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Abstract. Customers’ behavior in social networks is continually developing. Businesses are tracking the changes in
the consumers’ preferences for the categories of their products, which is important for developing the effective promo-
tion. The methods of studying the features of the consumers’ media behavior and media preferences for the different
categories of goods in the social networks includes the following elements: relevance, subject, goals, and tasks of the
research topic; characteristics of methods and technologies for collecting and analyzing the data; description of each
stage of the research process; formulation of hypotheses on the correlation between consumers’ media behavior and
media preferences in social networks and their interest in various categories of goods; technology for testing the hy-
potheses and processing survey results in the Statistical Package for the Social Sciences (SPSS); algorithm for devel-
oping proposals for promoting certain categories of goods in social networks. The methods are of interest and applica-
ble for any business focusing on a certain category of goods. The methods were tested on the basis of empirical re-
search in the form of a survey, the results of which allowed developing a set of proposals for promoting the top cate-
gories of goods, which are purchased on the Internet most often, in social networks. The set of proposals has been
formed by selecting the core (a set of parameters common to the consumers of all goods) and peculiarities (features
dominating in the characteristics of consumers’ behavior only for a certain category of goods) of consumers’ media
behavior and media preferences in social networks.
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AHHOTanusl. B COBpeMEHHBIX YCIIOBUAX HAOMIOJAeTCs TEHACHIUsS HEMPEphIBHOTO PA3BUTUS U M3MEHEHHs TOBEICHUS
TIOJIb30BaTeNel COIMANBHBIX CETeH, BCIEICTBUE YETo Tepes OM3HECOM BOZHUKACT 3aJ[a4a MOCTOSHHOTO OTCIICKUBAHHUS TIpe-
00pa3oBaHUi ITOBEIEHNS TOTPeOHUTENeH TOBApOB B HENSX UX 3(G(EKTUBHOIO NPOABIDKEHI HA PHIHKE. MeToIuka uccieno-
BaHUs 0COOEHHOCTEH MEIMANOBEACHUS M MEIHANPEANIOUTEHHI B COLMATIBHBIX CETSAX MOTPeOUTENeH PasIMIHbIX KaTeropHit
TOBAapOB BKJIIOYACT TAKHE JJIEMEHTHI, KaK aKTyaJIbHOCTh TEMBI HCCIICIOBAHNS, TIPEIMET, IENIH U 3a1aull; XapaKTepHCTHKY
METOJIOB M TEXHOJIOTHII cO0pa M aHaIM3a JaHHBIX; MPOLECC UCCIIENOBAHUS C ONHCAHUEM KaXXIOTrO 3Tama; (OpMYITHPOBKY
TUIOTE3 O HATMYUY B3aUMOCBS3H MEXKTy MEAUATIOBEICHUEM U MEIHANpPENOUTEHUAMHU MIOTPEeOHTENeH B COLIMANBHBIX CETAX
U HMX MHTEPECOM K PasHBIM KaTEropusM TOBApOB; TEXHOJOTHIO IPOBEPKU TMIIOTE3 M 0OpabOTKH pe3ysbTaToB OIpoca
B Statistical Package for the Social Sciences (SPSS); anroputm pa3paboTky KOMIUIEKCa MPEIOKEHHH 110 TPOABHIKE-
HUIO ONpEeeTIeHHBIX KaTeropHii TOBapOB B CONMAIBHBIX CETSIX. METOIUKA MPEACTABISICT HHTEPeC ¥ IPHUMEHUMA IS
moboro OmM3HEca, CHeNUATN3UPYIOIETrocsl Ha ONpeIeTIeHHOH KaTeropiuy ToBapa. MeToauka IpoTecTHpoBaHa Ha OcC-
HOBE 3MIIMPUYECKOTO HCCIEA0BaHHUA B (hOpMe Ompoca, Pe3ylbTaThl KOTOPOTO IMO3BOJIMIM Pa3paboTaTh KOMILIEKC
MIPEUTOKEHUH 10 MPOJIBIDKCHHUIO B COLMAIBHBIX CETAX JUIS JHMAEPOB PEHTHHTA MOMYJISIPHOCTH TOBapoOB, IIpHOOpeTae-
MbIX Ha MHTEpHET-IUIomaakax. KoMiieke npeuioxkeHnii copMUpoBaH Ha OCHOBE BBIJENCHUS B MEIHMANOBEICHUN
U MeIMaNpeIIoYTeHISX OTpeOuTeNel B CONMAIbHBIX CETIX sApa (COBOKYITHOCTH MapaMeTpoB, CAUHBIX [UIS MOTpe-
OuTeneil Bcex TOBapOB) U CIENU(UUSCKUX 0COOCHHOCTEH, TOMHHUPYIONINX B XapaKTEPHCTHKE MOBEACHHUS MOTPeOH-
TeJie TOJIBKO OIPENIEIEHHON KaTEropuy ToBapa.

