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Abstract 

In the early 2000’s when consumers were first exposed to social media sites they were gradually 
hooked on to it and spent an enormous amount of time being tangled in a number of activities 
such as creating profiles, increasing their friend base, getting involved in discussions and sharing 
information and contributing on their friends’ pages. In early 2000’s AOL, Yahoo and MSN 
were the first few sites with chat rooms.Later as a large number of social media sites were 
developed, such as Orkut, Myspace,Flickr, Twitter, Facebook, Instagram, YouTube channels, 
consumers initially unknowingly shared a lot of significant information which helped in 
developing relevant advertisements. Marketer’s realized the importance of this valuable 
information and started targeting consumers with appropriate information and advertisements. 
When the initial excitement was worn down, consumers gradually became more attentiveto the 
information they shared on social media sites. 
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However there have beensubstantial changes since the start of the Corona virus lockdown, 
wherein research has shown an increase in social media activity which gradually stabilized over 
the next few months.Thus it would be inspiring to re inspect how the role of social media has 
evolved in user’s lives especially during the pandemic and to understand the stimuli behind it. 
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Introduction: 

With the rise of technology in our lives, there has been a gradual increase in consumer activity in 
social media. Initially consumers spent enormous amount of time actively exchanging 
information. But as time passed when the initial excitement was worn out they started getting 
more cautious in terms of their online activity. Thus it was important for marketers to understand 
the motivation behind consumer social media activity. As observed consumer behavior was 
constantly evolving and changing. Consumers were learning about new online content, activities, 
discussions and contests developed by marketers and thus there was mutual sharing of 
information and content.At the onset it would be ideal to define social media and consumers. 
Consumer basically refers to a person who is actively participating and generating content on 
social media sites. Social media on the other hand refers to you tube channels, blogs, social 
networking sites, online gaming portals, reviews shared online and virtual communities. Thus 
depending on the type of social media consumers are able to share content and information, build 
networks, publish articles and communicate in virtual worlds. Thus each of these different media 
could possibly have different levels of motivation. Based on past research we will try to 
understand certain frameworks which may have been drawn up to throw some light on consumer 
motivation for using social media and the type of activities that consumers may have been 
involved in. And also try and understand how this has changed over the years and specifically 
during the time of the pandemic. This could then help us to suggest certain challenges and 
strategies which could be useful to marketing managers. 

 

Consumer Motivation: 

It is important to understand the motives that drive consumers to spend time on social media. In 
the past there have been studies that have focused on this aspect. There have been a number of 
theories used to understand consumer behavior, the most common one being the uses and 
gratification approach. 

Stafford et al. (2004), Shao (2009) and Park et al. (2009) focused on the uses and gratification 
approach wherein the motives and consequences for using social media were studied. The main 
motives for using the internet were basically for information seeking, entertainment, and social 
aspects. Similar findings were noted by other researchers too. Krishnamurthy and Dou (2008) 
summarized the motives as rational and emotional. Courtois et al.(2009) identified information, 
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entertainment, social interaction and community development in addition to self-actualization, 
and self-expression as possible motives.Heinonen (2011) in her study conceptualized a 3*3 
matrix that focused on consumer motivations and consumer input. In addition to the consumer 
motives as discussed above, namely information, entertainment and social aspects, the activities 
were segregated into consumption, participation, and contribution. Thus giving a holistic picture 
of the consumer activities with respect to the motives. Table 1 displays the activities categorized 
based on consumer input and consumer motives. 

 

 

Consumer Activities: 

Shao (2009) listed and segregated the numerous online activities into three categories namely, 
consumption of entertainment and information, participation in online communities and 
interaction among members and production of self-actualization. He suggested that there could 
be an overlap among these three categories but the list of possible activities and overlap were not 
further dwelt into. Based on her study,Heinonen (2011) identified fifteen social media activities 
and divided them into information processing, entertainment activities and social 
connection. The information processing activities mainly comprised of retrieving product 
information, collecting facts, sharing opinions, reviews and ratings, following the news and 
applying knowledge. Entertainment activities consist of escaping from the real world and 
relaxing, being inspired, entertaining oneself and self-expression. Social connection activities 
comprise of social surveillance, collaborative experiencing, connecting with acquaintances, 
being up to date, staying in touch and social networking. 

