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doBbgdo o 98m356900,  2osboeoBgdMos  33emg30L  Logsbo @  Mmdogd@o,
Do6dmggboros 33w930L 09MMH0ME-G90OMOMEMYO0OMHO bo93vmdzegdo,
Bo9MYse0d900s BsdM™Aol dgEbogMicmo LBosbeg s 3Mog@03mwo 8603369wmds.
535096 HomdMgboos o hMo@mol dodmbogngs, MHMIgEog 565¢0BgIL Jomoren
@5 MEbmme  Bsdg3b0gmm  o@IMeGMsdo  sOLYdME  T9HgIgdadL  LmE0SIMHO
990000 Bbg50slbgs LEBgOHMTo godmyggbgdols s Jobo Bgys3wgbol Jglobgd.

306g9mo ™330 - ,bmgoserymo  dgoools  gzmareizonmo  sU3gddgdo s
Us0bxm®dsgom stbgdol bygsgargbols 0s530L9829(998980” - Lo J3000530Lysb T qds.

30039  J3gmegdo - “bemgoscreyto  dgoool  3sbgoms@9dol  9hs3980 s
Jo0sk00e98980" - Ho00mygboos  bmEoswyGo  dgool  OHMEo  30BOMEO
956 39¢30bgol 3963005690590 Qo 9mdbsM9gdgwms ALbmR b3 MdOL
Bo9mMyse00d90530.

bLmEosMHo  Jugwo OOl bLmEosHo  Mmd0gdBHJOoL  X9F30,  MMIgEoy
69605309001 96 06030 MHO 553055 gd0LYSD  Fgopgds  (Tosun, 2012).
LME0SMMHO 90 SMLYIMBL VYOOI 35390M9dM, JugEO, 0BOME J5M9dmJIo,
Loo@ dgLadargdgaros 0b@gmadaos (Appel et al, 2019). ol 0ygbgdl 390bg ©s5399dbgdw9ew
3996memyosls 080LsmM30L, MM LHMORS® 2593039 ml 3mEbs s d9ddbowo 3mb@Egbdo
QOO ©5M96Mmdol dmdbIsMgdgddo. LmE0SEMHO F9OS SGOL FsOOME 45dMmYgbgdooO
© 3NWGHMOM® 9GO0 39000wd0. ol 5deg3l FgladegdErmdsls 0603090l
3Jmbogm  3m8Mb03s30s s [oMdmIzb  LmEoswrMo  XMBIO0  53e03530900L 56
3oGRBMMHIGO0L  godmygbgdom, 0dolomzol, MmAd Jgddbob, 205BosMMb s o339 Mmb
0683635309, 259mbobgds 96 som/309gm dsbsgws (Wamuyu, 2020).

L3050 IGO0 30MHZ3ge 459M3w0bgds Joohbg3zs 20 Lsmzmbol (ob (Benefiel,
2010) s6LgdMo MMl 0839MH00L  Jowsdo 3mA3g0, GMIolL  3bMm3zMgdOL  LGHOEEOL

d9LPogws 89-18 Lo3Mbgdo o0fygl 9330093569035,  33eg30L  Loasbo ogm  Joamsdol
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3000gdbBg  ©oB™M390mo  FofigMgdo s  godmlisbmengdqdo. (36mdowo  $896M039w0
933193500 90935 8969x830gwo 59330390V, MM 3m3goL 39Dy  sdmBgboo
0960960900l dobggzom, dolo 533HMEMd0 Joesgdo sEbmg®madagdols Lbgoslibgs 53gbs oym.
9OM-90M0 ©0EJIMYol  Loberols 3000WwqdHg 93580ME 030mbgds gmdMHgdol dogH
951306dEOLMZ0L  OEH™MZIOMEO 39oEro BMm30egdo. Loberol 3009900L 3900 gdDY
9qJbgdos HgMHOo, LsdBsMGMML 3900egdBg FMbEALELMMG]do Lolingzstrmenm 53d9dls
"y390m©bgb  9m®»Isbgnls  (Benefiel, 2010). GmamGE  BsBL, 3m3390L  dmdowrsdggoo
960356900LmM30L Lok sOM F0dM[gMH000 JOHMOMOdMPBID. gl 0bEHYMIJEGHOIPMDS FoOrICIMdOL
3905 89993690351 s 0bRMMT5300L A53gLOE JBLIBYIMGOM®S. FMYmEoo doE05b
0002038 ©®9396ge LMEosEMOO Jugeol “390wgdlL” s 3MBEJOL, 00 goblbgsgqgdoom,
MOmd  obs  aogogdom  dgBo LogzOEg o LBIMOEgdss L3O  gobHgmdgdol
259mbs@zolbmgob.

©M9356gwo  gmOHIom  sMOLYPPIMWO  BmEoswIMo  Jugwgdo, > odds  Mbos
06@&9Mbg3obL - world wide web-ol 994absls 353806005, 09935 3330935609d0 doohbg39b,
MOmd bmgoswy®o dgool T9ddbol smzs xge 30093 99-18 Lo3Mb0sb  0ofiyqds,
MmOy ©oE  dsbdobg  0bxzmGTszool  dofim@gdsls s doegdobmgzol  d90ddbs
A9wgaMsdo (Ritholz, 2010). 8ma305690000 9339 MO9OM S 3HIJEI30D0s 25dm0yggbgdmes
bemEoswYOHo 0bGHIMSJ300Lm30L. 03 39MHOMPOLMZ0L LMEOSW YOO X3B9d0 0Jdbgdm©
LogODM  OMYOMEGdgO0L,  Mfdgbs-odM300Igdgdol  dobgzom b Log®orm
3MbRw0g@gdls s go8mf39390Dg LomdGOL Asdm (Rimskii, 2011). aobwyero bomzmbols 50-
056 §9gddo oboggmTo  LyBHIIBRMbm  3MbRgMHYb30gd0E  0TsOMYIMs.  OHMYME3
500996, 85d0bsg 30 9HgMbgdbb bo3gmgdo LosGgwgnmbm 93Ygmdobgdgdols gmbEol
3939b358 s 306500 F9EHYmd0b9g09d0L deMAgdols 0¥) 3 IVBEIOOLMZ0L 2odmyqbgdsls
(Borders, 2010).

LOEO0SWMMHO JWHBHRMOTGOOL M3 gsMds 1990-056 {fewgddo Fgoddbs s bdo®
d90mbgg35do Ibmwm gMm Josddo, dGHodbs 099 3mbGH0bIbEGHBY 59005690 b3l
06@96Mglgdol  Jmbg 55805690, 53  39MOMmEOLIM30L  0bEo3z0gdL  3Jmbsm
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d9LodErgdMds  8994dbsod  dErMAgdo  @s  @odmgbo@om  LogMmeto  gdm0900 v
dmboBMgd9d0 (Tremayne, 2007). 960-9MHM0 30M39WO LMEFOSEIWMOHO SOHBOL BoQsEOM0s: Six
Degrees (9J3bo Loggbm@o); BlackPlanet (d5303¢o69@)s); Asian Avenue (55060 25db060),
MoveOn (536M3d9e9). 4390 350560 3mIbscmgdegdls Ly oegdsl 5dEg3s ALS3LO
0b@9gMgLlols 3Jmbg Lbgs 5530569306 9foeBMgdoboc 3mdMbo35305. ¥933Es om0 BMez35M0
©56036m@gds  LoBMPsMYdMH030 3583560900l  HoMmBmgds ©@s  Loxstm  3mero@o3zolb
5Q03M35GH0M9GOS 0YM.

21-9  Lom3mbol  sbsfyoldo  Lm@EoswrwmGo  dgool  s®bgdo  LHOsxs©
39965350n9Mm3bos, dgoddbs Wikipedia - Lobsewbm 9b3030wm3gwos, M™Igerog gbsg
06@96Mbg@ 9mabTsMgdeqgdol doge 89ddboro 0bnm®ds3000m LsBOHOMMAL. 2001 {gwl
d904dbs sky blog o Friendster, bmeom 2003-do Myspace, LinkedIn, Hi5 o ¢339 2004
Dosb ®golomzol 3bmdowo 3ws@Bm®dgdo - Facebook, Youtube, Myspace, Twitter
3990g4dbs (Junco et al. 2011). EgoLom30L yzgarsbg IHBsMEO LobsErobm @s goboGMMdO
3wodnm®mds TikTok-o - 2016 gl BobmMds Egdbmermyom®™ds 3md3sbos ByteDance-3s
494065 (Marketer.ge 2019). dobo d0Bsbo ogm dm3wgdg@E®om0sb0 (60 (s9s589) 3009Mmgdols
394960l s g9bmo3L9gd0l MFBgds Jog35 FMIBTsMGOEGdIOLMZOL.

330935 3960bosgl Lodo®mz9wmdo LmEosW MO 3EsGHRMOTYIOOL 93MEIMEOSL O
30639 JoO0)e beEoswE Jugels - Mmdoobol gm®dl.

306390 05308 dgmeg  J3900380 - 0bRMEHIsgools  Bomgdol  fysemmgdo s
909063 29¢0 566980l 035306989(598980 - 256boME0s LM0sWMHO dgEo0lL, MMM
3009960353008 3603bgerm3zs60 9egdgbGHol - Mol Lobmmds s Mgo@0bygdo, G
3900597939305 90000l B3 960l 9839JEH06MdbY.

1533Mb03oEoMm sObo BOBOZMNOHO F90Mdos, GMIWOL LIS gdoMS3 bYds
300996035309, 06gmMIs300L d533ws (Brydon & Scott, 2008). 35639@0bgmwo ¢oddolgol
230039l  sObol dobgz000  2obLEBOZM396, oS3 T 3gBH0byme  dsdMmTo
9mdbdoM9gdgwms IMmHBo30L 3003900 gBHO30 - YMMOEEYdol 80g3g30d, Tgbodsdols,
"306039009gbo 36033690 Mm35605 439eoBg Bmbdsds®O LMEOSEMMO SMbOL ogbs.
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0b6%00(05300L 30939¢hysG@ LEEF0SW OO FJO0S OLIBYWS, MOYom FJMEg 439woDY
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399m399900 (30.9 %).

56589000M39 0990530 0bRMmMT5300L 2old3M IO BMEFOSEMMO T9JOS
9930059 dozM0  0bLEHMIIBG0s. LHimEMgE sdoGHMIs3  GHMOIOEO0MEo 89P0
1539150090900 JAB0sb MBI/ 9bM0TgOL/XAIBJOL LemEosEE dgosdo s Fso Foge
935900 3063 96EHOL 293M3EIEI0L BLME0SEMHO SMHYO0m (30w ™dIb (Internews,
2021).

0bgm®dogool  Joegdolsls 3603369 mzsbo  BogBHmOmos  LLobym®Aszom
0gomml/s®bol Lo®fdwbmmds s LobmMmds. B396 Joge Bo@e®mgdmmo 33w 930l d9gaq00L
dobgz0m bMdol 3Mmbom  BHGOOEOo 3905 WOEIOHMBIL.  MHJL3MOIbEHMS
36530 qLMds 58dMBL, MM 9bMdS HJwg30Dosl - 55.8%; 0bEGHIMbE) godm39dsL - 31.3%
@5 3OMBBOM FWoGBMOIGOL - 22 % (ob. osp®sds #1). 331930l s©bodbyero
990093990L 3560139306 SB3gdBHL vy 9b3z0bowsgm, bsmgwos, MM GHMIOEOVW
9900l 58mygbgd0m Bo@9M90ME0/458dgdo 5dGH03M09d0 3530w gd0m 9B39JGYIO0
096905 Lobmmdol dobgzom, 0MI3s 930 gdg0s oo bmEoswy®  Jugedo
0639306905,  Moaob  FMmIbsMdgdoLlm3zol  0bxgmEMTogool 30639 gsmH™Ml
LMEo0s YOO 3905 Ho6dmMoqbU.
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@©058Mm305 #1: 065GHIs300b 30639¢fYs6G2 s sGbob 8odst0r beomds
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306500056  LogoOmggemli  dmbsbegmdolomgol  0bgm®dsgool  30M39efyserm
bemEosw)®o  39oss,  LYobGHIMgLm  oym 08 sGbgOOL  godmzwgbs,  ®MIwgdos
Lodo®mnggermlb s AbmgEoml  dsldEHsdom FoEswo  M®go@0byom  Lobygdemdgb. ™)
39005369530 LM EF0SEMEMO Fg00l MJoB0bagdl Abmaomls s bogos®mzgurmdo, 2022
Parol 0563600l 8mbs399gdom, bmBEomdo 7.91 3o osME0 dmbobrgmdss, MHMIGEmsb
06@9MmbgBHL 67.1 % dmobdocl, Mo3 5.31 % dowrosmEL d950y9bL. LemEoswwmemo dgos 30
4.62 300560 5JBH0M dmIbIsMgdgel omzerol (Datareportal, 2022). LemEos@)® sGbgdL
dm6ob Lododmnggemdo Facebook-0 ¢rog®mdl, 3o 2.7 dogrombo dmdbdsdgdgero 3g4egl.
06@9Mbg@ 9mabAsegdgwms 93.7% -obomgol Facebook bgwdolsfigomdos. Instagram-b
Lododmggermdo  1.45  dogoombo  dmdbdotgdgero  3gogl,  bmewem  LinkedIn-%g
LogoO»39emsb 440 000 3mIbTocmgdg0s IMJROLEMOMGOMO. M3 ggbgds Twitter-U,
3ol Lodo®mzgermdo 143.6 s0slio Imdbomgdgero 39sgl (Dataportal, 2022).

33w930L  80Bbg00sb  45dmB0bsdg, 2020 ol 0360Ldo (3m3z0 356gdools
©OML) ©s 2022 Herol s3Mowdo (3m30© 356@gdool d999) Bodo®mgdmwo 3393900l
dobgz00 (0b. OsaEsds #2), dmIgerdos dmbofforgmdsls Mmame dmdbdsmgdagdo sB939
0560393 MMaq00 0090©b9b, godm3zombmmms MIMIZgLMdS M30MOEJLMISL 9B FqdL
Facebook-Ul (97%), 899092 dmqol Instagram-Ubs (58.5%) s bbgs 3ers@am®madgdo.
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©O0536505Bg  93580M©  0300bgds 3393530  dmbsfoarg  FoM393H9gM9gdol o
dmabB>O9dEgdoL (2020 ©o 2022 f) 90O @oLIbYPMWO  SObYdOL  GgoEObagdo.
956039390900L 97% mo30L0 boddosbmdolbmzol 0ggbgdls Facebook s6bl, 8999y dmob
Istagram-o (85.9%), o3 9mdbIsGmgdgerms Jogh 2odmyqgbgdver (58-57%) MomEgbmdsls
0omgdol 30%-om MLHEOYOL. LBbgs 5MHbgd0osb mabAsMgdgwms 3M9RIMI6309OL o
956039(39M900L d0gc TgMBgM 5MHYOL TMMOL OB MGdom 3-X9JO ©OEO LbgsMdSS
LinkedIn-ob g08myggbgdstg. obggg aoblbgogqdss youtube oGboL  godmygbgdols dbMog,
9mIbdoM9dgd0 5060365396, ™A Bmobdo®mgb dsb (55.2%), md3s Fo6393H9Mgd0L Fbmermo
39% 0y4gbgdl youtube-ll 0bBMOT>300L  Fo3MEIWIIOL  sObs©.  MogMms,  MHMI
9mdboM9gdgdoE s 356393909003 M9oE0by sMHbYdL sg@0IMs© 099b9gdgb Ms3056m0
3065000 mv) bogdosbo JoBbydOLMZOU.

3393580 dmbsfoerg 396393060l 139305 oLEBHIOOLMZ0L LrEOSMMO  sGbOL
3960B930L 85356 06035GH™MOL  Ho6TMoaqbl F0BbMdMO30 sMOGH™MEOOs ©s dolo
©99MM5030ww0  FobolosMIOWgdo - MoMmIbMIM0Z5® M53Ibs ML gbs vy ob
1939960 3WHGHBMOT>YY  [oMmBmEygbowo s M38gbo  vMLYOMBL 53 UgydgbEdo
06@&9gMglo  36M96oL/3MMEYJEHOL BodsMm. g3y 956393 )MgdoLm30l 360369 m3zs60
3dJHMM05  3Eo@GRMMT>  0dEgm©gl  LyFOEgdsl s  dmgdboeo  oymlb  Lbgsolibgs
36OMOMIBHoL 85039306y BogdBHo3gdol  qoblobmMiogmgdws. sd  dbMog,
956393H0bgol  13g30swobBHIB0  JoMMEo  3Mm335609d0LM30L M BHYMbsGO3M O
90935636 Lea305O 3EoGHBMEOTo© sbobggd9gb Facebook-b s Instagram-U.

300390 0530l Agbsdg Jggmoegzdo - 306996¢90L 8969606980L fyster s dobo
B98530¢960L 396L397H03980 - 356boEIMEos 30063096@0L Fysemls 8b0d3zbgwrmds, Loog
530609, ®MI 0565d90MM3g J56393H06330 LEHMIEIFOMEO BoJEHMM0S dOYBOL 0doXO
@5 9ol 30 EHBY YOO A5dMbTs)MHgds dTbToMgdErgdol FbMHOWsb. 0bogowgdo
X960 36OHMm©IGoL/Lgm30Lol Tglobgd Lbgsms Fgbgemgdgdl 93bmdosh, Mgo@obyqdl
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583519996 s 9999 009396 dolio Fgdgbols 25oHY39EGHO0WOL. SJBHISWIM0S MROGFOSYIM
LS50EJOBS @S 3MYJEHOL LMEOsW IO 890d 3390IODY F9bMI3LYdMwo 0bxgmEmBs3zo0l
B9393w9bol dgUfogems (Burgess et al._2011). 356393969335 500moBobgl, MM AoLSOMMNMO
15O gdgO0L  5MBY360L  4539009d0LSL, BOETGOOL Mbsob MgoE0bal  goIdYY39@O
96030369 mds 5943, MYgmgOL 09) 56 ol OHMAgEr0dy s0bGEHIMIIGdEo 3o6o (Centeno et
al. 2015). 53 ©90GH0b90L 30 Lbbgs Gogomo Fogmgdegdo Jdbosh, Mo dmabIsMgdgdol
9mD035L5 O J9Y3930gd90Dg SLobzsl 33m3g9d0.

GOBOM  9g0sdo  MgoE0bygdol s TgRsLYdGOIOL  A93MEIWgdd  IGMROL
0331935090030l SgGHeMo  Jombgs  [oMdmdgs,  LmEoswH 890530
3936339 9dwo OHMIgEo 3mbE6EH05 MRO™ 9839dGHMM0 - dmbds®gderols Jdoge dg4dbocro
326099690 (UGC - User Generated Content) gobmogm 0bgm®dszos, MH™Igeos
9mdbdoMgdgdol  2odmEEOMYdslL,  ds0  Joge  dM3M390MI O 2O3M(EIWYINIE
06836 35305L 94Mbmds (Luo et al, 2014). o Gs3909900L Jogts dgfdbocro 302699690
(MGC -  Marketer-Generated  Content)  (fo®3mo96L  dMBOL/MMA60Bs300L
956039(4960900L vy 3m3MbozsEgool d9bgxgmgdol dogH d9ddboe 3mbEHIbGHL (Liang et al.,
2020).