KiawueBble ciioBa: MeananccieOBaHNs, MEIUANOBEICHUE, MEAHANPEAIOYTCHUS, UCCICIOBaHUs B OOJACTH IPO-
NBIDKCHHS, COLUAIbHBIE CeTH, 3)()EKTUBHOCTD MPOIBHIKCHHS

Jnst uutupoBanus: Kvems E. 5. Tpaekropuu pasBUTUS MeIUANPENOUYTCHUH U MEIUANIOBEACHUS B COLUAIIBHBIX Ce-
TAX MOTpeOuTeNel pa3IMYHBIX KaTeropuil ToBapoB // BecTHMK AcTpaxaHCKOTO TOCYIapCTBEHHOTO TEXHHYECKOTO
yuuBepcurera. Cepus: Dxonomuka. 2022. Ne 3. C. 96-105. https://doi.org/10.24143/2073-5537-2022-3-96-105.

EDN BEDGSL.

Introduction

Social networks have become an essential part
of people’s lives as well as suitable business grounds.
The customers spend a lot of time in social media —
they get acquainted with each other, communicate,
entertain, search for information about goods, and
make purchases. Accordingly, social media greatly
impact people’s social behavior, and brand and prod-
uct loyalty. Social media also contribute significantly
to creating demand. Social networks enable the busi-
ness to analyze opinions, set up target advertising,
and manage customer relations due to owning big
data about customers’ behavior [1]. Big data collect-
ed through social networks has become not only
a valuable research tool but also created surveillance
and manipulation risks [2].

However, customers’ behavior in social networks
is continuously developing. Therefore, tracking
changes in customers’ behavior in social networks is
essential for the development of effective promotion.
Empirical surveys are used to track these behavioral
changes in social media.

There is a wide range of research in the field
of goods promotion. The work of Y. K. Dwivedi and
a group of scholars [3] is especially worth consider-
ing among other media studies. This approach in-
cludes studying the communication capabilities of the
advertising market as well as studying media behav-
ior of consumers of certain goods and services in
social networks and their media preferences [4].

The large companies such as Ipsos Comcon, Me-
diascope and Public Opinion Foundation Media spe-
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cialize in studying the media measurement and adver-
tising monitoring. Syndicate panel research projects
of these companies are in demand by media cam-
paigns since they allow building a smart strategy for
selecting high-demand content and monetization.

Further, the assumptions about the differentiation
of media preferences and media behavior are considered.

In a broad sense, media behavior is interpreted as
a system of mental, physical, and social actions of an
individual or a community, formed as a result of their
interaction with the media environment and aimed at
self-realization of an individual and meeting the in-
formation and communication needs [5].

It is common to distinguish the behavior types (or
models) in the social networks. One of the most fa-
mous models is a model of behavior depending on
the nature of actions, in which only two types are
distinguished: active behavior (posting information,
uploading photos, communicating with others, likes,
and commenting) and passive behavior (viewing or
observing content created by others) [6, 7]. More
complex classifications of media behavior types are
based on the source of information and the activity
level and include active, reactive, and indifferent
types [5].

In the context of two end-to-end parameters (user-
sender and two-way interaction), there appear four
types of social network behavior: interactive, reac-
tive, broadcasting someone else’s content, and pas-
sive [8—10]. Besides, the consumers’ behavior may
be classified by the volume of consumption across all
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social media platforms (time and frequency of use),
which is universal for all social media [8, 11].

