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ABSTRACT

Thepurposeofthisstudyistoputforthtacticstoinfluencetheconsumerpurchasedecisionprocess
byusingInstagramStoriestools.Thetacticsarehandledwithsuccessfulexamplesfromaroundthe
world.AnalysisoftheexamplesrevealthatmanypowerfultoolsofInstagramStoriessuchasdifferent
cameramodes,facefilters,stickers,livevideo,“seemore”links,shoppingstickers,hashtags,etc.
canbeusedtoaccomplishbusinessgoals likedrivingonlineandin-storesales,promotingapps,
raisingbrandawareness,generatingleads,gatheringfollowerfeedback,andretainingcustomersby
influencingconsumersateverystageofthepurchasedecisionprocess.
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INTRoDUCTIoN

TraditionalcommercehasbecomeelectronicwiththeriseoftheInternet,andithastransformedalmost
everythingaboutconsumers’livessuchasthewaysofcommunicatingandgatheringinformationabout
productofferingsorhowtomakepurchases(Darley,Blankson&Luethge,2010).Becauseofthe
particularimpactofthedigitalrevolutiononconsumerpurchasedecision-making,today’sconsumers
arenotlimitedtoofflineshopping;insteadtheynowhaveaccesstoproductinformationanywhere
(athome,attheworkplace,oratanyotherplacewiththeuseofmobiledevices)(Charlesworth,
2009:16)andanytime.

According to the“Digital in2018”report, thenumberof internetusers is4.021billion, the
numberofsocialmediausersis3.196billionandthenumberofmobilephoneusersis5.135billion.
Moreover,almost1.8billionpeoplearoundtheworldaremakingonlinepurchases(Kemp,2018)and
thisnumberisexpectedtobeover2.14billionin2021(Statista,2019a).Accordingtothe“Social
CommerceRevisited2018”report,allsocialmediaplatformsinfluenceconsumers’shoppingjourneys
andasthereportreveals,58%ofrespondentssaythatsocialmediainfluenceapurchasingdecision
(SUMOHeavyIndustries,2018).
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Lookingat the literatureon this subject,Djafarova andRushworth (2017) investigatedhow
differenttypesofcelebritiesonInstagramaffectconsumerbuyingintention.Veirman,Cauberghe
andHudders(2017)exploredInstagraminfluencers’impactonbrandattitude.Casalo,Flavianand
Ibanez-Sanchez (2020)examined influencerson Instagram,and identifiedsomekeyantecedents
andconsequencesofopinionleadership.Thisstudytheoreticallycontributestotheliteratureonboth
digitalcontentmarketingandonlineconsumerbehavior,byexplainingtheuseofInstagramStories
toolsininfluencingtheconsumerpurchaseprocess.Therefore,itisoneofthefirststudiesinthisfield.

CoNSUMER PURCHASE PRoCESS IN THE DIGITAL ERA

Thetraditionalconsumerpurchaseprocessconsistsoffivestagesincludingproblem/needrecognition,
informationsearch,evaluationofalternatives,purchasedecisionandpostpurchaseevaluation(Engel,
Blackwell&Miniard,1990;Butler&Peppard,1998;Teo&Yeong,2003;Park&Cho,2012;Wolny
&Charoensuksai,2014).Theeffectsofthedigitalrevolutiononthesestagesmaybesummarized
asshowninTable1.

CoNTENT MARKETING IN THE DIGITAL ERA

Contentmarketingisnotanewphenomenon,buttheemergenceoftheInternetanddigitalchannels
includingsocialmediahasfacilitatedcompaniestotakeadvantageofcontenttoattractcurrentand
potentialcustomers(Lieb,2012:2).

Contentmarketingcanbedefinedasattracting,engagingandinspiringcustomerstobuyand
shareviacontentthatrelatestotheinterestsandbehaviorsofthecustomers’buyingcycle(Odden,
2012:99).ThegrowthofthesocialandmobileWebhaschangedcommunicationmethods(Rose&
Pulizzi,2011)anddigitalizedcontentmarketing.Rowley(2008)definesdigitalcontentmarketingas:

The management process responsible for identifying, anticipating, and satisfying customer 
requirements profitably in the context of digital content, or bit-based objects distributed through 
electronic channels.

Aresearchstudyby theContentMarketing Institute (2017) reveals thatdigitalchannelsare
highlyusedtodistributecontentasshowninFigure1.

Accordingtothesameresearch,contentmarketingtacticusageislistedinFigure2.
AccordingtotheresearchbytheContentMarketingInstitute(2018)thetopthreemosteffective

typesofcontentthatareusedforcontentmarketingpurposesareshowninFigure3.

MAJoR DIGITAL CoNTENT CHANNELS

Digitalchannelscanbeconsideredastoolsfordeliveringcontent.Majortypesofdigitalchannels
(Lieb,2012),theirroleintheonlineconsumerpurchaseprocessandthetypesofcontentthatare
sharedonthesechannelsarelistedinTable2.

CLASSIFICATIoN oF SoCIAL MEDIA CoNTENT

Thereislimitedliteratureontheclassificationofsocialmediacontent.Inoneofthesestudies,Keefe
(2017)classifiessocialmediacontentintermsofprivacycontrolsaspublic,privateorephemeral
content.Publicsocialmediacontenthasnoprivacyandisaccessibletoanypersonwhowishesto
viewtheuser’saccountonasocialmediaplatform.Privatesocialmediacontentreferstocontent
whereusersgivelimitedaccesstoaspecificgroupofpeopletoviewthepostedcontent.Ephemeral
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