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I

Abstract
Social media is a big part of a millennial’s life. It is where they communicate with their friends
and share experiences. Companies know this and are subsequently trying to reach consumers
on social media with their advertising. However, millennials are not highly affected by
advertising but care a lot about what other people think and feel about products. The millennial
generation is the adult generation that is using social media the most and is also one of the
biggest consumer bases in e-commerce. This means that companies need to adapt and try new
ways to reach these consumers. This thesis will therefore explore and describe if advertising on
social media influences millennials purchasing behavior via Electronic Word Of Mouth
(EWOM) rather than having a direct effect on their purchasing behavior. The research question
that will fulfill the purpose is “Does advertising on social media influence millennials
purchasing behavior via EWOM?”.
To achieve results and answer the research question, a literature review was conducted and
complemented with a self-administered, internet questionnaire.
The results show that there seems to be a correlation between millennials seeing advertising on
social media and starting to search for more information about the product through EWOM
before making a purchasing decision.

Keywords: Advertising, Millennials, Social media, Purchase decision, Electronic Word Of
Mouth (EWOM).

II

Sammanfattning
Social media är en stor del av millennials liv. Det är här de kommunicerar med sina vänner och
delar med sig av sina erfarenheter. Företagen vet detta och försöker då nå konsumenterna med
reklam på social media. Millennials påverkas dock inte starkt av reklam, men de bryr sig mycket
om vad andra tycker och säger om produkten. Millennials är den vuxna generationen som
använder social media mest och är en av de största konsument baserna i e-handel. Detta innebär
att företag behöver anpassa sig och försöka nå dessa konsumenter på nya sätt. Detta
examensarbete kommer därför utforska och beskriva om reklam på social medier påverkar
millennials köpbeteende via Electronic Word Of Mouth (EWOM) snarare än att ha en direkt
effekt på deras köpbeteende. Forskningsfrågan som kommer uppfylla forsknings-syftet är
“Påverkar reklam på social media millennials köpbeteende via EWOM?”.
För att nå resultat och svaret till forskningsfrågan genomfördes en litteraturgenomgång som
kompletterades med ett självstyrt internetformulär.
Resultaten visar att det verkar finnas en korrelation mellan att millennials som ser en reklam på
sociala media sedan börjar söka efter mer information om produkten via EWOM innan de fattar
ett köpsbeslut.

Nyckelord: Reklam, Millennials, Social Media, Köpbeslut, Electronic Word of Mouth
(EWOM)
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1. Introduction
In this section an introduction will be presented on the topic, broadly explaining the area of
research; providing important definitions and connecting various aspects of the relevant area
to this thesis. This will be followed by a problem discussion and an overall purpose where the
research questions will also be presented. Finally, this chapter will end with an overview of the
entire thesis.

1.1 Background
According to Keegan & Green (2017), marketing is defined as the activities, set of institutions,
and processes which are meant for creating, communicating, delivering and exchanging
offerings with customers, clients, partners and society which is of value to them. The primary
tool for marketers is the marketing mix including the four Ps; product, price, place and
promotion, and with this tool companies can create a demand for their products on the market.
The most common way to reach the customer is through promotion. Promotion refers to
activities designed to make the product or service known to the customer (Dadzie, Amponsah,
Dadzie & Winston, 2017). One place where marketers really have to buckle down and work
hard to create demand and reach a large audience is the internet.
According to Smith (2011), more companies have begun to use digital marketing to reach their
target group. Digital marketing is practically used to promote the company’s products and
services through digital media channels. Digital marketing, also known as e-marketing, is
considered a promising field of marketing development. Although setting up a website often
can be costly without a carefully formed strategy, by implementing an effective marketing
strategy for the internet, a company’s chances of success can increase. However, this success
can only be achieved through careful planning and implementation of the marketing strategy
(Van Doren, Fecher & Green, 2000).
As mentioned by Van Doren, et al., (2000), the internet has today become a tremendously
powerful tool for both small businesses and big organizations to use in marketing and that is
because it is an ideal platform for promoting products and services to many people at once.
With the help of the internet, customers’ expectations have been heavily impacted which is why
companies are focusing and responding quickly to adapt. The internet is the perfect means for
targeting a specific segment group and focusing marketing efforts on that group. Because of its
1

unique qualities, interactiveness and being largely consumer driven, the internet has become
the perfect tool for implementing marketing communication strategy.
According to Judson, Devasagayam & Buff (2012), internet is becoming accessible to more
people every day, and social media being more widely used across the globe, marketing is
bound to follow and use this to its advantage. Social media marketing used to only be considered
a way for companies to tell their story, however, today social media networking sites are viewed
as the “glue” (Judson, et al., 2012, p. 131), that holds the companies different marketing
campaigns together and that is because of its unique quality to touch on each of the promotional
mediums. According to Kilian, Hennigs & Langner (2012), social media differs from traditional
mass media. The service of traditional mass media focuses on one-to-many distribution created
by professionals. Social media establishes many-to-many networks of users who can then share
information with each other.
It has been shown that traditional (offline) word of mouth (WOM) has an important role when
it comes to the customer’s buying decision (Hennig-Thurau, Gwinner, Walsh & Gremler,
2004). But now, because of the internet, the customer’s options of gathering information of a
product has expanded. Electronic Word of Mouth (EWOM) now has a major role in consumers’
online interactions, especially in the online communities (Brown, et al., 2007). Hennig-Thurau,
et. al. (2004) also stated, that with the rise of electronic word of mouth, consumers can now
gather information from other consumers which in turn creates opportunities for consumers to
offer their own consumption-related advice.
EWOM between consumers through social media is a relatively new method of communication.
Because of social media the marketing communication has been altered from traditional
advertising (firms to consumers) to bidirectional advertising (among consumers) (Liu & Lopez,
2014). Social media is important to resolving ambiguity and reducing uncertainty, because it
provides a high level of brand relevance. This indicates that social media is necessary to
reinforce the company’s communication strategy. By implementing social media into their
marketing strategy, organizations can get some benefits, such as: ease of gathering feedback
from its customers, increased ability to acquire new customers, raise awareness, etc. (Judson,
et al., 2012).
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In figure 1, the difference between an online and offline flow of information can been seen.

Figure 1: online & offline information flow
Source: Brown, Broderich & Lee, 2007, p. 12

The figure shows individuals receiving and contributing with information in an online and
offline community. Comparing the online with the offline flows of information, it is obvious
that the flow of information is much more effective in an online community. Everyone can
contribute their own expertise which in turn creates credibility. However, this exchange can
only be made by users in online communities (Brown, et al., 2007).
The generation that has been at the forefront of these online communities are millennials, people
that are born between the years 1982 and 2000 (Howe & Strauss, 2000). This is a generation
that has been on top of new technology and social media, which has made them more
susceptible to EWOM and the use of it through social media. This generation is more educated,
ethnically diverse and affluent than previous generations. Millennials have more in common
with someone of the same generation in a different country than they have in common with
previous generations in their own country (Pate & Adams, 2013). They are more demanding as
customers and they expect a large variety of items, customization and personalization of
services and goods, as well as instant gratification. Millennials spend a lot of time on social
media and they primarily use the internet to communicate with each other. Millennials are living
their lives on the internet (Pate & Adams, 2013), and this in turn has made social media an
3

important part of their lives. They often use social media to gather information and share the
information with other users on social media. Millennials also spend more money online in a
given year than any other age group. They spend around $2,000 annually on e-commerce,
despite having lower incomes than older adults. Making them the most important demographic
group for online purchases (Smith, 2015).
Millennials are extremely active on social media and are also using EWOM through social
media. This combined with them being the most important group to target for online purchases
makes it vital for marketers to understand these consumers. It is also vital to know what kind
of marketing best influences the millennials purchasing behavior.

1.2 Problem Discussion
The current trend towards convergence is happening because of information now being widely
available to most people. This means that people in different corners of the world can compare
their lifestyles to those of others around the globe. The internet allows people to reach out, buy
and sell an unlimited amount of goods (Keegan & Green, 2013). This brings with it great
opportunities for marketers and has been the catalyst for digital marketing.
According to Kilian, et al., (2018) social media differs from traditional media, the main focus
of traditional media is one-to-many communication that is created by professionals for passive
audiences. Whereas social media focuses to establish many-to-many communication through
networks of active users who can share information with their friends and families. This leads
the internet users to create an active social network which enables social consumer-side
interaction and exchange.