Moreover, there is a concept of media prefer-
ences. Generally speaking, the consumers’ prefer-
ences present a socially and personally determined
positive attitude of a consumer toward a product or
its attributes driving its choice among similar ones.
Accordingly, media preferences in the social networks
are a positive attitude of the information consumers
toward a certain set of social networks and attributes
that determine the choice of a consumer [8, 12]. The
set of attributes covers the attitudes towards the mar-
ket place, content types, advertising types, and for-
mats [13, 14]. Visualization of media preferences
of information consumers is given in the form of rat-
ing graphs.

Media studies of the social network users either
have a universal nature or are conducted for the
consumers of one specific category of goods. There-
fore, the following areas of analysis should be con-
sidered in respect to media studies on consumers
of certain categories of goods: studying the consum-
ers’ media behavior and media preferences in the
social networks.

Studying the consumers’ media behavior in the
social networks should cover measuring their actions,
the level of activity, consumption volume, and influ-
ence of advertising on purchasing decisions.

Studying media preferences should be aimed at
identifying a positive attitude to purchase places in
the Internet, certain social networks and messengers,
content types, advertising types and formats in the
social networks [15].

Many research works focus on assessing the im-
pact of advertising in social networks on the users’
intention to make a purchase and studying customers’
attitudes and behavioral reactions (trust in advertis-
ing, evasion of advertising, skepticism towards ad-
vertising, attitude to advertising, and behavioral
intentions) [16—19].

The author adheres to the idea that there exist two
components in media preferences and media behavior
of goods consumers: core parameters — stable, uni-
versal parameters (features) for all consumers
of goods; specific features dictated by the character-
istics of the product category.

Different goods correspond to the specific types
of shopping behavior dictated either by the degree
of involvement into the buying process, and differ-
ences between brands or the efforts to find infor-
mation and the frequency of purchases [20].

Materials and Methods
The paper aims to develop a methodology for
studying the features of media behavior and media
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preferences of consumers of different categories
of goods in social networks to track the trajectories
of changes. The considered methodology is of inter-
est and applicable for any business specializing in
a particular category of goods.

The following tasks have been solved in order to
achieve the goal:

— formulated the research relevance and deter-
mined the goals, tasks, object and subject;

— described the characteristics of methods and
technologies for data collection and analysis;

— developed a research process with a descrip-
tion of each stage;

— formulated hypotheses about the existence
of a relationship between media behavior and media
preferences of consumers in social networks, and
their interest in different categories of goods;

— described the technology of testing hypothesis
and processing survey results in the spss statistical
package;

— described the algorithm for developing
a set of proposals for promoting certain categories
of goods in social networks;

— verified the methodology based on empirical
research.

The research object is the behavior of consumers
of different categories of goods in social networks,
the subject of the research is a structure of their me-
dia preferences and media behavior.

To collect the data, the author applied the method
of quantitative field research in the form of a survey
of respondents in the Computer Assisted Web Inter-
view (CAWI) technology on the ianketa.ru survey
website. To analyze the data (frequency analysis for
single-variant questions, analysis of multiple corre-
spondences, and correlation analysis to identify the
strength, direction, and nature of dependence), the
author used the statistical analysis methods.

The Figure presents the process of studying the
characteristics of media preferences and media be-
havior of consumers of different categories of goods
in the social networks.

Table 1 presents hypotheses on the existence
of a correlation between consumers’ media behavior
and media preferences in the social networks, and
their interest in different categories of goods. The
hypotheses are based on the results of a content anal-
ysis of scientific publications and studying the public
companies promoting experience in social networks.
Hypotheses are subject to confirmation or refutation
based on in-depth analysis of the results of empirical
field research using the statistical analysis methods
implemented in the SPSS statistical package.
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—[ Stage 1. Development of field research tools ]—

research field;

of various

categories of goods;

questionnaire;

1.1 Content analysis of scientific publications and experience of public companies in the

1.2 Determination of the data set required to analyze the characteristics of behavior of

of goods in social networks;

1.3. Advancing hypotheses on the existence of a correlation between consumers’ media
behavior and media preferences in social networks, and their interest in various

1.4 Development of technical specifications for the research and modeling of the

for

1.5 Develop of technolog
package.

ical data analysis in the SPSS statistical

—[ Step 2. Data collection

]_

questionnaire;
2.3 Quality control of survey results.

