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Abstract. Members from different generations create challenges for marketing specialists due to their unique
behaviour specifics and in the context of constant technology development, these challenges become only harder. In
the current marketing situation, there is a new challenge — outreach and interest for generation Y consumers. A
question arises — which means to apply and which of them would be effective. It is a new field of research both for
scientists and marketing practitioners. The article analyses the members of generation Y because in their case there
are most prominent scientific discovery inquiries on their behaviour and marketing management decisions. By
evaluating that, the aim of the article is to create a model of the influence of social media for generation Y consumer
purchase decisions. The need to offer a new model has appeared due to the changes in the current world that are
changing the habits and features of the society, constantly improving technologies are changing the lifestyle, values
and needs of people. The marketing decisions that were applied before are not presenting the desired results in the
current market. Previous research allows identifying the specifics of generation Y, however, due to constantly
changing technology environment it is not clearly known how this generation makes the decisions to purchase
something. When wishing to find the right way to sell products and services to this generation, it is necessary to
understand it and to find ways to communicate with it. When creating social media content and creating added value
to the customers, it is vital to understand the complexity of the external and internal factors that determine their choice
to buy. To achieve the goal of this article, the theoretical part presents a complex analysis of factors that determine
consumer behaviour in social media, applications of generation theory for making marketing decisions; characteristics
of generation Y were identified. In this research, marketing factors that influence the consumer’s decision to buy were
analysed, their effects and application in the purchase process of generation Y consumers were evaluated.
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Introduction. Members from different generations create challenges for marketing specialists due to
their unique features. A new problem arises as it is not completely clear how to reach generation Y
consumers. Therefore, both scientists and practitioners are searching for innovative ways and new
marketing strategies are being created to attract generation Y consumer attention (Valentine and Powers,
2013; Raudeliuniene and Davidavicius, 2017; Davidaviciene et al., 2017; Davidaviciene et al., 2019a).
This generation is becoming mature and the purchasing power of the individuals is becoming stronger.
The influence of the people around them, the experience and knowledge that is passed onto them affects
their decisions to buy (Alavijeh et al., 2018). Previous research (Deloitte, 2015; Nash, 2018; Davidaviciene
et al., 2019b) allows identifying the specifics of generation Y, however, due to rapidly changing
technological environment, it is not clearly known how this generation makes a decision to purchase.
Hoping to find a suitable way to sell products and services to this generation, it is vital to understand and
find ways to communicate with it. More and more business subjects are discovering the importance of
social media in the process of sales. Also, it is important to pay attention to the fact that product or service
sales are greatly impacted by information communicated in social media. Deloitte (2015) claims that in the
near future 100 % of consumers will be constantly connected online with social media. Currently, social
media and communicating via the Internet affects both online and in-store sales. Therefore, it is extremely
important to integrate social media in the sales processes in a timely manner and to utilize the value that
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it creates.

Companies operating in a global market are realising the value that social media creates. It would be
possible to communicate more effectively about the products and services of a company by properly
integrating the opportunities of social media as a marketing tool. It is vital to understand the complexity of
extrinsic and intrinsic factors influencing their decision to buy (Nash, 2018). Therefore, it becomes
important to understand generation Y as consumers, that there would be conclusions formulated for
making scientifically based decisions.

The research object of the article is generation Y’s process of deciding to purchase within social media.
The aim of the article — to create a model of social media influence for generation Y consumer purchase
decisions. A comparative scientific literature analysis and synthesis, generation Y consumer survey,
comparative analysis of statistic data have been performed and a model based on a case analysis has
been created to reach the aim of the article.

Literature Review. As research shows, consumer behaviour is influenced by subjects such as
lifestyle (Adnan et al., 2017), cultural differences and the place of residence (Zhong et al., 2018), opinion and
experience of those around them (Jain et al., 2018), individual’'s hobbies and free-time activities (Silveira et
al., 2018), emotions, experiences and other psychological motives, external factors (Kemp et al., 2018) and
many more. Consumer decision-making process is complex and complicated as during it the individuals are
affected by intrinsic and extrinsic factors (Nash, 2018). Generation theory is one of the ways allowing to
identify a wide spectrum of these subjects that influences an individual decision. Each generation grows up
having unique experiences, which makes them different. Augustin (2013) classifies the generations as
follows:

— Silent generation — 1933-1945;

— Baby boom generation — 1946-1964;

— Generation X — 1965-1980;

— Generation Y — 1981-2000;

— Generation Z - from 2000.