The internet and social media has increased the consumer’s ability to gather information from
other internet users, but it also gives the consumer the opportunity to offer their own advice
(Hennig-Thurau, et al., 2004). As mentioned by Hennig-Thurau, et al., (2004), the internet has
increased the consumer’s ability to gather information from other internet users, but it also gives
the consumer the opportunity to offer their own advice to others. Communication through
EWOM is abundant and exists in many places, some examples are: on websites, web-based
opinion platforms, news groups, in discussions forums, comments, messages, posts, etc.
Consumers who often use these channels can have a clear impact on the product’s sale and
4

positioning on the market (Smith, 2011). That is because consumers trust other consumers.
Trust of another consumer’s feedback on the consumption of a product coupled with the
information provided by the company leads to a consumer that is willing to buy (if the info
from other consumers is positive).

According to See-To & Ho, (2013), EWOM has two huge impacts on consumers purchasing
intentions. Firstly, EWOM directly impacts consumers purchasing behavior. Positive EWOM
enhances their purchasing intent while negative EWOM reduces their purchasing intent.
Secondly, EWOM can influence consumers purchasing behavior by impacting their trust. SeeTo & Ho, (2014), explains that trust is a “Rationally based expectation that technically
competent performance and/or fiduciary obligation and responsibility will be forthcoming” (p.
183). It has been shown that EWOM does have an impact on consumers trust for a product or
company. Millennial consumers often use social media platforms to determine whether to trust
the company's product or not. See-To & Ho, (2013) also suggested that people will develop a
positive expectation about a company’s product if the company has received large amounts of
positive feedback through EWOM. According to smith, (2011), millennials are well known to
engage in EWOM before making a purchasing decision.
This generation considers the opinions of internet users to be more credible than the company’s
own information. According to Smith (2011), looking at reviews other consumers made of the
product is considered by the millennial consumer to be 12 times more trustworthy than the
company’s own advertising of the product. Millennials are very active on online platforms, they
often provide feedback on products, or promote a brand online. The internet has allowed this
generation to take control over the market by allowing them to express their opinions. However,
it’s not only the internet that is giving them this opportunity, company websites and social
media has also empowered millennials to actively talk about and promote brands or products
(Smith, 2011).
It is understood that millennials are a big part of the e-commerce consumer base (Business
Insider, 2018) and also that they are using social media more than any other adult generation.
But it is not yet clear if advertising on social media is affecting millennials purchasing behavior
via EWOM. There is a knowledge gap here that this thesis is going to fill.

5

The practical application of this thesis will be to give marketing managers an insight into what
affects millennials purchasing behavior on social media. Based on these insights the managers
could be more efficient in their creation of advertising and better appeal to the millennial
generation, one of the biggest e-commerce generations.

1.3 Overall Purpose
The purpose of the thesis is to explore and describe if advertising on social media influences
millennials purchasing behavior via EWOM rather than having a direct effect on their
purchasing behavior. In order to fulfill the purpose, the following question has to be answered:
RQ: Does advertising on social media influence millennials purchasing behavior via EWOM?

To further explain and clarify the purpose of the thesis, figure 2 shows how the millennials
could be influenced by social media advertising and EWOM and it leading to a purchasing
decision.

Figure 2: Road from advertising to purchasing decision in millennials
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1.4 Overview of Entire Thesis
This thesis will include six chapters and will be structured as follows:
Table 1: Overview of Entire Thesis
Chapter 1,

This chapter broadly explains the research area followed by a

Introduction

problem discussion to narrow the topic down and find a knowledge
gap. The last part of the chapter consists of the thesis purpose and
research questions.

Chapter 2,

Presentation of previous work conducted within the area of research

Literature Review

that is relevant to this thesis. The data that will be primarily focused
on is data regarding: millennials, advertising, social media, EWOM.
The chapter will be concluded with a frame of reference to present
key articles and theories.

Chapter 3,

In this chapter, the methodological framework will be presented

Methodology

along with methods used to collect, and analyze the collected data.
The chapter begins with research purpose, research approach and
research strategy. Followed by data collection, case/sample
selection and ways of data analysis. Finally, the chapter ends with a
discussion regarding validity and reliability which will be
explaining the quality of the thesis.

Chapter 4,

Presents data collected from the conducted study. It will also

Presentation &

provide the thesis with a deeper look and analysis of the data.

Analysis of Data
Chapter 5,

This chapter will present the findings from the entire thesis, a

Conclusion and

discussion about these and then present the conclusions that have

Findings

been drawn about the area of research. The chapter will then discuss
the thesis research contribution, suggestions for further research,
managerial implications and limitations of the study.
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2 Literature Review
The literature review will begin by presenting the background of millennials followed by advertising on social
media. This chapter will then present the three chosen social media sites, Facebook, Instagram and YouTube. This
will be followed by an overview of EWOM and its key factors. This chapter will be concluded with a frame of
reference where important articles for this study will be presented.

2.1 Background of Millennials
The millennial generation, are born between 1982 and 2000 (Howe, & Strauss, 2000).
According to (Kotler, Armstrong & Parment, 2013), one thing this generation does and that
defines their generation is that they are sitting in front of their computers and phones and are
using the internet a lot. It is believed that they have grown up in a brand community, a
community formed on the basis of attachment to a brand or product which is saturated with
commercial messages and an infinite stream of choices and opportunities (Judson, et al., 2012).
Millennials are considered to be demanding, rarely loyal to brands and are well aware of their
rights as consumers. They even see the brand as part of the offer and the product’s identity (Pate
& Adams, 2013).
According to Lodes (2010), a study has been made that shows that millennials are less brand
loyal compared to previous generations due to the constant promotion they see. It is also
mentioned that millennials see themselves as price-oriented and reasonable consumers who
cannot be influenced by a certain brand. What millennials value most is the price and feature
of the product, instead of the name of the brand. As mentioned by Pate & Adams, (2013), this
generation is the second largest group of consumers and this is expected to change the world
market. Millennials have more in common with other millennials from different countries than
they have in common with people from a different generation within their own country. This
can provide a lot of information to companies about this generation’s behavior. This generation
also differs from the previous generation in a big way, being that they grew up with internet
and the digital marketing which in turn has made them able to understand digital language and
how to use it (Pate &Adams, 2013). However, because millennials have grown up in an
environment prominent with constant commercial messages and selling, the generation has
become less affected by the initial advertising effect and more dependent on recommendations
and other people’s feedback on a product. This has also made them more cautious about and
sometimes even start to dislike advertising (Gözükara & Çolakoğlu, 2016).
8

New communication, online networks and the pursuit of feedback on their own performance
are important parts of the millennial’s everyday life (Smith, 2011). According to Smith (2011),
research has shown this generation to be market mavens. Which are consumers who have a high
level of product knowledge and serve as information scatterers. Millennials are very active in
online communities and it is estimated that 65 % of them are talking about products and services
(Smith, 2011). As was also mentioned before, reviews of a product or service is very important
to millennials, it is considered 12 times more trustworthy than the company’s own information.
Which makes EWOM one of the most influential communication channels.

