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ABSTRACT 

 

 

 

The growth of online social media around the world has created a new place of 

relations and communication among community. Individual can share their opinions, 

knowledge, and experiences with one other due to the online social media provided 

features and may have an impact on people’s behavior in term of communication and 

purchasing. The purpose of this study is to observe the impact of online social media on 

consumers’ purchase decision process for skincare products. In other words, the authors 

are trying to find which steps do social media influence consumers’ purchase decision 

when it choose skincare products, and why are these step influenced by social media. 

A theoretical framework based on previous study showed there is a gap regarding social 

media on consumers’ purchase decision in the study of skincare products. In order to 

have a further understanding on consumers’ purchase decision regarding skincare 

products on social media, survey questionnaire are conducted during the study. 

 

 

 

Keyword: Social Media, Consumers’ purchase decision, Consumers’ behavior, Skincare  

       Products 

 

 

 

 

 

 

 



vi 
 

ABSTRAK 

 
 
 

Pertumbuhan media sosial dalam talian di seluruh dunia telah mencipta satu 
tempat baru hubungan dan komunikasi di kalangan masyarakat. Individu boleh 
berkongsi pendapat, pengetahuan, dan pengalaman dengan satu yang lain kerana media 
sosial atas talian yang disediakan ciri-ciri dan boleh memberi kesan kepada tingkah 
laku manusia dari segi komunikasi dan membeli. Tujuan kajian ini adalah untuk melihat 
kesan media sosial dalam talian ke atas pembelian proses keputusan pengguna bagi 
produk penjagaan kulit. Dalam erti kata lain, penulis cuba untuk mencari langkah-
langkah dimana media sosial mempengaruhi pengguna membuat keputusan apabila 
memilih produk penjagaan kulit, dan mengapa langkah ini dipengaruhi oleh media 
sosial. Kerangka teori berdasarkan kajian sebelum ini menunjukkan terdapat jurang 
mengenai media sosial pada keputusan pembelian pengguna dalam kajian produk 
penjagaan kulit. Dalam usaha untuk mempunyai pemahaman yang lebih lanjut 
mengenai keputusan pembelian pengguna mengenai produk penjagaan kulit di media 
sosial, kajian soal selidik yang dijalankan semasa kajian. 

 

 

 

Kata Kunci: Media Sosial, Pengguna membuat keputusan, Tingkah laku pengguna,  

                Produk penjagaan kulit. 
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CHAPTER I 

 

 

 

INTRODUCTION 

 

 

 

1.1 Background of the Study 

 

Social media has become a part of one's life nowadays. Social media like 

Instagram, Facebook, Twitter or Linkedin has a huge number of users and keep 

increasing every day. It is estimated that over 500 million users connect through social 

media (Ostrow, 2010). The growing number of users using social media has attracted 

marketers especially in marketing their skincare products. Marketers of skincare 

products have recognized that social media marketing has become an important part of 

their marketing communication strategies. Therefore, to help marketers of skincare 

products among their communications with their clients can also be done through social 

media. Interaction helps marketers determine the customer needs and understand what 

their market might look like. The main characteristics of business social media allow 

users to estimate the product, make recommendations to acquaintances or friends, and 

share any of their purchases through social media. 
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Communication through social media affects the marketing strategy and 

consumer’s decision making. Consumer socialization theory predicts that 

communication among users through social media affects the cognitive, affective, and 

behavioral attitudes of consumers (Ward, 1974). Also, advertising on media social sites 

have built new consumer’s behavior towards the use of skincare products. It increases 

the tendency of consumers to make purchases or conduct business through social media. 

 

Recommendations by friends or acquaintances on social networking sites could 

help consumers in the decision making for skincare products. Each proposal in social 

media could help the brand attitudes, and buying attitudes. If most of the consumers give 

a very good feedback on products or services that they have used, the more interesting it 

will affect consumer purchases. Most of the major brands and new markets perceive and 

skincare products began to focus on social media marketing. 
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1.2 Problem Statement 

 

The growth of social media like blogs, Facebook, Twitter and other social media 

in the online social network has many different activities such as online chat, games and 

messages. Facebook is one of the most popular social media. According to Boyd & 

Ellison (2008) individuals who are members of Facebook can share information with 

other individuals in the group. The daily purchase decisions of consumers and new 

behaviors can be influenced through social interaction with others (Rogers, 2003). 

Consumer purchasing decisions are usually influenced by friends, family and co - 

workers, particularly online social media. 

 

According to Cheung, Zhu, Kwong Chan & Moezl (2003) conclude consumer 

behavior is explained by five factors that domain, and they opinion five factors can be 

explored. Two factors are: (1) characteristics of the users, including behavioral traits 

(find product information, access the location, duration and frequency of use) and 

experience. (2) environmental impact, such as social influence, peer pressure and the 

mass media, which play an important role in influencing consumers' purchase decisions. 

The emergence of social media can affect users in different ways. 

 

Consumers believe that skincare products are closely related to people's lives 

today are concerned about skincare. Therefore, it is important to study the effects of 

online social media may have in this area. Therefore, the problems identified are the lack 

of information about the relationship between social media and consumers purchase 

decision towards skincare products. 
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1.3 Research Questions 

 

i. What are the different function of social media that could impact consumer’s 

purchase decision making? 

ii. Which is the most effective platform in social media that been used to obtain 

information about skincare products? 

iii. How is the relationship between social media and consumers’ decision making 

towards skincare products? 