So, generation Y is the largest generation in history, and it's reaching its main period of work and
making expenses by currently becoming mature. In the coming years, it's effect on the economy is going
to be huge (Bolton et al., 2013). Generation Y lives in a rapidly developing environment. As they were
growing up, the point of view changed towards women employment, respect has developed for racial and
cultural differences (Williams and Page, 2011). It is a generation raised in a technological, social and
wireless society where computers are in almost every home and educational institution.

In everyday endeavours, members of generation Y are trustworthy, more tolerant and better travelled
than most of generation X. Members of this generation live longer with their parents and have a close
relationship with them. Generation Y starts their own families and has offspring later on than the members
of previous generations (Bolton et al., 2013). Generation Y agrees to work for a lower wage if the workplace
offers more flexible working hours (Kane, 2017). It supports socially responsible companies and purchase
products by paying attention to the image of the company. The main feature of generation Y is a common
and early relationship with the newest technology. This relation has changed the cognitive, emotional and
social aspects of the generation. The main reason why the members of generation Y use social media is
interpersonal communication. The members of this generation value other people’s opinion in the social
space, on the Internet. Opinions regarding products and services that they use or are planning to use is
very important for generation Y (Bolton et al., 2013). They are interactive and impatient as they grew up
in the society of technologies and instant gratification. They strive to blend in and be accepted by others.
Because of this reason, social networks are a great environment to stay connected and express their
personalities. Sending e-mails is not as interactive. Generation Y is more likely to communicate via instant
messaging platforms, such as «Facebook» or «Twitter», mobile apps, etc. Traditional media and
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advertisements have a very low impact on forming the opinion of this generation. Generation Y grew up
in a world overcrowded with media and brand names, which also took a toll on forming resistance towards
direct advertising. Many companies understand this phenomenon and invest into the image of the brand,
they try to create a certain identity and distinguish themselves from the other players in the market
(Valentine et al., 2013; Raudeliuniene and Davidavicius, 2017; Raudeliuniene et al., 2018). More often it
is emphasized that social media is one of the main environments to reach generation Y consumers.
Kemp (2018) claims that more than half of the people on Earth are constantly connected to a virtual
network and that social networks have become an important part when creating marketing and sales
strategies.

Kaplan and Haenlein (2010) have divided social media according to the level of consumer openness
and the media interactivity level. For example, a lot of private information is shared on social networks,
but the level of interactivity is lower than in the virtual social worlds. Agnihotri et al. (2017) point that social
media have a large impact on the sales process because of the opportunity of maintaining a connection
with their clients. Newly performed research shows empirically-based proof that social media makes
relations with clients better. Companies that have integrated social media into maintaining relations with
their clients have shown better and more satisfying products and services. In this way, they receive better
acclaim from their clients (Agnihotri et al., 2017). Andzulis et al. (2012) also emphasize that integration of
social media within companies has to be considered as a dynamic, constantly changing process. It is a
part of a marketing strategy that has to be constantly monitored and changed. Social media is a strategic
tool that quickly evolves and changes.

Itis important to note that when companies began to invest into social media as a primal sales channel,
it became significant to see how this sales process differs from the traditional sales process, for example,
scientists have already researched the eye movements and attention points within a «Facebook» clothing
shop context. Results of this research have shown that salespeople can catch the customer’s attention by
manipulating the presented price position and location (Menon et al., 2016). It was indicated that both men
and women concentrate much more on the price of the product if it comes together with the product's
picture. The respondents have paid less attention to prices that were positioned next to company
information and the «like» button (Menon et al., 2016). Individuals agree to pay a larger price for products,
which in their opinion are more valuable and solve the problem in a better way than the other alternatives
in the market. Zheng et al. (2017) research have shown that consumers’ opinion towards a product or
service in the context of value depends on the communication of the business subject and the information
that they spread on social media. Effective communication in social media can improve consumer attitudes
towards quality by also influencing the opinion towards the added value of the offered object or service.
Moreover, information that describes a good quality product or service increases the effectiveness of
consumer decision making. For this reason, the company’s information that is published in the social
environment is extremely important (Sabaityte and Davidavicius, 2017). Companies have special offers
and greater value for their social network followers as they are seeking to attract consumers (Deloitte,
2015). Interpersonal communication of the consumers and the information that they share about a specific
product or service also influence the opinion towards the value (Davidaviciene et al., 2019b). Positive
reviews, notes and experiences of other consumers create trust for the company and raise awareness
towards value propositions (Zheng et al., 2017).