 

Consumer Activity during the Pandemic: 

Since the start of the pandemic and lockdown consumers being forced to be homebound and 
having to considerably change their lifestyle, have increased their online activities, be it social 
media to streaming of movies and serials and surfing of sites related to news, business, health, 
retail, sports, travel and gaming to name a few prominent ones. Being forced to entertain 
themselves they have taken to social media and internet surfing and this has led to new 
opportunities to marketers, who they themselves are trying to innovate their marketing tactics to 
catch the attention of the consumers amidst the lockdown. According to Global Web Index’s 
Social Media Trends 2019 report, globally digital consumers spent nearly 2.5hours everyday on 
social networks and messaging. 

This pandemic has brought about a vast number of changes in consumer behavior, be it in terms 
of changes in work patterns, entertainment, overdependence on the internet, healthcare etc. Even 
the means of media consumption has changes significantly. The lockdown saw an average Indian 
spend more than 280 minutes a day on social media according to Hammerkopf Consumer 
Snapshot Survey. 
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People are on the lookout for latest updates about Corona virus, in terms of research or statistics 
and overall that has been one of the largest online activity. Being forced to be indoors with no 
much social bonding among friends and peers people have resorted to social media sites to share 
opinions or read news. The younger generation basically resort to social media for being 
connected with their friends as opposed to the older generation who use it more for being 
updated with the latest news.As displayed in Table 2, in a survey conducted by .the Numerator, 
64% of the consumers stated that they have increased their social media usage and streaming 
content. As displayed in Table 3.  83% of the consumers spent considerable amount of time on 
Facebook.A report by firm KalaGato stated that Indians were active on Facebook for an average 
of 66.9 minutes daily post the lockdown as opposed to 41.4 minutes prior to it. 

In damp times like these people are also resorting to watching a lot of humor in terms of 
YouTube videos, media content or short clips, besides people have also been spending watching 
movies, sports and listening to music. The younger generation has also been spending 
considerable amount of time on gaming and online reading. The most used apps to connect 
people over the pandemic have been Zoom, Microsoft teams, Skype and Google Hangouts. 
There has also been an increase in the number of webinars conducted world over. 

As per a research conducted byGlobal Web Index at the start of the Pandemic, Table 4 shows a 
list of activities that consumers engaged in on social media, the top two reasons being, reading 
news and being connected to friends. However these reasons vary across age groups. The top 3 
reasons for using social media among consumers in the age group of 16-23 were to fill up their 
spare time (41%), to find entertaining content (40%) and to stay updated with current news 
(34%). However there was consistency observed in the responses of consumers in the age groups 
of 24-37, 38-56 and 57-64 years, with the top most reason being to stay updated with current 
news (average of 36%), followed by finding entertaining content (35%) for the age group of 24-
37 years and being in touch with my friends (34%) for age groups of 38-56 and 57-64 years. The 
third reason being to fill up spare time.Another important observation during the pandemic is the 
increase in number of video creators especially amount the younger generation, the main 
expediter of this being Tik-Tok with more than 800 million users in India. However the future of 
TikTok remains uncertain following the ban in India and a potential ban in the US. 

As observed gradually over the years consumers had started abstaining from social media, many 
of whom were too addicted to it and set limits to social media screen time.People feeling 
pressurized to share unrealistic images of their lives was one of the reason for this. However all 
that changed during the lockdown wherein consumers were restricted in terms of the means of 
entertainment and being connected with friends. Thus in a way this has been beneficial for 
consumers to battle bouts of loneliness which have arose during this lockdown. 

When social media started off consumers were involved in connecting via images and comments 
and opinions. However gradually as it evolved consumers started using it for many other reasons 
especially for news or researching about brands etc. However during the lockdown people with 
restrictions on movement people have resorted to social media to being able to be connected 
once again. However there have also been increase in other chat apps like WhatsApp and 
moreover consumers are also resorting to video calls. 
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Managerial Implications: 

Consumers who were initially passive as far as generation of advertising content was concerned 
are now much more active especially with the rise of social media and user generated content on 
various social media sites. Hence it is important for marketers to understand consumer activity 
online on social media sites and as discussed above this could range across a large number of 
activities. It is important for marketers to understand changing consumer motives and behaviors 
with regards to social media and accordingly come out with advertisements. With the use of 
social media consumers through their opinions and experiences create collective valuable 
information that is visible by all. Many a time’s potential consumers make purchase decisions 
based on this valuable information present on public domain. They give more weightage to this 
information than expensive company advertisements. Thus advertisers need to be ever present on 
social media to make sure there is no dirty linen which can potentially shoo away consumers but 
rather need to understand their consumer behavior and be innovative in their advertisements so 
as to woo potential customers. For this it is imperative that they involve themselves in activities 
concerning consumers in order to assist possible potential consumers. Social care wherein 
consumers try to resolve any potential issues faced on the social networking page of the 
company is also gaining momentum and hence the speed at which the issues are responded to in 
a favorable manner is very  important. As in the case of Facebook, YouTube, Instagram to name 
a few companies are now identifying social influencers and partnering with them to bridge the 
gap between the company and potential consumers.  

