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ABSTRACT

Over the past two decades, social media has developed exponentially and significantly changed the 
customers’ shopping behavior. Social media apps enable customers to interact with retailers and other 
customers closely, and influences their purchase decision. Hence, it is small wonder that businesses are 
investing time and resources to promote their products and brand image on social media applications. 
Instagram is best known for its enriched visual features in both image and footage and suitable for de-
veloping strong brand engagement. It is a viable platform for businesses to promote their products to 
customers. This chapter proposes a framework of product learning process with the use of Instagram. It 
contributes in effective management of social media marketing and provides marketers with the guide-
lines in using Instagram creatively to roll out customer engagement strategies.

INTRODUCTION

The emergence of the internet, particularly Web 2.0 has provided access to the views and opinions of 
a wide range of individuals opening up opportunities for new forms of communication and knowledge 
formation. Previous ways of navigating and filtering available information are likely to prove ineffec-
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tive in today’s context. Social media provides the connectivity needed for virtual environments (Kaplan 
& Haenlein, 2010). It has become a significant part of daily personal communication. In 2015 90% of 
young adults in the age group 18-29 often use of social media (Perrin, 2015). Additionally, social me-
dia enables users to share their product experiences through consumer reviews (Y. Chen, Fay, & Wang, 
2011). Thus, it promotes communication among consumers (Abzari, Ghassemi, & Vosta, 2014). Social 
media referred as Social Networking Sites (SNS). Social networking sites is cyber-environment where 
individuals can create a personal profile, share photos, images and text with each other.

Arguably, Instagram may not be the most popular social media sites. However, known for its visual 
features in both image and footage with limited words. Does the lack of text by Instagram affect per-
ceptions of popularity? This chapter explores the viability of Instagram in developing product attitude 
via consumer socialization process. Contents from Instagram are validated as antecedents in molding 
consumer socialization process. The two components of the consumer socialization process, namely 
peer communication and product involvement elucidates consumers learning about product knowledge.

Aims and Motivations

Social media generally refers to a collective of online communication channels built on community-
based input, interaction, and collaboration. Typically, it is comprised of social networking sites, video 
sharing platforms, blogs and micro-blogging platforms, forums and messaging platforms. Social media 
channels are two-way communication platforms that enable people to respond and react to informa-
tion. Primarily it is a medium for people to connect with each other; social media provides a unique 
opportunity for brands to leverage the power of peer-to-peer recommendation and word of mouth. The 
increasing marketing communication in the social media space has catapulted Instagram, translating 
into augmented popularity.

Instagram reaches the younger generation, and appeals to diverse societies more prevailingly than 
other social networking services (Abbott, Donaghey, Hare, & Hopkins, 2013; Salomon, 2013). As the 
reach and impact of social channels has grown and advertising models become established across key 
platforms, social media has evolved from being fan and community building platforms into highly powerful 
paid media channels capable of driving real business results at every stage of the customer touchpoints. 
As a result, social interaction gained in social media can assist consumer in making purchase decision. 
To tap into these opportunities, it is important to understand customer’s purchase intent and delineate 
the moments in people’s lives where social can play a role. For example, hospitality/tourism segment 
used social media for pre-trip planning as well as post-trip to share experiences with family and friends.

Understanding this initial start-point enable brands to define clearly their business objectives and 
strategies. Instagram is delivering clear business value beyond traditional likes, shares and comments in 
the form of images and videos. As such, the sharing of images rather than words alone has made com-
munication with friends and broader groups of users who share similar interests more ideal, convenient 
and fascinating via the trend of aesthetic content in image and footage where consumers comment, post, 
and share consumer experience (Virtanen, Björk, & Sjöström, 2017). This chapter aims to uncover the 
consumer socialization process in the use of Instagram content, and the understanding of the product 
knowledge by consumers in facilitating the purchase decision. The elements such as the label and designs, 
color can sway the perception of consumers into actual purchase. Indeed, the consumer socialization 
process within Instagram can go beyond social purpose.



 

 

16 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/consumer-socialization-process-for-the-highly-

connected-customers/305362

Related Content

Exploring Potential Factors in Sticker Use Among Japanese Young Adults: Effects of Gender

and Text Messaging Dependency
Shogo Kato, Yuuki Katoand Yasuyuki Ozawa (2018). International Journal of Virtual Communities and

Social Networking (pp. 1-23).

www.irma-international.org/article/exploring-potential-factors-in-sticker-use-among-japanese-young-adults/230968

#Childathlete: Examining the Ways in Which Children are Being Presented and Perceived on

Instagram
Fallon R. Mitchell, Sarah J. Woodruff, Paula M. van Wykand Sara Santarossa (2022). Research Anthology

on Usage, Identity, and Impact of Social Media on Society and Culture (pp. 1154-1169).

www.irma-international.org/chapter/childathlete/308657

French Primary Elections and the Internet, the Social Network of the Socialist Party, the Coopol
Marino De Lucaand Anaïs Theviot (2014). International Journal of E-Politics (pp. 46-65).

www.irma-international.org/article/french-primary-elections-and-the-internet-the-social-network-of-the-socialist-party-the-

coopol/117791

Fashion Brands and Social Networks: Influencers' Narratives, Sponsorship, and Consumers'

Engagement
Nedka Dechkova Nikiforova (2023). Social Media and Online Consumer Decision Making in the Fashion

Industry (pp. 92-107).

www.irma-international.org/chapter/fashion-brands-and-social-networks/327688

Trends in Social Media Usage: An Investigation of its Growth in the Arab World
Sulaiman Ibrahim Alreyaeeand Aquil Ahmed (2015). International Journal of Virtual Communities and

Social Networking (pp. 45-56).

www.irma-international.org/article/trends-in-social-media-usage/153556

http://www.igi-global.com/chapter/consumer-socialization-process-for-the-highly-connected-customers/305362
http://www.igi-global.com/chapter/consumer-socialization-process-for-the-highly-connected-customers/305362
http://www.irma-international.org/article/exploring-potential-factors-in-sticker-use-among-japanese-young-adults/230968
http://www.irma-international.org/chapter/childathlete/308657
http://www.irma-international.org/article/french-primary-elections-and-the-internet-the-social-network-of-the-socialist-party-the-coopol/117791
http://www.irma-international.org/article/french-primary-elections-and-the-internet-the-social-network-of-the-socialist-party-the-coopol/117791
http://www.irma-international.org/chapter/fashion-brands-and-social-networks/327688
http://www.irma-international.org/article/trends-in-social-media-usage/153556