The consumers tend to buy from a familiar seller both in the physical and social
environment (Davidaviciene et al., 2017). When trying to create and sustain influence on social networks,
companies have to attract different consumer segments (Litterio et al., 2017). For this reason, promoting
sales through opinion leaders is becoming a more popular choice than digital advertising (Rum, 2018). As
Vaughan (2016) claims, a survey made in the United States of America has shown that 70% of generation
Y consumers are influenced by other people’s opinions during a sales process. Social networks have
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become key environments where consumers share their feelings and ideas. Individuals with internet
influence often have a high number of followers that are united by certain characteristics. The follower
base is a concentrated target audience. Popular opinion leaders attract followers by creating and sharing
content online. By posting pictures, their thoughts and immersive blog and video content they have
received the interest and trust of their followers. Influential people use the opportunities of digital
communication and quickly reach their target audience by recommending goods or services in a digital
environment (Litterio et al., 2017). Research grounds the fact that members of generation Y rarely evaluate
their choices on their own. Family, friends and social media have an immense impact on their decisions
(Viswanathan and Jain, 2013).

When evaluating the specifics of generation Y, Goward (2018) presents LIFT (Landing Page Influence
Function for Tests) conversion optimization model which consists of 6 parts that allow analysing the
effectiveness of an internet page from the perspective of the consumer (Goward, 2018):

— Value proposition — the main and most important factor that influences the consumer.

— Relevance - the presented information has to be important for the consumer.

— Clarity - is the main obstacle that the marketing specialists are confronted with. All marketing
information has to be easily understandable. Consumer buys goods and services that are understandable
for them. Clients have to understand the presented content and know the actions that they have to perform
in order to purchase a product. The value proposition has to be clearly formulated and the encouragement
to purchase the products has to be used properly.

— Anxiety — it is a probable concern that a consumer may have before making the purchase. The
consumer has to feel safe.

— Urgency —itis a hint for the consumer that they need to take action. Urgency consists of two parts:
internal urgency — how the consumer feels before being presented with the value proposition; external
urgency — how the marketing information encourages the consumer to take action.

— Distraction it is necessary to eliminate all elements that are not related to the marketing message.
Excess information confuses the consumer. It is advised to systemize information, group it, present itin a
form that is easier to comprehend. Consumers tend to choose simple solutions that solve their existing
problems.

All possible internal, external and philosophical problems can be solved by properly leading the
customer in the sales process. The consumers tend to make simple choices that solve their existing
problems, that implies why there should be less and less distracting elements in the sales process. People
tend to buy products and services that they understand. Creating stories is a powerful tool that helps
systemize complex information that is understandable for the consumer. Famous companies emphasize
the simplicity of the products that they create. Product design and the user interface is clear to the
consumer. The product that is created and sold has to be described and explained to the consumer. A
clear and understandable marketing message must convince the consumer that if they buy the product or
service, their life will become better. Often times, people buy not the best products but the ones that they
understand. Content marketing engages the consumer by communicating in a way that is clear to them.
Blogs, videos and other visual content that is created is a great way to interest the consumer and help
solve their problems (Rum, 2018).

Methodology and research methods. Case study and survey methods have been chosen to identify
factors that decide upon generation Y’s social media engagement. This method gives an opportunity to
closely analyse and describe one event or fact in a real context and identify the researched phenomenon,
especially when the borders between a phenomenon and its context are not clear, and, later on, to clarify
the conclusions by using the survey results.