2.1 Coding the questionnaire on the ianketa ru survey service and generating a link to the

2.2 Conducting a survey by sending respondents a link to the online questionnaire;

_[ Stage3. Data analysis

]_

and encoding of answer values;

questionnaire;
3.3 Checking (confirmation or refi

3.1 Opening a file with answers from ianketa.ru (xls file) in the SPSS statistical package

3.2 Descriptive (frequency) analysis of single-variant and multiple-choice questions of the

ion) of hypotheses on the p of a correlati
between the variables based on the calculation of the Pearson chi-square test (1) .

Characteristics of peculiarities of media preferences

- Stage4. ;) 3 media behavior of consumers of various categories
of goods in social networks

4.1 Formation of a single core of media prefé and media behavior of of
various categories of goods in social networks;

42F lation of peculiarities of media prefé and media behavior of consumers of
various categories of goods in social networks;

43D ination of a seg portrait of of various categories of goods in
social networks;

4.4 Development of proposals for ting various categories of goods in social
networks.

Studying the characteristics of media preferences and media behavior of consumers of different categories
of goods in the social networks

Table 1

Signs and hypotheses on the correlation between consumers’ media behavior and media preferences
in social networks, and their interest in various categories of goods

Signs

Hypotheses

Media behavior is interpreted as a system of mental, physical, and
social actions of an individual or a community, formed as a result
of their interaction with the media environment [8], and media
preferences in social networks reflect the positive attitude of in-
formation consumers to a certain set of social networks and attrib-
utes that determine the choice of a consumer [8, 12]

H1: In media preferences and media behavior of consumers of various
goods, there are stable universal features — a stable core — for all prod-
ucts and specific features dictated by the characteristics of the product
category

There are measures (indicators) based on behavioral data ob-
tained from social media platforms and universally applied [8]

H2: The core of consumers’ behavior in social networks includes the
following parameters: frequency of purchases, number of hours per day
spent on social networks, and sources of information about goods in
social networks

Each user demonstrates a stable type of behavior in social
networks, which is characterized by a certain nature
of action [11]

H3: Consumers’ media behavior in social networks includes the follow-
ing features: nature of actions; attitude to the source of information and
the degree of activity; and reasons for using social networks

Preferences are associated with online shopping locations,
and advertising influences purchasing decisions [12]

H4: The core of consumers’ media preferences in social networks is
formed by shopping platforms and the influence of advertising on the
decision to purchase a product in social networks

Media preferences are associated with positive attitudes to-
wards certain social networks, types of content, and advertis-
ing types and formats [18]

HS5: Features of consumers’ media preferences in social networks in-
clude a set of used and popular social networks and messengers, the
preferred type of content, and advertising types and formats
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After making the hypotheses the author developed
a field research toolkit (technical requirements for re-
search and a questionnaire). The questionnaire consist-
ed of 25 questions, including the last five single-
variant questions that allowed describing the respond-
ent’s portrait (gender and age, education, occupation,
and financial situation). The first question was aimed
at excluding respondents who did not make purchases
online. The remaining questions were intended to test
the hypotheses.

The following five questions described the core
of media behavior:

Question 2. How often do you shop online?

Question 3. What are the reasons that make you
shop in the Internet?

Question 6. Do you use social networks and instant
messengers?

Question 9. How many hours a day do you spend
on social networks on average?

Question 10. What are the main reasons of using
social networks?

The following three questions help analyze the
specific features of media behavior:

Question 11. Specify the statements that describe
your behavior in social networks.

Question 15. Name the categories of goods you
most often search for information in the social
networks.

Question 16. What social networks do you most
often use to look for the information about products?

The following five questions described the core
of media preference:

Question 5. Where do you most often make online
purchases?

Question 13. Do you look for information about
products in the social networks?

Question 14. What source of information in the so-
cial networks do you use to find information about
products?

Question 17. What do you think about advertising
in the social networks?

Question 20. Does advertising in the social net-
works influence your decision to purchase goods?

The author analyzed the specific features of media
preferences based on the following six questions:

Question 4. What categories of goods do you most
often buy in the Internet?

Question 7. What social networks and messengers
do you use?

Question 8. Which of the social networks and mes-
sengers do you prefer?

Question 12. What content do you most often view
in the social networks?