33193990L 353 glimds 593H30390L, M IMIbAsMGdGEMs doge 29gbgHoMm9dMEo
363 96¢0  MBOH@m  LoMHdMbms, 300609  IL3MBLMGOYdMEo  3mBEBG0.  dgBog,
5L3MBLMMGIMOo 3mbEI6EO 0f393L M0 GIOMO sToX JMGOWMOOL 3:rEbOL
23994BH0MOL, M3 BOEOL §0bs50dEIamdIl G193 sdol JodsMm, s Hmy dgdmbgzgzsdo
MO 3003039 S 63395306 259mbdo®mgdsls 0f)3g3L. dglsdsdolo dmdbIscmgderol
9096  396900M0ME  363HIbBHO MROM  Fo®owo  bgys3wgbom  bsoliosmgds 3000609
5L3MBLMEMYOMO S FoM39BH0bYMWO 3MbB3YbEH0, HMBYEDo3 T9g0degds Lofoboswdgam
9939330 @odmofigoml (Mullet & Christandl, 2019). o0 33w93900L d9939d0L dobggzom
™mM039L, OMaMOE  dmdbo®mgdeol  dogh  g9bgHomgdme  3mbEGHIBEHL  (UGC), sbg39
9563930l 3096 496900600 3m6@96GL (MGC) Bggo3wgbs 5J3l dmabTsMgdwgdols

3900509393 0gdol Jomgdol 36OrmEgLbY.


https://link.springer.com/article/10.1007/s10796-017-9810-y#ref-CR13
https://link.springer.com/article/10.1007/s10796-017-9810-y#ref-CR17
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B39 d0gc Bo@Ho®madem 33¢g35d0 dmbsfog Fo639@MMAqd0L M3 glicmds
do0Bbg3l, M3 dmIbIsMgdgms  dogh  3969MH0MgdMo  3mbEIBGBH0,  OMYMOOES
“B983oLgd9d0” (reviews) 3609369 M350 g3 965l sHEIBL 3mEHYBE0E FMTBTsM 9B bY.
31939, 09353 J0mbMEmdgb  F9usligdgdl  3GMm©d@ol/Lgegolbols  9gdgbolisl.
399300bMogsb 9OHgMWgdo 50056M096, O™ by m3zbr®msw 99ddbosod YId0MO
99985L9d900.  IMIbTsMGOgdOl  LobMMds  dMYbEOL  BoM3gBHgMgdol  Bogh  ©d

9mdbdsm9gdeols doge d9ddboo 3mb3gbEHOL 30390 M0mMJdol Mobsdsm0s (0b. OsEMSTs
#3).

= Ao Snp Bnfibnrmn g Agn == Smisdsfnimol S Bfdeomn 6 BEn
30

Q0530505 #3: 056 39¢ M Mygd0l s ImdbIsmgderol doge dgddbowro 30bE9gbEHOL 80850 LobmMdy
Pgs®02: 0536505 58902905 53920l Joge, 33¢7930L 89009890 B9 ©@s9HPObMBO0

33w930L 99009900 230P39690L, MM Lsdwgom bmds dMgbool doge dgjdbogn
3063963 By 6oL 3.88, bmewm dmdbdsmgdols doge dgddbog 3mbGHIBGHBY - 3.58, 6o
005%9 903356036900, O™ v 3m6BHIBEGHO 9BIJGHIO0S 56 5J3L 860d3zb9Mds 306 sGHOL Jobo
33@™Mo.

658Gmdols  dgmey mogdo  JgROLYdOIos  sMEPOGHMM05DY  1igadgbEHoMgdmemo
Lbmgoser®o dgos  3mbGHgbGol mog30lgdMgdgdo s Bgysgwgbs 8mdbdsMgdgEms
9439359, O®mAwol 3039w  J3gmsezdo - Jobbmdmogo  sIooBMGool  Jghg0l
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bAA®59980900 @5 0530U9829(998980 - g5565¢00DGdM0s 3mIMbo3o3ool dgmeg gergdgbdo
- 5790 GHMOM05 s Jobo bgadgbEoMgds.

bME0SEMMHO g0l M350 IB0TBMEGdss FMIBASMJOEGOMIE 30FMb0Io30s
5 0bGgmodizoss (Satko, 2018). ol HoBmogbl Mmbsob Fqlodergdermdsl dmbwobml
0b@96Mogd3o0ol  gollowo@sgos  dmdbTsMmgdgdl  dmGol s MBOWE3gEygml  obobo
0683006 35300L, IMLOBEOYIOIOOL s 0bBHYMYLIOOL QoBosMGd0 (Swar & Hameed, 2017).
Logdo®mnggurmdo di3bmz®mgdo dmadbdsdgdeqdo bemEosw Mo 3900l Bodwsgdom MMM
009096, 51939 39L(39996 0bBMOT300L. oLobo Jd60s6 3MmbFHIBAHL o 9d3L 3MIM603SE0s
SbEMdEgdmsb ™M) 59339000 33356001 dMIBTSMYIWGOMSD. SF0BHMTSE, WMR03IM0o,
Mmd 30093560908 Mgz Fo639BH0byMo dodbol 9egdgbBHgdmsb - Mmoo, @sbo,
3GMIME0S QO 9PAOWO - 9OMOE, 3OMEYJEHoL ) LyM30LboL  Fo63gGH0byMo
39399m30L5L 3G0MO0E G0 3033mbgbEOL - boembols (people) g98m3390ms ©s dobo 24/7
0b6x3m®30Mgds. 306500056 @@L  Bgdoldogmo  Bs®3930ba o 5dBH03MdOL  SM3EOL
DoOGHowo 9Imdbdscmgdgeros (Rahimnia & Hassanzadeh, 2013). 30335605 30639 Gogdo
sbabl  0BEMdIMOZ30  9MEOEMMHO0L  0096EBH0R0EOMYdSL,  dolo  obolosmgdIgdOL
3b65¢r0BL, Goms F00HBOML oL 3MmbEHIbE FoM39E0byoL Asdmygbgdom s gugd@M™Mbrywo
5Obgdol d9mPBg30L Lodmogdom. 9B9dEGWIO0 Fo639BH0byoL ghm-ghmo d60d36qwmgsbo
360630300 80BbMIM030  9MOGHMMHOOLMZ0L Mg g356GHMM0 s FoLBg FMGYGdIMO
3MbBH9bEoL dgddbs (Bly, 2018), ®obmgzolsg 9ME0wgdgwos  s7©o@G™mEOool  M™mame3
©99MAM830w0, 51939 3MXEGHOME0 Foboslosmgdegdols dglfogers.

300EGHMOM00L ©IIMZH5R029m0 sb5¢PO YO JEoolbIMBIL 5)oEHMO00L dqlogesls
dolo sb530UL, bgbol, BLmE0sEIM-93mbMB03MMO BESGHLOL S AJMYMIBOIO SOYFOWOL
90bg30m. Y39 Momdsll Mog30L0 VOMYOMEGOgd0 S 0bFYMYLYdO 593U. SOEGHMMOOL
Sb30L  2936Mds oMM qbsll 2304360l ol FmMbMzbgdbY, BolgMWMdILs o
06@96M9LgdDbY. LemEoswmmo  FgEosE  SLO3MOMOZ5  1YAIBEBHOMIOM0s, GgoE0bydOL
dobggoom (dataportal, 2022) Instagram s Ticktok 0obgoxg®gdbgs gomgzwoo. obobo
30653 JuMdIL 56039396 M3y 300JMOL @S LobsEIOLM LEsmMgdL. 03039 LwEsmOo



19

3399430 Lodo@mggemdo 2020-bs s 2022-do B396 dog6 Bo@oMgdmeo 33¢093900L dobgz0m
00b690%9M900L 90% 094gbgdl Instagram-b o 45% - tiktok-U. sbo3MmdMm030 9bOwMgs 593
Facebook-b s LinkedIn-b, 0099930 Lodo®mggermdo ddmdegdo M) @odswgdol msmowom
bdoM5 5M90LEGHM0MGI96 053006 5bsETMBOWGIBSE 30 O 99dBH0MMYdI6 B LmEosEW G
Jugardo. 5439 90LEB0BBsZ0s, MM LME0sEE Fgosdo 3mbEIBEGHOL M93es3gd0MgdoLSL
130039@gLd@ 2d39bHO 3900@YDS Sb3MdOOZ LTgh Y s FJIwYY Ubgs IFMMIBOYL
9sboliosmgdEgdl.

3b53MdM030 1BYAIBEGH0MYdS FoM39EHMMYL gbToMGdS 2oBLIDBWIOML 0bEMgLYdO s
©59M3000909ds Lbgo@olbgs 3olgmEmdol mv) 3GmEd@ol 30dsmm, Mog Lsdmewmm
50bOHgds §393500. MoMdIOL WL 4 BYd9b@o© 3ymaxzgb, MMAYdLLE bb3sslbgs Hargddo
Q0350 M35380609b.  dsmo  93mbmdozmemo  gobiymdado s  botxzomo
390050Y39¢0g3900 goblbgsggds 9MHmTobgm0Ligeb, s80@MIsa LoobEgMglms §obsdwgdamy
33193530 om0 2obbogngs.

89000 3829090980 439Dy MBOMLO oM, OMIJWOE OB FMEbsos. Jom
09000 319996 qdL (baby boomer) 9dsbosb, 3065096 ollobo 1946 - 1963 {ergdol Lobrgmgddo,
5699 GgmeMg Abmxzwom ®mdol 999gy ©o0ds©bgb. ‘comds X- 1964 - 1980 (rgddo
Q505@YOMEO OMOSS; 5MBs Y 03039 'T0¢19605¢7980 " ©5008500696 1981-1995 {engddo. 53
050d0Lm30L 3603369 m35605 09, 5080560L MBGdGOO S F9MYIML O(33S. Fgmmby
05005 5M0L ‘5mBs 27, GGG ©s0ds©s 1996-2012 ergddo s Y39wsbg sboasbMs
05Md5L FomBomqy9bl.

300GHMM00L  BgadgbEoMmgdolsl  86009369wm356  HMEl  ™sdsdmdL 396 9G0,
306500056  Joemgdo o 8595353900 0b6RMOT5300L  Bb35olBZoA35M9©  5©00d35996 o
39bLbg0390w0 06EHIMYLYd0 5930. Joegdo Lm0 E 890530 JOEOWIOOM 59EH0MGOO
56056, 3000609 0595353900. LME05E JugEdo  JoMS/IPIMS  KAMBJOO  FIMIMOL.
Logdo@mggermdo bs8390o bmEose)®o 390 M93¢sdols doMomso dmdbdsmgdgero

o0, 30650056 0llobo MBOM M9s060909b 59 3039 gdME 3mb6E96EBY.



20

bemEosw)® dgos 3563930680 s7oGM®mool 1gydgb@omgdolsls dsdmmBgmeo
SAOWO  MF06MO3L  8IMBOSROIIO  SOFOCPIDIBSMYB3L.  LIOIYIEsTM  30bB3YbE oL
5939005l 5(30e9d9 300EJO0MAL HoBMoEAIBL 4gMYMIT0Mo Mool dmbodgbs,
0y b Fo3bM3MNdEdds/8ymxgdds Mbs doommb d3Mmgbwol FoghH 493M(39wgdIEo
3Mb@9b@o.

doBbMmdMm030  9MEo@BM®moolL  Bgadab@GHoMgdolsl, dosmo L3OO ™  J3930L
00096@083030M900bmM30L  360T3z69wM3560s  LMmE0sEIME-93mbmTozmMo  LEHSEGHMLOL o
36x3gLOOL  EsEAJ6s s FLdsBoLo Fmddggds. (369ds  BeosErIH-9300602803790
bAsAbo” 505005605 xanol 930bmdozme, 3mEo@olzmed s Lmgoswme Msbyby,
bemaowddo 9ol BEyMIsMYMOSBY FoPOMGOL.  LEMEFOSWG-93:mbmB03MOO  LAHSEGHMLOL
5965  LmEoswy®  dgosdo  ImdbIsmgdeol dogh  dg3bgdyero 9. “wogdol”
LodMogdomss  dqLodergdgwo. o ol  3969G0GIs  RdObS3m  FMIBIsMGOEOL
06@96mgLol 06030MYds, HMIWOL F9gRoIE 8MmIbIsMmgdgo BHMm39OL Mo30L LozmbEsd@m
9mb5(39990L, MHMA 36MHMYJEoL/LYMZ30L0L/dOBEYLOL Tgbobgd 0bEMEOTs30s AdTMOobMZMUL
(Holenz & Stoy, 2018).

36mRgbool s bsddscr sgoerol dobgzom Bgadgb@dotgds 2obLo3MmEMgd0m
36003690 mg5600 B2B 056393 0bgol QOMU, 306500056 090035H90)00
LgMH30L0/3HMYJBHO FOMOMIPI IMYJOOL FObIOZ0M SMOL A9Y0E3Z5©O. LMEFOIW G
dgosdo 53  dBM0g  LYAdgbBHOMYds  “@s06EIMJLgdIOL”  Jomomgdom  bgds, 96
356MGHBoMmM9d0L ddogdolsls Gglodwgdgeos 3MMmxgbowe bmEosw® Juigerdo - LinkedIn-
do LodogdM LoEY30L JOMOMYdS.

90BbMdM03 LgadgbBH By LomdMOLIL MBS A93505b30eM™ YMMOOWYdS UsbswyBHe
965B93. Lemgoswo  Jugro  0dwglzs  JgLedEgdEMdLl  AMs35¢doombosb
36935 R9MOM356 9M©OEMM05d0 MHMIGEr0dg 3mb3M9EHWE 9BsBg FmbomdMY, 56 MHMIgEr0dy
96000 ©06EHIMILYdIMYO  5MEOEHMM0s IMbodbMm s  3MbEIBGHO  FosHgobm. sbY39
LolO3geros 3OMEIBHoL/LYOZ0L0  LOd3OMIMEom  Lobordem  gbs  gdombggmogl
doBbMdM030 9MOGHMMHO0L 9boL/EGMTI0bMEMmYool (3EbLL. y39ws MoMdL, 3MMgGgLosL,



21

69300bL/379m0bgl, 3MEEGHYOL 09 Ld3MWEHMEMSL 139308039M0 GHIMTobMEmyos ©
0b330LEMO FoboLOsMYOWGdO A55Bb0S s MBSO FgE0s 0Tom FodMmoMBY3s, HMI

9003505 SMHIRMEOT>OHO 303MB03o300L FglsdwrgdeMdLl 0dEg3s. S80EMIS3E 0lYMO

» « » «

A9H30bgdoL godmygbgds, MHMAMMOEsS “omMYg”7, “@dmbBY”, “@oswrs0dy” “©o0d95M9”
5.9., bLogLindom FoLOWYdOS.

doBbMOMm030  9MOBHMMO0L 29O Ir0  ID335¢7RI)H36900L 25500
©99MaM030w  AsbobosmgdWGdMIb  ghmo  ©9dbodzbgermgzsbalios  FoM39E0by o
3M639bG0L  894dbolisls.  s@sd0sbo  bLmEzowmdol 93005 s LFIZWMBL  LEBMASOMYdSTo
35™36M905L s  J(3935. 9056900 B JOIOLMBIZg F9MGIML 9393056 @S Tdolo
39M99m330L ™30L9990L 0dgbab, o3 BYRO3Wgbsl sbEgbl 0 0bEoz0SEMH vy
LmE0SH dMddgE0sHY. dglsdsdolo, 3603369em35605 59EOEHMMO0L LgadgbEoMgds
390EGHMONO 305350 RGOM36900L gom35¢olfobgdoo.

50 dbG03 93393505 0 0b3HIMHGLL HotBMoa9bl 3memsbogwo LmEomemaols
30960 3mxbmgEgl doge 89dmmegz5Hgdwo bmmo 3w EHMOMEo Fsbsliosmgdgero: 1)
doomBegdoll  obBHBE0s; 2) 0bogzoolGmo s 3mgdE030LEGHYIOM0
©50M3000909dg00;  3)  dsb3Mwobmmo - 8qgdobmMo  JoEMg30wgdgd0;  4)
239996330300MdoL  J00YdIMdY;  5)  9Mdge350sb s IMm3eg350056  JoBbgd by
Mm609b@s30s (Hofstede, 2021).

oM i3egdol 0O 063HgM35¢ol 3dmbg 439969030, Bsgsmoms@, 0bmgmlis o
Bobgmdo doomz3egdoll 3dmbg 5s80sbols 0ot 353H030L3gdsL 50ToGJdom boMolbdo
9005603000  398mboBo39b,  sd0FGHM™I>3 vy 3MBGIBGHL  39bs8EgdMdOL 30Ol
36M3M3006m30L  JIB0sE OO  SWBsMMBsY, OMT BsMHMWMOS @S OLZMLOS 5TV
Bo3egds0 dm3ygzgds. dgbodsdols, 3mbiEol d9Jdbol Mml 3o0mbgzol oLIALL 96 ol3MLools
bbgs  d90m©gdom  29696MH0Mgdsl,  b53wgdo  MHgHBMbIbLlo  dm3yzgds. 53903500 o
o 5MRgdol 350 0bgJlol dJmbg Abysgl 939969030, dmdowrsdggdo mogolvyrws©
300mbo3oggh  Logmme®  SHBOL @O  FgLodsTOLO,  FOIBOWGOOm 390  0349do390L



22

0b@96Mogd3omo 3mbGgdo s dmdbIsMgdgdog O Rqgwgdo 04690056 TmboBOYdOL
©5530JL0MYOOLSL.

Lo0b6EIMGLM Jgobos BMligmo O gmxBowo LHdFMMs 3530600l J399b9d0, Loog
doHMBEGdS 3930LMOZ9O VOMJIMWGds 0gm S HBMAOIOMNT0 - SbEsE SMOL. Sbgm
939969000 UBo38sm@©  293M(3990I0s dMBHJOIOL O BHOMMEGdIOL 25dmygbgds MHMAMO3
LOBMAOOMGIM0Z  Bo30MbgdBY ALY JEIMIOLSL, sbg3g 39MHAM  3m335600L  3OMEMJzo0l
39935L900LsL. 990, JoOM39gegdo  13TsmE  FobLBoWGdO 9®0S6  3MIgMEoWwo
3600 GHoL/LYMZ0L0L  FgRoLYdOLLL, To®sd 3MWOEGH0ZNNMO  2o6FYMdIOOL  Asdmbo@ 30l
©OML, MBO@ BJoM0s M5©035wobdo - b 9dgdgbh 96 dmwmdEg LHoMs396 LMB0ogdBHL
(Internews, 2021). s0b0dbmwo 399w@GHOHKIo obsliosmgdgeo 4sbbozmeMmgdom Mbos
3930m35olLobmom  Lm@Eosw)®H  9gosdo  3MMmEJBHoL  0bxgwmabligMgdols  doge
396930059900LsL. O BgdOL Fooewo  obEIbEool  dJmbg  d39yb9ddo
06x39bligmgdol Joge 3MMIM306M9dMwo 3MM©YYIGH0/LYMO30L0 53MHOME Fobo®gdos s
oLy 30093500  “QoloBogMgdsl 96  J3900gdMYdS”". MYI3s JooRgdol  OLEBEOOL
Q905¢0 06gglol 3Jmbyg 939969ddo, JoM39EIM0E WS M350 0bREIM9BLYMHO BOHMbOEIs®
65 3m9300ML 3MMmEvYJEHoL/LYMZoLOL MY3WsB0EMIOOLLL, 306506 Fgodergds dogr0sb
0O 69253060 gobfiymds 3odmoffgoml mv) gl 3HMIE0 96 LyMzolo 0bgwmablig@Mols
30039396300Lgob doer0osb s3gboros.

