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ABSTRACT

Social media has become very popular nowadays and it is considered a suitable online platform
for consumer socialization through peer communication. Social media is a fastest and effective
way to share information with others. Presently, two billion social media accounts are active
globally. Online consumer socialization plays a vital role in determining the purchase intentions
of consumers in the era of digital natives. Peer consumers communicate with each other using
social media websites which allow consumers to socialize and share the market information
and their experiences related to products and services which affect consumer purchase
intentions. This research study empirically investigates the impact of peer communication
using social media websites with two important antecedents, i.e., tie strength with peers and
identification with the peer group on purchase intentions with the moderating role of need for
uniqueness between peer communication and purchase intentions. The findings reveal that the
two antecedents have a positive impact on peer communication and online consumer
socialization through peer communication has a significant impact on purchase intentions. The
study has theoretical and practical implications.
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Introduction

The Internet has changed the consumer’s lives, especially the involvement of social
media is determining the way of consumers communication at a platform. According to Ahuja
and Galvin (2003); Zhang and Daugherty (2009) social media permit users to communicate
with each other by adding networks of friends and facilitates communication among peer
groups. Social media through peer communication, changing the consumer behaviour and
acting as a platform for consumer socialization (Okazaki, 2009).

1.0nline Consumer Socialization

Consumer socialization theory is best described by Ward (1974). He stated that collective
processes by which young people acquire skills, knowledge, and attitudes from others through
communication which help them to act as consumers in the
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marketplace is known as consumer socialization. Ward (1974) also stated that communication
among consumers influences their behavioral, emotional and cognitive attitudes. Consumers
learn consumption related attitudes, skills and knowledge in the marketplace with the help of
socialization (De Gregorio & Sung, 2010; Moschis & Churchill Jr, 1978). One of the most
accepted socialization agents are peer groups which have been considered to be highly
significant in determining consumption related decision making (Singh, Chao, & Kwon, 2006).
Social media is also considered to be an important agent of consumer socialization where
people communicate to each other via internet, specially using social networking sites which
provides virtual space to users (islam, Sheikh, Hameed, Khan, & Azam, 2018; Sheikh, Islam,
Rana, Hameed, & Saeed, 2017; Wang, Yu, & Wei, 2012). Online consumer socialization
happens among peers with the help of social media which provide three conditions. At first,
the communication tools like instant messaging, blogs, and social networking sites make the
socialization process simple and convenient (Khan et al., 2017). For instance, Ahuja and Galvin
(2003) in their study “virtual communities” found that through online communication, new
members can quickly learn task related knowledge and skills and can socialize easily intro
virtual groups through their interactions with other members. Secondly, the number of
consumers who are visiting social media websites is growing and they help each other in
finding information by communicating to each other online to take different utilization related
decisions (Lueg, Ponder, Beatty, & Capella, 2006). Third, social media has huge number of
friends or peers who are performing their roles as socialization agents which provides
evaluation of products and immense product knowledge to their peers or friends as a result of
socialization which is another feature of social media to assist and educate users for providing
information (Gershoff & Johar, 2006; Taylor, Lewin, & Strutton, 2011). Depicting the
socialization framework of consumers, Taylor et al. (2011) concluded that the attitude of online
consumers towards social network advertising significantly depend on socialization factors
(i.e., peers).

2. Socialization Agent: Peers

The literature on consumer socialization pointed that ahead of a family member, the primary
socialization agents are peers (Kohler, Rohm, de Ruyter, & Wetzels, 2011). Consumer attitude
has a significant influence towards services and products because of their consumption related
interactions with peers (Mukhopadhyay & Yeung, 2010). Clear evidence can be found from
past research that peer communication has a significant impact on shopping orientations (Lueg
et al., 2006), attitude towards advertising (De Gregorio & Sung, 2010), and consumer decision
making (Islam, Attiq, Hameed, Khokhar, & Sheikh, 2018).

Also, Wang et al. (2012) confirm that peer communication can significantly shape the
consumer intentions to buy through social media websites.

3. Research Objectives

The objective of this research study is to determine the impact of online consumer socialization
on purchase intentions by investigating the preselected antecedents of consumer socialization
and i e of need for uniqueness that how it strengthen or
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weaken the effect of peer communication on purchase intentions. This study will contribute in
the body of knowledge and help practitioners to form their business strategies considering the
social media settings and peer involvement in the purchase decision of peer consumers.

Research Model and Hypothesis Development

1. Tie Strength with Peers

Word of Mouth (WOM) communications has great influence on strengthening the ties with
peers on social media (Brown, Broderick, & Lee, 2007; De Bruyn & Lilien, 2008). Tie strength
with peers is defined as the degree that shows the willingness of a peer to maintain some
relationship with other peers via social media. The relationship may be very casual, like with
acquaintances or strangers or may be very close, such as close friends (Wang et al., 2012).
Useful knowledge is more likely to be transferred through strong ties of the peer group (Levin
& Cross, 2004) and weak ties have less influence no receivers than that of strong ties of the
peer group (De Bruyn & Lilien, 2008; Smith, Menon, & Sivakumar, 2005). The strong tie
between an individual and his or her peers in the context of social media is more likely to lead
to communication about the product than a weak tie in the peer group (Wang et al., 2012).
Therefore, the research leads to the following hypothesis:

H1: Tie strength with peers is positively associated with peer communication.