The research object — factors that determine generation Y engagement with social media. The purpose
of the research — to define the determining factors of generation Y engagement.
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To reach the goal of this research these tasks were created: to identify the opportunities of social
media utilization in the sales process and to indicate the factors that influence generation Y consumer
engagement.

Video content was created and posted on Youtube to evaluate the effectiveness of social media tools.
The channel shares information about transport vehicles, their maintenance, repairs and other related
topics.

The interaction of generation Y and social media was examined in the first stage of the research. Video
material was created to indicate the possible social media use in the sales process. The first video was
uploaded on the private Youtube channel on 04-09-2017. Research results were summarized since the
first video upload until 30-08-2018. There were created 12 video recordings, from which 7 videos created
until 22-12-2017 had no scientifically recommended principles towards generation Y and 5 videos created
from 13-01-2018 had integrated scientifically recommended solutions. Data has been received from a
personal Youtube account. The information was collected by connecting to the constantly renewed
Youtube Analytics database.

During this research «Value proposition», «Motives for engagement», «Viewers specific» and
«Opportunity to use social media in the sales process» were evaluated.

In the second part of the research, an online survey of generation Y consumers has been conducted
to evaluate the relevance of the identified factors. The survey was active from 12t June to 17t December
2018. 359 people participated in the survey, 271 of which were members of generation Y, born in between
1981-2000.

Results. «Value proposition» on Youtube platform. Content created for Youtube is oriented towards
solving consumer problems. The published material is about how to fix your transport vehicle and save
money. The viewer is given ideas and information on how they can make their situation better by fixing
their car. Videos created up until 22-12-2017 have only that one principle. These videos only have
information placed in them, there were no relations created with the viewers. The videos did not have a
visible human face, there was no direct contact. It was noticed that visitor involvement during this time
was low. The videos would receive a few hundred views. Videos only had a few comments. The number
of subscribers was growing slowly. From creating the channel in 22-12-2017 the number of subscribers
grew up to 100 only.

Motives for engagement. From 13-01-2018 communication principles were started to apply in the
videos. Video content had direct contact with the viewers, showing their face, using informal language that
is typical for generation Y. After performing a keyword search, it became clear that most searches are
without Lithuanian characters, the phrases used are not always correct. Properly selected keywords allow
the videos to become visible in the search result pages. After applying these principles, the number of
subscribers grew up to 2490 (Table 1).

Table 1. Comparison of viewer involvement

Positions Date
Until 22-12-2017 From 13-01-2018 Until 22-12-2017
Number of videos 7 5 7
Number of views 51486 96636 51486
Positive feedback 591 1117 591
Negative feedback 29 147 29
Comments 144 647 144

Source: made by the authors.

Great interest shown by the viewers, comments and viewing time has led the video that was uploaded
on 03-02-2018 to the most popular videos list in Lithuania on Youtube. This high position made the video
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even more popular with the viewers. The video was recommended to the visitors of the Lithuanian Youtube
website.

Viewer specifics. It has been found out that out of 148588 views, more than 80% viewers of the channel
are members of generation Y. The topic of cars attracts the interest of more male viewers. 96% of all the
views were made by male viewers. Most of the views, 88.5%, happened in Lithuania. Research results
have shown that more videos were viewed on mobile devices (55%) and computers (39%).

Opportunity to use social media in the sales process. The videos uploaded on 13-01-2018 and 03-02-
2018 had presented cars. The videos had clearly described the status of the car, its defects and other
related information. All these details were presented in a simple language that is easily understood by the
target consumer. Social media platforms were combined in the car sale process:

— transition encouragement to purchase the car was used on Youtube. The information about the
product was presented in a playful way;

— direct encouragement to purchase was used on the Facebook platform. The advertisement for the
car was posted and shared within the target car purchase/sales groups.

Moreover, car advertisements were shared on «Autoplius» advertisement portal, which is one of the
most popular ones in Lithuania. The description of the advertisement had the same information and
pictures as the Facebook advertisement. A standard way of contact was supplied — a phone number.
There was a lively discussion on Facebook. People were sharing the link of the video on Youtube under
the advertisement of the car. The posted content on social media has satisfied the LIFT model (Goward,
2018) conditions (Value proposition, Relevance, Clarity, Anxiety, and Urgency).