2.2 Advertising on Social Media
According to Kilian, et al., (2012), because of new information and communication
technologies the modern life has been shaped into what we see today. Digitization and
interconnectivity are the main drivers behind the change. These drivers have led to services
such as the internet and cellular networks. As mentioned before, social media differs from the
traditional mass media, the social media can establish many-to-many network connections
which allows internet users to share information with each other.
With the rise of social media, traditional advertising has changed (Pate & Adams, 2013), as
newspapers were once used, companies are now using social media to advertise their products
and services. Advertising on social media is considered to be one of the cheapest and most
effective marketing tools to use when companies want to reach its customers (Curran, Graham
& Temple, 2011). Although social networks provide a large target group, more and more
companies have come to realize that their competitors can also be found on social media which
makes the platform more competitive and therefore recognized to be more difficult.
According to Pate & Adams, (2013), social media provides the internet users with valuable
information and as social creatures, we are concerned with what others think about a product
or service. And if a positive association is linked to social media, then this will provide
instrumental value to the customer (Pate & Adams, 2013) when they are deciding when and
where to buy the product. Today, advertisers have begun to spend their budget on various
different parts of advertising in order to better meet the demands of an online consumer base.
Their main goal is now to reach potential consumers with similar lifestyles through social
media.
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However, it is not only customers that use social media, retailers have also begun to use social
media such as Facebook and YouTube (Pate & Adams, 2013). They use the sites to inform their
friends and followers about the company's new products, post information or to promote an
event. And through social networking sites, consumers can get a recommendation from another
follower or a friend about a retailer or get recommended a product. But the social media sites
are also used to inform the manufacturer, retailer and service provider about what they are doing
right and wrong (Pate & Adams, 2013).
The three social media sites that are used in this thesis were chosen because there is a high
concentration of advertising, a high percentage of millennial users and a big array of
opportunities to use EWOM on these sites (Hutchinson, 2017).

2.2.1 Facebook
There is lots of different types of advertisement on Facebook (Pate & Adams, 2013), for
example, there are page ads which are meant to push the Facebook user to a page where they
can buy a product or participate in an event. There are also social ads which are meant to target
specific groups as well as friends of the Facebook user. This type of ad refers to a Facebook
user’s commenting or liking of a company’s product which then can be seen by friends and
family. Facebook has other ads too, such as video ads, event ads, sponsored ads, gift ads
(consumers are asked to participate in a competition in the company to win a prize, which is
often one of the company’s products) and so on. By using Facebook, the retailer is able to reach
a large number of consumers, which according to Pate & Adams, (2013) can sometimes have a
big return of investment. It is estimated to have a return between 100-500% on what the retailer
invested in the ads. The interaction between the company and consumers can be seen by friends,
which in turn creates more awareness of the company among consumers.
Facebook has a much larger audience and it offers a variety of tools and platforms to research,
track behaviors of and understand its users. According to Chu (2011), Facebook hosts 900
million objectives such as communities, pages and groups, and that an average user participates
in least 80 pages, groups and/or communities. To participate in a group is very popular because
it supports social interaction and because it generates discussions based on common interests
(Chu, 2011). By being a part of a group, the user can interact with other members and share
information with each other. This creates an opportunity for advertisers to build communication
channels to reach consumers the best way and also appeal to them in an effective way.
10

According to Chu (2011), when a Facebook user joins a group or joins a brand-related group,
their purchasing behavior and brand perception can be influenced by the information received
by the other group members. Members can also pass along important information from the
group to people outside of the group, which makes the marketing reach more people. As
Facebook becomes a trustworthy source of opinion and information, the opportunity has arisen
to build viral advertising platforms and consumer-brand-relationships (Chu, 2011).

2.2.2 Instagram
Instagram offers a multitude of ways for companies to market their products. Companies can
create an account for themselves where they create posts about their brands, products and other
things related to their company. However, a very popular way of marketing and advertising
products and services on Instagram is to endorse a person that can bring it further by EWOM,
an ambassador for your product(s), also known on Instagram as an influencer (De Veirman,
Cauberghe & Hudders, 2017). When using an influencer to market your products it is important
to understand your target groups and choose an influencer that can appeal to them. Finding the
right influencer for your audience and products can be very difficult and should be a thoroughly
thought out decision. For example, influencers that have a high number of followers are seen
by other Instagram users as more likeable (because of factors such as popularity). In some cases
the influencer having a high number of followers would make the person be perceived as more
of a leader of opinion or a trend setter (De Veirman, et al., 2017). If an influencer is not
following many other users back however, they can instead be considered less likeable than
someone with the same amount of followers but that follows more other users. Another
important aspect of choosing the right influencer for your company or products is that maybe
your primary target group is not a group that is “into the mainstream” and therefore, an
influencer that is very popular with a high amount of followers may not be appealing to your
target group and thus not be a valuable marketing tool for your company (De Veirman, et al.,
2017).
According to Huan Chen (2017) companies that create their own accounts where they create
posts and hashtags for their products and brands in specific categories can reach a very big
audience. These companies can also track what kinds of hashtags and categories their products
are featured in and what kind of hashtags/categories that get the biggest response in terms of
likes and comments. This makes their marketing measurable and it also allows the company to
11

understand what kind of traits, attributes and feelings that consumers apply to it. An example
of this is Ben & Jerry’s ice cream, where the most popular category was the “user generated”
category. From this, the company can understand that their consumers value the simpleness and
enjoyment that their products bring (Huan Chen, 2017).

2.2.3 YouTube
According to Pikas & Sorrentino (2014), Nielsen has identified YouTube as the top
entertainment brand after they racked up an incredible 124 073 000 users in January. YouTube
began as a video sharing website, but today they are leaning more toward being considered a
social networking website. The user is allowed to share media, comment on media and get real
time updates of events taking place all around the globe. And just like the other websites,
YouTube users can subscribe to multiple channels and enjoy their content. According to
Dehghani, Niaki, Ramezani & Sali (2016), there are basically two types of advertisement on
YouTube, these two are: in-stream video advertising and in-video advertising. In-stream
advertising allows the user to watch an ad or skip an ad after 5 second, often these ads are 15
seconds long but they can range all the way from 5 seconds to 2 minutes. When it comes to invideo advertising, the video that a user is watching will be paused at a random time and the user
will then be shown a portion of a company’s advertising. The user is not allowed to skip this ad
and has to let it play out before being able to continue watching the video they were watching,
however, these ads are a maximum of 15 seconds long. More and more companies are
beginning to invest more in social media such as YouTube than television (Dehghani, et al.,
2016).
According to Dehghani, et al. (2016), just like other social media platforms, YouTube users
have access to many of the social features like commenting, posting and sending direct
messages. The article also mentions that there are four factors which may affect brand
awareness and advertising value on YouTube, these are: irritation, entertainment, customization
and informationess. The result shows that advertising on YouTube is affecting the purchasing
behavior of consumers (Dehghani, et al., 2016).
YouTube gives a great insight in the consumption patterns of consumers, which has lead
advertisers to design and change their advertising strategies to fit these (Dehghani, et al., 2016).
In addition, the website also has partner programs which allow video producers to create their
own websites that they can benefit from by sharing on their YouTube channel. This can also be
12

used by companies that sponsor or endorse a YouTube channel in order for them to promote
products and push people to visit the company’s site (Dehghani, et al., 2016)
Social media sites are popular platforms for millennials to engage in EWOM. On these
platforms they can, through many channels express their feelings and thoughts about a product.
Through EWOM millennials gain access to a great deal of information on social media, such
as reviews, likes, shared material and so on.

2.3 EWOM on Social Media
EWOM through social media has revolutionized and drastically changed the way consumers
interact with each other in online communities and the way marketing is practiced online
(Brown, et al., 2007). It is revolutionary because consumers have gained the ability to share and
express their views on products worldwide (Mishra & Satish, 2016). No longer do they have to
rely on the company’s information on a product and a few friends feedback alone. They can
spread information without being locked down to a geographical region or time. EWOM is also
a cheap and effective means of communication, and combined with it being nearly completely
global, eases the spread of information. Consumers can now enjoy a global sharing of
information about products. This has created the bidirectional marketing that we can see on
social media today (Liu & Lopez, 2014). EWOM facilitates the quick spread of information
because it allows one person that may or may not have a big network of people to communicate
with, to get his/her information out and spread. If a person with a small network can just spread
information to one person with a large network whom then spreads it to his or her network, then
the information will spread like wildfire (Abrantes, seabra, Lages & Jayawardhene., 2013).
This type of communication between consumers is rather new, as is social media. This makes
it very understandable that the millennial generation is a big user of this new method of
communication and rely on it heavily in their purchasing decision. Social media is the platform
where EWOM can thrive and truly blossom into its full potential. It is also a place where
millennials are very comfortable communicating and sharing information (Hutchinson, 2017).
Millennials can be using this to their advantage to gather all the information that they can from
others before making a purchasing decision. The millennial generation uses social media more
than any other adult generation and they are often more influenced by their virtual friends than
their real life friends (Ordun, 2015). This leads to the generation’s purchasing behavior being
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affected by social media and EWOM. But when using EWOM on social media, there are some
key factors that come in play to determine its effectiveness on someone’s purchasing decision.