Question 18. What format of advertising in social
networks seems the most preferable to you?

Question 19. What type of advertising in social
networks is the most preferable to you?

Table 2 presents the technology for implementing
the analysis in the SPSS statistical package at the third
stage of the study.

Table 2

Technology for implementing the analysis in the SPSS statistical package
at the third stage of the survey process (Steps 3.2 and 3.3).

variant questions

Analysis steps SPSS statistical analysis procedures and menu commands Visualization
3.2. Descriptive analysis (frequency analysis) for single-variant and multiple-choice questions
Structure of answers to single- Creation of linear distributions for each question. Pie charts

Main menu command (Analyze / Frequencies)

by respondents’ ratio

to a multiple-choice question

Ratings and TOP answers sets).

2. Creation of linear distribut

1. Creation of multivariate variables (or sets of multiple responses)

Main menu command (Analyze / Multiple responses / Define variable

Main menu command (Analyze / Multiple responses / Frequencies)

allowing multiple responses.
Bar charts

by respondents’ ratio
ions for multiple responses to each question.

of the Pearson chi-square test (%?)

3.3. Checking (confirmation or refutation) of hypotheses on the presence of a correlation between the variables based on the calculation

Revealing the correlation be-
tween preferences of the catego-
ries of purchased goods and
variables characterizing consum-
ers’ media preferences and media
behavior

describing consumers’ media

(chi-square test) checkbox

1. Creation of some sets of multiple responses to all multiple-choice questions.
Menu command (Analyze / Tables / Sets of multiple responses).
2. Creation of custom tables in pairs between sets of multiple responses

interest in different categories of goods.

Menu command (Analyze / Tables / Custom tables).

In the table, the determination of Question 4 vertically (categories

of goods purchased online) and horizontally (questions characterizing
consumers’ media preferences and media behavior in social networks.
In the Statistical tests window, selection of the Test independence

Tabular form

(Table 3).
Conclusions with
hypothesis checking
in tabular form

behavior and media preferences, and their
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Table 3

P-value and the Pearson chi-squared test results indicating a correlation between product categories
purchased in the Internet (Question 4) and other questions

Question and question number | P-value | Pearson chi-squared test (x%)
Core of media behavior
2. Frequency of online purchases 0.292 60.233
3. Reasons for shopping online 0.000 158.890
6. Use of social networks and messengers (yes/no) 0.350 12.190
9. Number of hours per day spent on social networks 0.000 70.022
10. Reasons for using social media 0.000 190.122
Peculiarities of media behavior
11. Statements characterizing media behavior in social networks 0.000 164.269
15. Intensity of searching for information about goods online 0.000 249.354
16. Rating of social networks as a source of information about goods 0.102 117.269
Core of media preferences
5. Online shopping platforms 0.027 36.415
13. Search for information about products online (yes/no) 0.275 13.292
14. Source of information about goods in social networks 0.361 23.747
17. Attitude towards advertising in social networks 0.002 75.661
20. Influence of advertising in social networks on the decision to purchase goods 0.001 63.676
Peculiarities of media preferences
7. Rating of social networks and messengers used 0.000 205.696
8. Rating of the popularity of social networks and messengers 0.000 158.359
12. Content type preferred 0.001 109.463
18. Advertising formats preferred in social networks 0.000 154.871
19. Advertising types preferred in social networks 0.001 63.644

The algorithm for developing a set of proposals for
promoting certain categories of goods in the social
networks is based on the results of the third stage. The
general core of media preferences and media behavior
of consumers of various categories of goods, the pecu-
liarities of media preferences and media behavior
of consumers of various categories of goods in social
networks, and a portrait of consumer segments are
consistently described.

Results

Below are given the results of checking (testing)
the methodology according to the survey of respond-
ents in April 2021. The survey was conducted using
the CAWI technology.

The overall population was 95.6 million people
aged 12+, who use the Internet at least once a month in
Russia. The size of the optional sample was 384 peo-
ple with a confidence level of 95% and an error
of + 5 units.

Descriptive (frequency) analysis of the answers
showed the following results.