3M0EGHMOWWo  dobslosmgdgwo - obpogorseroblo  ©s  3¢m99H030bdo
LOBMYPSEMIIOL ITMZOIINNGOGOL  2oTMboBOgL. 3mgdBHo30DTol  Torow
3oboliosmgdEgdl 5BHM9d96 0LYMO 3MGHMMJI0, LIS ,»9WPST0s6gd0 Bogo (3bmg®mgdoL
3968530 Md5d0  0dMwgdom  0bGHIM0MGOMEbo 56056 dwgzsdmlowr  xamnqddo,
HMAwadoE mo30l dBG03, xR0l 93090l 039396, M3, LEbsE3XM® KAWROLOIO
ORI GISL (N 059399009356 gdL dmomnbmgzgb (3mxLogY, 2012).
060003000995 0LEGHMMO0 3MWEHMOS 30 0LYM LIHBMPIMIOIIL 59MM06gdL, GMIgdTos
5058056900 25300930  HIMY30JIJWDO  56056. 5 YMMOILIMYD0S  OMMGIEO



23

0bogooll  YBGMO, ndgs  sLg3g,  9@F0sbmy  BmMmddgEgdgdo  LdgMm3zgW MM
39900 EOEYM30LM30L 5GOL 453060 O MdsEo]gMdM030 M350 abgds o@oEos.

30gdBHoz30LGHe  39wGMOHddo  LmEos®  dgosl MO0 OHNMIOL
3906353900306 s LEBMASO™MIOM030  ILEHVOOLMZOL  094gbgdgh, T5dob O™
0600030095 oLEHMO0  3MWEGHMOMHJO0  FOONMOOLS s F9GINH393000 M0 YOHNMOGOOL
©5394oMgdsL (Kim et al, 2011). 5J39 50bsb0dbs305, M 3MgdBH030LGHME 3 EHWIMHYdT0
LME0SH 390530 boEbMdMBS s 9MIBMBO®  FJRMOMOL  ymews dobowgdos, dsdob
OmgLsE 06000300SOLEHWE 3MEEHMOgddo oMM bsdgyMdOM Mg 3yszom FobBoIME
099 30606 256M93mdo.

0600030015eolEGHMM  39WEHMOH9ddo 06030 O  LoMgdaDBY, 3065
3691396963090L5 s FoM853HJdsBg MM096E0MIdIMWO F9¢Ymd0bgdgdo MBO™ gR9JGHMO0s,
bom  3mw9dGo30bGHO  3MEGHOHIddo obgmo Jg@Yymdobgdgdo sbgbl bgyo3wgbsl,
MO0dwgdog  bsBL  ML3sII6  xXaAMBRMEG  LocgdIl,  35MAMbosLs @S Mmxobob
900 056MdSL. 06030 MSOLGHMO  3MEEGHWMSdo  FoEEY30Wbo M6 LsgMmaMo
3DMgd0L s MdbMdOOL 45dmbo@30L396, 900@MISE MBROM 9@ OIGZ0MMZL 59396
bo3mo® TImeline-l go®q News Feed-l, ®mdgeoi §o6dmoaqbl 396Lmbscmm LogMigl
030m350mbo@z0Lm30l (Chapman & Lahav, 2008; Choi et Sung, 2016; Sung et al, 2020). 09y

3glogoglb 33009358 ©9394HEbMdom,  MHMIol  dobgzomo  LodoMmzgwm
30994 GHo30LEGHe 3G Po0moa9bu, Logo®mnggermdo dbmzMgdo
300EGHMMm00bm30L  dgddbowo 3063 BGH0 Bmdaqgd0sbo 04690s v ol Lsbmgsmgdols
30000 EYMOSDHY, o0 0MYOMEJ0gdDBY, GHMO©O0E0J0DY, MRIBNE AMGIMDY o
LOBMASOMGOIM0Z sSDODY 3Mb:396GH0MIOME0 0469ds.

053 999bgds 39006965 @5 Jsb3w1cm0bw96% 329¢ )90, 3MBLOYOIL 96O GHJOOm,
539906996 3Gl 00933600056  LoBMYsMgdgdo, Lssg  LMmE0sMMo o
396gOMwo  OHMEgd0  MobsdMIE  SMOL  osbsfowgdo.  JoMmme 3 GO
9006mxzlbodmwmaos MaGOm  g39dobne  Hodlb  J0s3mm3690L.  ggdobmGo  GHodob
3M0EGHMOOLIMZ30L  SMHOL  sTIbILOIMYIJO  F30WgdOL,  JIBLOIMNPGGOOm,  3959d0L



24

©9IOBY O MmXsbBg boba®dwozo s Bmaxg® BgdgBo oxsF3MMdS, FAMIYGOMb
90»o© 3bMm3M9ds. 09935 IMxaLMYY JoONME 3G T3 obymEml d05303690L
55 Jmwoo (Hofstede 2022), ®mdgeros 5 Jmwoom 35sfimbol 393066, Gmgm®a BbL,

JoOOM0o 3M9WEHVOS B39906mMH0 s FsL3MYobmO 3MEEHWOOL golisgs®Bgs, sSFoEHMAs
LosFoGmMs dgBo 33w930L BoBHomgds v Mo 3Hodol 3mb3gbdo 0dmbogdl bgdmddggdsls
3M636M93e LoG¥s309ddo.

8290339380l 253006 ogoegds - 303 9ODO  FNWAOYOILO
dobollosmgdgeos, MMIgwos 3mxzglogogd d9gdmy3megz5Hs. S©0bodbwmwo 9gbdosbgds od
32JAHMOL, O™ DMYoghom 3w EHYIMJOT0 49M3393emdOL 030 B0MGI MBS >0
50505, AbO3LO  LEBMYSEMGdOL 930980  439msbso®mo  3OoWMdI6  MEbmdo
LOEG¥S3000 301 OMH939L, B3 oo g9gadgdo bdoMow fiergdbgs gofigMowo s
33090900 15305m© 9330369 s©00ddgds (Okeef, 2008). dgmeg dbMH0O3Z, GO
LOBMAOOMGOY00, BoOE J9MM3393MdS J9M339MEHos FoLoMgdo GOl - dbrm3zsbo
90000170900, BMFO 306MJOJO0 O YPIRTI30 993033900 bmMTss. olbobo bBdoGms
35RO OIO0,  5M55330(30MMGO0 O 3MI30MEI30MGO0  56105D,  0bBMEDs300l
30)mq9d0Lsl 1Y3560 FOHOEE dmgws.

LmEosEH Ig0sdo 3mbEIBEHOL 89Jdbol ML 3MEEHWMsms gl M930LgdEMmOS
390dwgds  989dGHMMO©  0ogmb  as9mygbadmo.  LBoBMYsMYdgdoLomzolL,  Loss
3999633939008 05300096  900Id0L  Fomomo 0bgdlos. 98 3MWEHNMOYOTo MY
Looberol doegds, sdoG™a 3mbEHIbEHOL d9Jdbol O™L o6 39GIOL dmHgal derogho
56OMAgbBHgool  Imyzsbs @O @HIBVOMO  SLM(30530900L  Jgddbs.  AgmEg  dbMog,
3999633930 MdOL 33905  Loo3 bgds 03  IMEEGHMMIOdo, sbowo  3MHM©wYJEHoL
09000350905 Ibmwm© 063 gMHgLoL 2503039000, ©TEHJO0MO MR IBEGHIOOL oM9TY;3
560l dgLsdergdgero.

3gLEggl 096 F9dmm35H90Mw0  3MXEGHOMEo  JobsLosMYIIdOL 303
90 Ho305 - §Mmd9er350036 ©s I03079950036 Jobbgdby 09695305 DMYPOWO®,

30994 3H030LGHO 3w GO0 I3 g3500560 MO0YEES305 FoOBDMAL, M5 dMEM bBL



25

Bo3969dme0ds 33100350 95IBEYMS, HMIol goMmawqddos 16 J399bols 3@ mes odbs
d9LHogwrowo (Srivisal et al, 2021). bmEoser)® 390530 3MIJZS050 S IMIW)3500b
60963530599 BMIMLBOMGIMY 5©5T0s670L obLbZs39d M MYJd0sh. 53 Lgadgbd by
23900300 BE®M3H930580 56MdgbEHJd0L bBoos 4obLlb3s3wYds s Fobss®log. 39MIm,
33935056 30Bbgdbg mM09bEGH0MGdM FMILT>MGOGOL  YEIWIO  0bFRMEOTs30SL
5360396, ©s06¢3)9MgLgdols Fgdmbzgzsdo 306MH0L30M TgbgzgMmsl bodbsgzgh s wWOML
599396 zodMobmzol. dm3wg3500560 MEMOgbEIE00L IJmby 3w EHMGgddo 3MmbEIbGO
RO 9gIME05Hg ©YMHbMdom Mbs 8904absl o LHGMSE Mgog00Mgd5Hgs Fom3Eoo.
9525W0mo@, d9@YMd0b90900 Lo3gblom RMbEBY MAIOHM MdgE3z500sbo MMOYEESE00L
3L G IOIO0s 9BIIGHIO0, 30O bbZopsb.

Lododmzgermdo dogbmzMgdgeo 99EOGHMEM0s ©dSWo 3MmbEIJLEHOL 3w @Ol
Bofoeos, 85906 dmbmazbs, d0bodbgdgdom dg3mfiofgdmwo 3mbEGHIBGH0 Tgodergds 56
04mb 9839JGHMO0, BP0 ol LemEosw o 9900l dmdbdsmgdeol doge Jgodwgds S
0469l FoOH@MPOMOE  29290Me00.  580GHMTd3,  LOLYYMZgos,  LMEOSEIME 89050
2396mo3Lgdmo  3mbBHIBGHO0 9039308 ™03 e 96 MIIDBHJIL,  dom  ImEOL
UEAHOGOLEH03WE FMbo(39990L, 3mb3MYEMI BoJEgdb.

B3960 M™MOL 9M-9gHMO MEOPILO BDOMEMWMY0 JOZIME 3MWOo QSTYMRL
39 GHMOMs FoboL0sMYOIE 30093 MO 3¢obBHL - IMbMIOH@bMEo s 3meErodmmbyeo
958396900900 s B0 S B503o 3MbBHIJLEOL 3w GHMgdo (Hall, 1990). 306390
3M63983E0s 9bgds  LoBmsmadol §1930Mgdol FJoghH EOMOL  5©Jdsl  LsbmysMgdMHO3
353690580, bmm  dgmeg  asbobowogl  Jg@ymdobgdol,  0bgm®Isgool  3Ho3gdl
3063 9duBHol  dobgz0m.  3mEodMmbme  3MWEHMOL  J093m369ds  LodoOmzganm.
JoOm039wgd0 Bo3ergdo x8sLYdIDE MM s “EY-09b35¢0MmdL” 9fg3006. 309690
B®ds 0mzwgds, d9BoE 39M339M  ©MmboldogdgdBg IRZ0569Ds  SM30EGO MBS
Do60t596L. 056590070Mmd0L 306M9d0 YmM39wmM30L 033069096, Mroms 5800 MB30EMSEHIIMDS
»B396Mb sdLHMg LsDMYsMYdLL. TgbodsdolO©, BrEsEH 3905303 25dmd3994bgdIemo
306396¢0L 5650568080930 MdS 5 3MIBLEHSDOEMOMDS 563399 Hows® Jobowgdos.
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65330l dgmGg 0530l FgmGg J3gmsgzdo - dgool Bggszergbol H9bogbsogdo s
doGos@0  Jo0sm0w)em98980 - g5bbowrmEos  bLmEoswMo  dgools  Bgas3egbol
09MM0g00  ©s  domo  Bgdmgdggdol  bsdobbo  Lods@mzgwmdo  dosbmg®mgdge
9mdbdse9d9by.

dLMdM030  Fgool  9JBHowmemo  BmbdoMgds s 0o  bsbsbo  FogmMgdgEol
39003dsggdls  Abmeerdbg3zgermdsl  (Bryant, 2008). gsdmd«dsz980l 09000k
dobgz00 0600300900 “GgoermE Lodgs®Ml” 5©0d3s996 s bgwoggh 03 LyMHsmgdob,
5399993900, boGgdol, 0IMEmyool dobgzom, HMIGELIE GHJwgz0Bos LmogsBMdL
dso  (Sparks, 2015). g09m39353900L  gMOOOL  @LAEHWMOS  bmEoswMo  dgool
D9393w960L R0JLOMYDS, M3 50b0dbMEo 331930l Logobos.

990005 ®o30L  dMIbTsMgdgedo  d0d5d30L  LYMHZ0WLsE  SVZ0dGOL,  5sF056gdO
b390bg/go6M90mbBy  ©5330603980L  Tggyo®  IMddggdgb.  bmposcrayto  bfszengdol
0902500l BoMbMB0s 59BH30EJ0L, OMI 5sd0sbo Loz mdl Lb3sbg ©s33003900L ©
bbgoms 8mdd9g090Hg dodsdzom. 2020 Fawl B396 3ogM Bo@oMgdmeo 33¢930L 990099035
399053w0bs, MM Mo MBMM bdoMsw 0Y4gbgdws Mgldmgbdo Lmaoswme Jugagdl, doo
MO 5IMIOS 193N M3l LbZs 95305690L, mdzs mog0l Abgogl 0boz0qdL
MO 5Q9MJOs mogl (M=3.15), 3000609 @EbmdoEr 5©sd0sbgdl (M=2.12). 5doEHmIs
95639(39M900Lm30L  Mdb0d3zb9wM3569Lb0 Aobs F0BEMIMOZ0 sMOEBHMMmO0L 0My3e03
9gmxzo  dmdosdqadol  J3g30L  dglfogws o BBy  BmMqgdviemo  dqLsdsdolo
0563930620 5930300900l gobbmeM309egds.

3900b bYpe3wgbol 3003 JOPDO BIONME FIZOFILINO ©d Fgbfisgerowo
09055 - s00bol d9ddbols 09m&os (Bryant, 2012). 53 00gm®ool d0egzs00 3mbagnaos
5oL ol, MHMA LYBMASOMYOOL 0bBMOTOMOMEMDSDY Ib0I369w™3569L bgs3egbsls
obgbl dolmdMOZ LEobBM®As30m L MOE)dgdTo AoLMEo 0bBMMTs305 s 3oModom,
LoBMYPOMIIOL 9339 MJHBMboMgdl F90sd0. ,,0006OL d9Jdbols MmgmGool” dobgwzom,
990000l F0b55MBO  2oblsDPZMIZL LoBMYPSMGdOL FogH obbowme ™MgdsBolsl - o3

MO 5JGHoMOms©  FMJgds gbs ) ol 09ds, Tomd WYROM  SIGHUIIWIMHO S
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9600369035605 ol LEBMPSOMYOOLMZ0L. 330939008 dobg300 5MBMBbEs, MMA mMgyds
59B 0o bgds v ol 3905 153w gdgdol [odygzsb MdMm0390305/339M DYDY, bbgs
d90mbg935d0 dmdbds6gdgwo 39603 30 59hBy3L AoL.

990000l Bgyo3w9bol 30093 9OHPO MYMO0s - Ggbsdy 3065Bg bgaszergbs (Bryant,
2012) 809900093l 06ogzool doge HomBmygbsby, MMI Gs0dg dmgwrgbs, @ocgdm
R39dBHMMJd0 s 3500 FmOOL LoBgug30Dom 2os3gds LBbgs®g (Agbedg 3o06MHbg) sbgbl
B9393wgbsll s 9MBLMOYL/08305m9©  Bo3MmG03  TolBY. 980GMBs3  5F0s6gdO 5
300Md96 1530 89035306 JosMdIBY 39090 Bodgdol Bobgoligsb 56 mmmbeoss
bemEos® Jugerdo EY)HobBMOTs300L Foz30mb3z0Lsb. olobo s®(dmbgdmwo 501056, HMA
09653 3O080bswo, MLsFsMMEMdS Fgodegds b3l dggbmbl, Joa®msd s6rs dsls. B3gb dogM
BoGHo690ME0 3300930l J0bg3000 IPILEMMES S0b0dbMEO MYMEOOL sOBYOMDdS (0b.
©O05gM58s  #4). MHgL3MI6GHJOO  5©0MJOPDI6, MHMI Tgosl oo bgyezwghs 593
060030000l JgbgegdsHy/3bmamgdsby (59.4 %), 0mdizs gb 96 gbgds LogzMMGOg dobs.
dbmen 10%-85 ©s9x0JloGs, MHMI dgEosl dgodwgds  dogr0sb oo  BYyozwgbs
3Jmbgl dol  gobHymdsbg o AMBEETHYWP3IMBISDY.  godmEol, MMI  BMYSI©
50530569035 03056, OMI FHMOOEOWMWO Y] bLME0sYOHO g0 O HBYRIZgbsL
bbbl 9530560l FgbgIegdsls s A9BFYMOSBY, FogMsd bIoMs ROJOMdIE, GMI gL
4390539600 Bb3L gbgds s 565 1535 Fo0.

B Lb3s®y M RJ0B)
60

40

20

L3gMIMCD 31> 930M) LaBmsemm QOO0 dagm0sb coogoo

038305 #4: “Ggbsdy 306Bg Bsozergbol 360bro3ol” dgaslbygds

Pgs®02: 0536505 589029¢705 53920l Joge, 33¢7930L 89009890 B9 ©@3s9HPOOMBO0
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Q05365359 50)gM0wwo 3mbs3gdgdo 0a30000m9dL, MM Gro3 56O Mbs dg3¢MKRIO
3mmbM0 BoBMYSMYISL, OMI FJEOSL OO HBYYO3wgbs 5936 PoMMGME Fo0s6bY,
0bobo 35063 093W0oxJMJdgd0 09690056 s 00D M193e5Tol/0bRMMTE0SL/5gEH0Z3MdL
90009096, 59@gbLsEg Foofimgdgb Ub3zsslbgs dmeo@ozmeo mvy FsM39GH0bamwo
59303md0l  BoMRegddo, IMogsmos oo  0bEgMglbo  godmofizoml s  BoMmmeEmds
239HIOOMU.