2.3.1 Factors of EWOM
EWOM is expressed in a wide variety of ways on social media. The communication ranges
from writing a post, making a video, or posting a photo to sending group messages and
individual messages. The different ways of communication through EWOM produces different
results in terms of creating or changing a purchasing behavior. Individual messages about
products sent by one user to another is often seen as more influential than a user seeing a post
about a product from a user. This is in most situations true, even if it is the same user that would
send a message or write a post about a product. That is because there are several other factors
that play a big role in the effectiveness of EWOM on social media in terms of creating or
changing a purchasing behavior. The important factors of EWOM on social media are:
Trustworthiness, Social connection and positive & negative effects of EWOM. These factors
will be further discussed below.
Trustworthiness in EWOM is a factor that decides if a consumer is going to listen to reviews
and recommendations from another consumer. When a consumer decides on whom to listen to,
whose recommendation or reviews to trust, the consumer will first look at the person that has
recommended the product (Smith, 2011). The consumer will decide based on who the person
is, what kind of person he/she is, what expertise he/she has in the field and even what personal
connection the consumer has to the person. If the person that has given the review is a person
that is often saying the opposite of what the majority says about a product, they may be seen by
other consumers as less serious, too choosy or picky. This may lead to that person’s
trustworthiness diminishing and in turn, the reviews and recommendations made by this person
will not be taken seriously by other consumers. On the opposite side of the scale, if the review
is given by someone who is an expert in the field, such as a professional food critic, the review
will instantly be more convincing and may further influence a consumer’s purchasing decision
(Amblee & Bui, 2011).
Social connection is another factor of EWOM which has an impact on EWOM behavior
(Steffes & Burgee, 2009). Millennials use social media for reasons such as, to connect and keep
up with friends, family, people they admire or connect with new people in different ways. That
means that there will be social connections running across social media from one user to another
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(Pate & Adams, 2013). The strength of a social connection on social media is defined by Steffes
& Burgee, (2009) “as the level of intensity of the social relationship between consumers or
degree of overlap of two individual’s friendship” (p. 45).
However, according to Abrantes, et al., (2013), there are some other factors that determine the
strength of these connections. These factors are time, reciprocal services, intimacy and
emotional intensity. Consumers often have a wide range of social connections within their
social network, some strong connections, and some weaker connections. A strong connection
refers to those who are family members, colleagues or close friends. A weak connection refers
to those who are rarely interacted with or strangers. A strong connection often has the most
influencing effect on the consumer’s purchasing behavior. Mostly because consumers trust their
friends and family more than they trust a stranger. And trust is, according to chu, (2011), an
important factor that drives the effectiveness of EWOM communication.
Positive and Negative EWOM
According to See-To & Ho (2017), EWOM can exist both in positive and negative conditions,
and each of the conditions may lead to influencing the consumer’s purchasing behavior. When
a consumer receives positive feedback through EWOM, their purchasing intention may be
positively enhanced. However, when receiving negative feedback through EWOM their
purchase intention may be reduced because of the uncertainty or negative perception of the
product that it creates. The feedback that a consumer receives whether it be positive or negative,
is strongly connected to the other factors of EWOM (trustworthiness and social connection). If
a consumer’s family member (a person with a strong social connection to the consumer)
suggests that the consumer buys a specific pair of shoes, the consumer will have a higher degree
of trust for this person because of the strong social connection (Abrantes, et al., 2013). This in
turn leads to the positive feedback for the product being enhanced in the eyes of the consumer,
which increases the probability of purchase. However, the same goes for the opposite situation,
where a person with a strong social connection to a consumer gives the consumer the advice to
not buy a certain product. In this situation, the negative feedback of the product that the
consumer receives, will be enhanced and further reduce the probability of a purchase (Chu,
2011).
The literature review went over the topics: millennials, advertising on social media and EWOM.
It brings up how millennials behave and act as a generation, as well as the differences from
other generations. The literature review then transitioned into how advertising on Facebook,
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Instagram and YouTube looks and what types of advertising there are on these platforms. The
last part of the chapter talked over EWOM and how it changed the way we get and share
information. It also talked about some ways through which EWOM is used on social media and
which people affect other people and why.

2.4 Frame of Reference
In this section, the most important theories will be used to connect the research question to the
literature. The purpose of this framework is to build a theoretical outline that can be used to
collect data, analyze data and answer the research question.
Table 2: Frame of Reference
Subject

Variables

Relevant Articles

Advertising

Digital advertising

Kilian, Hennigs & Langner

Videos

(2012)

Banners

Dehghani, Niaki &
Ramezani & Sali, (2016)

Influencers/celebrities
Chu, (2011)
De Veirman,Cauberghe &
Hudders, (2017)
Millennials

Digital users

Howe, & Strauss, (2000)

Trust
Smith, (2011)
Gözükara & Çolakoğlu,
(2016)
See-To & Ho, (2013)
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Social Media

Facebook

Chu, (2011)

Instagram

De Veirman,Cauberghe &

YouTube

Hudders, (2017)
Dehghani, Niaki &
Ramezani & Sali, (2016)

EWOM

Reviews

See-To & Ho, (2013)

Influencers

Smith, (2011)

Family
Friends
Posts
Comments
etc.
Purchasing Behavior

Purchasing intent

Smith, (2011)

Purchase decision

Pate & Adams, (2013)

The subject of advertising will build on theories by the articles mentioned in relevant articles.
Each of these articles touch on important parts of advertisement which is why these articles are
considered important for this thesis. Dehghani, Niaki & Ramezani & Sali, (2016) provides
detailed information about the way Youtube advertising works and the different varieties of
advertising that are used on the site. De Veirman, Cauberghe & Hudders, (2017) instead gives
the thesis a lot of useful information about the use of influencers as advertising on social media.
Chu (2011), is another article that will be used in this thesis, since this article provides useful
information about the use of banner/video and digital advertising on social media.
The articles about millennials are important because they are talking about how millennials act
and behave as a generation. These articles mention that the factors of trust and the amount of
influence from other digital users often are the factors that influence their purchasing behavior
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on social media. The article by Smith (2011), mentions that trust is very important to
millennials. They consider reviews and thoughts of other users of a product to be 12 times more
trustworthy than the advertising for the same product from the companies themselves. Digital
users on social media have a big influence on millennials which results in an impact on their
purchasing decision. This is mentioned by Howe, & Strauss (2000), which is why EWOM is so
important for the young generation.
Literature review shows how Facebook, Instagram and YouTube are built, designed and used
by their members. They also talk about how advertising is used on these social media sites. The
articles mention how important the three platforms are for millennials and companies. For
example, De Veirman, Cauberghe & Hudders, (2017) explains how Instagram is used by
marketers and companies to provide a message to their customers. Dehghani, Niaki &
Ramezani & Sali, (2016) explains how YouTube is used and structured.
When it comes to EWOM, the articles mention that reviews, posts, recommendations and social
connections are important influencing factors when it comes to the purchasing decision in
millennials. The study will only focus on these variables because they are considered the most
important factors for this area of research. See-To & Ho, (2013) points to the different factors
of EWOM and how they affect users.
This thesis will be using Smith, (2011) and Pate & Adams, (2013) when studying the purchasing
behavior of a millennial person. The reason these articles are being used is because they are
both talking about purchasing intent and purchasing decision which are important factors of
purchasing behavior. This will further spring the thesis with valuable information to reach a
conclusion to the research purpose.
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3 Methodology
In this chapter, the methodological framework will be presented along with methods used to
collect, and analyze the collected data. The chapter begins with research purpose, research
approach and research strategy. Followed by data collection, case/sample selection and ways
of data analysis. Finally, the chapter ends with a discussion regarding validity and reliability
which will be explaining the quality of the thesis.

