 37.9                                   60.1
1-6months 5 37.9 -32.9 
6-12months                                    22 37.9 -15.9 
1-2  years                                        84 37.9                                   46.1 
1-2  years                                        26 37.9 -11.9 
2-4  years                                        17 37.9 -20.9 
+4  years                                         13 37.9 -24.9 
Total                                              265

Test Statistics
Lon g_u se 

Chi -Square 218.475a 

df                                                                                                                  6 
As ymp. Sig.                                                                                               .000
a. 0 cells (.0% ) have  ex pected f requen cies less tha n 5. The minimum ex pected cell fr equenc y is
37.9.

The table-5 confirms that the duration of surfing on social networking sit es has significant
differen ce betw een the respondents were found as p<0.05. Thus we can reje ct the h ypothesis and
state that significant differen ces fo r duration of surfing wer e re corded on social media sit es
among r espondents.

H5 =No  signi ficant  diff erence  exist s  between  the  hours  per  week  spent  on  the  social  media 
sit es

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  results  were  sho wn  in  table - 6 
as under:

Hours_week

0-5  
6-10
11-20
21-30
31-40

Tab le  6: Descriptive St atistics and  chi sq u are test
N Mean Std. Deviation Minimu m Maximu m 

265            3.2679                    1.83193                 1.00                  7.00
Hou rs_w eek

Ob served N Exp ected N Resid u al 
84                                         37.9                                   46.1  
10                                         37.9                                  -27.9  
23                                         37.9                                  -14.9  
88                                         37.9                                   50.1  
32                                         37.9                                   -5.9
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41-50 15 37.9 -22.9
51+ 13 37.9 -24.9
Total                                      265

Test Statistics
Hou rs_w eek 

Chi -Square 180.015a  

df                                                                                                               6 
As ymp. Sig.                                                                                            .000
a. 0 cells (.0% ) have  ex pected f requen cies less tha n 5. The minimum ex pected cell fr equenc y is
37.9.

On  the  basis  of  data  in  table-6  :  we  can  reject  the  h ypothesis  and  state  that  significant  differen ces 
for hours pe r week surfin g w ere reco rdedon soci al m edia sites among respo ndents.

H6 =No  signi fi cant  difference  exists  between  the  r espondents  for  purpose  o f  surfing  on  social 
media si tes

To  anal yse  the  above  factors  C hi -square  test  w ere  applied  and  the  results  were  sho wn  in  table - 7 
as under:

Tab le -7: Descrip tive St atistics an d  Chi  square
N Mean Std. Deviation Minimu m Maximu m 

purpose_serf 265              3.0528                1.59219                  1.00                  5.00
pu rpose_serf

Ob served N Exp ected N Resid u al 
Entertainment 90                                        53.0                                   37.0 
Search                                       4                                         53.0                                  -49.0 
Shopping 27                                        53.0                                  -26.0 
News 90                                        53.0                                   37.0
E-mail 54 53.0 1.0 
Total                                       265

Test Statistics
pu rpose_serf 

Chi -Square 109.736a  

df                                                                                                              4 
As ymp. Sig.                                                                                           .000
a. 0 cells (.0% ) have  ex pected f requen cies less tha n 5. The minim um ex pected cell  frequenc y is
53.0.

From the table-4.18, we can reje ct the h ypothesis and state that significant the respondent’s uses
surfing on soci al media sites  for differ ent purpose s, however the ent ertain ment and news was the
most  common purpose for surfin g.

CONCLUSION

Consum er  input  mainl y  concerned  consumpti on  and  participation,  and  onl y  som e  activities  were
related  to  p roduction.  A cquiring  and  consuming  information  were  two  of  th e  main  activities.
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Most respondents visi ted different UGC sit es, consumed the content, but did not write comm ents
nor produce their own c ontent on the sit es. The majorit y o f c ases where the r espondents also
produced some content to an UGC were reported fro m social networking sit es. S ome
respondents also reported production on other websit es, such as leaving co mm ents on discussi on
boards, writin g revie ws,  posting and sharing thei r  own music, and bloggin g.

the combination of the s everal cate go ries of con sume r input and motivations enabled a de eper
understandin g of activit ies performed usin g so cial media. The cate go ries of consumpti on,
participation, and produ cti on highlight diff er ent levels of contribution but do not detail further
the characteristi cs of the differ ent activit ies. The stud y indi cates th at the r ole of user - generated
content in dir ectin g c onsum er beh avior redu ces the influence o f traditional marketin g
communications. R ather than rel yin g solel y on marketi n g comm unication, companies shoul d tr y
to participate more in th eir customers ' social me d i a  activit ies, in order to understand the im pact
of these on their br and i mage and also to f acilitate interaction with pot enti al customers.

In our stud y, which is  using a c ross -secti onal design, the ex ternal v al idi t y would b e weak
because w e did not apply a  probabilit y sampl in g technique meaning our result s could not be
gen eralised to a la r ger p opulation. Our stud y cou ld be consider cr edible b ecause we tried at all
cost to obtain unbiased answers from our respo nd ents and we anal ysed ex actl y wh at we had as
data from them with doing an y additional to primar y d ata on our p art. T his means a high d e gree
of honest y was applied in  the stud y.

Further res earch shoul d be carried out in ord er t o enhance the understan ding of the concepts o f
social media marketin g a nd customer satisfacti on, how the y a re measu red because the y are v er y
important for or ganisati ons in terms of profitabil i t y and growth. A sim il ar stud y could b e
conducted with a la r ger sampl e siz e so that r esults could be generalised t o a la r ger population.
This stud y can b e c arried out i n other areas compr ised of multi ple cult ures in order to find out th e
applicabil it y in other stor es.
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