@900¢rol b3oMmsero 8cmgddgogdl bLmEosw e Jugewdo, GMEILIE 9©B05HYd0 M3l
03539996 9mLsDM9d900L godmmddolsls 0vg 3odMHmdgb, M MIMO3EgLmds Bbgs sBOMBYS.
bemEosy®ds 99009, Los3 06@030@IOL  Lodmogds 59300 3MEbsE  ©OL3MLosdo
Bogm™mb @y Lbggdol sHB®O mobdobmb, sdGHwowMo Aobos s©0bodbmwo mgmEos.
539603580 BoGHo6mqdmeo 33093900L dobg30m, M3 MBOM 93580ME 0Ym 450M 33900000
X3IB0L 256(94md900, o MRMM Mozl 03539000696 06030930 4oBLL35390ME0 sHBMOL
©5530JL0MYdOLYs6 Facebook-Ls vy Twitter-8o. ©9dM3egLMds  OLZMLOsSGOE 3O 96
9639805 5 049b9gds A9M0YdOL 3mo@03st (Matthes et al., 2018).

99000l Hgyo3wgbol MgmEM0gdoL gobboergol 99dgy B3gbo Tgufogerol Logsbls
DoM0moagbs, 0 Mo Bgaog3egbsl  sbgbl  LmEoswwmo  d9os  dmIbIsMdOILMS
3960ymdgdls o 3900w EOIMdsHY. TgLlsdsdobo, bsdOMAoL dgmmg boffowrols Fglisdy
93905300  2530b0osgm  bmposcro®o  Ggoools  dmdbldsmgderol  Jpaz35Yg  Ygsszargbol
0530U989698980.

Ubgoollbgs @OMML bbgosslibgs J399sbsdo Bo@oMgdands 33¢0g390ds (sboym, H™I
bemgosewy®o 9900l 0bGHYbLoME  FmMbToMgosl  goblibgogzgdmwo  Bgyogwgbs o3l
dmdbdoM9gdgdHg. 2014  Fgwl 599603900 93393560900l FogH  BsBoMmgdvieno
aodmzombgols  dobggzom, OMmIwol  Bobawgddog  dgbfogeroer  0dbs  ggoLdwyd
dmdbdoMmgdgmo  LEGHMIbEHJOOL  LmEoswy®o  dgool  odsmo  ITIMI0YIYGDS.
0330935609005 50dMsBobgl, MMI Moz MBOM dgBs© dMmobdsmEs LEMIbGHO LmEoswH
Jugeb, 3o MBO® J30MEIOMES Jobo M3000dgx3sBgds (Vogel, 2014). 9565009, 2010-2013


https://journals.sagepub.com/doi/10.1177/2056305119855139
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O1-00 Bo@otgdmeds 33¢0939035 30 vB396s, OGMT LmEoswmo Jugergdol Fo0do dmbIscgds
003936 ©93MLoMwo bslosmoll BMEsL s bmzmgdom 3d5gmBoEgdol Fgd3E0MYdSL
(Feinstein et al, 2012).

2020 gl (356gdool ®mml) Bz96 Foge Bs@e®gdwmo 33arg30L BosMAwgddo
50609, OIQT] LEEOSMOO dgoob dmbdoe9d0L 0b@GH9blogmds
MO00JONIMI0EIOIos  ImIbBTsMgdEol  M3000d9RBdLYdILS s 3BM3MGdOM
30594mxz30egdsLmsb (ob. gbMowo #1).

2020 oo 2980yggbgds 39 BH0OHMdS
239M93bMdom 3059ymaz30egds r=-024 M=3.36 r=-0.07
3900gMH0om 30594MBOGdS r=0.10 M=494 r=0.22
3065000 3bM3MPPOM JTOYMBOWGdS r=-0.10 M =4.96 r=0.10
WOHPNOJONMOJO0mM 3054MFB0Egds r=0.01 M=5.62 r=-0.01
§o605BHgds r=0.07 M=4.381 r=0.23
BMYo©0 305gMmFBowgds r=0.03 M=5.13 r=020

sbGogro #1: beagoseramo docoool Bggs3e79bs 3603098000 305933001985 Bg
pysea: 3bGoero 4gdibogros s3¢hkol Joge, 33¢7930b 998989 ©syHPObMBOo?

33w930L  dobgzom  Lodo@mggwmdo  (33¢0g30L  dmbsfowggddo) bmgMgdom
305gmxzogdol  Lodwmogrm  bs@olbo  (M=5.13 7 Jmosb) bo3dom@  Fomsros
913963 9000. 3MMGEs30s  FoblblzszgdMm©s  AMIBTMYIJW™S FJogh  LmEO0SIMHO
3900l 359mygbgdol LobdoMmol s Lo E JugErdo 5J@03Mmd0L Jglsdsdols, Logss
LobdoMg A9olbdmds EOML, ™v) M3dEIh bobl dmobdotgl 0bogzoo LbmEose M
990005b s 993H03Mmds olbdmds, dol Boge obbmMM309wgdM 5dE03mdsl: 3mbi@o,
239B05M9ds, ©7o06M905, ©53MIGBGHMds s 5.0. Lz Jugolb Asdmygbgdol DOl
95 I3060JOMES BOZMMIMO 2oM9abmdom 35gmBoeqds - r=-0.24 (M = 3.36), 0093
LME05H Jugerdo 59BH03MBS J9M3IZJMIHOWSE 3D IBLYIPS 98 obHymdsls s do0sb
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93069 569 R0MO 35380600 IBOJLOMES LBO3MMIMO LBbgMwom 3dogmBOwgdsls o
bemEosw® Jugedo 59@H03mdsL ImGmol r = - 0.07. Ms@ygmgomo 3530600 MB39bs 30Ms©o
35™3609000 3059mn0egdsl r = - 0.10 (M=4.94) s LmEosMGO dgool sdmygbgdols
LobdoMgl FmOoL, o3 FEolbdmMdl, GMI M3 MBOM BI0MOE JMmobTsMgb JmIbIsMdEGdO
LeEosW YO J90sL, Bom bs3wgdo 9430 306MsO 3bmgMgdom 3dsymuowgds r = - 0.10,
bemm o3 MBOM 5dGHomMdgb 5@s80sbo LmEoswme Jugedo, dom MBROM BoEbLEYds
306500 36M3609000 3059ymzBogds - r=0.10.

©OHIO0M0 JMOIWHE0S IBOJLOMES 35M0gMH0M/BoALOBYIMOM 305Y4MBOEGdL O
LEEosW YO 390530 5g§@03M0L GOl r = 0.22, 51939 IIOOM0S 353060 153MSMO
05300 963539000 50ddsls S LmEosee Jugardo bJo® sd@Hogmdsl dm®ol - r=0.23;
DM, (3HM3MHJO0m 305gMBowgds3 F9BHIWMIPS, MMmEILsg LeEoswwe dg0sdo
0600030000 9JBH0MOHMDdEs, 3000609 OMEs 0949b9gds. LemEoswymo Jugeol Asdmygbadol
LobdoMglb s LbemEosw®  Jugedo  53@G03m0sl FmMoL 35300600 B0,  MMI3S
©5900m0: r — 0.23, 353650 do¢05b oo 56 MOl gU WMP03MMHO 353306003. 9939
50Lsb0dbsg0s,  MHMI  BmYssE, bmgdgdom  Jdsgmxzowgds 5+ 7 JMwosb)
(93 9bEJOOL 78%-035 o9530JLOMY.

2022 figeb (35609300l d90pamd 396MH0m©do) Bo@smgdwyero 33eg30L 99093900
b5 MPomE0s.  4odmzombmms  Bobgze®mo  (53.5%) vy doosh bdoMo  0g4gbgdl
bemEosE)® 89osL, dbmem@ 17% od@GHommmdl sbgmogg 0bdgblogmdom. Lsdwswm
913963900 5 JMw0Ib 4.27 0bEgblogmdom 0ygbgdgb LmE0sEME G905l S 5-b
3.2 LObBJOMOM 5dBH0MOMIIE LmEosE MO Jugerdo. qLfogerols bygsbo LmEosw o gools
9mbdo6mqdsl o oo  3bM3zMgdom  3dogMmRoIGdSl JmMoL 353000l oEIbs oy
Sb3MIMOZ  FModo. Gggao©, 14 - 25 (asdg - 396M9abmdoom  3dsgmxzogds
5JBHoMOMdOLSL r = 0.22, LSFMoE™m 5 JMs; BRSO  305YMBOGIOL  3MMHISE0S
59EH0OMBIOBIL MBOM Foo0s r=.29; BodwgsErm Jmes 30 - 5.1-05; M300089935L9053 = .29
m = 4.87 (ob. gbMogo #2).

24500yg9bgds bbgwwom 3b™36Mgd0m Dmads©0
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3054mxz30¢mqds 3054mxz30¢mqds ®3000953sBgOS
0005 Z (14 - 0.04 0.12 0.12
25)
050ds Y (26 - 0 0.3 0.4
40)
®omds X (41 -
56) 0.17 0.25 0.31
05mds BB (57 0.4 0.35 0.44
+)
3JBHoWOHMdS
00m0d5 Z (14 - 0.22 0.3 0.29
25)
®omds Y (26 -
40) 0.1 0.14 0.2
®omds X (41 -
56) 0.23 0.26 0.27
®omds BB (57
+) 0.58 0.5 0.34
Lodmsgnem
Jows
®omdS Z (14 -
25) 5 5.1 4.87
®omds Y (26 -
40) 5.45 53 5.3
®omds X (41 -
56) 52 49 53
»omds BB (57
+) 5.2 4.7 5.2
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3OO #2: LeagosEMO 3900l Aodmygbgdol Bgyszwgbs 3BM3MIBOM JTsgmBOEWGdsbBY Sbo3MdGOZ FMHowdo

Pgstoer: gbGOro d9ddboeros 5330l 8oge, 33¢1930b 89093909 @syG0bM800>

3b®owdo dmEgdmwo  dmbs399900 235393l BsTOEgdSL  ©o39L330sm, ™A
95050 s LBOFMO™M  3MMGE530d  BoJLOMYds BLME0SEIMHO  FJEO0L  godmygbgdsls,
5JBHoMOMBL O 3BM3OGP0m  30594MBOWGOL O MZ0MTGRILGIL Mol 40+ SLszol
06030090d0. o3 d9ggbgds 3bmzMgdom  30594mxBogdol  Lsdwmomm  3m9x303096BHL -
mb039 005M05d0 15305MmE ToPVHEOO.

39690l 3MPbom YY) 2535565 0BYOm, 256M339MWHoWws© o3 ©IBOJLOM®S
39609mdgdl Gmolb Bbgomds. 3595353900 YRO® J0EM)30¢bo 5006 LMoo dgool
©9393w9b0bL 9399 3m9d3696. VSO 3MMHYE0S IROJBOMPS BMYS MZ0MTGBILGI
@5 bmEosem®o 9900l godmygbgdol  bLobdomgl dmMol (r = 0.22). 9505353900l
30039851905 0BOYds, MMEs bdoMms 09gbgdgbh bLmaosw® dgosl. [n39 0BMHYdS
Ubgmeom  30symgogds (r = 0.26), gbmg®mgdom 3Jdoymgowgds (r = 0.23) o
030039939905 (r = 0.3), OHmEs 0bobo 5JBHOMMMdD LmEoswr® Jugedo. Joergdbyg 3o
3b™3MH9000 3059mBogdslmsb (r = 0.19) s 1300089535LgdLME B 3MMgES30s (I
= 0.26) ©oxogboMEs. 9953 WEYd0MO. 603369 M3z506s 5036036m™m, GMI GMYMO;
Joergdo sbg39 0585353900 L3NG MO3L, bbgmel s bM3MYdSL 7 Jeosb Lsdwmseme
5 Jwom 5x3519d96.

dmIbdoM9d9ms J3935P9 D9o3w9gbol 3Mmbom goblbgeggds dzoMgs Joeds@mbgdls
Q5 358535390 ImE0L, 09335 OO bb3sMds IRoJLOMEs BHBZsILBZS MoMBIL FMaMOb.
60356Mdw0305, MM 39000 ¥9dgM9gdDY LMEFOSW G FgEO0sL doe0sh OO BYAs3gbs
593L @5 59 39bmogLgd e 0bRMMAs300L, T 9JBH0IOMBISL FgdEr0s FOBIMEOML Fo00
3H™36M9d00 3354MmB0EdS S MZ0MTGRLGdS. LETsEM BYRs3gbs 593l Momds X-Bg o
L59OMNME 5O IROJBOMES BYYO3egbs Fogb0sEIGBLS O MOMdS Z-DBy.

659Gmdol  dglisdg 9380  gobboos  9BgJEHMIMO  3MBEI6E FsM3gE0baol
UGHM33J30900 5 Bga53e9gbols 0530L90vMYd9d0 Lm30sEy® d90s5do.
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Do@0mppggboemo  ms30L  3oMZgw  J3gomegdo - 3269960  GsM39:90630b
obly®896(9980 @5 0563589000™39 UA5HJ50900 - 356bomwos 39360960900L ©d
365d3H03Mmbgdol M35¢om ©Bsbo 3mb3HYbE o6 39B0baol 360dzbgwmds s dobo
A65©030w 3563930606 dgscgds.

3Mb39bE0 0039 “G0bsoMlo”  gmerolbdmdl ygzgms GHodol FoRMmer  Fobognsls,
M0Aol  Hologombo,  Bobsbogo,  Tgbolfogmo 9y  godmbogEgws©  J930s
dmdbdomgdgo (Wuebben 2012, p. 5) 3og6Ome 3wos@GBm®mdsdyg. bLmgoswr)® 890580
2396m53L90wo 3MBEHIBEHOL BgRe3 960l LodErogMOL bodMobbbg gogwgbs 593l 3mb@EgbEoL
3obslosmgdegdL (Schreiner et al, 2019). sbgod BsboLOSMYOEIGOL FoOBMoEYIBL - gds (Mo
093sL gbgds 3mbEB0), 30BN MMmO 3m33mbgbEO (LEsmo, wob3o, 0dmxo, 399mg0),
A9JbBHOL Loowy (M98gbo Foboogdolash dgaqds 9.5. Jmgx0), 0b6EIMSIEMEMdS
(Bcfm@gds 9mgdggdoLzgh, 2sH0sMgdolzgh, 2s0mbdorMgdolznbh), sBoIMGIMWwO o
533™Mob 30gM 394dbowo 3mbiGo, EOHMOL BogBmMmo (3mbEgdol LobdoMy, ol MHmIge
3mb53390080 999mJ39960s) s 3mboos (Schreiner et al, 2019).

20050565 @5 JobssHbBg X gEmdoLsl, 36 3939M9d0L wdMOz3wglmds 50bodbsgl,
M3 G0bs5OL, 19953039l 2599(Y393H0 9609369 mds 593l (Schreiner et al, 2019). 0g039
89bgngds 53300 JoOmzgger 35639(H9MoLE, M3 2022 figerb Bode®gdew 33wg3zedo
3993w0bs. obobo 53dMdY6, GMI Fobss®los M30MsGJLO, 3000609 BMEODs. 36363
0563930bgol 33¢093900L dobg30m Y39wsHg BI0MO® FoLse0 BsGMI™MdS dmy3z9ds
300090 (54%) ©5 989JAHMO LOsMgAL (53%), 9999 IMEOL EHIJLEGHWIMHO 3mbEHJdO -
30% 00 s LEO™MYdO (26%) o 03900 (25%).

0bAIP3gHormo  3bho, H™Igoz  Imfimgds  9mddggdolizgb  99gas©
00905 ©OQE  25dMmbdsMHgdsl  3mIGBEGHMOOL  Lobom. bgdoldoghmo 0bdgmod@omwo
999960 3mbGHL bos MRO® FMBsHmbL s Fo@gds IMIBTsMYOYES BIOMYMBSL.
(Kim et al, 2017; Schultz, 2016). 0b&9M5JE0mdol oo 9339 mdol  3mLEol
B9393w9bs 895005609 BHOBBIJ30mE 3MBEGHOL F0dsMm BIOMMMISL. 0bGHYMHIJEGHOI
3mb3Jddo Mb35 0gm dMYHEOLYSE BoLordgdqdo, LM3z0wgdo, 30mbzgdo, dmfmoadgdo,
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bowm  GMobBodaomwdo  3OGmEMd@ol M93wsds,  gplEs3wgdgdo s  9930900.
9330935609035 99o835L9L FIbocmNdgms LEbOL FodmdgEHY39egds G039 GH030L 3mbiEgdol

bogolsl  @s  90dmoPobgl, MHmA  0bGHIMsdBHoMEo  Fobss®lo, 5©00ddgdm©s  MRO™
505093985 5 F9L53530LIE MBOM PIWPIIOMIW, 30O BHEMBBIJ30Mwo 3MbEIBGO,
6390 JoBbo 0Lsbsgzs 90339990 3MMEJEHJOOL oyoazsl (Yu, 2014).

LeEosmemo 89000 9mabdsmgdegool  gob{igmdgdol s Jagzol dgbfogersbomsb
9emo  Bz9b0  330930L  LB0gdBHos  MBgM  0dbs  Lodomggermdo  8mddsagy
956393 ™MM900. BodoMmM39wmb 308360 93mLoLEIIOL Tgbobgd oo FOMRIBOWEIS©
439Dy d9@0 0b683mEMT5300 9930, M50 JOB0sH 3sbs8gMHM3g LmEosW YO 3mbE3IbEL
bbgoolbgs 309bgdols Mg MmMRs60Ds30gd0Lm30L. 33w930L F9Yagd0 IMEgIME0s
QO053M5ds #6-30 - 39639BH9MIO0L Mg gbmds (77.6%) LmEoswy® Jugerdo yzgesby
dmbdo6gdo  FMOToFGHO©  SLobgegdl  300gmL, M3 LOgOHMDITMOOLM 3393900053
©ILAMMEYYS. 9900092 dmEol BmE™m (59.2%), aMoxzozmwo bsdmdgzemo (52.6%) s
bLoom®o (47.4%). 95000 sBOO®, Yz9wsbg bogzwrgds dmbdsmgdsos 03Mwo, MBMM
3039w 06830053059 (15.8%) s Live gogm (22.4%) (0b. oosy®sds #5).

dmIboMgdgdo mo30L FHOMOZ yzgmsbg bdoMow bobermdgbh gmEml (62.2%),
30009 (56.8%) 5 G9JuEGHMOGH  Dobogosl  (53.8%). [1gduBom  ©o0bEHIMgLgdL
5930390l 98539 33193500 MgL3MEYbEHJdOLMZ0L LMo b3y 30mbgsE, GMIgEos
90Bbo  obsbogws  LemEosw®  Jugewdo  AMAbTIMYIJW™S  9BH03Mmd0L  BMEIOL
296L5%BOgMLL. ML3MmEIbEHJd0  Yzgwsdby  bdoMo (79.2%)  300bEmd9b
30bGIOL/LEHOGH0JOL, OMIGEEMS  Lomom™MTs  506EIMOGLm. Tglodsdolo, Fga300w0s
30395605900 Mm, O 306 458MBsbMEdgdmsb 9hHmo© GgduB s emo 3mbEgbGos
99393305605, 9 ob ULHmGs oMol dgddbowo. mwdzs B396 Foge  godmzombyiemo
056039(49M900L FbmwmE gmzgwo dgbedg BoJOMdAL, MHMI GHadu@o SMoL  9BIJGHIOO
3Mb6@9b@o.
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ddaemn ey afemnge gmdm dohde  Live goggm b bz

0530535 #5: 300HD0©3gwo 3mb3HIBEGHOL BMMTSE0 - Bo63gBHIMYOOL s TbT>MYdGOOL
369%39696309d0L Fgsmgdomo sbsgobo

09o6OHm: 00535 52909905 53EGHMMOL J0gM, 33¢g30L F90)RJdbY oYM EbMdOm

OMAMOEG ©05Ms35d0 BsbL - 3009M, BFMEHM, 03 30©IM, LoMOGdo ©s Lbgs
R3MEOHIGO0 956393 90900Lm30L5:3 Qo dmdbdsM9dgdolmz0Ls3 9ONBs0GMS©
9600369035605, goblibgo39ds o 3691969630908 GOl sxodloms Lsdo gmGmIOL
9005600y 85039390900 R0JOMdD MMI dIMo 3039 0bxMEOTs305Bg  Bogergds
995393BMO05, ©3Bg3 296Lb3s390Mmo  [oMmBm®yqbs 94300 FMIBTsMIYOGIL. AOSGOI )W
3M6396GL 9mIbTsMgdgdo 65300 IMobTo®gb, 300069 Bs639BHIMJOL 3ambosm o
A9GHPMGmo  3mbGHYbGHOo - mIBTsMgdEgd0  SJBHOMMI©  3JoMmbEmdgb  BHgJuE O
3mbEgol, 300069 350393H9MgO0L 25TMEEO0EGO0m odBOM©YdS.