3.1 Research purpose
The research purpose of a paper or thesis is divided into three types of research: (1) Exploratory,
(2) Descriptive and (3) Explanatory. These three are not separated by distinct lines and can
somewhat overlap (Yin, 2017). Exploratory research tries to explore a previously unexplored
or lightly explored area. This type of research tries to find variables and things to further
research in the future. Exploratory research is used when information about the research area is
limited and the area is not well researched (Yin, 2017). Exploratory research is used to discover
and identify important categories, and the way to conduct an exploratory study can be done in
three ways. The first way is to search for literature, the second is to interview people or ask
open-ended questions in a questionnaire and the third and final way is to interview a focus
group. This thesis will be focused on searching for information through literature and
complement the literature review with a survey (Saunders, Lewis, & Thornhill, 2007).
Exploratory research is therefore often the start of research in an area. It is most of the time
followed or conjoined with descriptive research. Descriptive research will further look at the
variables that were found in the previous exploratory research and see if the variables found
there correlate with each other. A descriptive research purpose is fulfilled by using already
existing theories and hypotheses. This type of research is designed to be able to describe an
accurate portrayal of events, situations or a person. The last level of research is explanatory
research. It tries to find a cause and effect relationship between the variables that the descriptive
research found correlated with each other (Saunders, et al., 2007).
The research purpose has its roots in the overall purpose of the thesis as well as the research
question. The purpose of the thesis was to explore and describe if advertising on social media
influences millennials purchasing behavior via EWOM rather than having a direct effect on
their purchasing behavior. The specific area has not been thoroughly researched before but there
is some research that can be used to further explore and find correlating variables within the
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research area. The research purpose this thesis had was therefore of exploratory and descriptive
nature.

3.2 Research Approach
The research approach of a thesis decides in which way the information for the thesis will be
gathered and in which way it will be analyzed. Depending on the research question, a thesis can
be either inductive or deductive. With an inductive approach, data is collected and from the data
gathered, general theories and constructs can be created. A study or thesis that is using the
inductive approach has its starting point in primary data and it is therefore not depending on a
conceptual framework or other theories. The opposite is true for the deductive approach which
is defined by the hypotheses from already existing theoretical frameworks. This approach is
according to Saunders et al., (2009) built on scientific principles. Its starting point is in previous
theories which are then applied to primary data.
There are two additional types of research approaches. The two are: (1) qualitative and (2)
quantitative. Qualitative focuses on non-numerical data, e.g. words, both written and spoken.
This type of approach works very well with the strategy of using surveys which will be
discussed later on in the chapter. However, both approaches can work with any strategy but
some are a better fit for some strategies. The quantitative approach is the opposite of qualitative
and is, as could be guessed, focusing on numerical data, e.g. numbers (Saunders, et al., 2007).
In this thesis, the deductive and qualitative approach was used. The main reason was because
this thesis was meant to provide a deeper understanding about the connection between the
variables that lead to millennials purchasing behavior. The data was collected from existing
theory in the form of literature reviews and as a complement, a questionnaire was used to collect
data. This follows the model of qualitative inquiry. Qualitative inquiry is a model which utilizes
a mix of traditionally quantitative and qualitative data collection and analysis approaches. The
model follows the steps seen in figure 3. Different parts of qualitative inquiry process (Creswell
& Poth, 2018) implemented in figure 3 for this study.
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Figure 3: Qualitative inquiry

All of this to create as clear a picture as possible of the area. This meant that the deductive
and qualitative approach were the best options for answering the research question of this
thesis.

3.3 Research Strategy
There are different research strategies to get the best fit between the strategy, the research
purpose and the research approach. Some common strategies for research are the following:
experiment, survey, case study, action research and so on. For this thesis the chosen strategy
was to use a survey study. Since, the research area was not well researched the survey study
would be an appropriate strategy for exploring the research area and answering the research
question. The questionnaire that was used under the survey study umbrella, had qualitative
questions in order to get the respondents to freely answer on how they were affected by a
variable and provide the thesis with a bigger scope and understanding of the area. According to
Saunders, et al., (2007) a survey study is a popular and common strategy for management and
business researcher to use for answer questions like: Where? Who? How much? Does? What?
And because of its ability to answer questions of those types, the survey study is also used in
exploratory and descriptive research. What makes survey study so popular is its ability to collect
a large amount of data in an economically efficient way (Saunders et al., 2007). In addition, the
survey study is perceived by people as easy to understand and easy to analyze.
The chosen tool to collect data with was the questionnaire. There are multiple types of
questionnaires as is shown in figure 4.
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Figure 4: Types of questionnaire
Source: Saunders, Lewis, & Thornhill, 2007, p. 357

The questionnaire that was used in this thesis was constructed to be a structured, selfadministered questionnaire over the internet (Saunders et al., 2007). This made it easy to
distribute it to many people in order to reach the amount of respondents that were needed.
Having the questionnaire distributed over the internet also facilitated receiving the responses in
a quick and efficient manner. Another big benefit with having the questionnaire be structured
and self-administered over the internet was that creating and analyzing it through Google Forms
helped consolidate the data in one place and thus make it easier to view and analyze when an
adequate amount of data had been collected. Having the questionnaire be structured in a way
that the same questions were asked in the same sequence and manner to each and every
respondent left nothing to chance as all the respondents got the exact same information,
questions and time (Saunders et al., 2007). As the questionnaire was structured and selfadministered over the internet and was anonymous, it omitted the chances of the interviewer
affecting the respondents’ responses and hopefully nulled the amount of respondents that tried
to answer in a “socially desirable way” (Saunders et al., 2007). The structured self-administered
questionnaire over the internet also saved the authors’ time because they did not have to spend
any time on the actual data collection. The time was spent on creating the questionnaire, sending
it out and analyzing the data. The questionnaire was sent out using email. The questionnaire
was created using Google Forms. The link that was generated by Google Forms to reach the
questionnaire was pasted into the emails that were sent to the selected sample from the
population. The respondents could then click the link that would redirect them to the
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questionnaire where they would answer the questions. After answering the questions, the
answers were immediately available for the authors to view and analyze in Google Forms.

3.4 Data Collection
There are two channels through which data can be collected, (1) Primary data and (2) Secondary
data (Saunders, et al., 2007). Primary data is data that has been collected the author of a journal,
thesis or other study which means it is collected for the specific purpose of the study. Secondary
data is data that has been collected by someone else in a previous study which is then used in a
different study later (Saunders, et al., 2007).
This thesis has collected data, as previously mentioned, through literature reviews (secondary
data) and a self-administered internet questionnaire (primary data). This was to increase the
reliability and validity of the thesis and its findings (Saunders, et al., 2007).
Collecting data through questionnaires is done by first deciding on the questions to ask to reach
the best results. This means that the questions should not be written so that one person can
interpret it one way while someone else interprets it completely different. If that was to happen,
the question could be invalid and the answers to that question would have to be discarded. The
second step in this method of collecting data is to decide on a way to choose a target group and
decide on whom to give the questionnaire (Saunders, et al., 2007). In order to reach the target
audience and be able to identify that the correct audience receives the questions, Probability
Sampling will be used. Probability sampling is the use of a random subset of individuals from
a larger population. Individuals are chosen completely at random and will then be used as a
generalization to explain the population for the study (Saunders, et al., 2007). Probability
sampling was conducted by using LTU’s website through which emails can be sent to every
student that was accepted for a specific program and year. The emails were only sent to the
people that were still attending LTU. The programs were first chosen by choosing the same
amount of technical programs as philosophical ones. The programs within each department
(e.g. technical department) where then randomly chosen. The questionnaire was then sent out
to everyone in the chosen classes.
The reason that the questionnaire was only used as a complement to the literature review is
because of the nature of the research area. The area of marketing, what people are influenced
by and how they are influenced, is unique. Many times in this area people are influenced in
ways they do not themselves understand, such as in subliminal ways/messages or they do not
23

know what they are influenced by. This creates an uncertainty in responses and perhaps even
false information. That was why it was important to only use the questionnaire as a complement
to compare what people believe that they are influenced by and what other studies have
concluded. However, the survey gave vital information regarding things that people do know,
such as how they are using the relevant social media and how the communicate using these.

