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ABSTRACT 
 

The study discussed how the online conversations which we find in the social 

networking sites induce us towards actual buying. Our Purchase decision is based on 

what we belief about the product or service. The pre-purchase cognitions about a product 

are based on the post purchase cognitive dissonance remarks of the customers who have 

already utilized the product or services. Their level of satisfaction can be learned via their 

remarks they write on the social networking sites. The factors affecting social media are 

the social sites as well as the personal thoughts of the consumer. 

 

Framework 
 

 
 

LITERATURE REVIEW 
 

To retain the customers is the main point of any business. As we all know that the 

social media usage is increasing day by day in the daily routine of everyone. Now days 

everyone prefers to use the online sources to search for the information. Now a days even 

the smallest thing a person needs is available to see on the social media. The things 

required by a customer are available on the internet so that people can generate a good 

word of mouth plus they can review the products online Mangold, W. G., & Faulds, D. J. 

(2013). Social Media does not only provide the space to the consumers for purchasing the 

products but also people can search for the information Boley, B. B., Magnini, V. P., & 

Tuten, T. L. (2013). By the digital Media volume people learn more than interacting with 
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the products physically because the social media platform provides space to the 

customers to share their usage experience as well as the users recommend others to use 

the product or refrain from using it. O'Keeffe, G. S., & Clarke-Pearson, K. (2011). When 

people were asked that how do they feel when they interacted with the brands online, the 

customers replied that as many posts they share of a particular brand they get more 

discounts and coupons. So the role of business is to build a collaborative good experience 

and long term relationship with the customer. If CRM policies are not changed then the 

company may lose its customer. The social media channel failure leads to the disturbed 

CRM policies of the company as well as bad word of mouth generated by the customer. 

Social media is a game changer and the customer is in total control of the company Heller 

Baird, C., & Parasnis, G. (2011). Consumers use social media to make their purchasing 

decisions. Social media develops the customer’s image about the product and it may also 

help to develop a long term relationship of the customer with the brand. Social Media and 

website quality builds on the customers trust to use social media. Developing a social 

media strategy if well-developed helps to retain more customers and customers like to 

purchase more goods. The intensive literature tells us that there is a relationship between 

the purchase intention and customer equity. Liang, T. P., Ho, Y. T., Li, Y. W., & Turban, 

E. (2011). Brand equity has significant negative effect on customer equity while value 

equity and relationship equity show no significant effect. Luxury brand purchases need to 

be forecasted beforehand in order to save customers from bad word of mouth. Stephen, 

A. T., & Galak, J. (2012). The impact of positive word of mouth is better online than 

looking at the products. The purchase decisions are made on the basis of good reviews 

about the product. Akar, E., & Topçu, B. (2011). Women prefer to visit the store once in 

a lifetime to see whether the products offered online are for real or not. Online shopping 

lack face to face interactions with the suppliers and the sellers. Customer loyalty and the 

business loyalty seeks to build trust among the customers.in online social platforms there 

is a lack of warmth and a lack of social sense. People are mostly glacial and they do not 

respect the feelings of others. The paper discussed how the gender differences in online 

reviews produce. Cyr, D., Hassanein, K., Head, M., & Ivanov, A. (2016).Several 

elements of the electronic commerce produce the desired result in the minds of 

consumers. In social commerce, web2.0 is used in which various technologies like 

Facebook, twitter are used. In this paper a new thing was discussed. The social media 

websites provide a platform for the entrepreneurs as well as it also provides the platform 

for the new ideas to be generated. New and good business ideas can be sold and if 

customers like them they are willing to pay for it Liang, T. P., & Turban, E. (2011). 

There is a biggest role of the electronic word of mouth in preparing the mindset of the 

consumers to make the actual purchase See-To, E. W., & Ho, K. K. (2014). Website 

interac5ivity can enhance the buyer seller interaction. The social media websites provide 

the space for reviewing the products. The type of products displayed also matter for the 

reviewer to see the how to comment for it. The social media platform is a good place to 

know about the products. Jiang, Z., Chan, J., Tan, B. C., & Chua, W. S. (2010). 