2. Identification with the Peer Group

The significant determinant of simulated community participation is identification with the
peer group (Dholakia, Bagozzi, & Pearo, 2004), like the persons wants to maintain a positive,
self-defining relationship and develops we-intentions with the group, when identification with
the group has been recognized (Bagozzi & Dholakia, 2002; Islam, Wei, Sheikh, Hameed, &
Azam, 2017), also it places better value on associations with the community (Nambisan &
Baron, 2007), and the peers are eager to involve in community happenings (Algesheimer,
Dholakia, & Herrmann, 2005). Therefore, the study leads to form the following hypothesis:
H2: Identification with the peer group is positively associated with the peer communication.

3. Peer Communication

Consumers, corporation, and societies have been transformed by the internet and simulated
communities with extensive access to information enhanced social networking and boosted
communication facilities (Kucuk & Krishnamurthy, 2007).

Peer communication is linked with learning about consumption, like product involvement,
brand likings, or purchase intentions. Consumer attitude or behaviour towards purchase
intention is the resultant of consumer’s interaction over a social platform with socialization
agents (Zaichkowsky, 1985). A study in the USA market discovered that consumer generated
reviews have been read by 62% US online consumers and 98% of these consumers find that
these online reviews are trustworthy; 80% of them said that reading such online reviews have
strongly affected their purchase intentions (Statistics). Peer communication through social
networking websites generate content and reviews about products and services and affect the
purchase 1ntent10ns of consumers (Pookulangara & Koesler, 2011).

n through social media websites has a positive i
www.icomf.org

info@icbmf.org
+44-2032892373




INTERNATIONAL CONFERENCE ON BUSINESS, MANAGEMENT AND FINANCE

relation with purchase intentions.

4. Moderating Role of Need for Uniqueness

An individual’s decisions are being affected by the social influence of the other members of
the community because that individual shows his concern about his or her behavior which
creates his or her impression in front of the other community members (Amaldoss & Jain,
2005). Willingness to produce WOM is also affected by consumer’s need for uniqueness
(Cheema & Kaikati, 2010) or act according to the other’s preferences (Irmak, Vallen, & Sen,
2010).

Need for uniqueness has a substantial moderating effect on consumer evaluations in the
consumer socialization process. When other consumers serve as the reference group, low
uniqueness consumers are less likely to influence others as compare to high uniqueness
consumers which are more likely to influence other consumers purchase intentions because of
their high uniqueness power for product purchases (Irmak et al., 2010). Impact of peer
communication on purchase intentions through social media websites is highly moderated by
consumers need for uniqueness (Wang et al., 2012). Also, Tian, Bearden, and Hunter (2001)
found that among high uniqueness consumers ‘“counterconformity motivations” can be
activated by peer reviews or recommendations; if they think that others are too similar to them
such as when they smell a threat to their identity. Therefore, it is proposed that the impact of
peer communication on social commerce intentions is highly moderated by consumers need
for uniqueness. Thus, the study leads to form the following hypothesis:

H4: Need for uniqueness moderates the association between peer communication and purchase
intentions.

Figure-1: Research Model

Research Methodology

1. Instrument Development and Data Collection

The measurements for the present study were derived from past literature related to the
constructs used in our research framework. All items of the constructs were adopted from the
validated scale of Wang et al. (2012). All items were measured using a 7-point likert scale
ranging from strong disagree (1) to strongly agree (7).

Data was collected from social media users in Pakistan using different means, i.e., emails,
social media and snow balling, brand fan pages of social media users, instant messaging groups
and through social media pages of online stores targeting the diverse population of different
age, income, education, gender, experience of using social media websites and profession. The
data were collected in one month time period (September 2016) using
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an online survey questionnaire. We received 250 responses from different sources and after
carefully checking the responses received from respondents, 25 responses were identified as
invalid, leaving 225 responses as our sample for analysis. This sample size is considered
adequate for good analysis as recommended by Krejcie and Morgan (1970).