3.5 Sample Selection
There are two general types of sampling techniques; (1) Probability/representative sampling or
(2) non-probability/judgmental sampling. (Saunders, et al., 2007). Probability sampling is a
sampling technique where the chance or probability of each case/individual being selected from
a population is equal. Non-probability sampling is a sampling technique where the probability
of each case/individual being selected from a population is not known and is impossible to
answer, or specific individuals are chosen by the author. This leads to the researchers not being
able to generalize on a subject and base it on statistical grounds (Saunders, et al., 2007).
For this thesis, probability sampling was used, as has been briefly mentioned in previous parts
of the chapter. The technique was chosen because it is according to Saunders, et al., (2007) the
most fitting technique to use with the use of questionnaires. It is most fitting because this
technique allows the author to use the collected data to generalize the population by the sample
selection.
The sampling frame is the complete population in which the individuals will be randomly
selected from (Saunders, et al., 2007). It is important that the sampling frame is complete
because an incomplete list leads to not every individual having the same probability of getting
selected or is even excluded. If the frame is incomplete, a generalization of the population
cannot be drawn from the results of the study (Saunders, et al., 2007). The size of the sample is
also important to consider in order to get the best fit with the research purpose and research
questions. The questionnaire was mostly used as a complement to the literature review in this
thesis and the sample size was therefore small. The questionnaire was sent to 1000 randomly
selected individuals from the population. It was sent to that many because the participation rate
was low and sending it to many people would increase the amount of participants that were
received. The sampling frame for this thesis were people that are born between the years 1982
and 2000, the millennial generation, in Luleå. The amount of responses needed to provide the
thesis with a reliable set of data was set to 30. The number was chosen because of the
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questionnaire mostly being a complement and also because it had open-ended questions to
provide with a deeper view of the area which would reduce the amount of willing participants.

3.6 Data Analysis
According to Saunders, et al., (2007), there is no standardized approach to analysis of
qualitative data. Each bit of qualitative data is approached in its own way. Analyzing qualitative
data is a demanding process and should not be taken lightly (Saunders, et al., 2007). When
analyzing qualitative data, the first step is choosing the approach to take on the analysis. There
are two general approaches that can be chosen to follow. These two approaches are inductive
and deductive. An inductive approach wants to build up a theory that is adequately grounded in
the data that was collected for the study. The other option, the deductive approach chooses
instead to use existing theories to help guide and create a framework to organize and analyze
the data. To create this framework, the authors have to identify and define the main themes,
components and/or issues of the research area and the predicted relationships between these
(Saunders et al., 2007).
As mentioned by Saunders et al., (2007) that there is no standardized approach to analysis, the
same goes for the analysis step of the process. This is because of the very diverse nature of
qualitative data. Despite this, there are still three general processes that can be followed to
achieve a good result in the analysis of data (Saunders, et al., 2007). The three processes are:
(1) summarizing the meaning of data, (2) categorizing the meaning of data, and (3) structuring
the meaning of data. These three processes can all be used separately or together to interpret
data.
This thesis went through the collected data and created categories based on the responses. The
responses were then each put into a category. This made it easier to comprehend the data and
further identify general themes and patterns in the data. After the patterns were identified, they
were compared to the literature and tested to it. The last part of the data analysis was to draw
conclusions about the collected data and the results of testing the data to the literature.

3.7 Quality Standards
The quality of a research design can be judged since the research is meant to represent logical
statements (Yin 2017). This part of the chapter will emphasize two important aspects of
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research design, validity and reliability. The validity depends on how much of the results should
be considered as true and if the study is actually studying what it means to. Reliability
concentrates on the likelihood of someone producing the same results as this study and if a
future researcher would repeat the study in the same way, they would get the same results. It
can often be difficult for a study to reach a high level of validity and reliability (Saunders, et
al., 2009). Thus it is important to be aware of the risks when conducting a study. Saunders, et
al, (2009) argued that there are four factors that determine the quality of a study which are: (1)
content validity, (2) criterion-related validity, (3) construct validity and (4) reliability.
3.7.1 Content Validity
The content validity refers to the extent to which the questions in the questionnaire, provide
sufficient coverage of the research question and area of the thesis (Saunders, et al., 2009). To
decide whether or not the questions covered the research question and research area well
enough, the literature was first reviewed and then the wanted result of the questionnaire was
discussed among the authors. The questions in the questionnaire were all discussed with regards
to the previously mentioned parametric design.
3.7.2 Criterion-related Validity
Criterion-related validity is concerned with the ability the questions have to make accurate
predictions of the responses. When comparing the responses to the outcome from the study, the
questions should have been designed in such a way that they could capture the outcome that
was looked for (Saunders et al., 2009). This was done by creating a questionnaire with openended questions, relevant for the research area. By being designed in this way, the questionnaire
did not exclude any answers and would not restrict the outcome from certain types of responses.
3.7.3 Construct Validity
The construct validity refers according to Saunders, et al., (2009) to the extent to which the
study or thesis questions actually can measure the presence of the construct one intended to
measure. Normally, this term is used when measuring a construct such as personality, attitude
and/or scale. The questions for this thesis were designed in a way that was directed against the
personality and attitude of the responder. Since, the questions are open-ended the responders
had a free choice to explain their own opinion and attitude toward the questions.
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3.7.4 Reliability
According to Saunders, et al., (2009), in order for one to know if the data collection techniques
and analysis procedures yield consistent findings, three questions have to be answered:
1. Will the measures yield the same results on other occasions?
2. Will similar observations be reached by other observers?
3. Is there transparency in how sense was made from the raw data?
The main goal of reliability is to reduce the error and bias of the study. The thesis is reliable
because questionnaires have been sent to a sample of the population with the use of Google
Forms. The respondents were as previously mentioned, chosen at random. The system is unique
because it will collect the responses and process these to be easier to analyze. The benefits with
the system is when creating tables, figures and pie charts etc., one can be certain that all the
relevant responses are being used. This increased the thesis reliability because all the relevant
responses were processed and used. However, there was a disadvantage to using this method,
some people may have rushes through the answers or answered untruthfully. If that happened
the answers would have affected the results of the research. The thesis was also reliable because
it relied on previous studies that provided reliable information.
To reduce the problem with bias from translating the questionnaires from English to Swedish,
it was decided to conduct the questionnaires in English. By having everything in English,
students that cannot understand Swedish also got the chance to answer the questions sent to
them. It also helped because it did not require the authors to translate responses from Swedish
to English, which prevented the meaning from being lost in translation. In order to reduce
misunderstanding and misinterpretation to make the answers reliable, some key words were
explained to the respondents at the beginning of the questionnaire before any questions were
asked. This was done because not everyone is studying economics and/or marketing or have
sufficient knowledge of social media in order to understand the questions and answer them in
the best way.
In this chapter, the procedures and methods that were used in this thesis were thoroughly
described. In addition, the questionnaire was attached as an appendix. These were provided in
case future researchers want to remake or do a retrial of this study.
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4. Presentation & Analysis of Data
This chapter is first going to present and explain the data that was collected through the
questionnaire. The chapter will start by being split into four sections, (1) Advertising on Social
Media, (2) EWOM Received, (3) Information searching through EWOM, and (4) EWOM
dispersion. Each section will consist of the questions that fall under the same category. The
chapter will also analyze the collected data that is presented by finding individual trends for
each section. The section trends will then be consolidated into one general trend. That data will
then be connected and compared to the literature in the frame of reference. The data analysis
will provide the thesis with enough information to further draw and present conclusions and
findings in the last chapter.

4.1 Presentation of measured population
The questionnaire received 33 responses. A few more than was needed which is good because
it gives the thesis a little more data to work with and increases its validity and reliability.
The respondents are all in the population that is being studied, millennials from the age of 1836 in Luleå. This is good because that facilitates the use and analysis of the data.
The responses show that millennials in this study, are very active on the three social media that
are relevant for this thesis. This improves the validity of the research as it shows how the
population is active on all of the social media. That, combined with the age of the respondents
helps validate the other questions in the questionnaire. The responses show that only people
from the population are being measured. They also show that the respondents are using the
chosen social media which further shows that the responses are valid and can be used in the
thesis.
The following part of the chapter will present data, analysis and trends.

