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ABSTRACT 

The social media play a very important role for the customers as the user-generated content has a 

huge influence on their decision-making process. The restaurants that try to set the proper e-

marketing strategy need to create the e-customer relation management that interconnect people on 

social media platforms. How social media impact the customer decision making process? This 

question was investigated using the triangulation method. The research hypotheses tested if there is 

different impact on three age groups and the association of online uncontrollable stimuli on 

consumers’ decision. As a result, various social media sites have a different impact on people in 

different age. It leads to dissimilarity of likeliness to be connected online and diversity to be 

attracted by restaurants through various online platforms. 

Keywords: web 2.0 tools (social media), customer decision-making process, e-CRM, online PR, 

uncontrollable stimuli 
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1 Introduction 

Through the history of humankind, different age and time periods are named according to main 

specification of the era. Our current society reached the time period known as New Media age 

where people are notably touched by modern technology knowledge sharing. The Web 2.0 tools 

alias Social Media play a very important role for current digital age. Many users are able to share 

their content online and exchange different information with general public. The user-generated 

content (later described as UGC) allows congregating of this information not only by administrators 

of the web pages but even by the common site´s users. 

The creation of divergent online communities links together people with similar preferences and 

interests so that the spread of the electronic word-of-mouth information reaches the convenient 

recipient. Far away is the time when people used to share the real experience only with the closest 

friends, now the knowledge is contributed with everyone interested. Those who are involved in the 

community often speak more extensively about their personal experience with the product or 

services. Furthermore, the influence of customer behaviour is followed. (Pedersen, Razmerita and 

Colleoni, 2014) 

The online information boom doesn’t affect only the end users, the businesses haven’t been left far 

behind. The advancements of Social Media have drowned out social commerce into e-business as 

many companies believe that social commerce is improving their business value plus they wish to 

stay in the competitive environment. To increase its competitiveness, the relations with customers 

must be evolved. (Lee, 2014) 

Traditional marketing and the e-customer relationship management (later described as e-CRM) is 

often extended by social media platforms to reinforce business performance by enhancing B2C 

communication. As e-CRM tries to improve the relationship between company and public, the 

social media play the most important role as connecting and communicative channel. (Dahnil et al., 

2014) 

With no surprise, the restaurants also use social media sites to create better relationship with 

customers. Like any other business, it is necessary to build strong bond between company and 

public and today’s trend requires resolutely the social media marketing. Of course, it is not only 

about being online by creating few social media accounts, but to synchronize multiple online stages 

together and operate across those platforms while using e-CRM. (Gourmet marketing, 2015) 

After all, Social Media are becoming very effective tools how companies create new online 

business and gain competitive advantage to its competitors. The offer of the products and services 

through online sources is becoming inexpensive way how to attract potential customers. Also it 

keeps the old ones with new approaches that straighten the position on the market. Social media 

create a platform that often promotes some attractive online deals for potential consumers and also 

prolong the relationship with the actual consumers. (Grenier, Fair and Schumaker, 2014) 
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2 Problem outline and research question 

The society is undoubtedly influenced by social media sites. The use of UGC allows deeper search 

for more available information by customers and causes the change of opinion about product and 

service thanks to the other users experience with it. Also, the managers are using progressively 

social media to set a proper e-CRM while creating companies’ online PR activities and promotions. 

Even if customers who leave both positive and negative comments on social media sites might not 

have realized, their online interaction has significant impact on businesses. For instance, one simple 

message full of emotions, which is sent online to circle of close friends of the writer, can reach 

larger audience than is primarily intended. The good reputation of those companies might be 

damaged very quickly as shown by research of online reputation management firm Igniyte. To deal 

with negative and malicious reviews and save its online reputation, the companies must often spend 

huge amount of money. (Burn-Callander, 2015) 

Nevertheless, people in different age groups might be impacted dissimilarly by various social media 

platforms. The main purpose of the research is to find out how social media platforms impact the 

decision process across three selected age categories as each platform might have positive and 

negative consequences on customers’ decision making process. This master thesis will address the 

following research question: 

RQ: How Web2.0 tools (social media) impact customer decision making process? 