Preferences for the categories of goods purchased
in the Internet were selected as the main criterion for
the segmentation of consumers. The top three product
categories include clothing and footwear (19.8%
of responses), personal hygiene products (18.1%), and
household goods (12.1%). However, the highest inten-
sity of information search is taken by the personal hy-
giene products (20.6% of responses). The second place
is taken by clothes and footwear (19.3%), and house-
hold appliances and electronics (13.0%) occupy the
third place. The increase in search intensity is associated
with concerns about the safety and environmental friend-
liness of cosmetics and hygiene products for skin and
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makeup, price level, and financial risks associated with
the purchase of household appliances and electronics.

General characteristics of media behavior are as
follows: more than half of respondents (59.8%) make
purchases 1-2 times a month; the main reason for
shopping on the Internet is a refusal to visit a store
(26.6%); most respondents (99.1%) use social net-
works and instant messengers; one-half of respondents
(50%) spend 3—4 hours a day in social networks; view-
ing information and educational content (19.4%) and
communication with friends and acquaintances
(18.5%) are the main reasons for using social networks
indicated by respondents; about a quarter of respond-
ents (26.4%) like to post personal content on social
networks and share their experiences and thoughts;
one-fifth of respondents (20.6%) most often look for in-
formation about personal hygiene products on social net-
works; information about products is more often searched
for on Instagram (31.1%) and YouTube (21.1%).

As for media preferences, it should be noted that
most purchases are made on trading platforms (83%).

Respondents actively search for information about
products in the Internet (89.6%) and prefer to rely on
the opinion leaders’ reviews and posts as a source
of information (50%).

Almost one-half of respondents (49.1%) expressed
a neutral attitude to advertising and ignored it, while
21.7% indicated that it distracted from the content.

One-half of respondents (50%) believe that adver-
tising in social networks does not influence the pur-
chase decision (it cannot convince customers regarding
uninteresting offers or already purchased goods; how-
ever, it is possible to see interesting offers sometimes).

The top three in social networks are Instagram
(23.2%), VKontakte (17.1%), and YouTube (16.9%).

SSHOMJAU [BIO0S UI SPOOT JO SISSB[O JUSISFJIP JO SIOWINSUOD JO $a0ua1djaId eIpaw pue JorAeyaq erpaw Surdo[oaap Jo saw03oaler], "¢ g 0wy



W pa3/IMYHbIX KATETOPUHU TOBAPOB

Kwmerts E. b. TpaeKToppm pasBUTHA MeauanpeunhoeHHﬁ 1 MEIHAIOBEACHUS B COLIMAJIBHBIX CETAX HOTpCGI/ITeJ'Ie

Becmnuxk AI'TY. Cepusn: Ixonomuxa. 2022. Ne 3. ISSN 2073-5537 (Print), ISSN 2309-9798 (Online)

Paszsumue memo0oe u ¢hopm ynpasienus MapkemuHz060u 0esmeitbHOCMbIO

However, among the most liked social networks,
Telegram unexpectedly took second place (21.2%).

The favorite type of content in the social networks
is data on major themes (35.7%), the leading advertis-
ing format is an advertising video in the news feed
(22.7%), and the leading type of advertising is the in-
formational advertisement with the descriptions of the
main characteristics of the product (44.3%).

The Pearson chi-square test was used to test hy-
potheses put forward to identify the correlation be-
tween preferences for categories of purchased products
and variables characterizing customers’ media prefer-
ences and media behavior (37). Since most questions
are multiple-choice and offer the respondents several
answer options, the Pearson chi-square test should be
calculated to determine the correlation between pairs
of variables. However, in the beginning the statistical
significance (the probability of the occurrence or non-
occurrence of the event under study) should be consid-
ered. The statistical significance should be less or
equal to 0.05 (5%), which indicates a significant corre-
lation. Consequently, with a 95% probability, it can be
stated that the event under study has not happened by
chance and is associated with any system. The most
significant dependence is represented by the value
P <0.001, very significant — 0.001 <=p <= 0.0.

Table 3 presents the P-value and the results of the
Pearson chi-squared test, indicating a correlation be-
tween product categories purchased in the Internet and
consumers’ media preferences and media behavior in
the social networks.

In Table 3 the values of the Pearson chi-squared
test (°) that correspond to the significant and strong
correlations are given in dark gray, the significant and
average strength correlations values - in light gray.
The presented values will be used to formulate the
results of testing the hypotheses and introduce the first
three steps of the fourth phase of research describing
the media behavior and media preferences of goods
consumers in the social networks (Fig.).