Willingness to purchase a product depends on the quality and quantity demanded by the 

user. It is a common practice that before purchase people go to various other shops as 

well as they get recommendations from other people to purchase or not to purchase a 

product. Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). Because of social media 

we have reduced the communication gap. Now people can know about their lovely 
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brands within no time Dennhardt, S. (2014). Social media marketing has become a major 

tool in conveying our Message. In daily routine the social links of people tell whether 

they are interested in the product or not. From there the people can judge the importance 

of products in their life. Saravanakumar, M., & SuganthaLakshmi, T. (2012). ROI means 

the return on Investment. When we put our products for sale on the social media, then we 

also have to check the rate of return on our products. If good word of mouth prevails in 

the market, then marketing is possible Hoffman, D. L., & Fodor, M. (2010). Social media 

is becoming popular day by day as a strong pillar towards making the marketing of 

products more powerful. Marketers use social media as a powerful tools to sell products 

and the reviews by the customers tell the rest of people how the features of product are 

beneficial. Stelzner, M. (2014). Customer equity is enhanced by the better consumer 

reviews on the social media. Customers are more willing to pay for the products for 

which they have read positive word of mouth. Customers even give extra money for good 

products. They review the product and their love for the product increase. 2014 Kim, A. 

J., & Ko, E. (2012). To build relationships with customers, good brand image is 

necessary to generate big customer equity. Companies must make fan pages for brands to 

generate a better brand image. More good comments and reviews about the products, 

more customers are attracted to it and they remember the brand. A better image is stored 

in the minds of customers. De Vries, L., Gensler, S., & Leeflang, P. S. (2012) 

 

PROBLEM STATEMENT 
 

How does Social Media Influence the Purchase Decision with the mediating effect of 

cognitive dissonance? 

 

RESEARCH OBJECTIVES 
 

• To check the influence of social media on actual purchase 

• To review the role of cognitive Factors (trust, privacy, emotions, experiences, 

review Bias etc.) in explaining purchase decisions 

• To check the influence of social media on actual purchase with the mediating role 

of cognitive dissonance. 

 

HYPOTHESIS 
 

H1: Social Media is positively related with actual purchase 

H2: Cognitive Dissonance is positively related with actual purchase 

H3: Social media is positively related with actual purchase with the mediating role 

of cognitive dissonance. 

 

METHODOLOGY 
 

Sample and Data Collection: 
 

 Target Audience:     Universities of Lahore 

 Sample:        300 

 Instruments and Measure:  Structured Questionnaire, PLS SMART 

 Quantitative:      SMART PLS analysis 
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We have used PLS SMART for the quantitative analysis of the data. The regression 

analysis, correlation analysis, will be tested. The formal online questionnaire is filled by 

300 respondents to give us the results 
 

ANALYSIS 
 

 
 

Interpretation: 
 

The Smart PLS used for the interpretation of results. In PLS smart we apply three 

tests. 

1. Measurement Model  

2. Path Model  

3. Model Fit 
 

1. Measurement Model 

There are two steps. First is to test the models Validity, the second one is to test the 

Reliability. 
 

We have deleted few items to reduce the multi co linearity. 
 

Validity Testing: In validity testing two types of Validity are tested. 

1. Convergent Validity  

2. Discriminant validity 
 

1. Convergent Validity: Every items Loading Value must be Greater than 0.6. 

In Our Model the every item loading value is greater than 0.6 so all the items 

included are valid. According to the latest PLS smart software update 2017, 

the factor loading values must be greater than 0.7. 
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2. Discriminant Validity: The cross loading Value should be lesser than own 

value Foreigner larker criteria say that the diagonal value should be bigger 

with itself while it should be lesser with the other constructs. 
 

 AP CD SM 

AP 0.000 0.000 0.000 

CD 0.423 0.000 0.000 

SM 0.493 0.382 0.000 

 

Reliability Testing: 
 

Cornbrach Alpha: It must be greater than 0.7. The Cronbach Alpha for each 

variable comes out to be greater than 0.7. 
 

Composite Reliability: It must be greater than the Cronbach Alpha. The 

composite reliably of each variable is greater than its Cronbach alpha. 
 

 

 
Cronbach’s 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

AP 0.800 0.818 0.849 0.392 

CD 0.765 0.781 0.833 0.458 

SM 0.913 0.819 0.861 0.518 

 

Path Model: For Path Model we do Boot Strapping. The P value should be less 

than 0.05. 
 

  Here for all the items the P value is 0.000. So the path model is reliable. 
 

Measurement Model: For measurement model we check for the PLS Algorithm. 