In particular, the research will focus on the other two sub questions: 

How are uncontrollable stimuli (the number of reviews and valence) associated with various social 

media platforms reviews in customer decision-making process? 

Which social media platform has stronger impact on decision-making process in different age 

groups? 

By answering these questions, the managers of restaurants will gain a better understanding of 

potential customers’ decision making process in selected age groups, the source of customer value 

and motives of using social media platforms, so they can improve the e-CRM of the company, 

especially online PR. Moreover, this thesis attempts to find out the association between two 

uncontrollable stimuli, the number of reviews and valence, in customer decision making process. 

The uncontrollable stimuli will be more deeply described in chapters 5.2 and 5.4. 

3 Methodology 

The deductive research strategy based on ontological assumption is used for the research to 

understand the impact of social media in terms of motives of customers. This thesis starts by 

identifying a consistency of the research obstacle. The realistic point of view is adopted; only 
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observe data are relevant for the research. After explanation of the theory, the deduce hypotheses 

are tested by matching them with collected data. 

The paper consists of theoretical part and the research itself. The first part introduces a detailed 

literature review about the customer decision process and its relation with social media platforms, 

the customer stimuli in decision-making process and e-business and e-commerce management and 

its connection with web 2.0 tools. The customer decision making model is outlined to have better 

overview of each step in the process and its relevance to social media consequences. Also the Social 

media integration theory model by Isra Garsia reveals information about the impact on the 

comprehensive performance for the Social Media platforms which have been used interchangeably 

through the thesis. Furthermore, the controllable and uncontrollable stimuli characteristics 

demonstrate its relevance to the research topic with the self-made model blueprinting the whole 

literature review. For the first part of the thesis the author uses secondary data related to research 

issue including several academic articles, journals, books and a variety of online sources. 

In the second part, the full description of instruments including data collection and sampling plus 

design and measures is outlined. The triangulation method is used to combine quantitative and 

qualitative research of data for right addressing the research itself. The questionnaires collect the 

quantitative data using stratified sampling, followed by the descriptive statistic and correlation 

analysis; moreover the deduced hypotheses are tested for right addressing the research questions. 

For the qualitative data, the interviews based on semi-structured dialogues from each age group 

were held to deepen the understanding of essential features. The qualitative data are gathered after 

the quantitative data for better implementation of the results. Lastly, the conclusion summarizes the 

research. 

4 Limitation 

The whole thesis is focused on adult consumers older than 18 years. The social media users were 

divided for the purpose of the thesis into three categories: adults aged 18-29, 30-49 and 50+; to 

have better overview of the impact of social media platforms according to different generations. 

The quality of the findings is more businesslike as each group has different social media percentage 

usage. 

The both primary and secondary data are collected and utilized by triangulation method to answer 

effectively the research question. Moreover, it is essential to mention that the author did not have 

any access to the companies’ databases as the research is based from the perspectives of customers. 

All primary data were gained by on online research through social media sites plus personal contact 

with the small part of respondents from each age group. Further, each age group category has 

slightly over one hundred samples gained by stratified sampling, thus it might be conceivable to 

make comprehensive observation with generalized statements to bigger population. 

The secondary source of data was collected by the interviews with representatives from each 

generation groups. Only twelve people were interviewed to get deeper view into the research 

problem. Additionally, it should be emphasized that the analysis is limited as the author is focused 
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on social media users and provide a general overview of the research problem followed by 

hypotheses testing. 

5 Literature review 

5.1 The customer decision-making process and Social media platforms 

The rapid merger of new technologies has changed the contemporary business expeditiously. 