Studying the hypotheses revealed the following
results:

The H1 hypothesis was fully confirmed. The Pear-
son chi-squared test values are significant and show
a stronger relationship with the product categories for
media behavior and media preferences peculiarities
than for the core. The general pattern is disturbed by

the reasons for online shopping and the reasons for
using social networks. Their correlation with product
categories is strong, which is considered as peculiari-
ties of media behavior, but not the core.

The H2 hypothesis was partially confirmed. The
frequency of online purchases, the use of the social
networks and instant messengers, and the number
of hours spent on the social networks per day do not
demonstrate a relationship with product categories.
However, the reasons for online shopping and the rea-
sons for using social networks strongly correlate with
product categories and, therefore, should be attributed
to the peculiarities of media behavior.

The H3 hypothesis was partially confirmed. The
statements characterizing behavior in the social net-
works and search activity are significant and strongly
correlate with product categories. The rating of social
networks as a source of information about goods
should be attributed to the core of media behavior.

The H4 hypothesis was fully confirmed. All pa-
rameters are not associated with product categories or
have a significant but weak correlation.

The H5 hypothesis was fully confirmed. All pa-
rameters have a significant and strong relationship
with product categories.

Thus, the final distribution of parameters for media
behavior and media preferences of consumers of vari-
ous categories of goods in social networks should look
the following way:

The core of media behavior is described in the an-
swers to Questions 2, 6, 9, and 16.

The peculiarities of media behavior are described
in the frequency tables created for product categories
(Question 4) and Questions 3, 10, 11, and 15.

The core of media preferences is described in the
answers to Questions 5, 13, 14, 17, and 20.

The peculiarities of media preferences are described
in the frequency tables created for product categories
(Question 4) and Questions 7, 8, 12, 18, and 19.

Further will be considered the core and peculiari-
ties of media preferences and media behavior of goods
consumers in the social networks. The top three most
popular product categories of the consumers’ media
preferences, as well as the core and peculiarities
of media behavior based on a survey on social net-
works are given in Table 4.

Table 4

Description of the core and peculiarities of media preferences and media behavior
of goods consumers in the social networks

Product

VKontakte (15.5%)

Clothing and footwear Personal hygiene products Household goods
category
% of responses 19.85 18.1 12.1
Questions Core of media behavior
2,6,9,16 59.8% of respondents make purchases online 1-2 times a month;

99.1% of respondents use social networks and messengers;
50% of respondents spend 3—4 hours a day in social networks;
Top-3 social networks used for searching for information about goods: Instagram (31.1%), YouTube (21.1%), and
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Ending of Table 4
Product Clothing and footwear Personal hygiene products Household goods
category
Questions Peculiarities of media behavior
3,10, 11,15 The option not to visit a store is the main | The option not to visit a store is the main | The great number of discounts and
reason for online shopping (27.4%). reason for online shopping (25.4%). offers is the main reason for online
Viewing informational and educational | Viewing informational and educa- shopping (15.1%).
content is the main reason for using tional content is the main reason for | Communication with friends and ac-
social networks (33.9%). using social networks (28.3%). quaintances is the main reason for using
The statement “I like to post personal The statement “I like to post personal | social networks (17.9%).
content on social networks and share content on social networks and share | The statement “I like to post personal
my experiences and thoughts” (30.2%). |my experiences and thoughts” (28.3%). | content on social networks and share my
Personal hygiene products is the most | Personal hygiene products is the most | experiences and thoughts” (18.9%).
popular category of goods about which | popular category of goods about Clothing and footwear is the most
respondents are looking for infor- which respondents are looking for popular category of goods about which
mation (25.5%) information (28.3%) respondents are looking for information
(17%)
Questions Core of media preferences
5,13,14, 17,20 | 83.0% prefer online shopping at trading platforms (Ozon, Wildberries, etc.).
89.6% search for information about goods in social networks.
Bloggers’ reviews and product posts are the most popular sources of information (50%).
49.1% of respondents assess their attitude to advertising in social networks as neutral and ignore it.
Regarding the influence of advertising in social networks on the purchase decision, 50% of respondents believe that
advertising rather does not affect (there are uninteresting offers or already purchased goods, but sometimes, it is
possible to see interesting offers)
Questions Peculiarities of media preferences
7,8,12,18,19 |Most used: Instagram (43.4%), Most used: Instagram (39.6%), Most used: Instagram (24.5%),
YouTube (42.5%), and VKontakte YouTube (30.2%), and VKontakte YouTube (23.9%), and VKontakte
(31.1%). (29.2%). (18.9%).
Most preferred: Instagram (39.6%), Most preferred: Instagram (33%), Most preferred: Instagram (22.6%),
Telegram (30.2%), and YouTube Telegram (26.4%), and YouTube Telegram (17.9%), and YouTube (14.2%).
(19.8%). (17.9%). Content type: informational (on topics
Content type: entertaining — humor, Content type: informational (on topics |of interest) (16%).
memes, and show business news of interest) (29.4%). Advertising format preferred: direct
(30.2%). Advertising format preferred: adver- |advertising of bloggers in social net-
Advertising format preferred: promo- [tising video in the news feed (25.4%). |works (13.2%).
tional video in the news feed (23.6%). |Advertising type preferred: information- | Advertising type preferred: humor and
Advertising type preferred: humor and |al, with the description of the main entertaining (12.3%)
entertaining (17%) characteristics of a product (20.8%)