R@EOILD ghms 3960 3309300 Bogobls {oMmdmoygbws bmaosw®o dgwos
3639b@0L 80655OLMdM030 TboMys. 33193580 dmbsfiorg Mgdmgbdgodo sx30dloMgdgb,
M3 y39eobg 39Eo© 063909l gd056 8999369000 3mbEHd0m (76.3%). 439w sy bozwgd
Lo0bEYMILM 5©IMBBES 3335600l LosbErggdo (14%), 30035600l MsbsdIMMAgdo (10.1%)
@5 9Bl 39MHLmMboROoE0MYds (8.1%).

35639390900l 250m3E0Egd0m JoEgdwwo Jgbgwyrgdgdo s Imdbdscmgdegdol
30M95390M96(30900 MM F93505MMM (0b. 0s3MTs 6) 365bsgm, MMI OEOs Foblbgegzgds
3999369000 3mLGHGOMB ©5393006M900m, Fo6 393 MO0l 3306039000, Alo3Lo 3B Ydo
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Bo3egds  3M3MEsmIEos. 51939  O@OS  AobLZs3gds  BOLEIZWdgdOL T (339
3LGHJOD  ©539380609d0m. 856393 JMd0  BodMMdIb, MMI  BoLEIWIOJIL OO
300mbdomEqds 043l (74.4%), OmAbAsGgdEgdo 3o 90396, Mmd oo  bogergds
5063969900 BoLO3 90900 (30.7%). S1939 A9BLHZHZ3IOS HFMIOIOVICNGdS FOBICICIMD
306396396 ©535380M900m, Losz 35039390900 BodMHMdIb, MMI OO dMbM3bss
(68%), 3mdbAsrgdgdo 30 530MdY6, MM bs3wgds 50bEIMLgdm (27.2%). s dMEMU,
39bLbge390o  IgbgMwgdgdo  9g3zm  8963gAHYMHJOL s  FMmIBTsMYOgAL  ImEOL
3063 96Gd0  36Mmdoo 553056900l  go8mygbgdslomsb  @s393d0MmGdOm.  F5M39EHIMYOO
130JOM096, HMI 0b6g3e9bligMgdol Bos®m30LsL IMTbTsM9dEOl 0bEHYMHILO Ladwyswms (30%)
5 3mdbAs0Mxdgd0 533D, B RO MdS B0 (8.1%).
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Q0586305 #6: 0003900 3026099690 F0b556b0 - J5639(99H980b 05 Idbls9d¢m9b0l
369%39(:960980b §905(5980000 $b5¢P0BO

Pgs®02: 0536505 589629¢05 53920l Joge, 33¢7930L 89009890 B9 @syHPObMBO0

50539 5380 gobboeos bmoserea® G9osdo 38609100 ©s 903000 g bood
@sOfi6980b doBHomso 3606303980.

oMfjdMbgds  4Meolbdmdl  0bxm®Tsgool  Jogdol,  gosdmdsgzgool o
9mgdd99d0lL dqlobgd 4905(9Y39GH0wgdol dowgdol 3OHMEILL, MMIoE 99JROP 95©305BOL

6(3965-9bg0Mmgd9dBg bgds BYyo3wgbs s Lodmwmm© J3g39d0, 9mddggdsdo
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399m3w0bgds.  ©o3sMfaMbgdgwo  3m3MBo3s3os  B0Bbo  0bbsgL  0bBM®As300L
9080900l 35Lv)bol/25dMmbToMHgdOL (33c0Egdsl, dOdYL, BMOHT0MYdSL (Wall et al, 2019).

1986 gl 39000 s 3960M3MT ©s3w9ds3900L glodwgdemdol dmgero (Petty &
Cacioppo,1986) 890093539L, Mol dobgwo3zom 0603000 0L @S  53)dogz90L
0bx3m®m3o3056 MO0 abom - 9.5 FOIOMGHoM - FIBGHMIMMO ©s 39M0TIMHOYIO
356N BH0m. 396GH®OMMHO FoMHIOBHOM 0©JOL 5©sT0sb0 0bRMEOTo30sl, GMmEgLsg ol
30690000  LsBEOZMIZL 5 FOSBMHIOWH/M530MbIMMIE  BlxJMOL  3OMYIGHOL
5339M006Mdsbg.  396M08gM0mwo  FoMmIGMGom  ©oMfjdbads 08 Bog@mEMmgdol
39035¢0LHobgdoom bgdo, 53 B9s306MHYw 393906305 0535
06x3mM35305ms6/360MJBH 6. M 396G MO0 FoMTOMEHOD M(jIbgds ambgdoom
b9ds, 59 296(ymds o 3MmAbMdss 8053560. 39M0RIMOMWO BogdEMMJO0s: 0bBMGIs300L
0950mb 53¢™M0GH9E0, 3mabodE3gemds, bo36MdMds s ¥MAbEHIOOL BoMm©gbmds, o
565 badobbo (Cialdini, 2009).

56m3963HoL bo®olbo (396@®oIMHo FoMIMBH0m 35593930 gdol dowgdolsl
153356dMm  0BLEHMMIGBEHI© FooBbg3s. o3 TgBHo bsMOLLosbo @S doghHo sMyMIgb@o
doghmegds dgbgel, dom MBOM 53005 dolo sM(IMbgds (O’keef, 2009). derog
3OMmAgbBHL Jdbol o 0bo30gddo oM(dMbgdsDY 9B9JBHMMS© dmJdggdl dodol
5696939, 2o53OMboEgds (Petty, 2018). dodo {o00moagbl 5s80560L 39690603 9dmEosL,
Mmd9wog Inbsembywo LogMmbol (obsdg ymabolsls gmaargds. 833eg35Mms SHOMOm,
30dBg 93900M90sL 3OO 9B9JG0 °J3b (Hovland et al., 1953). dsb 899cqy, o3 dodo
9050(193L 39633999 ©™bgL, oL 39Me3L Bgdmddggdol MbIOL. WMY0IMNMI© 0
300Lx%9g0m 50bodbmwo 33930l sL336900 F9az30d0s BodsMmmzgwMml FogowombY;
39630bowmm. 3mxLmgEIL 49MM3393MdOL  530egdoL F35¢sDg LodoGmzgwm 85-%g
5QQ0WDHYS, M3 F900s, OMAMOE LEFMIBYJMOL F9dmbggzsdo. s©0bodbmero 0dwggs
533905, ®MI LoJoOM39EMl  FMbObEgMdSdo, doLo 3MW GO JobobosMYd9dOL
d9L50530bo, Fodol  M3BH0TSWMOO  DPVIIMO  SOIOWPOIP  JOSO0MObGdS s  T9dIY
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39000939985309050  dmIbToMGOWgOL  M93o330L  39doboBdo, Go3 3m30@  356gdool
O™ Bsmeo 259mBbs.

LMEO0SEMHO  FJE0s  SEAMOOMIGIOL  25dMYgbgdom 0dsMMYOS S  JOH-9OHDO
m3m3Mgbo  3M0b30305  5sF0sbgdl ol 0bxM®Ts30s  dogfimoml,  Mog  dobomgzol
9¢29356(99605 (Chen et al, 2015) s BoE A3sHIe855 D0

BstoremmBsl (engagement) 560bosggb, MMM 06030000l dmbsfoergmdols
06@9bb0gMdsll s 3930M0L E3YsMGOL MOYIBOBIEFOOL/3MB3s600L Foge dmfmadre
0900359909000  0v)  5dBH03mdddo,  OMIWOL  Fgomm 9B mOsbobogos b Lbgs
9mdboM9gdgos.  8mIbomdgms  BsGMI™ds  d9pq0s 990905  3Mabo@mco,
900309960, J3930000 s LMEO0SWMOO gurgdgbBgdologsb (Vivek et al, 2012). Lmgosgrme
9900530 BsMIMMEMdS geolbdmdl Ym@o©gdol 303ymmdsl, 0b@gcglols as8mfg93sL,
39M0MSL 5 IMbBsfogmdsls (Geng et al, 2021).

bsbommds, mamedE 339 903608b9m, gbm-ghomo 3600369wm3zs60  gogd@mmos
oMfdMbgdoLsl.  dobo  Fm3m39d0L  Lowmdzgeo  LmEoswwmo  dgEos  3mb3gbE ol
3908436900 96 FslBg FoMdmPgboro 060300900l s32(9MBOBIH0S. 0bBMOT>3008 0G0
LobEMMBIBY O BYY3EIBIL 9bEIBL LEObFMMTs30Mm FYoOHML MOMPIbMdS, MroE YYBRO™
390 5530560 53dMBL gHMOo s 0039L, dom 9o BoJOMBAL, MMI gl 0bgmOTs3E0s
Lo®HIMbms (Okeefe, 2008).

30650056  300@ Mmoo LogMEoL  ob30MIMGALME  gPms© Moo
0bxm®3o305%g  3omTsd s 9@F0sbo  MdEMGos  3MboGHMI© o5 Togm
90)m@9dwo 0b6xm®mTs305, sdoGH™A bogargds dmgdggdl dsmBy s6AM9bEH0MIOo
abogboengdo (Rodriguez et al, 2014) s 93@™MIoGHGMo© bds 9gdmaool BsG®m3s
(Weismueller, 2022). 0bgm®8s300l 58993539008 39601396000 dodMm@ol y39wsbg
M3G00o6 3606303908 3035BMBL  MMIIOEG  Bowwrobo, ®MIgwoE  Pobwrsgzm
0565990060M39  0GHIWOgo  FoMIIGHMEPMP0 @S 93w9395M0. ol dookbgzL, HMI
3009960353008 @OML 5GBYOMOL oLgmo FJOMPYdO, 3od3H03900, LoBY3gd0, OHMIEGOO3
090003599080l 800sm  894obo3zmEe 03936 FMIBsMGOOL  LOA3sMOSL.  ToRITOMS,
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ROYBS ,0003HM3, OMI IOzl MbgOL  ILHdMYOOL TMLOLIYDbs, TJLodIAOBS®
PROM Y9M500g000 bgds 89damdo absgbowol 4osb@gd (Chialdini, 2009). Rserobols
5M{dmbgd0oL (3od3H03900 9YmHbmds 6 30M06:303L:

bs8s3096b 3ssbs (reciprocity) — @0dbgdols 360930305, HMIgeos 953w9dbgds
5580560l Gobsaob  0bLEGHObJBHL  3gmoobdymagels  Bodsa0gMm  OIbIEMU.
9306M9m9b60 103900L/EIbTsMGOOL B0 060300 35¢IOMWsE FMIBMBL ™MO3L
1o3gmol 8Jabgenl, EodbTsML, LoTogogMm gosrbsml (Cialdini, 2009). LemEoseyGo
990095, Bs35g09MMb 45IBEOL 3MObEO3L LOMWLE JYMHDMDds, 306506 Jobo dmogzsto
53bg3095  068MmMT5300L  goB0sMYOS. LMEosEMMOo MmddgEgds LBHmMmgo  goBostmgdol
36O™39LOL OB EHIE0s (Surma, 2016).

30093 9ODO bsMM0569d0L 300630305 UHsdoerItrmBs - 550560 ymzgwm3zoL
BOMBOL 0gml BEBHSBOWNMHO 0530l A9HY39BH0WGdgdd0. LEHdOWOHMdOL 3G0bEo30
39bLO3MPMGOM  BsLIEBHod9OL 0©gdlL  LmEosw®  Jugerdo, 3065096 o ULbgoolbgs
9900000 - XaMx30L §930Md0m, 33900l Inmbidom, ©IxMOMHYd0m, J0dH3OIMI0M
(IxMW™MYgd0m), 30bEGHDY 3009630 0600300JO0 LoxsMME Fodmbo@og9b Ms3056m
3H0309dL, MFdgbs-0gbgmgdgdl, sdm30gdIEgdsl 53500¢) 08 5@530sboL, Bszombols
0v) 3MMmEMJGoL 308s0m. 339399053 (3boYm, MMI MHMmgLlsg 0603000 SHOSMYOL
0b6x3mE5305L oM339ME0 3OMEMJGOL, Logdlzgedmddgm 59d@ol, oMgdIgdols dglsbgd,
3EBSMMBS, MM 935053 090dobml/BogMIMNML 30w gd0m OEOS. 9B d90dwgds 0gmb
239M90mb(33000  ©Mboldogdgddo BsOmmeomds (Mickael, 2014; Demarque, 2013),
303039M0  dgbg)egdols Bsdmyseodgds (Penney, 2017; Weismueller, 2022) oy
36 JGoL d9d9bs/oggdmgbgds (Chen et al, 2015).

b3 Bmgo@m9dol @slihoymo/5Bko 0bo300900L 2owsHY3930wgdol domgdol geo-
960 36083690m3560 LyRMIZgW0s, F9BLSIMPMGdOM Olgm M g]E030LEGHO J39ybgddo,
HMAmO03 LodoOmzgems. LmEosw)® Jugerdo IM3wgLMdoL sBMHOm FobodMewoMgds
6md dmbql, 5dolsmzol dMgbOL/3ME0EH03MLOL 239MYd0 30 M6 Mog Tgodergds
9930 dmfmbgds (Like) @o9g0Mm3mb o 9300 8056036mb dmdbAsGgdgel, G™d d93M0
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0008@93560/0mFmbgdgero  3gogm. Ubbgoolibgs  3meo@olzmMo vy Loymasgbmg®gdm
d9bgomgdol ddmbg 953056900 3OWMdI6 sMOGMMOsl 5B39bMb  MIMSzglicmdol
3DM0 5 JoLom 3960303 MSBEOObMD.

bmE0sH Jugerdo LEHBMPSPMYOMH030 ILBEHMOOL 7gbmIgbo gmgger bsdox by
999090l s 33e09g350m5 063 JMglol Logsbos gobesgom. MHmEs dgolfogwgl 5@s80sbgdols
9006M9309ds 35000 30650  1530MbYdOL  Fguobgd  0bRMEAs300L  Q050:0536905BY,
50dmPRbY, ®MI 0719 0Lbobo bgs39b, MMA bbgs 53503690L, Mogz50oE b9 0g393096 (Acquisti
et al, 2012; Tamaki, 2021).

00bs9g0s6g 330930l 98M356900@6  odMI@ObsMy  0bEBIMGLOL  Logsbl
Do60mo9bs  oagbs, o Mo dobboom o-like-gd96 94390 BMbIsMYdGdO.
M9L3MmEIbEG™s  35Lvbgdol  Jobgzom, MIMOZELMBS  M30MOEJLMdL  560FJOL o
“0fmbgdl 2390L” vy o LsobEgMglcm 0bxm®mBsos dmodm3zgds (70%); BoLESILYd9dO
O0d o6 q90mMBglb - 26.7%. odm3ombmms  Bobggo®l  (52.5%)  53mdMs390L
3bMdOLIMY35MHgMds  @s LML Loddol  3mMOLJo  ogml oy Mo bgds 0
306M36905L056/308356056m96  ©5393006M9d0m. Fodm3oMbIEMoasb 29.6% sg530JLoMYOL,
MOmd 239606 0fmbgdl, Mosb MIMIME© JMLHmBL. LsobEgMgbms ob GodBos, Gmd
00mddob gmggmwo dgmmby (23%) M9gL3MmEIbGHO 533MdL, MMI 239MEOL  OWH0JJOL
SbEmdEqdo Lmbmgab s LHmMg s8oEHM™si 0ffmbgdgb 439O L.

Lodpo®g/=130500b085  bsMM0BIdOL 30093  9OHDO  BogB03de,  MMIol
dobggzomsi 060003000900 MBOM 5xBoBGOG6 0dsl, o3 bs3ergdo s gOMGMEDIMZ0L
bgwdobofigomdos  (Cialdini,  2009).  50bodbmer  FHog@olzdsl  “doddoerols  dgdabols
356 393H0bgalo3” MHimgdgb bmedg, Gmdwol dobgwzomss 35M39G9Mgd0 bgarmgbry®ms
9406056 3OMm©Md@ol LodFoMmol 5©JIsl @S gu MYOEMMIO OO BYRs3Wgbsl sb9bL
Y039 MdOm  2505(Y39G0wdsDY, 30650056  IOMEIBHoL  Tgdgbol  LyHzoo
0B6M9ds (Zhao et al, 2021; Zalake et al, 2021).

bemaose® Jugedo bLodfoMol 3GObE030L 2sdmyqbgds MBGM JmbobgMbgdgwo s
99393319605, 306500056 MRO™ FoM 30305 bgrmzbmmo 306 MswHo dmmbmgbs dg4dbs -
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30mbggdom, 309963909000 s dMmbdsmgdgdo mmdo dgbrmm bdoMo dgblgbgdoo -
MBS 1 Mg, MRy 5 GHgwgz0bBmMmo ©s 5.8. 93009356930 356M5MEOMdYD6, MHMI 3Mm30©
35609300l ML LHmGMg LmEoswm® Jugerdo 99ddboero 2591633930 MdS - LoGMYIEOL
@5 LbodfoMol s0dds ogm LsxgMdz9wwo dMLObEgMdsdo  godmfzgmwo 3s6030Ls, G005
9505D0900L 399G oL Jo0owoligsb s bgs 30639wso dmbdsmgdol 3tm@v)d@oligsb
O35M0Ygds 2odmofjg0s (David et al, 2021; Kirk & Rifkin, 2020; Omar et al, 2021)

33w930L 9mbs399900L 5b65@r0Hs Q359QILGHMY, (OIuYs) 9903060
©59M3000909q0s 5 236{gmds Bommogl ImAbAsMdGEMS J(3935U. 33193500 dmbsfong
M913m96E 900l Ibmwm 2% 0b@EgMgligds 0dom, M3 bF0HOIBs0, JOOOMSI© O0LObO
4o ™db 3oL, M3 dbprbor S MLYE JoLMB05b. M>MmdgdOL Bobg30m godmo339ms,
OM3 35040 1300399359008 dJmbg SbOEAIBMHId0 - MOMds Z 3OM©IEBHoL Fslom
0639091905 S VO MZ3000TJRBIBYOOL IJMbYBY 93w b 93EHMOOEHYBHIOL SJ30.