Thus based on their consumers activities on social media sites companies can accordingly design 
relevant strategies. If it is an information seeking consumer, the marketers needs to firstly be 
aware of this and then feed the customer with product information, share the latest products, 
create real time reviews and show how the product has product about changes in consumer’s 
lives and probably on the higher end involve the consumer in idea generation for possible future 
products. If connecting socially is important to the consumer, then companies need to make sure 
that relevant chat functions are created so that consumers can communicate, being involved in 
relevant discussions and suggest possible new social connections. If entertainment is the main 
activity of the consumer then the market should focus on creating online content to catch the 
attention of the consumer, it could be games or tools that would be helpful to the consumer. 

Advertisers need to be empathetic and this should reflect in their advertisement. Moreover due to 
lot of financial constraints among consumers, they will be more wary of where they spend their 
money, hence some innovative payment options would be appreciated. Brand managers need to 
be precise as to what their brands stand for and this needs to be communicated in clear terms to 
the consumer minus all the clutter. It is imperative for brands to be able to innovate and connect 
to the consumers. 

 

Conclusion: 
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With the corona virus outbreak, there has been a global increase in the internet usage. These 
levels will probably ease out over the next few months however the manner in which we view 
social media and its usage has probably changed. Consumers have becoming overly dependent 
on social media for a number of activities some of which they haven’t used in the past. For 
example the switch from newspapers to actively tuning to social media sites for news headlines. 
Even when the lockdown is completely lifted and until a vaccine has been found, consumers will 
not wholly embrace live events. And till then there is a vast scope for virtual events, 
livestreaming and webinars.From a marketers point of view with the overall spurt in social media 
it is imperative to be more knowledgeable about ones consumers and so also the wide plethora of 
social media activities in which they are engaged with. Going forward this will be important to 
increase sales. 

Tables & Figures: 

Table 1: 

 

Table 2: 

Journal of Shanghai Jiaotong University

Volume 17, Issue 5, April - 2021

ISSN: 1007-1172

Page No: 37



 

 

 

Table 3: 

 

 

Table 4: 

Journal of Shanghai Jiaotong University

Volume 17, Issue 5, April - 2021

ISSN: 1007-1172

Page No: 38



 

 

References: 

 Courtois C, Mechant P, De Marez L, Verleye G. 2009. Gratifications and Seeding Behavior of 
Online Adolescents. Journal of Computer‐Mediated Communication, 15: 109– 137. 

 Global Web Index’s Social Media Trends (2019). Retrieved from 

https://www.globalwebindex.com/reports/social-2019 

 Global Web Index’s Social Media Trends (2020). Retrieved from 

https://www.globalwebindex.com/reports/social 

 Hammerkopf Consumer Snapshot Survey (2020). Retrieved from  

https://timesofindia.indiatimes.com/business/india-business/social-media-usage-jumps-87-as-
people-log-over-4-hrs-online-daily/articleshow/74880550.cms 

 Heinonen, K. (2011). Consumer activity in social media: Managerial approaches to consumers’ 
social media behavior. Journal of Consumer Behaviour, 10(6): 356–364. 

 KalaGato Report (2020). Retrieved from  

https://www.financialexpress.com/brandwagon/twitter-witnessed-a-30-rise-in-daily-average-
users-between-february-and-march-kalagato-report/1925574/ 

Journal of Shanghai Jiaotong University

Volume 17, Issue 5, April - 2021

ISSN: 1007-1172

Page No: 39



 Krishnamurthy S, Dou W. 2008. Advertising with User‐Generated Content: A Framework and 
Research Agenda. Journal of Interactive Advertising 8(2): 1– 7. 

 Park N, Kee KF, Valenzuela S. 2009. Being Immersed in Social Networking Environment: 
Facebook Groups, Uses and Gratifications, and Social 
Outcomes. Cyberpsychology&Behavior 12(6): 729– 733. 

 Shao G. 2009. Understanding the Appeal of User‐Generated Media: A Uses and Gratification 
Perspective. Internet Research 19(1): 7– 25. 

 Stafford TF, Stafford M, Schkade LL. 2004. Determining Uses and Gratifications for the 
Internet. Decision Sciences 35(2): 259– 288. 

 

 

 

 

 

 

 

 

 

Journal of Shanghai Jiaotong University

Volume 17, Issue 5, April - 2021

ISSN: 1007-1172

Page No: 40


