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Social Media, How does it Influence Customers Purchasing

Decision?
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Abstract

Consumers are in the transition phase from
traditional E-Commerce which began in the middle
of 1990s to the new model of E-Commerce. This
article is aimed to exhibit the influences of social

media on E-Commerce. The influences of social media
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on E-Commerce are in many aspects, however, the
important influences that E-Commerce receives from
social media are business model, communication
method, and marketing. Moreover, this article also
exhibit the concept of Stimulus-Organism-Response
Model or S-O-R Model which is one among many
famous consumer behavior models. The S-O-R Model
could be employed in the assessment of the influences
of the factors of social media on online purchasing
consumer behavior. Generally, the S-O-R Model is
divided into three important parts, stimulus, organism,
and response. The stimulus part could be parted into
two types which are environmental stimulus and social
stimulus. According to the concept of S-O-R Model,
the stimulus influences the organism; and both, the
stimulus and the organism, have influences on the
response of consumer which is purchasing decision
or they could be in the form of purchase intention.
The paper consists of seven part, introduction, social
networking, social media and businesses, Stimulus-
Organism-Response Model (S-O-R Model), stimulus,

organism, response, and conclusion.

Keywords: Electronics commerce / E-Commerce /
Social media / Social network / Stimulus Organism
Response Model / S-O-R Model
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