Table 4 presents only the most frequent responses.
All users gave the same answers to the questions de-
scribing the core of media preferences and media be-
havior. Nevertheless, the peculiarities of media prefer-
ences and media behavior are defined in the context
of consumers of the specific categories of goods.

Discussion

In the research works studying media behavior in
the social networks the scholars distinguish models
(types) of behavior depending on one classification
parameter or several end-to-end parameters. For exam-
ple, the nature of users’ actions, the attitude to the
source of information, the degree of activity, and the
volume of consumption act as one parameter [6, 11, 13].
Such combinations as the attitude to the source of in-
formation and the degree of activity, and the user-sender
and the two-way interaction are used as two end-to-end
parameters [5, 8]. It should be emphasized that the de-
scribed models of consumers’ media behavior are uni-
versal and characteristic of all social networks.

Scientific publications focusing on the study
of media preferences in the social networks describe
the attributes of a positive attitude, such as an attitude
to a place of purchase of goods, types of content, and
advertising types and formats [12—14]. Studies of the
media preferences of the social network users are uni-
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versal (for all social networks) or local (for one social
network). They may also be performed for consumers
of one specific category of goods.

According to the analysis of scientific publications
and the personal research results, the author proposes
to single out two areas in the media studies on con-
sumers of certain categories of goods: studying the
media behavior and studying the media preferences
of consumers in the social networks. In each of the
areas of media studies, the author proposes highlight-
ing the core — stable, universal parameters (features)
for all consumers of goods, and specific features dic-
tated by the characteristics of the product category.

The results of the empirical study confirmed the
position of the author, and the verification of the hy-
potheses made it possible to clarify the distribution
of parameters by media behavior and media prefer-
ences of consumers of different categories of goods in
the social networks.

Conclusion

Testing the proposed methodology, conducted ac-
cording to the survey results, reveals the common fea-
tures and peculiarities in consumers’ media behavior
and media preferences in the social networks. The
common features and peculiarities are typical for con-
sumers of certain categories of goods. The study of the
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hypotheses helped to revise and clarify the parameters
that form the core and peculiarities of media behavior
and media preferences in the social networks.

The scientific novelty of the research lies in the
theoretical analysis and empirical verification of the
content of media studies of consumers of different
categories of goods in the social networks and the clar-
ification of the parameters that form the core and pecu-
liarities of media behavior and media preferences in
the social networks.

Methods of studying the peculiarities of media be-
havior and media preferences of consumers of differ-

ent categories of goods in the social networks allow
businesses to develop effective measures to maintain
the demand for goods and increase customers’ loyalty
to the company, brand, and product.

Some limitations of the practical use of the meth-
odology should be noted. For example, to track the
development trajectories of consumers’ behavior in the
social networks the research should be carried out at
the regular intervals (once or, preferably, twice a year),
which requires certain costs and efforts. Consequently,
the employees of the enterprise should be skillful
enough to conduct such research.
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