Nowadays, the marketers must apply new ways of doing business with new online media channels 

in mind. In the past, the marketing strategy of the company was mainly focused on paid media 

channels, whereas nowadays the consumer engagement with companies is indispensable. The 

driving advocacy plays a significant role in this matter. If the product gets bad online reviews on 

social media platforms or is not discussed on these sites at all, the paid advert will not retain the 

customer’s loyal relationship for long time. (Edelman, 2010) 

For better influencing of potential customers, the marketers must have a very good understanding of 

their buying decision processes. Unfortunately, it is inconceivable to imply the same principles to 

every person. For that reason, the consumers might be divided by roles they play in the process and 

their internal behaviour based on engagement with different brands. The five stages model gives 

excelling outline of how the new purchase of product or service is faced by customers. (Kotler, 

2001) 

All in all, the organizations must effectively respond to customer behaviour if they want to improve 

their online marketing strategy. Particularly the products with lower differentiation might have 

small brand awareness on the market. Additionally, to have a positive effect on consumer product 

evaluation proceeding, the solid, trustworthy and tangible information must be provided by 

marketers on social media platforms as well as establishing a lasting relationship with its customers. 

(Perreau, 2013) 

5.1.1 The customer decision-making model 

The model itself consists of five stages that are tightly linked with each other. Every stage is 

described below for better understanding of the customer decision-making process: 

STAGE 1: Problem recognition 

Every customer buying process starts with problem recognition. Each person perceives a need 

which could arise from actual surpassing situation that might be internal or external, and triggers the 

decision. Those needs should be identified by marketers to develop the right online marketing 

strategy and to move to the next stage. (Kotler, 2001)  
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STAGE 2: Information search 

The information search seems as the most crucial part as it shows options momentarily available for 

consumers, especially when the Internet technologies link many platforms focused on collecting 

them online. In accordance with the Assistant Professor of Clinical Marketing Lars Perner (2010), 

the consumers are engaged in Internal and External info investigating. The first one categorizes 

itself as memory thinking where recalling of previous experience with the product is necessary. 

Normally, it concerns only low involvement products which are frequently purchased. On the 

contrary, the high involvement products need external search while there is little or insufficient 

knowledge about them. 

Also, three basic sources are distinguished for external search (Kotler, 2001): 

 personal, such as family and friends (social networking sites), 

 commercial, such as the company websites or online advertising, 

 public, including consumers-rating platforms with reviews, forums, blogs, communities, 

content aggregators. 

The companies provide many self-evident information about its commodity for potential 

consumers, however the buyers prefer alternative source of information. In fact, the biases occur as 

marketers need to sell the products. The online word-of mouth is intermittently preferred as trustful 

source due to no commercial interest. (Wyrwoll, 2014) 

STAGE 3: Evaluation of alternatives 

After gathering all the suitable information, the assessing of values is given to all possible 

alternatives. Every product or service has good or bad attributes and consumer applies a 

compensatory decision for developing value perception. (Perner, 2010) 

STAGE 4: Purchase decision 

The act of the purchasing the product ensues immediately after evaluating of all possible choices. 

Nevertheless, the whole process may also rely upon perceptions like quality of online shopping 

websites, good terms and conditions for the sale or a return policy of products. (Perreau, 2013) 

Also this stage is accompanied with alternatives from who to buy, when to buy and do not buy the 

product or service. All those possibilities depend on own or someone else experiences, time, price 

of the merchandise, offers or atmosphere of the place. (rohan.sdsu.edu, 2015) 

STAGE 5: Post-purchase behaviour 

The evaluation of the action taken might be the most important stage for organizations as they are 

going to receive positive or negative feedback. After purchasing product or service the customer 

experiences satisfaction or dissatisfaction with it and take subsequent action which must be 

monitored by marketers. (Kotler, 2001) 

As reported by Michael Hawley (2011), ―social-media monitoring provides another way of 

researching and learning about the Customer Decision Journey by listening to the people who are 
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most highly engaged in social-media circles, whether for good or bad, the influencers‖. Firstly, the 

identifying of the right online channels related to company´s products is unavoidable. Secondly, the 

engagement of proper tools on those channels will not only take notice of online discussion among 

users, but also identify number of posts and followers. Afterwards the observation will bring the 

scheme of the comprehensive level of trust consumers place in peculiar information channels during 

their actual decision-making process. 

5.2 The customer stimuli in decision making- process 

With the daily access on social media sites, it could be very addictive channel for potential 

consumers which could result in very distinctive stimulation of their decision-making process. In 

line with Gregory Ciotti (2014), ―the fact that information is always a click away, may (through 

overuse) cause a decrease in conceptual and critical thinking‖. 