(The above Diagram) 

 

2.  Path Model 

Testing the Path Model means to test the Hypothesis. We use Bootstrapping to test 

the Path Model. The Bootstrapping Value should be greater than 0.2 while the P value 

must be <0.05. The values of the original sample after bootstrapping for 5000 samples is 

greater than 0.2. And the P value is less than 0.05. 
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Original  

Sample (O) 

Sample Mean 

(…… 

Standard 

Deviation 

T Statistics  

(|O…… 
P Value  

CD → AP 0.359 0.363 0.147 7.651 0.000 

SM → AP 0.426 0.431 0.040 10.604 0.000 

SM → CD 0.305 0.318 0.053 5.757 0.000 

XXX 
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3. Model Fit 

For Model fit we see r square. In Time series Data it must be greater than 0.9 but in 

cross section data, it must be greater than 0.3. The R square for actual purchase is 0.404 

while r square for cognitive dissonance is 0.093. It means how much change in the 

dependent variables is due to the independent variables. 
 

 
 

F Square: 
 

 
 

Model Fit: NFI must be near to 0.9. SRMR must be less than 0.5. 
 

 
 

CONCLUSION 
 

Social Media (SM) has 42.6 % effect on actual purchase. Cognitive dissonance has 

35.9% effect on actual purchase. Social media has 30.5% effect on cognitive dissonance. 
 

H1: Social media is positively related with Actual purchase: 
 

We accept this hypothesis because it defines the buying patterns of the consumers. 

The relationship is strong. We accept this hypothesis. Path coefficients move between  

–1 and +1: 
 

H2: Social media is positively related with Actual purchase with the mediating 

role of cognitive dissonance: 
 

The role of cognitive dissonance seems to be insignificant because the value of R 

square must be at least 0.30 to accept it. Here the value is 0.09. That why the role of 

cognitive dissonance seems to be insignificant. 
 

The direct effect on of social media on actual purchase is significant while including 

the mediator it is insignificant. 
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IMPLICATIONS 
 

This research focuses in the important factors that are important from the customer’s 

point of view when looking at the social media etc. My work will validate the factors I 

presented here by qualitative and quantitative methodologies. My this research can be 

used for exploring hoe factors can be used to automatically order reviews based in their 

usefulness for requirements of the people. The results for this study will have 

implications for the Tourists, managers, business mans, website developers, students, etc. 

Relatively longer sentences have a positive impact on helpfulness and long review with 

suggestive clues or suggestive clues should be considered less helpful. Monitoring and 

helpful reviews on social media is a very challenging thing for customers and service 

providers at the same time. Both need to know that if they would choose reviews on 

morphological properties, they will find useful information relating to required service 

and might derive measures for further improvement. The right choice made by the user 

leads them towards enhanced business intelligence and to make better decisions. For the 

future study my research will be important. 
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APPENDIX 
 

Questions: 

1. What social networking sites do you use? 

2. What are some good points about social networking? 

3. What are some bad points about social networking? 

4. Do you have a Facebook page? 

5. Do you use Twitter? 

6. What information do you have on your webpage? 

7. What kind of information are you comfortable releasing to the public? 

8. Do your parents use social networking sites? 

9. What type of information should you put on social networking sites? 

10. In order to better connect with customers and attract new business through 

corporate social media participation, here are 15 key measurement and 

organizational questions worth considering: 

11. What are your customers’ preferences for social content discovery, consumption 

and sharing. 

12. What are the differences between your customer segments in terms of social 

media participation? Which customers lurk, create, share, or collect? 

13. What is your hypothesis on the effect of social media marketing for achieving 

business outcomes? How will you measure success? What key performance 

indicators (KPI) are most relevant for your goals? 

14. Is there a strategic plan for coordinating and measuring social media efforts 

across the organization? (Marketing, public relations, corporate communications, 

customer service, human resources, legal, etc.) 

15. What processes will you need to implement to ensure proper tagging of social 

content and coordination with IT for reporting? 

16. Has current social media participation been identified and are there unsponsored 

social media accounts operating on behalf of the brand? 

17. What is the social media policy for internal and external communications? 

18. What departments, business units, cost centers, and approval entities need to be 

involved? 

19. What internal human resources are available within the company for 

implementation and support of social media marketing initiatives? (Content 

creation, network development, promotion, monitoring and web analytics, 

community engagement, etc.) 

20. Does it make sense for the business to scale social media participation across the 

organization for internal collaboration, knowledge transfer, and to facilitate 

external social media communications? 