4.2 Presentation and trends
Each section, will provide a brief explanation of what questions were asked before the responses
are presented for that section. Furthermore, the responses for questions in section 1 and 2 will
all be split into categories of responses to give an easier understanding of the trends and themes.
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This categorization only applies to one question in section 3 and does not apply to any questions
in section 4.
An explanation of questions, answers, analysis and trends will be presented in the following 4
sections. Going in ascending order, starting with section 1.

Section 1: Questions 2-3: Advertising on Social Media
The questions in this section asked questions about how advertising on social media influences
millennials purchasing behavior. The two areas of advertising that were focused on were banner
advertising and video advertising.
Based on the responses for the questions in this section, four categories were created to fit all
the responses. The categories are: (1) No/not affected by advertising, (2) Awareness, (3)
Purchase from advertising, and (4) Look for more info from other users.
The answers that were categorized as (1) were responses that specifically said that they were
not affected, influenced or ignored. The responses that went into category (2) were the
responses that said that they would not buy the product after seeing the product but would be
aware of it, as well as answers that said that they would be aware and more interested in the
product. The responses that were categorized as (3) were responses that said that they would
buy the product after seeing the advertising. The (4)th category holds responses that said that
the advertising would lead them to be aware of a product and want to look for more information
before making a purchasing decision.
The majority of responses fall into category (1). The second biggest category was category (4).
After that came category (3) and then (2). This shows that the majority of millennials feel like
they are not influenced by this type of advertising on social media. Some said that they were
made aware of the product in the commercial. This awareness could potentially lead to EWOM
to find information about the product at a future time. However, that is a variable that could be
further studied by future researchers. Some millennials responded that they would purchase the
product straight off of the advertising and a fairly big group said that they would start
researching the product further before making a purchasing decision.
The majority of millennials in this study feel like they are not influenced by neither banner nor
video advertising. A few respondents said that they were made aware of the product through
the advertising that was seen and a small amount said that they would buy the product just from
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looking at the advertising. Many of the respondents said that they would look for more
information about the product.
The trend for this section can be seen as most millennials in the study feel like they are not
influenced by this type of advertising. However, a large part of them say that they would search
for more information from others before making a purchasing decision.

Section 2: Questions 4-7: EWOM.
In this section, the questions that have been asked are about how purchasing behavior has been
influenced by information received through EWOM.
The categories that were created for this section are: (1) No, (2) Does not follow any/Friends
do not share or have not seen friend share, (3) Purchase based on influencer/celebrity and, (4)
Look for more info from other users.
The answers that were categorized as (1) were responses that specifically said that they were
not influenced by influencers/celebrities or friends. The responses that went into category (2)
were the responses that said that they are not influenced by influencers or celebrities because
they don't follow any of this people. For questions 5-7 however, the responses in this category
refer to the individual not having seen a friend post/share or received messages about a
commercial or product. The responses that were categorized as (3) were responses that said that
they would buy the product if the promotion came from an influencers/celebrity or friend. The
(4)th category holds responses that said that the advertising/recommendation would lead them
to be aware of a product and want to look for more information before making a purchasing
decision.
The majority of responses fall into category (3), followed by (1), (4) and then (2). However,
when the promotion of a product is by an influencer or celebrity, a large part of the respondents
said that they would buy the product based on the promotion of the influencer/celebrity, and
that they liked to follow celebrities on social media and thought of their opinions on products
as higher than others. Most of the respondents said that they would not be influenced or did not
follow any on social media. Only a few respondents said that they would further look for
information about the product. This shows that the promotion by influencers/celebrities either
makes the millennial purchase the product or does not influence them at all.
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If a friend shares a commercial on social media, most of the respondents said that they would
not be influenced by it or that their friends do not share information on social media. A third of
the respondents said that it would lead to them buying the product. Only a small portion of the
respondents said that they would look for more information about the product.
If a friend recommends a product in a post on social media, however, it is shown to increase
the chance that millennials will purchase the product. They majority said that they would buy
the product based on the recommendation. But, they said that it depends on which friend. If the
friend is someone close to them the chance of purchase is higher. Most responses said that they
trust their friend’s opinions and thoughts over companies advertising. A big part of respondents
would look for more information about the product and only a few said that they would not buy
the product or that their friends do not recommend products in posts.
If a friend recommends a product through a direct message, the majority said that they would
buy the product, mainly because they trust their friends. However, a small group said that they
would look for more information and an even smaller group said that they would not buy the
product at all.
The results show that millennials in this study will not look for more information if
influencers/celebrities or friends are recommending the product to them. This type of influence
is very effective on millennials since its leads them to a purchasing decision. However, the
results also show that the chance that a millennial will purchase a product is much higher if
friends are recommending the product than influencers/celebrities.
For this section, the trend shows that millennials in this study would buy a product if
influencers/celebrities or friends are promoting the product. The analysis of this section shows
that millennials are highly influenced by influencers/celebrities and friends on social media,
with regards to their purchasing decision. Moreover, millennials would either buy the product
just from seeing the advertising was posted by a friend or if they are recommended the product.
The effect is even bigger when millennials are recommended a product in a direct message.

Section 3: Questions 8-10: Information searching through EWOM
This section holds the questions that relate to further researching a product through EWOM on
social media after seeing an advertisement on social media.
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The answers in this chapter are all very similar. Hence, there is no possibility to categorize the
responses because of similarity. Thus, the responses will be described in text only.
The answers show that the majority of millennials in the study would look for more information
from others on social media after seeing an advertisement on social media. And the answers to
why they would look for more information all say that they want information about the product
from other people as the find that information more trustworthy. They also said that they prefer
other people’s opinions about a product over the information that the companies provide
through advertising. The millennials in the study said that the people that would influence them
the most when searching for more info about a product on social media are, friends, family,
influencers and celebrities. One major factor that was included in responses were friends. After
that comes family and influencers tied. A few people said that celebrities would influence their
purchasing behavior when looking for more information on social media. It was also said by
some that it could be anyone, as long as the person is, by the person, considered to be
trustworthy and knowledgeable.
From the collected data, the identified trend is that a majority of millennials in this study will
look for more information about a product from others on social media after seeing it in
advertising on social media. The major influences for millennials when searching social media
for more information about a product are friends, family and influencers, with a few saying that
celebrities would be a major influencer. And the reason that millennials are searching for more
information from others is that they find it more reliable and that they trust others opinions
more than the company’s. Something that may seem a little odd is that the data from this section
says that the majority of millennials will look for more information about a product before
making a purchasing decision when section 1 says that only a portion of them look for more
information. The reason behind this is that the only two types of advertising that were measured
were banner advertising and video advertising. This means that millennials are probably more
likely to be incentivized to look for more information from others when seeing other types of
advertising.

Section 4: Questions 11-12: EWOM dispersion
This section is related to questions that focus on recommendation of products to others through
EWOM on social media.
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Just like the previous section, the answers in this chapter are very similar and the need for
setting up categories for them is low. The responses will be described in text only.
Most respondents said that they would not share or recommend products on social media.
However, the third of the respondents that said they do, said that they do it through messages
to their friends.
The trend for this section is that millennials are not very big on sharing their opinions, thoughts
or recommendations on products over social media.

4.2.1 Overview of trends
The section trends will be put together and built on top of each other to form a bigger, cohesive
trend for all the collected data.
Millennials in this study, have been shown to not be highly influenced by advertising on social
media more than giving awareness and giving some the incentive to look for more information
from others about the product. When Millennials decide to look for more information about a
product they saw in an advertisement on social media, they are influenced by influencers’
promotion or thoughts on the product but even more influenced by their friends thoughts and
opinions. They also show that a majority of them look for more information about a product
they see on social media from others before they make a purchasing decision. This is because
they generally find other people’s information more reliable than the company’s information.
However, millennials are not well known for sharing their recommendations with others over
social media but if they do, they will do so through messages.