 

 

 

1.4 Research Objectives 

 

i. To identify the different function of social media that could impact consumer’s 

purchase decision making. 

ii. To determine the most effective platform in social media that been used to obtain 

information about skincare products. 

iii. To study the relationship between social media and consumers’ decision making 

towards skincare products. 
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1.5 Scope 

 

This study was conducted with a focus on the role played by social media in 

impact consumers to make decisions making about skincare products. This study is to 

help a business to gain a better understanding of social media marketing but not to help 

consumers to identify the impact of social media has suspended their decision-making 

process. Social media is considered the scope of the study, but not to investigate the 

impact of other media in the whole marketing area. There are seven impacts of social 

media in theory honeycomb model, but researchers only research four of the social 

impact of these media. This study focuses respondents around Melaka Tengah, Melaka 

who are using skincare product whether female or male. The researcher collect 

information from respondents and the information obtain from 200 respondents. 

 

 

 

1.6 Limitation 

 

Although this study was carefully prepared, researcher was aware of the 

capabilities and shortcomings. First of all, because of the time limit, the study was 

carried out within twenty-four weeks and conducted only on the small size of the 

population who only use skincare products around Melaka Tengah, Melaka. Therefore, 

the general results of a larger group, the study should involve more participants across 

the country. Secondly, the sample group study is small, only about 200 respondents who 

use skincare products around Melaka Tengah, Melaka, and may not represent the 

majority of respondent’s consumers of skincare products. Therefore, the researcher 

chose this state to be able to facilitate researchers to do research. Third, because the 

questionnaire was to determine the impacts of social media on consumer’s decision 

making for skincare products, data obtained may only be used for social media 

advertising only, not for other media. Fourth, researchers are facing a shortage costs in 

this study. Since this study using the questionnaire, researchers require high costs to 

issue questionnaire to be distributed to the respondents. 
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1.7 Significance of the Research 

 

This study aims in providing a clear understanding of the relationship between 

social media advertisement and consumer’s decision making for choosing skincare 

products. The information and results of this study would be crucial to help a business to 

gain a better understanding of social media marketing. It is expected that the outcome of 

this study would make an impact on the impacts of social media advertisement towards 

consumer’s decision making for skincare products.  

 

 

 

1.8 Conclusion 

 

This chapter is covering background of this study view about social media and 

how social media can impact consumer’s decision making, problem statement identified 

are the lack of information about the relationship between social media and consumers 

purchase decision towards skincare products, researcher create research question and 

research objective based on impacts social media to identify the most of functional 

social media can impact consumer’s decision making, scope and limitation of this study 

as a guide to researcher and significance of social media toward consumer’s decision 

making. The next chapter is explaining more about definition the social media and 

consumer’s decision making. 
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CHAPTER 2 

 

 

 

LITERATURE REVIEW 

 

 

 

2.1 Social Media 

 

According to Kaplan and Haenlein (2010) in order to understand what is meant 

by Social Media, Social Media means the term first requires drawing a line to two 

related concepts that are frequently named in conjunction with it Web 2 0 and User 

Generated Content. While, Tim O’Reilly (2005) describes Web 2 0 as a new way for a 

range of web technologies and consumer behavior to increase interaction between online 

users Web 2 0 is a platform in which range of social interactive tools and 

communication techniques has engage. According to Ryan and Jones (2009) Social 

Media creates users a platform to come together online and participate in any form of 

social interaction which can encompass any activities for individually or in any 

combination. Social Media is a platform that allows users to interact with them in many 

ways and methods. Therefore, social media is a platform that can be used by companies 

to improve their sales and thus can introduce their products to consumers. Kaplan and 

Haenlein (2010) suggest that firms must be aware that social media tools becoming the 

main source of information for most consumers when they make decision on important 

purchase. 
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According to Cheung & Lee (2010), online social networks have become an 

efficient major part of human communication and interaction life at once influence in 

many different ways on people’s behavior and communication. When users interact with 

each other, the user can switch the behavior (Heinrichs, et al, 2011).  According to 

Evans, et al (2009) consumer purchasing decisions are influenced by the virtual 

community, since users interact with each other and like to get advice and feedback from 

other users either positive or negative on products or services. Marketing practices such 

as promotion and advertising was revolutionized by the unique aspects of social media 

and the huge popularity (Hanna, et al, 2011). 

 

Since the advent of the internet in the last decade has changed the device from a 

strategy to engage with users, user generated media is also widely known as the 

penetration of social media. Only in 2009, two thirds of the internet users worldwide 

visited a social network or a blogging site (Nielsen, 2009). According to Mangold and 

Faulds (2009) described social media as a tool of word of mouth online forum that 

includes discussion boards, blogs, forums and so on, or social networks to name a few. 

Individuals and communities have been carried by all mobile and web - based 

technologies social media to create highly interactive platform. Social media is used by 

people and organizations to create and discuss user / generated content (Kietzmann et al, 

2011). This site has a different scope and purpose. According to Kietzmann et al (2011) 

a number of social media sites are for the public (i.e. MySpace, Facebook) while others 

(i.e. LinkedIn, Xing) are focused on professional networking. Media sharing sites (i.e. 

YouTube, Picassa and Flickr), or blog platform (i.e. blogspot, wordpress) was also a 

member of this ecosystem called social media. Through social media companies can 

connect directly with their consumers. According to Universal McCann (2008) internet 

users have more positive outlook on the companies involved in the social pages. 

According Hird (2010), today there are more than 700,000 active business pages on 

Facebook. 
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2.2 Honeycomb Model 

 

According to Honeycomb Model below (Figure 2.1) of Smith (2007) social 

media sites are built upon seven functional blocks: identity, conversation, sharing, 

presence, relationship, reputation, and group. It is important to emphasize that the 

building blocks are not mutually exclusive, and in every social media site they are not 

available. The building blocks of this is to help us understand more about how social 

media users and functions can be used and manipulated to create a user in building 

consumers’ decision making. 

 

 

 
Figure: 2.1 Functional Blocks 

Source: Honeycomb Model (Smith, 2007) 

 

 

 

 