In «Autoplius», a classified automobile advertising portal, the advertisements attracted a few
interested persons. These people have contacted the indicated phone number, but they did not show
further interest in buying the car. Buyers of transport vehicles found the advertisement for this car on
Facebook. After contacting through a personal message, they agreed upon a viewing time for the car.
When they arrived, they already knew the state of the car because both buyers had already seen the
videos on Youtube. The research confirmed the significance and necessity of combining different social
media platforms because it allows the buyers to receive additional information, which makes the sales
process faster. Generation Y is used to buying things by using social media. It was noticed that social
media can be a more effective sales channel rather than traditional car advertising on the Internet.
Important to note that it is vital to combine certain communication principles to encourage generation Y
involvement. Only by offering value consumer involvement is lower than when integrating product history
and direct digital communication.

After performing additional research (a survey), the opinion of the respondents confirmed the
conclusions of the first research. All of the people who participated in this research responded that they
have used social media websites within the last 24 months. This question can be considered as the control
one as the survey was posted on social media websites. Moreover, 96.7% of the respondents think that
information posted on social media (i.e. Youtube, Facebook, Instagram, etc.) influences the decision to
buy something. Besides, the relevance of the researched topic is justified by the result that 91.9% of
respondents have personally purchased something on the internet within the last 24 months. Those who
responded have said that the reasons to shop on the internet are the best available price (21.07%),
discounts (17.9%) and the delivery of the goods to their home or a delivery point (17.03%).

It is obvious from the results that generation Y members mostly value the benefits of a lower price,
which is received when shopping online. The respondents indicated social networks (30%) and internet
shops (23.3%) as the most acceptable media that strengthen the popularity of certain goods or an e-shop.
The answers to this question ground the fact that the information that is shared on social media about
company offers is acceptable to the respondents. Consumers find the offers by browsing on social media.
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Additionally, the information that is published on the internet shop website is acceptable for the
respondents.

During respondents’ product/service search on the Internet the decision to buy is mostly determined
by having discounts (13.7%), a large variety of choice (12.4%), and a comfortable search (11.4%).

After analysing the results, it is possible to see the connection with the result of the next question when
the respondents indicated the reasons why they shop on the Internet. The choice to shop on the Internet
is determined by lower prices and the feeling of safety (9.3%). Important to note that the choice to buy is
also determined by recommendations and advice by other persons (9.8%). Respondents were asked to
indicate whether they agree or disagree with given statements (in a scale from 1 to 10, where 1 meant
complete disagreement with the statement and 10 — complete agreement). Concrete evaluations of each
statement were established after performing a statistical analysis. It shows that for the consumers the
value proposition is extremely important. The average of the responses is 8.96. The response mode is 10.

The second most important statement is that respondents take into account others’ opinions,
comments and reviews on the Internet. That shows how important are feedback and the word of mouth
for passing information. The average of responses is 8.16. The response mode is 10. This high response
rate shows that comments, opinions and experiences posted on social media are an important factor for
generation Y consumers when they choose products.

It is important for generation Y that a product would match their style. An opportunity to receive a
personalized product or service is often appealing to the consumers of generation Y. The response
average is 7.82. Response mode is 10. It shows that it is important for generation Y consumers to match
the product or service according to their needs. A need for personalization is observed. Generation Y
consumers value the ability to customize a product according to their taste or needs. The average of this
response reaches 7.34. Interestingly, the response averages and response modes are low when talking
about messages that products communicate about someone’s personality and opinion leaders, and their
influence to purchase something (Table 2).

Table 2. Analysis of statements evaluated in a Likert scale

Question Mode | Average
| consider opinion leaders’ comments on the Internet when buying a product 5 542
| consider what kind of a message will this object communicate about me when choosing 1 5.81
a product

Source: made by the authors.

It can be assumed that the Lithuanian consumers of generation Y that participated in the survey lack
openness, they do not want to admit the importance of these factors or they are not that important. These
discrepancies could be an opportunity for further research to find out about the influence of opinion leaders
and the message that a product communicates about one’s personality towards the decision to buy for
generation Y consumers.