In line with Chaffey (2009, p.492), ―considering mixed-mode buying or how a customer changes 

between an online and an offline channels during the buying decision process is a key aspect of 

devising online marketing communications for business since the customer should be supported in 

changing from one channel to another.― Thanks to spreading the information about product and 

service via social media platforms, the consumers have now lots of stimuli available online that 

substantially affect their stages in decision-making process. These stimuli might be divided into two 

groups, controllable and uncontrollable stimuli by companies. The figure 1 describes how the 

stimuli leverage in each stage of the customer decision-making process. 

 
Figure 1: The aspects of customer stimuli in decision-making process (self-made model based on Kotler (2001), 

Chaffey (2009), Constantinides and Fountain, (2008)) 
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The model outlines the complexity of influencers in the five stages of decision-making process, 

moreover it visually blueprints the whole related literature review described further below. 

The first stage belongs to controllable stimuli as it can be affected by online marketing strategy of 

the company. Undoubtedly, the demographical, cultural, economical, legal etc. aspects are taken 

into consideration while setting the proper digital marketing mix. (Constantinides and Fountain, 

2008) 

Nevertheless, the companies frequently struggle with applying integrated online marketing 

strategies because the web 2.0 tools alias social media provide enormous source of data and this 

uncontrollable stimuli can´t be entirely regulated by companies. The latest IBM Global CMO 

survey found out that about 71% of worlds CMOs believe that their business is not able to deal with 

the explosion of 'big data'. The social platforms provides enormous place for gathering those data, 

nevertheless the main challenge for business is the unification of data from Social Media platforms 

with customer database as the community of social media users differs from actual customers. 

(Knight, 2014) 

The online presentation of the product and service plays an important role for organisations in terms 

of the psychical market place as the customers have lots of quality perceptions which might have 

been influenced through different websites (Lorenzo-Romero et al., 2013). For that reason the 

second and third stage in decision-making model is inevitably combine with Web 2.0 tools where 

people deeply investigate more knowledge about products and services that would like to buy. On 

the contrary, the online users might affect negatively potential customers by harming the goodwill 

of the product or service of the company, so that is why e-business and e-commerce management 

emerge in the model. The e-CRM appears to be an efficiently appliance for communicating with 

customers and for strengthening the organizational collaboration, while the e-marketing applies 

digital marketing mix to reach the potential consumers (Poshi, 2015). 

Therefore the organisations have two possible online strategies, to enhance the effectiveness of 

actual customers or to convert social media users into the organisation´s community. The second 

option could be reached by monitoring the online word-of mouth with automatic reviews’ reply, 

nurturing new leaders that would spread the positive info online or enhancing communities to create 

their own advertisement about product or service of the company. (Ang, 2011) 

After the actual purchase of the product or service the customer might be obliged to give positive or 

negative feedback back to social media and the circle perpetuates with other buyers again. As the 

uncontrollable stimuli are very difficult to restrain, the companies must improve their e-marketing 

and e-CRM by understanding the impact of social media on decision process of the customers. 

5.2.1 The user-generated content 

According to Encyclopaedia Britannica (Flew, 2014), ―media convergence is a phenomenon 

involving the interconnection of information and communications technologies, computer networks, 

and media content. It brings together the ―three C’s‖—computing, communication, and content—

and enables entirely new forms of content to emerge.‖ 

http://global.britannica.com/EBchecked/topic/287834/information
http://global.britannica.com/EBchecked/topic/130637/computer-network
http://global.britannica.com/EBchecked/topic/129024/communication
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The organizations that are adopting Social Media tools into their marketing strategy, try to keep up 

with the urgent unmanageable fact that the consumers’ biases are usually based on uncontrollable 

attributes that user-generate content creates. (Constantinides and Fountain, 2008) 

The communication from one-to-one, one-to-many and many-to-many describes thoroughly social 

media transmission. In today´s world, everyone can make any content publicly available through 

social media platforms. It is infinitely essential to be familiar with the meaning of the UGC. It 

actually consists of core data and meta-data. The first term defines any given piece of information 

such as text, audio, video or the combinations; whereas the second term characterizes info about the 

piece itself, for example number of views or author´s status. Moreover, the word peer-ratings 

express the rating of the UGC by online users such as clicking on like on Facebook. (Wyrwoll, 

2014) 

By drawing the communication flow, the assimilation of social media platforms becomes more 

coherent. 