99bodg Mog0l FgLsdg J3gms3do QobbowMws 0bgergblin®m-GsM 3990630 s dobo
3502996980b 699560 Yd9d0 bsgs®orzgermdo.

Pyl 3539020 BIH0, Fobo BEIGHMLBO S FMIBAIMYGOIXMID sbeom Fgabgdermds
96039369c™356 B993w9bsli 9bgbL 30MHM36905%y. 3MEMYWsE30GO bdgdoo sdmzmobos,
™3 BP0 396096300m, Idso M3089535L9d0L dJmbgbo dgEoE G056 JoMmgz0bo,
9m0fmbmb  bmgoswMo  dgos  LAHSGMLO, ®mwWdEs 3MB3OMYGHMEI®  93EMOOGHIGHOL
SOLYOMBS/5G-5MLgdMds 9O ML Mg g356GHMM0  LAHIGHMLOL  Bmfmbgdsly o
0300398351905l mMHoL MONO0IOHNPITM30WJIYGOOLMZ0L (Jogmotmsdzowo, 2019).

bogos®  Jogewgddo  gOHM-ghoo  g3geby 9B RIZOEIWYONO
056393)0bg Mo Gogd@03ss - 0bxgwgbligcm-05039@0by0, Hm@gboaz 36Mmdowo 306m3b9ds 56
603000  dmIbomdgwo, Fopaced  Loob@gMglm  3mbGHIBGHOL  953BMEM0,  Lbgoolibgs
36000 GHoL JLobgd LordOMBL s 3GIMTMEFOSL Fg3l Aob. 9.5. “0bxemablig@ol” dmsegzsto
RbJ30ss, OHMam®Ig JmobgMbml 309g3Mdol bmdol dm3mggds s ™Ms30L0 sGbol
30329 5MMds. LMEO0SEIMHO TGOS SOLOL 3MIMWHOMDS 30MI30M 3OM3MEM30vE0s JobO
390053900l 9bgMH0MGOILMSD. 530S, 0683 MaBLYMHGOL OO BYYozwgbs 5d3L
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3mdbdsmgdgms AYo3germdom osfyzgdowgdsty (Tafesse &Wood, 2020) owdgs
LogoOmzggermdo dmddgo 35639390900 530mdgb, M3 42% o094gbgdol 0bxgegbligcmadl
39935609000, 42% - o6 0ygbgdlb o 16% - BmaxIc. Moo  IMIHIsMIOILMS
399m300b30L5L 30 Y06, HMD FoNMZ0L Bogargds LsobEHgMHglms 0bgegbligegdoL
5Mbgdo. olbobo o3 MBM™ BIoMs 09gbgds ML3M©IbGHO LmEosw e Jugugdl, doom
RO 5IMJOPS B3N 3L Bb3s 5@805690L, mdzs mog0lL Abgsgl 0boz0adL
R3O g gdm©s (M = 3.13), 300069 36Mdo 5sd0sbgdl (M = 2.17).

[l 513336900 s 0obosgdgdo

bemEosm3s 89058 ALMREIOML  BoBMYsMgdoL oo bsffoero dmoszs s
BOBROMo  Bs639G0bgol  odyzob  0bLEGHOMMIYBGH I  odze.  dmIbTMYIgdOL
BoODMEMBLDD gPmo© goobots dolbo Bgaezwgbs Lm0 E MOHMOYGOHNMBIdDY,
LoBMYSMPIN03 496(ymdgdbY, LS3MMIMO Mogz0l 5©ddoby s 93mbMB03MG J39390DY.
bemEosey®o  dgool  gmgwolidmd33gwrmdsd  §oMmdmdgs  osddueimo  3ombzgdo
5000EGH™M00L 19d96EH0MBILMB, 0bRMEOTs300L Hystrml Bgyogwgbolis s MHIMbIdOL
Ub3s 39d3H0390096 ©3953006930m.

5060360 Bs3ombgdol LEMEYMBOW s Tgbfogerols s s6sePoBol Logwydzgu g
392300005 B53M3545¢00dMm MYMMHOME0 5 36M5JG039wo bolosmol 89990 ©ali33bgdo
5 Hoboogdgdo:

L. bmgosey®o  d90s  Jdbol  bogmaoge  3woBHBRmMISL  boGolbosbo o
99539930560 3563930630 3mbEI6EOL F9m935HgdoLmZ0L, MHMIGEoE OE BYYoz39bsl
b bl IMIHAs9dGEmS A5B6FYMOJILS O J3935D9. FgLsdsdold, O0OS FMILAIMYIOIEXOMS
oMfdMbBgdol  5EdsmMds  bbgosbbgs 3m3geEowmw 3MMNIGHMb 0y 3mWoE03ME
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dmbsBMG0gOdMb  F0TsMmrgdsd0.  FoBobIodosmmmymo s 9BIJHMIOO  F5639G0byo
993039000 d9LsdegdgEos dmabTsMgdgdbg BYEo3wgboll Imbgbs, Mo3 s0Lsbgds o0
doge dbyo39wMd0m 2oSHY393H0wgdsBY. dgLodsdols, 3mIgMEowmwo d3M9bols ™)
625605300l 056393060 5430300900l 9953993056 BoLOEOMGOWS©
LA®53J0Mms© 36093690m35605 LmEosIMMo Fgool sdmyqbgds, MMIgeos BEOEOL
9mdboM9gdgwms  BIO®MEMOOL  5dsMdsL s  JAboL  Loxgdzgwls  dmabAsMgdgEl
390039353096 3OMmEMGoLbs 0Y) oGP MEgdol oM WMo IOHO
©59M 300090 q0s.

2. 33093000  LGHMOYds,  OMI  IMIbTIMYIWGOOLMZ0L LM EFOSED
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. Introduction
The relevance of the topic - in the modern world, social media has become the main tool of
marketing communications, as well as an unconditional way to present, position, and create a mood
about yourself or your business/organization. The 2020 world pandemic increased the intensity of
social media consumption, during which the power of influence of social media on the worldview,
self-esteem, mood, and behavior of each user became especially visible.
Researchers argue that the active consumption of mass media creates a worldview for viewers and
shapes their perception of the outside world (Cinelli et al, 2020). The image observed on the screen
creates a consumer’s mood, changes attitudes, and prompts action. In the modern socio-economic
environment, the customer is much more informed and demanding. Individuals demand factual and
useful information that will help them make a decision regarding the purchase of a certain
service/product, form life preferences, and make important choices at different stages of their lives.
In this regard, Content marketing comes to play to provide useful information to the consumers.
Today, social media is the main source of information, where both contents created by marketers
and user-generated reviews are available. The increasing flow of information affects the individual's
self-perception and self-esteem (Bryant, 2008), impacts their life satisfaction (Vogel et al, 2014,
Brailovskaia et al, 2020), forms product/service purchase decisions (Dhandra, 2020) and influences
the perception of the outside world (Appel, 2020). Thus, through social media, it is possible to
manage social and economic moods, which is ultimately reflected in consumer behavior.
Social media allows both brands and consumers to create electronic accounts, so-called personal
profiles, post details about their personal and business life or experiences; post visual aids; make
new connections; maintain relationships; plan social events; monitor their "friends", "connections”,
people talking about their lives; express belonging to a certain culture, sub-culture membership,
beliefs, views, preferences, and emotions (Nadkarmi & Hofmann, 2012). Social platforms have
made it possible for businesses to accurately track feedback on marketing tactics, target segmented
audiences, analyze large-scale data, and test effective messaging/content to atchieving high results
(Hwang et al, 2020). Social platforms have enabled specialists to run measurable, relevant, specific,
and targeted campaigns (Halbauer & Klarmann, 2022). Consequently, effective social media
management has become critical to the success of a company or the product it offers.
The digital world has shifted traditional marketing tactics to digital platforms. If earlier WOM was

transmitted orally from one person to another, today thousands of people have access to e-
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recommendations posted on digital platforms. User Generated Content seems to compete with
Marketer Generated content and rises the question of which one is more effective and trustworthy
for the users.

Social media has taken further aspects of community life and has become a tool for shaping culture
in societies (Appel, 2020). Social Media users share important dates of their lives, feelings, and
opinions, and create a perception about the world around them. Consumers create representations in
the digital environment and compare themselves to both their peers and celebrities, the so-called
"Influencers™ (Sirabidze, 2020), therefore, social media has the greatest impact on a person's self-
esteem, body image, and life satisfaction (Liflntsev et al, 2018).

Social media has become a vital channel for marketing and PR professionals working in
commercial, government, political or non-profit organizations trying to raise brand awareness, offer
a service or a product, shape values, and change consumer behavior. Based on all of the above, the
scale of social media distribution and its functional diversity have made it relevant to study social
media as a tool for influencing consumer behavior and attitudes and to investigate the trends and
perspectives of its impact. Since there is little research in Georgia that comprehensively studies the
tools of persuasion spread on social networks and their impact on the behavior of users, it is
important to thoroughly investigate this issue, both by identifying the preferences of social media
users and by analyzing the experience of marketing specialists.

The purpose of the research is to study social media as a powerful marketing tool, modern
directions and trends, digital content marketing mechanisms, cognitive and emotional persuasion
technologies, and their impact on the behavior of social media users. Based on the goal, the
following main objectives are set:

- Analyse the social media channels and develop strategic mechanisms for social network
management;

- Reveal the strategies of using the source authority as a persuasion tool and analyze the trends
influencing the behavior of consumers;

- Cultivate the features and characteristics of audience segmentation and develop marketing tactics
accustomed to them;

- Study the theories of social media effects and evaluate their correlation in the context of users' life

satisfaction body satisfaction and self-esteem;
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- Study content marketing tools and formulate recommendations related to the advantages of design
or content;

- Analyse the main tactics of cognitive and emotional persuasion used in social media and define
the perspectives of their use;

- Study the effectiveness of influencer marketing and justify its perspective in the modern social
environment;

- Compare analysis of user-generated content and market-generated content;

- Determining the relationship between the quality of consumer self-esteem and their purchasing
preferences.

The subject of the research is the study and comparative analysis of the opinions of social media
users and marketing specialists employed in social media management. The object of the research is
to analyze the influence tools of high-rated social media channels, measure the degree of their
influence on the life satisfaction, body image, and self-esteem of consumers, as well as the
comparison of the attitudes and management mechanisms of professionals employed in the field
with the preferences and behavior of social media users.

The theoretical foundations of the research are scientific works of Georgian and foreign scientists;
Statistical data published by international and local organizations and the results of research
conducted by the author. In the research process, the method of bibliographic research, the method
of data collection and grouping, and the statistical and logical analysis of the interrelationship of the
collected materials are used.

The methodological foundations of the research are quantitative and qualitative research methods
- questionnaire, content analysis, and in-depth interview. Ordinary social media users and marketers
participated in the research. Quantitative data obtained as a result of the research were grouped and
analyzed using different statistical methods, which included analysis of variance and the detection
of correlation between two independent variables.

The scientific novelty of the research is as follows:

- Emotional and cognitive persuasion technologies used in social media and their impact on
different segments of users are discussed.

- The relationship between the intensity of social media use, social media activeness and life

satisfaction is substantiated.
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- The relationship between social media and the self-esteem of an individual is substantiated, the
impact of the intensity of social media use on the quality of self-esteem of users is established.

- The relationship between the quality of the user's self-evaluation and the acceptance of the
methods of persuasion is determined, which influences his purchase decision.

- The influence of the source/author of social media content generation on the user's reception of
information is analyzed.

- Features of target audience segmentation are established for high efficiency of content distribution
in social media.

- Social media content marketing tools and mechanisms of their effective use have been
investigated in order to raise the brand image.

- Sources of priority information for the user in social media and mechanisms of their effective use
are established.

- Researched and compared consumer and marketer preferences for social media content.

- The use of influencer marketing in social media is analyzed and the attitude of Georgian marketers
towards the mentioned marketing tactics is studied.

- The effectiveness of digital "reviews" of the product/service in social media on user behavior is
measured.

Theoretical and practical significance of the research: the research we conducted represents new
findings both for social media users, who will learn about effective methods of media influence, as
well as for marketers, who will learn about research based legitimate tools necessary for the
effectiveness of marketing strategies. This paper will help business startups to understand the
impact of social media, segment them correctly, develop persuasion tactics, select channels,
strategically plan and purposefully manage social media channels.

The results of the study can be used for advocacy programs of non-profit or governmental
organizations so that they can develop targeted communication strategies aimed at building social
response values. Also, this work can be used as a study material for marketing students. In addition,
the results of the mentioned research can serve as the basis for the production of new studies for
researchers interested in social media marketing.

Approbation of the thesis: The thesis was reviewed and approved at the extended meeting of the
Department of Business Administration, Management and Marketing of the Faculty of Economics

and Business on August 4, 2022.
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The structure of the work: the thesis consists of 201 pages. It consists of an introduction, three
chapters, nine subchapters, conclusions and proposals. The list of used literature is attached to the
work.

Introduction

Chapter 1. Evolutionary aspects of social media and features of media effects

1.1 Stages and directions of social media development

1.2 Sources of information and features of high-rated channels

1.3 The source of content generation and the prospects for its impact

Chapter 2. Features of social media content segmented on the audience and its impact on
consumer behavior

2.1 Target audience selection strategies and features

2.2 Trends and main directions of media effects

2.3 Peculiarities of influence of social media on user’s behavior

Chapter 3. Effective Content Marketing Strategies and Perspectives on Social Media Effects
3.1 Content marketing tools and modern strategies

3.2 Basic tactics of persuasion through cognitive and emotional means in social media

3.3 Influencer marketing and mechanisms of its usage in Georgia

Findings and suggestions

Literature



58

1. Key Concept of the paper
In the introduction of the paper, along with the relevance of the topic, the literature review is
presented, which studies the findings of the Georgian and foreign scientific literature about the use
and impact of social media in various fields. However, despite the research conducted on this issue
by researchers and practicing marketers, there is a need for a more complex and in-depth study of
social media marketing tools and the investigation of the extent of their impact on consumer
behavior.
The first chapter "Evolutionary aspects of social media and features of the media channels’ effects"
consists of three sub-chapters. The first sub-chapter "Stages and directions of social media
development™ present the modern definition of social media, its role in the development of digital
marketing, and forms of shaping the worldview of users. A social network is a chain of social
objects consisting of organizations or individual people (Tosun, 2012). Social media functions in an
interconnected, networked, digital environment where interaction is possible (Appel et al, 2019). It
uses web-based technology to quickly distribute knowledge and created content for a large number
of users. Social media is a widely used and culturally relevant medium. It enables individuals to
communicate and form social groups using applications or platforms for creating, sharing, and
exchanging information, images, or audio/video content (Wamuyu, 2020).
The first manifestations of social media are considered artifacts from 20 centuries ago (Benefiel,
2010) in the year 79 AD, in the city of Pompeii, the Roman Empire. The subject of the study was
the inscriptions and images left on the walls of the city. The researcher Rebecca Benefiel argues
that according to the inscriptions found on the walls of Pompeii, its authors were citizens of
different statuses. On the walls of the house of one of the nobles, the good wishes left by friends for
the host can be clearly read. Poems were written on the walls of the house, and servants told love
stories on the walls of the kitchen (Benefiel, 2010). It seems that the citizens of Pompeii
communicated through public correspondence, this interactivity served not only for entertainment
but also for knowledge and information transfer. This is very similar to today's social network
"walls" and posts, with the difference that now there is much more space and means to express
one's feelings.
Social networks in their current form are, of course, connected to the creation of the Internet - the
World Wide Web, although researchers believe that the countdown to the creation of social media

begins in the 18th century when the telegram was created for long-distance information delivery
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and reception (Ritholz, 2010). Later, radio and television were used for social interaction. By that
time, social groups were formed because of shared values, and beliefs, or to talk about common
conflicts and challenges (Rimskii, 2011). In the 50s of the last century, telephone conferences were
also held in Western countries. Even then, hackers are said to have been able to break into phone
messages and use the private content of blogs or podcasts (Borders, 2010).

At the beginning of the 21st century, social media channels rapidly diversified, creating Wikipedia -
a public encyclopedia that is still filled with information created by Internet users. In 2001, sky blog
and Friendster were created, and in 2003, Myspace, LinkedIn, Hi5, and since 2004, the platforms
known today - Facebook, Youtube, Myspace, Twitter were created (Junco et al. 2011). The most
growing fun and entertainment platform today, TikTok, was created in 2016 by the Chinese
technology company ByteDance (Marketer.ge 2019) and its goal was to allow users to create and
post short videos (up to 60 seconds).A brief history of social platforms and stages of development
are reviewed in the first subsection of the dissertation, while the second subsection provides a
discussion of the features of information sources and ratings of channels, which are decisive for the
effective media influence.

A communication channel is a physical medium through which communication and information
exchange takes place (Brydon & Scott, 2008).Marketing tactics are primarily determined by
channel because the first stage of customer persuasion in the marketing funnel is attention. It is
important to determine which social channel is popular among Georgian users. 85.4% of the
respondents interviewed within the framework of the study named social media asthe first source of
information, followed by television (52.5%) and online publications (30.9%).

In modern reality, social media is a powerful tool for spreading information over television. That is
why traditional media outlets create channels/accounts/groups in social media and try to spread the
content prepared by them through social channels (Internews, 2021).

Credibility and trust of the information source/channel is an important factor when receiving
information. According to the results of the research conducted by us, traditional media is still
leading in terms of the trust. The majority of respondents say that they trust television -55.8%;
Internet publishing - 31.3% and professional platforms - 22% (see chart #1). If we look at the
marketing aspect of the mentioned findings of the research, it is clear that the activities

conducted/covered using traditional media will be more effective in terms of credibility, however, it
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is necessary to integrate them into the social network, because social media is the primary source of

information for users.
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Chart #1: Comparison of Source of Information and Trust

Source: Chart constructed by the author based on research findings

As shown in the chart, social media is the primary source of information for the population of
Georgia. Therefore, those channels that enjoy high ratings in Georgia and the world are interesting.

