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Social Networks Impact 
on Potential Customers’ 

Buying Decisions and 
Current Customer Loyalty

ABSTRACT

Social networks are fundamentally changing the way we communicate, collaborate, 
consume, and create. They represent one of the most transformative impacts of infor-
mation technology on business and daily life. This chapter will explain set of social 
network concepts and its influences in social interaction and decision making, and 
to determine whether individual’s decision to consume a product, service, or attend 
an event are influenced by their interaction on social network, by studying three 
characteristics: Contagion, Connection, and Virtual Word of mouth. The results of 
this research can be used by business to enhance their relation and opportunities 
with their current and potential customers.

INTRODUCTION

During the last decade, web has evolved to become one of the most popular means 
not only for searching and sharing information but also for developing online com-
munities, which results in transforming the Web technology environments from Web 
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1.0 (read only) to web 2.0 (read and write), (Darwish, 2011). Web 2.0 can be defined 
as Internet applications that enable users to communicate and collaborate through 
creating and uploading new content, commenting on existing content and sharing 
content with other users, by using discussion boards, web blogs and social media 
websites (Betsch et. al., 2012; Pegoraro, 2010). Shifting people from being content 
readers to content generators and publishers distinguishes the web 2.0 as modern 
media from those classical media like newspapers, television and first generation 
Web (Alonso, et. al. 2013). According to Darwish (2011), Blogs, Really Simple 
Syndication (RSS), video sharing, podcasting, wiki, video conferencing and Social 
Networks are examples of the main web 2.0 personal activities tools.

Social Networks has become a pervasive phenomenon that is not limited to a 
specific age range or particular gender, and that plays a major role in every life ac-
tivity. The literature shows that Social Networks user’s decision process is affected 
by multiple attributes and factors, this chapter will study and measure the impact of 
Social Networks characteristics (Contagion, Connection, and Virtual Word of Mouth) 
on individual’s buying decisions, by analyzing available features and techniques 
used in Social Networks like contagion mechanism represented by “News Feeds”, 
“Like” button impact, and activities horizons. Therefore, a better view of customer’s 
perception will be available for organizations and decision makers about what really 
affect their customers’ hanging to their products, the last section will contain a set 
of advices to improve and strengthen the relation with customers.

LITERATURE REVIEW

Social networks technologies are vital in promoting collaboration and represent a 
flexible source of information and knowledge in the latest innovation, therefor it is 
crucial to efficiently use it in the modern social and business environment in order 
to create and consolidate the competitive advantages of modern-day businesses 
(Garrigos-Simon, et. al., 2012).

Social Networks

Social networks have become more reliable during the last decade and it has changed 
how people interact, navigate websites; make daily decisions, and daily lifestyle 
activities (Christakis & Fowler, 2011). It can be described as an Internet based 
real time communication tool which supports real world processes and activities 
by its users, and allow them to collaborate, communicate, share information and 
so on (Alonso, et. al. 2013). Social networks can take any shape including: offline 
social networking, online social connections, social bookmarking, and content 



 

 

18 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/social-networks-impact-on-potential-

customers-buying-decisions-and-current-customer-

loyalty/171483

Related Content

Social Media and Online Brand Communities
Madina Ansarinand Wilson Ozuem (2015). Computer-Mediated Marketing Strategies:

Social Media and Online Brand Communities  (pp. 1-27).

www.irma-international.org/chapter/social-media-and-online-brand-communities/120275

Can Indian Online Fruits and Vegetables Companies Break the Jinx of

Orthodox Shopping?
Deepak Vermaand Harish Kumar Singla (2019). International Journal of Online

Marketing (pp. 33-46).

www.irma-international.org/article/can-indian-online-fruits-and-vegetables-companies-break-the-

jinx-of-orthodox-shopping/236108

Traditional Specialty Food and Beverage Products: E-Commerce, COO

Effect, and Official Recognitions
Paola Falcone (2023). Origin and Branding in International Market Entry Processes

(pp. 138-160).

www.irma-international.org/chapter/traditional-specialty-food-and-beverage-products/330192

Role of IoT in Industrial Transformation and Marketing Management
Arshi Naimand Hamed Alqahtani (2023). Global Applications of the Internet of Things

in Digital Marketing (pp. 67-93).

www.irma-international.org/chapter/role-of-iot-in-industrial-transformation-and-marketing-

management/324003

Consumer-to-Consumer Internet Auction Models
Timothy L. Y. Leungand William J. Knottenbelt (2011). International Journal of Online

Marketing (pp. 17-28).

www.irma-international.org/article/consumer-consumer-internet-auction-models/56003

http://www.igi-global.com/chapter/social-networks-impact-on-potential-customers-buying-decisions-and-current-customer-loyalty/171483
http://www.igi-global.com/chapter/social-networks-impact-on-potential-customers-buying-decisions-and-current-customer-loyalty/171483
http://www.igi-global.com/chapter/social-networks-impact-on-potential-customers-buying-decisions-and-current-customer-loyalty/171483
http://www.igi-global.com/chapter/social-networks-impact-on-potential-customers-buying-decisions-and-current-customer-loyalty/171483
http://www.irma-international.org/chapter/social-media-and-online-brand-communities/120275
http://www.irma-international.org/article/can-indian-online-fruits-and-vegetables-companies-break-the-jinx-of-orthodox-shopping/236108
http://www.irma-international.org/article/can-indian-online-fruits-and-vegetables-companies-break-the-jinx-of-orthodox-shopping/236108
http://www.irma-international.org/chapter/traditional-specialty-food-and-beverage-products/330192
http://www.irma-international.org/chapter/role-of-iot-in-industrial-transformation-and-marketing-management/324003
http://www.irma-international.org/chapter/role-of-iot-in-industrial-transformation-and-marketing-management/324003
http://www.irma-international.org/article/consumer-consumer-internet-auction-models/56003