 

Figure 2: Social Media Integration Model (Garcia, 2011) 

The Figure 2 above drafts the model of social media´s integration by Isra Garcia (2011). The social 

media provide platforms where the bilateral communication is represented by four components: 

exposure, connecting, sharing and feedback. The information flow does not only circulate from the 

cooperation to consumers, but even the other way around, so it causes the long-term process of 

exchanging the info rather than short-term. That is the reason, why the companies should be 

familiar with its consequences for the proper usage of that information to enhance e-CRM. 

As reported by Isra Garcia (2011), the content is put available on social bookmarking sites 

represented by blogs or web sites, shared and spread within the public. Then social networking sites 

play a role of operator who connects the society. The social recommendations and reviews measure 

the impact of online conversation on the sites and produce valuable feedback for all participants. 

―The exposure itself melts in the same process as the conceptualization of the blogging platforms, 
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harnessing the power of its SEO and highly page rank properties tries to deliver the most effective 

exposure impact (giving feedback, engaging and sharing information all at once)―. 

5.2.2 The usage of social media for consumers 

From the customers’ point of view, social media have become fundamental and indispensable part 

of their lives. The biggest advantage is that people are able to broadcast their thoughts and make 

them visible for other users without being computer or technical specialists. The multidirectional 

online communication has been formed in keeping with hardware development of electronic 

devices. Furthermore, all these devices that have access to the Internet allow creation of metadata. 

(Wyrwoll, 2014) 

In line with Constantinides and Fountain (2008), there are categories of Web 2.0 tools where the 

user plays double role as consumer and contributor of the site, which might lead to influence of 

customers decision-making process. Those categories are formed by: 

1. Blogs and micro blogs: alias online journals that are the fastest growing tools that display 

user´s online posting chronologically. They are usually designed by special interest, where 

the podcast (online video and audio) is usually associated and often streamed further, 

although the users do not have to know each other personally. 

 

2. Social networks: Oxforddictionaries.com (2015) describes this term as ―A network of social 

interactions and personal relationship‖. The figure 3 shows the most popular and the fastest 

growing social networking sites in March 2015 as stated in eBizMBA. For the main purpose 

of this research only Facebook, Twitter and Google plus+ are desirable platforms that could 

be used for information search by consumers for the restaurants. The communication among 

friends or groups has positive or negative effect on decision-making process of others. 

 

Figure 3: Top 7 most popular Social Networking sites (Ebizmba.com, 2015) 
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3. Communities (content): the websites that contribute and share numerous contents, the 

example of those platforms are www.youtube.com, www.flickr.com. 

 

4. Forums: alias online discussion sites where the information and views are assembled 

innovated and enhanced. The difference between communication on social networks and 

forums lies in connection of users. The content on forum can be read by people without any 

personal connection, while social networks discussion´s participants must be linked in. 

(Wyrwoll, 2014) 

 

5. Rating and review sites: the platforms where users are able to give their opinions about 

product and service that they experienced by personal usage. The example is 

www.tripadvisor.com where users give personal ratings to product or service and provide 

info about their own experience to others. From several researches it is clear that people are 

much more influenced by negative rather than positive reviews which results in distortion of 

their evaluation and final decision making (Cheung, Thadani, 2012). 

With regards to Paul Chaney (2015) those sites have obviously positive or negative 

influence on customer decision making process and final purchase as many online users 

utterly rely on experiences of others. Additionally, the companies might also use those sites 

to defend themselves by interaction with reviews’ writers and improve or raise e-CRM. 