If we look at the rankings of social media in the world and in Georgia, according to January 2022
reports, 67.1% of the world population uses the Internet, which is 5.31% billion, where Social
media has 4.62 billion active users (Datareportal, 2022). Facebook is the leader among social
channels in Georgian reality, it has 2.7 million users. Facebook is available to 93.7% of Internet
users. Instagram has 1.45 million users in Georgia, and 440,000 Georgian users are registered on
LinkedIn. As for Twitter, it has 143.6 thousand users in Georgia (Data portal, 2022). According to
surveys conducted by the current study in June 2020 and April 2022 (see Figure #2), both
consumers and marketers participate, and the majority of respondents prefer Facebook (97%),

followed by Instagram (58.5%).
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Chart #2: Comparative analysis of social channel usage.

Source: Chart constructed by the author based on research findings

The chart shows the channels reported by Georgian marketers and preference of surveyed
consumers (2020 and 2022). 97% of marketers use Facebook for their activities, followed by
Instagram (85.9%), which is almost 30% ahead of the number used by consumers (58-57%). Three
times more marketers use LinkedIn than reported by the customers. There is a difference in the use
of the YouTube channel, with consumers reporting that they use it (55.2%), compared to marketers
(39%). Undoubtedly, both consumers and marketers actively use rated channels for their personal
or business purposes.

According to the in-depth interviews with Marketers, the indicator for selecting a social media
channel is the target audience, demographic characteristics, the quantitative extent to which this or
that segment is represented on the platform, and the extent to which this segment is interested in the
brand/product. It is also an important factor that the platform is flexible to implement different
marketing tactics for diverse products. In this regard, marketing specialists name Facebook and
Instagram as the key and relevant social platforms for Georgian companies.

In the third sub-chapter of Chapter 1, the source of content generation and the perspectives of its
impact is discussed. It was established that brand image and positive feedback from consumers is a
strategic factors in modern marketing. Individuals first learn about the opinions/reviews of others
about the product/service, evaluate the ratings, and then make a decision to purchase it. Hence, for

researchers, it is actual to study the influence of information posted on official websites and social
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media pages (Burgess et al. 2011). Marketers have found that when making entertainment choices,
the online ratings of movies are crucial to whether a person will watch it or not (Centeno et al.
2015). Those ratings are created by other ordinary viewers, which attract new users and reflect on
their decisions.

The distribution of ratings and reviews in digital media has raised a question about which content is
more effective - user-generated content (UGC), which is information that is based on the experience
of users, content obtained and distributed by them (Luo et al, 2014) or MGC - Marketer-Generated
Content, which is content created by brand/organization marketers or communication managers
(Liang et al., 2020). The majority of marketers involved in the present research believe that UGC
such as "reviews" has a significant impact on potential customers. Georgian consumers rate MGC

and UGC almost equally (see chart #3).

L cle = MGC

Chart #3: Credibility towards MGC and UGC

Source: Chart constructed by the author based on research findings

The results of the study show that the average trust for brand-generated content is 3.88, and for
user-generated content, it is 3.58 out of five, which indicates that if the content is effective it does
not matter who created it.

The second chapter of the paper evaluates the features of social media content segmented on the
audience and its impact on consumer behavior, and the first sub-chapter of which discusses the

strategies and features of target audience segmentation.
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The main goal of social media is to communicate and interact with users (Safko, 2018). It is an
online opportunity to facilitate interaction between users and enable them to share information,
opinions, and topics of interest (Swar & Hameed, 2017).

Users living in Georgia both receive and give out information through social media. They create
content and communicate with their relatives or customers. Therefore, it is logical that companies
have to highlight the priority component - people added to the marketing mix, and inform them
24/7, along with the elements of the marketing mix - product, price, promotion, and place. Since the
starting point of any marketing activity is the customer (Rahimnia & Hassanzadeh, 2013), the
company identifies the target audience and analyzes its characteristics in order to attract them using
content marketing prior to selecting digital channels. One of the important principles of effective
marketing is to create content that is relevant and customized to the target audience (Bly, 2018).
Grounded with the reason it is necessary to study both the demographic and cultural characteristics
of the target audience.

Audience demographic analysis involves studying the audience by age, gender, socioeconomic
status, and geographic location. Every generation has its own values and interests. Knowing the age
of the audience gives us an idea of its demands, values, and interests. Social media is also
segmented by age, according to ratings (data portal, 2022) Instagram and Tiktok are geared at
teenagers. They prefer short videos and fun pictures to textual posts. We have a similar situation in
Georgia. The studies conducted in 2020 and 2022, confirm that 90% of teenagers use Instagram,
and 45% - TikTok. Facebook and LinkedIn have an age limit, however, Georgian parents often
register even their newborns with a false date of birth. Age is crucial for FB ads, where the age of
the target audience is prior to the other demographic characteristics.

Age segmentation helps the marketer to determine the interests and attitudes towards different
values or products and their likely behavior. Today, generations are divided into 4 segments. All
four generations differ in their economic attitudes and spending decisions, thus it is interesting to
discuss their characters in the present study. The Baby boomers are the oldest generation alive
today. They are called this way because they were born in the period 1946-1963, after the Second
World War there was a baby boom. "Generation X" is the generation born between 1964 and 1980;
Generation Y is called "millennial”, who were born between 1981 and 1995. This generation cares
about new ideas, human rights, and environmental protection. The fourth generation is "Generation

Z", who are born between 1996 and 2012 and represent the youngest generation.
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Another demographic characteristic is Gender, which plays an important role in audience
segmentation, as men and women perceive information differently and have different interests.
Women are more active on social media than men. Women's/mothers' groups prevail in social
networks. The main consumer of social media advertising launched in Georgia is women, as they
are more responsive to the content spread on the channel.

Geographical location plays an important role in audience segmentation in social media marketing.
When creating SN ads, a necessary criterion is to mark the geographical area where the customers
live or are at present, who should receive the content distributed by the brand.

Another important characteristic is Socio-Economical status of the audience, which leads the
marketer to identify their likely behavior. The concept of "socioeconomic status” indicates the
economic, political, and social rank of a group of people and their status in society. It is possible to
determine the socio-economic status through the so-called "leads" filled in by the user on social
media. Generating leads is the act of initiating customer interest or request for information about a
product/service/business (Holenz & Stoy, 2018). Moreover, segmentation by profession and
workplace is especially important in B2B marketing, since the offered service/product is mainly
marketed by industry. In this regard, segmentation in social media is done by indicating "interest",
or when looking for partners, it is possible to indicate a keyword in the professional social network
- LinkediIn.

When talking about audience segmentation, we should also discuss spoken language. Social
networks provide an opportunity to target and deliver content to a multi-million diverse audience
speaking a particular language or interested in a particular language. It is also desirable that the
promotional colloquial language of the product/service matches the knowledge of the target
audience. Every generation, profession, district, culture, or subculture has specific terminology and
linguistic characteristics. Social media is a good example of a platform for informal

communication, where using terms such as "tag", "post", "like", "share" etc., is perfectly acceptable.
Understanding the cultural diversity of your target audience along with demographic characteristics
is paramount when creating marketing content. Every person is a member of a society learning to
live and behave in it. People get used to the environment immediately after birth and acquire the
characteristics of their surroundings, which later affects their individual and social actions.

Therefore, it is cardinal to segment the audience according to their cultural diversity.
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The five cultural characteristics proposed by the Dutch sociologist Geert Hofstede are of great
interest to researchers: 1) power distance; 2) individualistic and collectivist approaches; 3)
masculine-feminine tendencies; 4) acceptance of uncertainty; 5) long-term and short-term
orientation (Hofstede, 2021).

In countries with a large power distance, such as India and China, respect for the person in power
takes superior, so if the content is created to promote the official, there is a high likelihood that
engagement and discussion will follow. However, asking a question or generating a discussion
during the creation of a post will have less resonance. Whereas in America and countries with a low
power distance, citizens are, free to express their opinions and therefore will be more engaged and
honest when expressing their opinions.

An interesting case is Russia and the countries of the former Soviet Union, where power was a
value in itself. In such countries, the use of bots and trolls is quite common both when discussing
public issues and when evaluating the products of a private brand. In particular, Georgians are quite
open when evaluating a commercial product/service, but when expressing political sentiments,
radicalism is more common - they either praise or completely swear against the subject (Internews,
2021). The mentioned cultural characteristic should be taken into account, especially when using
influencers to promote the product. In countries with a high power distance, a product/service
promoted by an influencer is acceptable and is "not a subject to appeal”, however, in countries with
a low power distance, both the marketer and the influencer must be careful when promoting the
product/service, as it can cause too much negative sentiment if the product not relevant to the
influencer's competence.

Differing cultures according to Individualist and collectivist is expressing the approaches and
attitudes of a society. High collectivism is characterized in those cultures where people are forced to
integrate throughout their lives into powerful groups, which in turn protect group members, but
demand loyalty and subordination to the group (Hofstede, 2012). Individualistic cultures refer to
societies in which people are more independent. In this culture the opinion of each individual is
important, people's actions are aimed at universal civic well-being.

In collectivist cultures, social media is used for relationship enhancement and public approval,
while individualistic cultures use social media for entertainment and casual relationships (Kim et al,
2011). It should be noted that in collectivist cultures thousands of friends on social media are

acceptable, while in individualistic cultures they have a narrow bubble of friends in a physical or
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virtual environment. In individualistic cultures, messages that focus on individual benefits, personal
preferences, and success are more impactful, while in collectivistic cultures, messages that
emphasize group benefits, harmony, and family integrity are more effective. In an individualistic
culture, people tend to express their thoughts and feelings, so they give more weight to their
Timeline than to the News Feed, which is a personal space for self-expression (Chapman & Lahav,
2008; Choi et Sung, 2016; Sung et al, 2020). According to Hofstede's research, Georgia represents a
collectivist culture, thus the content created for the Georgian audience should be focused on the
welfare of society, high values, traditions, family environment, and public opinion.

According to Hofstede's definition, feminine culture belongs to societies where social and gender
roles are equally distributed. Ethno psychology assigns Georgian culture to a feminine type, which
Is characterized by long and sometimes excessive attachment of children, especially sons, to their
mothers and the tradition of newlywed families living with their parents. However, Hofstede
assigns masculine culture to Georgian culture with 55 points (Hofstede 2022), which is 5 points
beyond the feminine culture, therefore, it seems that Georgian culture is at the intersection of
feminine and masculine culture. That's why more research is needed on what type of content will
have an impact in specific cases.

Uncertainty Avoidance divides cultures according to tolerance for uncertainty. Members of Low
uncertainty avoidance cultures try their best to escape from an unknown situation because their
plans are often written in advance and changes are perceived as quite painful (Okeef, 2008). On the
other hand, there are societies where uncertainty is somewhat acceptable—vague directions, vain
promises, and unplanned activities are common. Hence, when creating promotional content on
social networks, specific and clear messages are more acceptable in uncertainty-receptive countries
than in countries with low uncertainty-receptivity, such as Georgia. Moreover, opinions left on
social media are read more in countries with a high acceptance of uncertainty. Georgian consumers
surveyed think that specificity is important to them, which contradicts Hofstede's index of
uncertainty avoidance for Georgians. However, it should be noted that the opinion expressed during
the research may not coincide with the behavior of the same users.

Another type of cultural characteristic proposed by Hofstede is the orientation to long-term and
short-term goals. In general, short-term orientation prevails in collectivistic cultures, which was
confirmed by a recent study that examined the cultures of 16 countries (Srivisal et al, 2021). People

with long-term and short-term orientations are approached differently in social media. The design
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and content of the arguments - messages are different. In particular, users oriented to long-term
goals are given detailed information, in case of interest, they schedule a face-to-face meeting and
give them time to think. In cultures with a short-term orientation, content should be created based
on emotion and is designed for quick response. Pension fund messages are more effective in
cultures with a long-term orientation than elsewhere. Georgian audiences are part of a low-context
culture, so vague, innuendo-laden content may not be effective, as it may not be properly
understood by users. Therefore, it is desirable that the content posted on social media presents
logical arguments, including statistical data, and specific facts.

The second sub-chapter of Chapter 2 discusses the trends and main directions of media effects. The
active consumption of mass media creates a worldview for the users (Bryant, 2008). According to
the Cultivation theory, individuals perceive and see the "real world" according to the images,
values, icons, and ideology that television offers them (Sparks, 2015).

Media also awakens the desire to imitate others, people act as a result of observing
others/environment. The philosophy of social learning theory asserts that people learn by observing
and imitating the actions of others. The study of 2020, conducted by the author revealed that social
media users look up to and imitate their peers more than celebrities. This made marketers study the
behavior of citizens around the target audience and implement appropriate marketing activities
tailored to them.

Another theory is the third-person effect (Bryant, 2012), which refers to an individual's perception
that some event, or environmental factors, influence another (third person) and never/rarely
influence them. That's why people don't try to avoid watching violent movies or even reading
misinformation on social media. They are sure that even a crime, or injustice condition can affect
someone else, but not them. According to our research, the existence of the mentioned theory was
confirmed (see chart #4). Respondents admitted that the media has a great influence on an
individual's life (59.4%), although this does not apply to themselves. Only 10% stated that the

media can influence their mood and outlook.
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Chart #4: Impact on third parties

Source: Chart constructed by the author based on research findings

According to the chart, we can conclude that no matter how many times we tell the public that the
media has a great influence on each of them, they will still be confident and will receive as much
advertising/information/activity as they are provided within the framework of various political or
marketing activities.

A spiral of silence, another media effect, operates in a social network when people refrain from
expressing their opinions if they think that the majority has a different opinion. Social media, where
individuals have the opportunity to engage in lively discussions and hear the opinions of others, has
made this theory relevant. According to research conducted in the US, the more clearly defined the
sentiments of the group, the more individuals refrained from expressing a dissenting opinion on
Facebook or Twitter (Matthes et al., 2018).

After discussing theories of media influence, our subject of study is the impact of social media on
consumer moods and well-being. Accordingly, in the third sub-chapter of the second part of the
paper, we will consider the features of the influence of social media on the behavior of Georgian
users.

Studies conducted in different countries at different times have shown that intensive use of social

media has different effects on users. According to a study conducted by American researchers in
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2014, the more a student used the social network, the lower their self-esteem was (Vogel, 2014).
Studies conducted in the US in 2010-2013 have shown that excessive use of social networks leads
to an increase in depression and a decrease in well-being and life satisfaction (Feinstein et al, 2012).
As part of the present research, it was of interest to determine the correlation between the intensity

of social media use by consumers with their self-esteem and life satisfaction (see Table #1).

Year 2020 usage activity
Satisfaction with appearance r=-0.24 M =3.36 r=-0.07
Career satisfaction r=0.10 M =494 r=0.22
Personal life satisfaction r=-0.10 M =4.96 r=0.10
Relationship satisfaction r=0.01 M =5.62 r=-0.01
Success r=0.07 M=4381 r=0.23
General satisfaction r=0.03 M =5.13 r=0.20

Table #1: Social Media effect on the user’s Well-being
Source: The table was created by the author, based on the results of the study

According to the findings, the average degree of satisfaction with life (M=5.13 out of 7 points) in
Georgia is quite high among the respondents. Correlation differed according to users' frequency of
social media use and social network activity, where frequency refers to the time, and how long an
individual spends on social media, and activity refers to the activity performed by them like:
posting, sharing, responding, commenting, etc. Satisfaction with one's own body decreased with
increasing use of social networks - r = - 0.24 (M = 3.36), although social network activity somewhat
balanced this mood and a very small negative correlation was observed between body satisfaction
and being active on social networks r = - 0.07. It showed a negative correlation between social
media use and personal life satisfaction r = - 0.10 (M=4.94), which implies that the more often
customers use social media, the less content are they with their personal life - r = - 0.10, and the
more active people are on social networks, the more balanced the satisfied they are with personal
life - r =0.10. p >0.05

A positive correlation was observed between career/job satisfaction and social media activity r =
0.22, and there is also a positive connection between self-perception and frequent social activity - r

= 0.23; In general, life satisfaction also increased when an individual was active on social media
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compared to when they were not active. The correlation between the frequency of SM usage and
social network activity is low, although positive: r - 0.23, but this logical relationship is not too high
either. It should be noted here that 78% of the respondents reported satisfaction with life in general
(5+ out of 7 points).

Within the framework of the current study another research was conducted in 2022 - after
Covid 19 pandemic, to find out whether the social media effect changed following the situation.
However, in the study approximately similar findings were recorded - half of the respondents
(53.5%) used social media very often, and only 17% were active with the same intensity. On
average, respondents used social media with an intensity of 4.27 out of 5 points and were active on
social networks with a frequency of 3.2 out of 5. The subject of the study was to determine the
relationship between social media usage and life satisfaction in terms of age. As a result, the
correlation for Generation Z was low positive r = 0.22, an average of 5 points out of 7. The
correlation of life satisfaction in active users is higher r =.29. The average score is 5.1 out of 7;
Self-esteem was medium positively correlated with frequent usage - r = .29; M = 4.87 (see table
#2). p >0.05.

usage body satisfaction Life satisfaction General self-esteem
Generation Z (14 - 25) 0.04 0.12 0.12
Generation Y (26 - 40) 0 0.3 0.4
Generation X (41 - 56) 0.17 0.25 0.31
Generation BB (57 +) 0.4 0.35 0.44
Activity

Generation Z (14 - 25) 0.22 0.3 0.29
Generation Y (26 - 40) 0.1 0.14 0.2
Generation X (41 - 56) 0.23 0.26 0.27
GenerationBB (57 +) 0.58 0.5 0.34
Average Score

Generation Z (14 - 25) 5 5.1 4.87
Generation Y (26 - 40) 5.45 5.3 5.3
Generation X (41 - 56) 5.2 4.9 5.3
Generation BB (57 +) 5.2 4.7 5.2
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Table # 2: Impact of Social Media Use on Life Satisfaction by Age

Source: The table was created by the author, based on the results of the study

The table indicates that there is a high to a medium correlation between social use, activity, life
satisfaction, and self-esteem among individuals aged 40+. As for the average coefficient of life
satisfaction - it is quite high in all four generations.

If we analyze it from the point of view of gender to some extent there is a difference between the
attitudes. Men are more prone to be influenced by social media. A low correlation was observed
between general self-esteem and the frequency of social media usage (r = 0.22). Men's self-esteem
increases when they use social media frequently. Being engaged in Social Media activities raises
body satisfaction (r = 0.26), life satisfaction (r = 0.23), and self-esteem (r = 0.3). For women, a low
positive correlation between Social Media usage and life satisfaction (r = 0.19) as well as self-
esteem (r = 0.26) was observed. It is important to note that both women and men rate their self-
esteem, body satisfaction, and life satisfaction with an average of 5 points out of 7.

The third chapter of the paper provides Effective Content Marketing Strategies and Perspectives
on Social Media Effects.

In the first subsection of Chapter 3, Content marketing tools and modern mechanisms are discussed,
discusses the role of content marketing and its comparison with traditional marketing is observed
from the perspective of scholars and practitioners. Content refers to all types of digital material that
a user consumes on a digital platform including what they read, view, study, or experience
(Wuebben 2012).