2. Analysis and Results

The data was analyzed using Structural Equation Modeling (SEM) method, using AMOS
software has been used. It revealed that most of the respondents were male, i.e., 75% and
majority (78%) respondents were of younger age, i.e., 18-30 years old. This implies that
majority of the social media users are young Pakistani people. The results also indicate that
60% of the respondents were students and the monthly income level of most respondents was
PKR=20,000/-

3. Structural Model

The reliability of the model constructs was determined using AMOS software. Construct
reliability can be checked that if the instrument items are free from random error and consistent
results are being produced. The most common and comprehensive statistical tool to check the
internal consistency of the items is Cronbach alpha (a) (Gefen & Straub, 2000). The results of
this study dataset revealed that the reliability of all constructs is more than 0.7 which is a
minimum acceptance and considered good. The correlation among the constructs, descriptive
statistics and alpha coefficients are presented in table-1

Table 1: Descriptive statistics and correlation among constructs
Variables Mean S.D 1 2 3 4 5

1. Ties Strength with Peers 3.45 .73 81

2. Identification with the Peer Group 3.57 .68  .28** .73

3. Peer Communication 348 .67 S6%*E 58**% 72

4. Need for Uniqueness 334 .70 A3FE 27k 52Fx TR
5. Purchase Intentions 3.57 .75 J34%% - 34%Ek - 53%% - 56%* 76

Note: N =225. Internal reliabilities (Alpha coefficients) for the variables are mentioned in bold
on the diagonal; *P< .05, **P<.01

The model fit R2 shows 0.370 for purchase intentions which means 37% of the variance in
purchase intentions is was accounted for tie strength with peers, identification with the peer
group and peer communication. This means purchase intention is affected by the antecedents
of peer communication and peer communication itself. The R2 for peer communication is 0.461
whic %9 of the variance in peer communication is accounted

www.icomf.org
info@icbmf.org
+44-2032892373




INTERNATIONAL CONFERENCE ON BUSINESS, MANAGEMENT AND FINANCE

by tie strength with peers and identification with the peer group. Therefore, the results show
that the model has sufficient level of explanatory power. The results of model fitness have been
shown in figure-2.

According to the results of structural equation modeling, the path coefficients (p-value), tie
strength with peers (0.397), identification with the peer group (0.346) both have a significant
impact on peer communication. Therefore, HI and H2 are supported. Also, the path coefficient
(p-value) of peer communication (0.475) has a positive effect on purchase intentions. So, H3
is supported.

Figure 2: Structural Model Results

4. Moderator Analysis

The moderating effects of need for uniqueness (p-value=0.007) is significant. This means that
the moderating variable need for uniqueness strengthens the effect of peer communication on
purchase intentions. Thus, H4 is supported. The analysis result of hypotheses has been
presented in table-2.

Table-2: Regression Results

Causal Relationship Unstandardized Standardized Std. Error C.R
P Study Results

Ties Strength with Peers ----> PC 397 397 046 8.54 ***  Supported

Identification with the Peer Group ----> PC 335 346  .045 844  kx*E
Supported

Explained variance 461

Peer Communication ----> PI 295 303 .044 6.54 ***  Supported
Need for Uniqueness ----> PI 377 388 045 824 k%

PC* NU -—--> PI -.092 -.124 .034 -2.70 .007 Supported
Explained variance 370

*P<0.05, **P<0.01, ***P<0.001

Table 3: Bootstrapping Results
95% confidence intervals for indirect effect
Peer Communication

Effect SE Cls
Peers 0.120 0.024 0.078.0.172
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Identification with the Peer Group  0.102 0.021 0.068. 0.158

5. Mediation Analysis

The mediation role of peer communication is also shown using a bootstrapping approach in
structural equation modeling at a 95% confidence interval. It also has a significant impact on
purchases intentions. The results of bootstrapping are shown in table-3. The control variables,
age, gender, education, and experience of using social media website was also taken into
account and the environment was controlled on the dataset to check the impact if it is different.
The results of the control variables are insignificant, representing that none of the control
variable is affecting the purchase intentions of peer consumers through social media websites.

Discussion and Conclusion

This study confirms that online consumer socialization has a great impact in determining
purchase intentions. This research highlights that online consumer socialization through peer
communication using social media websites has a significant relation with purchase intentions.
Our study confirms that tie strength with peers and identification with the peer group have a
positive relation with peer communication. This finding confirms our study previous literature
(Algesheimer et al., 2005; Brown et al., 2007; De Bruyn & Lilien, 2008; Dholakia et al., 2004;
Nambisan & Baron, 2007; Wang et al., 2012).

The study also concluded that peer communication has a positive effect on purchase intentions.
Peers communication with each other through social media websites which helps consumers
to form an online consumer socialization platform where consumers discuss personal things
and related to products and services and experiences about it with other consumers. Thus,
positively affects the purchase intentions. These findings align our results with the previous
literature, e.g., (Kucuk & Krishnamurthy, 2007; Pookulangara & Koesler, 2011; Wang et al.,
2012). Our study also determines the moderating effect of need for uniqueness about products
and services on purchase intentions. This research revealed that moderating variable need for
uniqueness has made the impact of peer communication on purchase intentions stronger.
Consumers like to be unique from their peer group and follow the purchase of their peer
consumers and try to leave an image of themselves as unique product or service buyer which
strengthen the impact of peer communication on purchase intentions. This correspond our
findings with the results of Cheema and Kaikati (2010); (Tian et al., 2001; Wang et al., 2012).
The control variables age, gender, education, and experience of using social media websites as
confirmed by our study has no significant relation with purchase intentions. These variables
have no power to affect the consumer purchase intentions in give research context.
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