The restaurant operators stated that the most popular and useful social media platforms are 

Facebook, online review sites, Twitter and blogging websites. According to them, there is more 

buzz that could have an enormous influence on new customers. For this reason, the restaurant 

industry takes in mind those media as serious marketing tool which has an effect on business 

revenue. (Windels, 2012) 

5.3 E-Business and E-commerce management 

E-Business and E-commerce are relative new business areas where managers can approach various 

opportunities for their businesses and implement appropriate strategies. Sometimes there is a quite 

different view on how to distinguish between e-business and e-commerce. One of the most popular 

ideas is that e-commerce is subset of e-business and this perspective is used through the whole 

paper. As stated by Dave Chaffey (2009, p.6), e-business ―is aimed at enhancing the 

competitiveness of an organization by deploying innovative information and communications 

technology throughout an organization and beyond, through links to partners and customers‖. 

Moreover, the change within the organisation caused by the new technology requires supportive 

activities related to human resource management. 

E-commerce is viewed as ―the exchange of information across electronic networks, at any stage in 

the supply chain, whether within an organization, between businesses, between businesses and 

consumers, or between the public and private sector, whether paid or unpaid‖ (Cabinet Office, 

1999, p.10). Its huge importance lies in conversion into existing business models followed by the 

increase of its efficiency. (Cabinet Office, 1999) 

http://www.youtube.com/
http://www.flickr.com/
http://www.tripadvisor.com/
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The reaching of the consumers through e-commerce is getting easier over companies websites. 

What is more B2C organizations have the opportunity offer its products through online 

intermediaries search engines, price comparison sites, social networks, blogs and other publisher 

sites. All in all, e-business and e-commerce management transmits the gained online information to 

competitive advantage for the organization while using e-marketing and e-CRM. (Chaffey, 2009) 

5.3.1 The connection between e-CRM and e-marketing 

One of the key elements of e-business and e-commerce management is Customer Relation 

Management as it identifies the best customers and attempts to retain their relationship with the 

organisation. While the new intermediaries emerged thanks to online technology, the e-CRM 

synchronizes the communication among the old costumers, the new customers and the company 

through the online technologies. (Kennedy, 2006) 

E-marketing alias Digital marketing tries to involve digital technologies to achieve profitable 

acquisition while using new tools that strength marketing campaign (Chaffey, 2009). The Online 

controllable marketing factors have particular consequences on customer decision process. These 

factors belong to web experience that e-marketers create through internet technologies next to 

traditional marketing mix. Based on study made by Constantinides (2004), the web experience 

could be set up by e-marketers where the main online marketing tools are: 

 the company website’s usability and interactivity, 

 the aesthetic aspects of the online presentation and the marketing mix, 

 the psychological elements intended for lowering the customer’s uncertainty by 

communicating trust and credibility of the online vendor and Web site. 

According to CRM expert Duncan Wood (2011) ―CRM and E-marketing together create a mutually 

beneficial relationship where from the CRM point of view E-Marketing helps both the Sales and 

Marketing departments to work closer together and more efficiently and from an E-marketing point 

of view CRM provides the critical insight and data to making successful targeted marketing 

campaigns.‖ The managers usually connect e-CRM with following activities that support e-

marketing strategies (Chaffey, 2009): 

 an online or offline sale using e-mail and web-based information, 

 data mining for targeting the customers, 

 web-base personalisation and mass communication, 

 online customer service (such as chat support, frequently asked questions), 

 managing online service quality, 

 managing the multi-channels customer experience through different social media. 

5.3.2 Web 2.0 tools and e-CRM 

The Web 2.0 concept might be imagined as ―a set of principles and practices that tie together a 

veritable solar system of sites‖ (O´Reilly, 2007, p.19), these key principles are characterized by the 

web as a platform, software as a service with network users’ co-developing and contribution, highly 
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reliable programming models and richer user experiences thanks to shared data resources. Behind 

this concept, there are many interactive tools as blogs, electronic mail, media and information 

sharing platforms, peer-to peer file sharing, social networks or podcast that engaging the web users 

to participate online. 