The extent of influence of content posted on social media depends on the characteristics of the
content (Schreiner et al, 2019). Such characteristics are - topic (what is the topic of the post), visual
component (image, link, emoji, hashtag), text size (how many sentences the so-called “copy”
consists of), interactivity (call to action/sharing/feedback), time factor (frequency of posts, in which
part of the day they were published) and position (Schreiner et al (2019).

When discussing design and content, the majority of marketers point out that content, the subject
matter is crucial (Schreiner et al, 2019). Georgian marketers express the same as revealed in the
research conducted in 2022. They say content is superior to design. According to content marketing
research, the most engagement is observed with videos (54%) and effective images - (53%),

followed by textual posts - 30% and stories (26%), and live streams (25%).
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An interactive post with a call to action resulted in a large number of feedback in the form of
comments. Any interactive element made the post more likable and increased user engagement.
(Kim et al, 2017; Schultz, 2016). The impact of a high interactivity post was compared to
engagement for a transactional post. In the interactive posts, there were plenty of greetings, wishes,
questions, and invitations from the Brand, and in the transactional ones, there were product
advertisements, discounts, and promotions. Researchers measured the facial expressions of users
when viewing both types of posts and found that highly interactive content was perceived as more
exciting and therefore more positive than transactional content aimed at promoting certain products
or sales (Yu, 2014).

Practicing marketing and having professional knowledge about the digital ecosystem of Georgia,
marketers working in the country were chosen as the subjects of our research along with studying
the attitudes and behavior of social media users. We conducted in-depth interviews with them about
the effective content and design used in Social Media and compared their perspective to the
consumer’s beliefs. The majority of marketers (77.6%) name video as the most consumed format,
which is also confirmed by international studies, followed by photo (59.2%), graphic picture
(52.6%), and story (47.4%), Links to more extensive information (15.8%) and Live video (22.4%)
are less consumed (chart # 5).

The surveyed users name photo (62.2%), video (56.8%), and textual posts (53.8%) as the most
frequently consumed format. Respondents most often read posts/articles (79.2%) with headlines
that attracts their interest. There is a clear difference between consumers and marketers
participating in the research in two directions - marketers think that graphic pictures have more
feedback (52.6%), while consumers only recognize the effectiveness of graphic pictures in 30.7%
of cases. Marketers say that a link to more extensive information (on another site) is less effective
(15.8%), and half of the surveyed consumers say they often click on a provided link (48.9%).
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» User ® Marketer

Link Video Graphic Photo Text Live Story other

Chart #5: Attractive Content Format - Comparative Analysis of Marketers' and Consumers' Preferences

Source: Chart constructed by the author based on research findings

As shown in the chart above - video, photo, live video, stories, and other formats are equally
important to marketers and consumers, with differences in their preferences for the three directions:
marketers think that links to extensive information are less effective, while consumers admit
frequent clocks to the links directing them to the larger information. Graphic content is rarely used
by consumers, while marketers believe it is well-consumed lastly, the textual content is of interest
to consumers, which according to the marketers’ experience is less compelling.

Along with the design, the Social Media content was also the subject of the research. The
participants of the research reported that they are most interested in informative posts (76.3%). The
least interesting was company news (14%), company employees (10.1%), and brand personification
(8.1).

Comparative analyses of the marketers' experience and the users' preferences show that there is a
big difference regarding educational posts, while marketers consider such posts as less popular.
There is also a difference in regards to posts carrying discounts (see chart 6). Marketers think that
discounts have the greatest response (74.4%), while consumers in Georgian report them as less
interesting (30.7%). Attitudes to entertainment content also vary - marketers believing there is a
high demand (68%) and consumers saying they are less engaged (27.2%). Finally, there are

differing views between marketers and consumers regarding the use of influencers in content
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creation. Marketers believe consumer engagement with influencer posts is medium (30%) and

consumers say their engagement in such content is pretty low (8.1%).
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Chart #6: Comparative Analysis of Marketers' and Consumers' Preferences on content

Source: Chart constructed by the author based on research findings

In the third sub-chapter of Chapter 3, Key principles of persuasion through cognitive and emotional
means in Social Media

Persuasion refers to the process of receiving information, processing it, and making a decision
about action, as a result of which a person's beliefs and views are influenced and finally manifested
in behavior and action. Persuasive communication aims to change, push, and shape the
response/feedback of the recipient of information (Wall et al, 2019).

In 1986, Petty and Cacioppo developed the Elaboration Likelihood Model (Petty & Cacioppo,
1986), according to which an individual receives and processes information in two ways - through
Central Route and Peripheral route. When the information is processed through central route, they
mentally delimit and thoughtfully/rationally discuss the quality of the product/service. Persuasion
by the peripheral route takes considers the factors that are superficially related to the
information/product itself. If persuasion through the central route is more mindful, the peripheral
route based decision-making is grounded by a person’s mood and feeling. Peripheral factors are:
information source authority, Liking, Reciprocity, Scarcity and the quantity of arguments (Cialdini,
2009).
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The quality of the argument is considered a key tool in decision-making using Central Route. The
more quality and strong arguments are provided to the listener, the easier it is to convince them
(O'keef, 2009). Strong argument is elaborated and effectively used if it is instilling fear, or
expresses warning (Petty, 2018). Fear is a natural human emotion that occurs when faced with
imminent danger. According to researchers, appeals to fear have a curvilinear effect (Hovland et al.,
1953). It means that it reaches to some degree, the fear appeal is no longer impactful.

Social media is managed by algorithms and one of the main principles is to provide people with
information that is relevant to them (Chen et al, 2015) and where engagement can be high.
Engagement is considered the intensity of an individual's participation and connection in the
content or activities provided by the organization/company, the source of which is either the
organization or another customer. Customer engagement consists of cognitive, emotional,
behavioral, and social elements (Vivek et al, 2012). Engagement in social media involves attracting
attention, sparking interest, entertainment, and participation (Geng et al, 2021).

Credibility, as mentioned earlier, is one of the most important factors in persuasion. The basis of its
acquisition is the authority of the individuals who created the social media content or appeared on
it. The credibility of information is greatly influenced by the number of information sources, the
more people repeat the message, the more customers believe the said information is reliable
(Okeefe, 2008). Considering this factor, people of different genders, ages, and nationalities say the
same message in advertisements.

With the development of digital space, access to information has increased, and people are unable
to cognitively process the information provided, so they are less affected by reasonable messages
(Rodriguez et al, 2014) and emotions are automatically taking over (Weismueller, 2022). The most
optimal principles of the peripheral route of information processing are offered by Robert Cialdini,
who is a modern Italian marketer and writer. He believes that during communication there are such
methods, tactics, and words that impulsively cause the user's sympathy for the offer. For example,
the phrase "because™ directs the mind to listen to the rationale, so it becomes more attentive to
understand the subsequent message (Cialdini, 2009). Cialdini’s persuasion tactics are based on 6
principles discussed as follows.

Reciprocity - a person has an inner instinct to reciprocate both evil and good. By receiving a small
amount of kindness/support, the individual feels obliged to repay the benefactor (Cialdini, 2009).

Social media fully relies on the principle of reciprocity, since its main function is to share
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information and return what is spent. Social action is the result of the sharing process (Surma,
2016).

Consistency - a person always tries to be consistent in his decisions. The principle takes on a special
dimension in the social network, since here individuals publicly express their positions, beliefs, and
attitudes towards some person, issue, or product through various methods - group membership,
page likes, friendships, following, reacting to a post or content. Studies have also shown that when
an individual shares information about the value of a certain product or charity act, they are much
more likely to purchase/involve in the similar case. It can be such activities as engaging in
environmental activities (Mickael, 2014; Demarque, 2013), forming a political opinion (Penney,
2017; Weismueller, 2022), or purchasing/tasting a product (Chen et al, 2015).

The Social Proof is one of the important bases of decision-making, especially in such collectivist
countries as Georgia. In order to manipulate the opinion of the majority in the social network, the
pages of the brand/politician try to collect as many likes as possible, thus indicating to the users
social proof by number of followers/likers. People with different political or household views try to
show the audience the opinion of the majority and manipulate with it (Cialdini, 2009). People's
propensity to disclose information about their personal issues has been studied, and found that if
they see others disclosing, they do so themselves (Acquisti et al, 2012; Tamaki, 2021).

In the research carried out within the scope of this work, it was studied why SM users put Like on
pages. According to the respondents, the majority prefers and "likes" the page when interesting
information is found there (70%); not to miss discounts - 26.7%. Half of the respondents (52.5%)
are driven by curiosity and want to know what is happening with this person/company they Liked.
The 29.6% say they put Like on the pages because they just like it so. It is also interesting that
almost every fourth (23%) of the interviewed say that their relatives ask them to Like the page and
that is why they decide so.

Scarcity is another tactic of persuasion whereby individuals value more what is less available to
them. (Cialdini, 2009). This tactic is also called "hunger marketing"”, according to which marketers
artificially create the perception of product scarcity, and this actually has a great impact on the
purchase decision, since in such case the desire to purchase the product increases (Zhao et al, 2021;
Zalake et al, 2021). Using the principle of scarcity in social networks is more convenient and
effective since it is easier to create an artificial virtual demand - with questions, comments, and

frequent reminders to limited time, item and etc. The studies suggest that during the Covid
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pandemic, since there was high uncertainty and perception scarcity, people started to panic, which
led to the emptying of the stores of toilet paper and other items of primary use (David et al, 2021,
Kirk & Rifkin, 2020; Omar et al, 2021)

Research data analyses have confirmed that emotional attitude and mood govern consumer
behavior. As reported only 2% of respondents are interested in what they need, mostly they buy
what they like and what they trust. Analyzing the data in regards to different generations, it was
revealed that young people with high self-esteem - Generation Z - are cost-conceous, and those with
low self-esteem are influenced by the authorities.

In the third sub-chapter of Chapter 3, the influencer marketing and the tactics of its use in Georgia
is discussed.

The authority of the source, its credentials, and close connection with the customer has a significant
influence on the personality. The correlation test revealed that, those with low self-esteem are more
inclined to like SM post, however, there is no correlation between the authority liking the consumer
self-esteem (Kavtarashvili, 2019).

One of the most common marketing tactics in social networks is influencer marketing when a
famous person or an ordinary on puts out an interesting content about various products. The main
function of an "influencer" is to somehow manage to gain people's trust and the popularity of their
channel. The popularity of a social media channel is directly proportional to its revenue generation.
Thus, influencers have a great influence on consumer purchasing decisions (Tafesse & Wood,
2020), however, Georgian marketers say that 42% of them invite influencers to their campaigns,
42% do not include them, and 16% use them only sometimes. As mentioned the influences can be
ordinary users of social media, whose content is highly consumed by users. However, the research
shows that Social Media users are prone to imitate either famous influencers (upward comparision)
or the people like them (downward comparision). In the survey users reported, that they more likely

compared themselves to other similar users (M = 3.13) than to famous people (M = 2.17).
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M. Findings and suggestions

Social media has become a leading digital marketing tool that has embraced a large part of the
global community. As consumers became more involved, its impact on social relationships, public
attitudes, self-perceptions, and economic behaviors has increased. The omnipotence of social media
has raised timely questions about audience segmentation, the influence of information sources, and
using other persuasion principles.

Based on the thorough study and analysis of the mentioned issues, we can formulate the following
theoretical and practical findings and suggestions:

1. Social media provides an effective platform for offering quality and impactful marketing
content that greatly influences consumer sentiment and behavior. Consequently, there is a high
likelihood of consumer persuasion in relation to various commercial products or political opinions.
With targeted and effective marketing tactics, it is possible to influence consumers attitudes and
sentiments, which affects their purchasing decisions. Therefore, to effectively conduct marketing
activities of a commercial brand or organization, it is strategically important to use social media,
which will increase customer engagement and generate loyalty towards the product or value.

2. Facebook and Instagram are the most popular channels among social platforms for users
in Georgia, and YouTube takes third place in the ratings. It is through these channels that users
receive content generated by both marketers and users. Consumers report that social media is the
primary source of information for them, although traditional media is more trustworthy. Therefore,
for maximum effectiveness, marketers should campaign on social media - the top-rated platforms -
to attract attention, and then incorporate traditional media channels to strengthen brand image and
gain trust.

3. Social media creates a worldview for its users, and the “the third person effect™ is relevant.
Based on the information received via Social Networks, users make decisions, however, they report
that an information/advertisement will have a great impact on others, and never on themselves.
Therefore, it is confirmed that consumers open up for marketers and consume any
information/content provided. Nevertheless they may believe that some advertising is less credible,
effectively prepared and distributed promotional content will surely achieve its goal.

4. The media effect of "spiral of silence™ is common in social media. Consumers refrain from

expressing their opinion if they think the rest believes differently. They fear isolation from society
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and prefer to keep their opinions to themselves. Therefore, appealing to public proof and showing a
guantitative advantage may change negative sentiments, or at least avoid the company/person from
talking negatively about them. By showing a large number of positive reviews, even those with a
negative attitude will not want to post about their bad experiences.

5. Beliefs and behavior of different generations vary. Baby Boomers (60+) are full Facebook
users. Generation X (41-56 years) and Y (26-40 years) use Instagram and YouTube together with
the facebook, while Generation Z (14-25 years) actively uses other platforms, such as tiktok and
snapchat. The more often Generation Z is active on social media, the higher is their self-esteem.
Therefore, in order to create effective content, it is advisable to consider the target audience in
terms of age, according to generations, and create a campaign customized to them, which calls for
high activity and engagement of users.

6. All four generations are highly receptive to cognitive and emotional principles of
persuasion, especially tools such as trust and approval. In addition, Generation Z and Generation Y
are highly influenced by social proof. Persuasion principles affect consumers with high and low
self-esteem differently. High self-esteem generation Z tends to choose a product based on price,
while low self-esteem generation Y is highly influenced by what authoritative people (influencers)
say to them. Therefore, when planning a marketing campaign on social media, the different
approaches and preferences of generations should be taken into account, which will allow the Brand
to use persuasion tactics targeted and customized to the characteristics of the audience.

7. In order to create efficient content on social media, it is essential to segment the audience
by demographic characteristics as well as cultural cues. In terms of gender, women are more active
users of social platforms, although the influence coefficient is higher for men users. According to
cultural characteristics, Georgians are characterized by high power distance, collectivist, short-term
orientation and feminine culture. Therefore, content created for the audience will be beneficial
when it focuses on community welfare, high values, traditions, family environment, and social
proof.

8. Social Media has a great influence on the user behavior, which was assessed by measuring
life satisfaction, body satisfaction and self-esteem within the scope of this study. The more
intensively a person uses social networks, the more active he/she is, the higher is their life
satisfaction, although in some cases frequent use of social media leads to dissatisfaction with their

body and personal life. Accordingly, communication campaigns carried out in social media can not
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only create general sentiments, but also determine the starting point of a person's self-esteem and
affect personal well-being, which will later be reflected in a consumer behavior.

9. Social media affects on consumer behavior vary according to different segments.
Millennial and Baby Boomers are highly influenced compared to other generations. Their life
satisfaction is closely related to their frequency of activity in Social Networks. Therefore, marketers
can actively target 40+ consumers with promotional content on social media. To increase the degree
of persuasion, social media activities must include high engagement and interaction.

10. Social media has a medium influence on the well-being of individuals. The more often an
individual is active on social networks, the higher is their self-esteem and life satisfaction. The
average coefficient of all three variables (life satisfaction, body satisfaction and self-esteem) is five
+ out of seven points. Individuals compare themselves more to their peers than to celebrities,
especially in the Generation Z and Baby Boomer segments. Based on this research, it is
recommended for marketers and communication specialists to distribute content in which users
similar to the target segment appear and give personal recommendations. By increasing the
involvement of ordinary citizens in the marketing campaign, it is possible to create positive
attitudes towards the brand and increase the sales.

11. Information source authority is one of the proven persuasion principles in marketing
campaigns. Georgian marketers actively involve Influencers in Brand promotion campaigns,
however, according to the professionals, this has high results when the influencer is related to the
product and has a certain competence. Hence, the use of Influencers by brands is recommended
only if they have competence in the endorsed product/service.

12. Content marketing is actively practiced among marketers in Georgia. Producing blogs and
creating topical social media groups to disseminate information is common. Topical groups create a
certain subculture and a sense of community. Therefore, creating thematic groups in social media
and loading them with cognitive information will help marketers to raise consumer awareness and
indirectly, but more effectively, generate loyalty to the product.

13. When discussing effectiveness of social media content and design, it has been found that
consumers and marketers prioritize content. If the topic is relevant, current, and familiar to users, it
attracts attention and generates interest in exploring more. Posts about discounts and entertainment
are of particular interest and have a great insights on the social networks. Therefore, it is assumed

that along with visual images, which usually go viral, the textual content is also effective if it is
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created properly. This validates to conclude that social media postings should be relevant and
current. Offering discounts and entertainment content is useful alongside product/brand
information.

14. Pages with many Likes are associated with authority for SM users in Georgia. When a
Brand desires to get more Likes, it can apply various methods, among which is asking friends to
Like the page. However, the most effective tactic has been found to be the relevance of the content.
When the page (generates diverse and interesting content it attracts more
subscribers/likers/followers. Accordingly, timely, consistent information flow will entice more
customers and increase loyalty toward the brand.

15. Social Media users in Georgia are part of a low-context culture, where the focus on
emotional feelings and human relationships is predominant. However, the demand for reasoned and
accurate information is obvious. That is why it is desirable that the content posted on Social Media
contain logical arguments, statistical data, and specific facts.

16. The personal and social relevance should be considered for the successful use of
persuasion principles. Interaction and high Engagement is of paramount importance for long-term
goals. Therefore, social media marketers should prioritize the use of tactics that facilitate discussion
and make the product/service/value contextual and relevant to the audience.

17. Emotion-based persuasion principles such as Reciprocity, Like, Social Proof, Consistency,
Authority and Scarcity, are applicable in social media. Accordingly, the social media content
creator should plan and manage the content distributed on media channels in accordance with the
aforementioned principles.

18. Video, photo, and graphic content are popular on social networks. The length and quality
of the video are less crucial, the main factor is that the caption to be relevant to the audience.
Therefore, it is recommended for marketers to prepare a caption to the visual including keywords
and hashtags, which will attract the interest of users and increase engagement.

19. Marketer-generated content (MGC) and User-generated content (UGC) are equally highly
impactful. Product reviews are highly valued by both consumers and marketers. Because of this,
there is a great temptation on the part of marketers to artificially create positive reviews, and
initiating of which comes to be accepted practice in marketing. Therefore, we can conclude that the
incentive to generate reviews for the startup company increases the awareness of the product,

however these reviews should not be only positive, but more realistic, the way it generates high
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trust. Generating positive reviews is especially recommended for companies or products that are
less familiar and new to the market. In the case it should start by promoting the marketing-
generated content and then recruit customer reviews.

The Social Media is found to be an effective marketing tool having huge impact on how we
perceive ourselves and the world and make purchasing decisions. Therefore, both the marketer and
the communication specialists and trustees have the opportunity to select the right mechanisms, the

choice of selection in relation to the changed product offering, if there are differences.
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