4.3 Discussion of study
In this part of the chapter, the trend found in the collected data will be compared to the literature.
Millennials are not trusting companies advertising (Gözükara & Çolakoğlu, 2016), which is
shown in this study. This leads to advertising not having a direct effect on the person’s
purchasing behavior. It does many times, according to the collected data, lead to a further
research of products shown in the advertising. Advertising according to the literature has shown
that it has gone from one-to-many communication to many-to-many communication (Kilian, et
al., 2012). This could led to some advertising being designed to create awareness and discussion
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rather than a direct purchase. This would be a great way for advertising in order to reach the
millennial generation as they are less influenced by the advertising (See-To & Ho, 2013) but
more influenced by other people’s views and thoughts. This type of advertising could lead to
millennials looking for more info from others on social media through EWOM.
The collected data shows that millennials are heavily influenced by their peers and other people
on social media, with regards to their purchasing behavior. It shows that the majority of
millennials would purchase a product that has been recommended to them by a friend or an
influencer or advertising posted by a friend or influencer. These types of channels through
EWOM also create a want to research the product further from even more people before
purchasing. However, when considering whether or not to buy a product that is seen through a
recommendation or post from a friend or influencer, the source (e.g. friend) of the
recommendation will first be viewed (Smith, 2011). That is also shown in the collected data. If
the source is considered trustworthy and/or the person has a strong social connection to the
source, the recommendation or post will be taken more serious and that will increase the chance
of a purchase. If the source is considered less trustworthy and/or the social connection is not
very strong to the source, the chance of a purchase or further research from others is higher than
that of advertising. Which is also shown in the literature.
According to the collected data and the comparison to the literature, it seems like there is a
correlation between advertising on social media and the wish to search for more information
through EWOM before purchasing, in millennials. Millennials seem to see an ad and then talk
to others about the product before deciding whether or not to buy it. It also seems like they are
more likely to buy a product if they are recommended the product by someone they trust or
have a strong social connection with.
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5. Findings & Conclusions
This chapter will present a discussion about the conclusions and findings of the thesis. The
chapter will fulfill the purpose of the thesis by answering the research question. The purpose
of the thesis was to explore and describe if advertising on social media influences millennials
purchasing behavior via EWOM rather than having a direct effect on their purchasing
behavior. The chapter will also provide research contributions, suggestions for further
research, managerial implications and research limitations.

5.1 Conclusions for the research question
The research question “Does advertising on social media influence millennials purchasing
behavior via EWOM?” will be answered in this chapter. By answering the question, the purpose
of the thesis will be fulfilled.
The millennial generation is a big part of the e-commerce customer base (Business Insider,
2018) and they are very active on social media. So it is important to understand how to reach
this group with advertising and generate a positive purchasing behavior.
According to the thesis, millennials are rarely brand loyal, they are highly influenced by others
opinions about products and they do not trust companies own information about products. This
may lead to them being more reliant on EWOM more than advertising before making a
purchasing decision. It also seems as if millennials are more impacted by EWOM about a
product if the EWOM is from a person that they consider trustworthy and/or have a strong
social connection with. Since millennials have grown up in a brand community, it seems as if
they are not as influenced by the initial effect of advertising. It seems as if they are more
impacted by it in the sense that it gives them a wish to search for more information about a
product from others before deciding whether or not to purchase it. Figure 5 shows the way
advertising on social media seems to influence a millennial’s purchasing behavior.
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Figure 5: Road from advertising to purchasing decision in millennials

Figure 5 shows the steps from the point where a millennial sees advertising on social media to
when he/she makes a purchasing decision.
It starts with the millennial seeing the advertising, which may or may not lead to an interest in
the product. The millennial will then, in the next step, consider if the product seems interesting
enough or not. After the millennial decides that the product seems interesting enough to
consider buying, the millennial moves on to the third step where he/she will look for more
information about the product from others on the internet. Depending on if the EWOM is
positive or negative and what source says what about the product, the millennial will move to
the last step and make a purchasing decision.
This all shows that it seems as if advertising on social media does influence millennials
purchasing behavior via EWOM and that EWOM is one of the most important factors to
influencing a millennial’s purchasing decision.

5.2 Research contributions
The thesis contributes to the research area by providing a deeper look into a niche area of
marketing on social media. It also provides the research area with new variables/factors to look
at and a description of a connection between advertising on social media leading to an impact
in millennials purchasing behavior via EWOM.

5.2.1 Suggestions for further research
Things that could be further researched based on this thesis and the area that it explores and
describes are a few things. Firstly, the variable “Awareness” could be further researched in
order to see if it could lead to EWOM or a purchase. Another suggestion for further research in
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the area is to establish if the EWOM that is created from advertising on social media in
millennials is a cause and effect relationship or if it is simply correlated.

5.3 Managerial Implications
The collected data, analysis and comparison to the literature shows that companies should adapt
and design their advertisements on social media to promote positive EWOM about the product
rather than aiming for a quick purchase. They should design the advertisements instead with a
focus on making people promote the product to each other and also to minimize the amount of
negative EWOM.
The thesis also shows that it is important that marketing managers create advertisements
specifically focused on millennials and the way they behave since this generation is one of the
biggest e-commerce generations.

5.4 Limitations
The study was limited in the time that was available to writing and particularly the time that
was available for the data collection. This lead to the authors only being able to wait for the
respondents’ answers for a week before having to settle on the received amount.
Because the time was limited, the study could only be conducted on some types of advertising
on some social media sites. The conclusion could therefore only apply to the selected sites and
types of advertising. If other social media sites and types of advertising are researched, the
result could show something different from this study. Another limitation with for this thesis is
that the sample only consists of students at LTU and that means that the conclusions cannot be
used to explain or predict the behavior of other millennials than these.
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Appendix: Self-administered internet questionnaire

Electronic Word of Mouth in Millennials
This survey is designed to collect important data about how individuals feel their purchasing
decisions are influenced by advertisement and other users on social media. It will also collect
information about how individuals share information about products with others on social
media. The questions will be open-ended and we would like for you to answer as thoroughly as
you can!
This survey is estimated to take between 7-10 minutes to complete.
Thank you!
Oliver Östensen & Araz Jamshidi

Explanation of key components:
●

●
●
●

Influencer: A person on social media that has many followers and is using their social media to advertise
or recommend various products. They have or may not have been endorsed by the companies of these
products.
Social media in this survey will regard only: Facebook + Messenger app, YouTube and Instagram.
Purchasing decision: The decision of whether to instantly buy a product or not, or decide to collect more
information about the product before deciding.
Banner advertising: Refers to the use of an advertisement on the side, top bottom or middle of the screen.
Example: advertising between posts on Facebook. Often rectangular or square in shape.

1. Which of the following social media do you use on a weekly basis? (Check all that apply)

Facebook

Instagram

YouTube

2. Does banner advertising on social media influence your purchasing decision? Why/why
not?

Answer:_________________________________________________________
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3. Does video advertising on social media influence your purchasing decision? Why/why not?

Answer:_________________________________________________________

4. Does influencers or celebrities’ promotion of products on social media influence your
purchasing decision? Why/why not?

Answer:__________________________________________________________

5. Does a friend’s sharing of a commercial on social media influence your purchasing
decision? Why/why not?

Answer:__________________________________________________________
6. Does a friend’s recommendation of a product in a post on social media influence your
purchasing decision? Why/why not?

Answer:__________________________________________________________

7. Does a friend’s recommendation of a product in a message to you or a group you are in
influence your purchasing decision? Why/why not?

Answer:__________________________________________________________

8. When you see advertising on social media do you look for additional information from
other people on social media before making a purchasing decision?

Yes

No

If no, skip to question 11.
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9. Why do you look for additional information from other social media users about r´the
product you saw in an ad on social media before making a purchasing decision?

Answer:______________________________________________________

10. What people (e.g influencers, celebrities, family, friends) on social media influence your
purchasing decision? Why/why not? (Answer freely which people influences you)

Answer:___________________________________________________________

11. Do you recommend products to others on social media?

Yes

No

If no, you are finished. Thank you for participating!

14. How do you recommend products on social media?

Answer:___________________________________________________________

Personal data:
Gender:

Male

Age:

18-26

Female

27-36

37-45

45+

Thank you for participating!
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