With the rapid increase of Web 2.0 tools usage by global society, the enterprises are not left behind 

and they raise business profiles on social media sites too. In line with one of the EUROSTAT 

researches (Giannakouris and Smihily, 2015), the usage of social media platforms by companies 

allows to connect consumers ―in the ways that the audience want to be reached.‖  

The figure 4 concisely highlights the main social media platforms’ purposes for EU enterprises. The 

research further showed that the most favourite platforms are social media sites. Moreover, half of 

EU enterprises stated that it is perfect way how to obtain consumers reviews, opinions and the most 

common asked questions. Also the results were very similar to all businesses regardless of their 

size. (Giannakouris and Smihily, 2015) 

 
Figure 4: Enterprises using social media, by purpose of use and size class, EU-28, 2013 (% of enterprises using social 

media) (Giannakouris and Smihily, 2015) 

As mentioned before e-CRM serves as link of communication between company and customers. 

This communication is reached through online and offline techniques which are shown in Appendix 

A. For the purposes of this paper only the online techniques are relevant, especially online PR 

communication. It tries to enlarge sympathetic comments on social media platforms that are visited 

by potential consumers. The following activities are the main instruments used to shape online PR 

for e-CRM, the web 2.0 tools plays substantial role to reach the users by (Chaffey, 2009): 
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 Communicating with media online defines whole online communication of the company 

with consumers through own website or third-party sites, plus releasing news and feeds on 

those sites. 

 

 Link building means getting the company website visible through third-party sites with 

good page rank where good quality hyper-links are necessary for creating the positive 

content for the organisation. 

 

 Blogs, podcasting and RSS show other PR activity that is created by employees or 

managers to show their know-how while avoiding the dispensation of impropriate facts 

about the product or service of the company. 

 

 Online communities and social networks might seem like quite difficult platforms to 

approach for the organisations. It is mandatory to reach the members and understand their 

motivations for using the platforms. It could be done by setting up a company brand page 

and connecting it with the most powerful network representatives who have very good 

experience with merchandise. ―It is generally believed by PR professionals seeking to 

influence marketplace perceptions that it is important to target the highly connected 

individuals since they are typically trusted individuals who other members of the 

community may turn to for advice (Chaffey, 2009, p.513).‖ 

Pursuant to report made by Microsoft (2007), the managers should bear in mind few 

approaches to hook-up the social networks users with the organisation’s online notice. They 

should understand consumer´s motivation of using the sites, express the brand through the 

sites, create and maintain valuable communication, give power to right participants and 

align satisfied consumers with larger audience online. 

 

 Managing how your brand is presented on third-party sites alias social media monitoring 

has become fundament PR activity today. The online alerts help organisation to be updated 

about what information is spread through social media platforms and provide an opportunity 

to respond immediately to influential reviews or comments. 

 

 Creating a buzz about merchandise through the Internet might be reached by two basic 

tactics, online viral marketing or electronic word-of-mouth. The difference between them 

lies in the number of info receivers. The e-WOM stands on spreading the information from 

customer to relative close public like family and friends, whereas the viral marketing goes 

across the masses. (Lake, 2015)  
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5.4 Research model and hypotheses 

The figure 5 illustrates the research model for this thesis that was designed for the right addressing 

of the research questions. The thesis will discover how the three relevant social media sites 

influence the users when they are searching online information about some restaurants. The several 

hypotheses were outlined for the later testing to have better understanding of relationships among 

the essential features. 

The model was inspired by study made by Cheung, Xiao and Liu (2014) who tried to examine how 

the information cues that could be often found on social platforms influence consumer purchase 

decision. According to the authors, there are effects formed by online information on customer 

decision process while the uncontrollable stimuli moderate the relationship between the features. 

This model shows that while the social media platforms have impact on customer decision-making 

model, the uncontrollable stimuli play a critical role before making final decision. 

 

Figure 5: Research model 

Quite a lot of authors mention a huge impact of social media platforms on society. Angela Hausman 

(2014) says that during the information search stage of decision-making process the asking of 

online friends gives obvious direct and indirect recommendations. Afterwards, the consumer is 

persuaded about the brand that the will be bought later on. Even the posting of photos of friends 

with new stuff or new experience create the need for others.  
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Moreover, in line with Patarawadee Sema (2013) social media platforms have very positive 

influence on consumer decision-making in terms of travel planning and uploading their later 

experience as a feedback for other travellers. 