The respondents search for the best price and discounts when choosing goods on the Internet. For
them, it is important to have a wide range of choice and the comfort of ordering goods on the Internet or
when picking them up. Brand awareness and company image are considered. The offered item has to be
appealing to the consumer, to reflect their style, point of view. The survey has confirmed the opinion that
the best way to reach generation Y consumers is by using social media.

Model. Analysing the specifics of generation Y is a constant process as the members of this generation
are becoming the main participants in the contemporary market. Companies that are trying to survive and
thrive must grasp the needs of one of the largest population groups. The decision-making process to buy
products or services of generation Y consumers is extremely complicated. The literature review and
performed research show the complexity of the situation. It has been identified that traditional models of
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encouragement to buy something are not working on generation Y consumers. It has been observed that
the majority of these consumers tend to shop on the Internet. The specifics of generation Y and their
personal features determine very different ways of deciding to make purchases. Constantly and quickly
developing technologies influence the development of social media as well. The way of a Generation Y
consumer making a choice to buy something can be long and tricky with endless elements that influence
them. The variety of social media determines that every consumer has a unique experience and
expectations. Due to constantly changing specifics of social media and ways of presenting information it
would not be purposeful to focus only on one social media channel, i.e. Facebook, Instagram or other. An
effective way to communicate with generation Y needs to be discovered. They need to be interested, their
attention has to be captured and presented with a valuable proposition that these consumers would be
happy with the choice that they have made so that they would purchase products and services and become
clients that repeatedly return to buy. Model of social media factors that influence the decision to buy in
generation Y consumers (Figure 1) was formed on the basis of scientific research, an experimental case
study and survey results.

of the envir t Features of the seller

Figure 1. Model of social media factors that influence the decision to buy in generation Y
consumers

The core in the inner part of the model shows the decision-making process to buy of a Generation Y
consumer. The process consists of the emergence of a need, information search, a value proposition,
decision, action and continuance. This chain of actions is connected by an arrow showing a cyclical
sequence.

The actions pictured in the outer part of the model influence generation Y decisions and the action of
buying. The arrows in the outer part show that every group of factors can influence a generation Y
consumer in any stage of the purchase process. It is advised to consider these factors that influence
consumer decisions when social media content is being created (Table 3).

Table 3. Factors influencing generation Y consumers’ decision to buy

Factor group Main factors
Features of the Quality, privacy and safety control, reputation, delivery, service, interactivity, value
seller/middleman proposition, message of the brand name, prices, discounts.

Lifestyle, motivation, knowledge, innovation, hobbies, demographic features, style,
experience, expectations, attitude, self-expression.
Product features Knowledge about the product, product type, packaging, price, functionality, identifying
with the product, simplicity.
Environment features | Website design, navigation, ease of use, trustworthiness, safety, easy shopping process.
Influence of the Culture, influence of media, attention, image, the possibility to digitalize, opinion leaders,
environment comments, advice.
Source: made by the authors.

Consumer features
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Due to generation Y lifestyle and complex contemporary environment, it is not possible to claim that
these factors are the only ones influencing the decision to buy. However, the performed analysis allows to
conclude that the interest of generation Y consumers will be higher when these aspects are considered
when producing content for social media.

Conclusions. A model was created of factors that influence the decision to buy in generation Y
consumers in the context of social media based on the performed research. Social media can be one of
the ways to attract generation Y consumers and encourage them to perform the act of buying. It is
perceived that each step of social media integration in the sales process for generation Y consumers is
directly related with the model of the factors that influence the decision to buy in generation Y consumers
in the context of social media. The model was applied when analysing an example in real environment. It
was noticed that following the model attracts generation Y consumers. After interesting them and giving a
value proposition, the consumer performs a more in-depth information research, makes the decision and
potentially performs the act of purchasing the product. Maintaining relations, creating a community and a
relation is an extremely important step. Consumers of generation Y constantly share their experience with
others. Social media becomes an integral part of life that helps reach generation Y consumers. The model
that was created is meant for marketing specialists trying to attract the attention of generation Y
consumers. The model shows different stages of generation Y consumer decision making process and
the entirety of the factors that influence their decision to buy. It is important to emphasize the value
proposition when creating social media content for generation Y consumers. Only by properly leading the
customer in the decision-making process to buy it is shown how a product or a service will solve the
customer's problem. It is important in the long term that actual value would be created and relations with
the customers would be managed in a close and positive manner. Further research could analyse
generation Z behaviour and the application of the elements of the model and structure for this generation
as some generation Z members are already becoming active participants in the market.
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[ocnipxeHHa BNAMBY coujianbHUX MeAjia Ha NOBeAiHKY CNOXu1BaYiB nokoniHHA Y

Lls cmammas y3azarnbHioe apa2ymeHmu ma KoHmpapaymeHmu 8 Mexax Haykosoi QUCKyCii 3 numaHHs 8niusy couianbHux media
Ha nosediHKy cnoxusavie nokoninHa Y. Cucmemamu3ayis nimepamypHux Oxepen ma nioxodig 0o 8ug4eHHs N08ediHKU Cnoxusadis
3aceioyuna, Wo 8 ymosax po3sUmKy iHpopmayiliHux mexHonoeili ma couianbHUX MEpeX Cymmegux 3MiH 3a3Halomb coujarnbHi
npouecu y cnoxueyiti nosediHyi del, ocobnueo ye cmocyembcsi nokoiHHA Y. AKkmyanbHicmb upilieHHsi 0aHoi Haykogoi
npobremu nonsizae 8 MoMy, Wo KynigesbHull npoyec ma cnoxusya nogediHka NoKomiHHA Y 3anexums 8i0 3MiHU y Cy4acHOMY cgimi,
AKI enusarmb Ha 38UYKU ma ocobnugocmi cycninscmea, yiHHocmi ma nompebu modell. Aémopamu Ha20IoWeHo, Wo 00HUM 3
OCHOBHUX KaHarig cninkysaHHsi nokomniHHs Y € couiasnbHi Mepexi. OCHOS8HOI0 Memot nposedeH020 AOCIIOKEHHS € BUBYEHHS
ocobnusocmeli nogediHKU cnoxueayie nokoninHA Y ma ennusy couianbHux media Ha ix piteHHs wo0o npudbanHs mogapie abo
nocnye. [locnioxeHHs numanrHs nnugy coyianeHux Media Ha nosediHKy cnoxusayis nokoninHa Y 8 cmammi 30ilicHeHo 8 HacmynHiti
n02iqHitl nocnidogHocmi: cmeopeHHst KoHmeHmy Ha Youtube kaHasi dns ouiHKU echekmusHoOCMI iHCMpymMeHmig couianbHux media;
8CMaHOBIMEHHS (hakmopig, siKi 8U3Ha4aomb 3arnydeHHs nokoninHs Y 00 couianbHux media; NpogedeHHs OHnaliH-onumygaHHs
cnoxueavie nokoniHHs Y dnsi oyiHku 8idnogidHocmi gusieneHux hakmopie. KoHmenm Youtube kaHany cknadaembcs 3 iHghopmauii
npo mpaHcnopmHi 3acobu, ix 0bcry2o8ysaHHs, PeMOHM ma iHwi noe'a3aHi memu. MemoduyHuM iHCMpyMeHmapieM 86CmMaHOBEHHST
thakmopis, sKi 8U3HaYalOMb NPUYUHU 3amyyeHHs nokoniHHA Y 00 couianbHux media cmanu memod Kelicie ma onumysarHs. [Jo
npouecy onumysanHs 6yno 3anyyeHo 359 ocib, 271 3 skux 6ynu npedcagHukamu nokoniHHsa Y, HapoOxeHux y nepiod 1981-2000
poku, nepiodom docrioxeHHs obpaHo mepmi 3 12 yepeHs no 17 epyOHs 2018 poky. Pesynbmamu npogedeHoeo AocrioKeHHs
0o380/1unu agmopam 8udinumu 0CHOBHI MapkemuH208i hakmopu, WO 8NUBAIOMb Ha PILEHHST CNoXueaya, OYiHEHO ix ennug Ha
KynigenbHUl npoyec cnoxusayig noKominHa Y.

Kro4oBi crioBa: €neKTPOHHIN MapKETUHT, €-MapKETUHT, MapKETUHT, MOLENb, COLianbHi Meaia, TeXHomorii.
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