For the main purpose of this thesis three social media platforms relevant for restaurants were chosen 

to be tested from Constantinides and Fountain categorization of web 2.0 tools described further 

above. Those sites are also the most popular according to restaurants’ operators. The subsequent 

three hypotheses clarify the research questions: 

H1: There is different impact on the youngest age group and the middle age in decision making 

process. 

H2: There is different impact on the youngest age group and the oldest age group in decision 

making process. 

H3: There is different impact on the middle age group and the oldest age group in decision making 

process. 

The uncontrollable stimuli exemplify messages and news that are broadcasted among consumers 

through the information search (stage 2). The understanding the relationship helps to find out if one 

stimuli is associated with another one. Two most important and accurate stimuli used for the 

research are valence and number of reviews. For valence, there are three miscellaneous sites 

positive, negative and neutral that have significant and dissimilar effect on consumer decision 

making; whereas the number of reviews is closely connected with actual sale of product or service 

that each company provides for consumers. (Cheung, Thadani, 2012) 

The research model tries to find out if there is association between two uncontrollable stimuli when 

people make decision about which restaurant to visit based on information gained on social media 

platforms. To put it another way, the more number of reviews, the more valence plays the role in 

decision making process or the other way round. Also, if there is approve of association between 

features, the research interest is to know how strong or weak the relationship is. 

H4: There is association between uncontrollable stimuli for blogs and micro blogs 

H5: There is association between uncontrollable stimuli for social network sites 

H6: There is association between uncontrollable stimuli for rating/review sites 

The entire hypotheses will be tested in the next part of the paper for its genuineness while the 

correlation between relevant features will be calculated and represented. Through whole research, 

author uses the book written by Andy Fields Discovering statistics using SPSS to work correctly 

with statistical program and to interpret the accurate results. 
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6 The research methods 

6.1 Data collection and sampling 

To collect the quantitative data, a closed-ended questionnaire was formed. Firstly, it was spread 

through social media platforms and kept active for one month in the spring of 2015. Two online 

platforms were used, Facebook as social network site representative and TripAdvisor as 

rating/review site representative for reaching active users of web 2.0 tools. In general, the blogs and 

micro blogs focused on food and eating are usually created by one or small group of people with no 

evidence of active users of the webpage, because of this reason the author has decided to withdraw 

spreading the questionnaire through these sites. Secondly, to reach enough of right respondents in 

such as short time, the author asked people on the street to take part in the research by filling in the 

questionnaire. 

As all the participants in the research live, lived or at least visited Copenhagen and one of its 

restaurants, it could be assumed that the author focused its investigation on specific subgroups 

users. It means that the statistical method known as stratified sampling was used through the 

survey. In case of TripAdvisor, the personal messages with proposal to participate in the research 

were sent randomly to various rating contributors who made reviews on different restaurants in 

Copenhagen; whereas a hyperlink redirecting the questionnaire was put on Facebook page like 

Expats living in Copenhagen, Copenhagen Expats, Expats Copenhagen, where the people are 

asking for help and advices about everything that you can do in the capital city. As it was quite 

difficult reach the oldest age group through social media sites, people on the street of Copenhagen 

were also asked to fill out the online questionnaire on the tablet. 

The quantitative data were collected by semi-structure interviews with twelve representatives. Each 

age category counts with four representatives. The questions tried to go deeper into the research 

problem and to get main ideas of respondents about restaurants’ social media usage and the possible 

allurements through those sites. 

6.2 Design and measures 

The questionnaire itself consists of 21 questions that are divided into three categories to gain main 

idea about basic social media usage of respondents, the use of social media while searching info 

about a new restaurant, electronic word-of-mouth communication, feedback on social media 

platforms and finally personal information. 

The SPSS program and basic statistic calculation in Microsoft Office Excel 2007 was used for all 

the measurement and hypothesis testing. The most of the responses were coded into the SPSS 

program with liker scale from 1 to 5. Each answer was translated and calculated according to 

different number where each number has a same value. The graphs created in both programs create 

very nice visual scheme through whole thesis and outline the main facts from the research. 
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6.3 Research results 

6.3.1 Descriptive statistics 

In quantitative survey, the total number of respondents was 310 including 185 females and 125 

males. For better overview, 107 representatives belong to age group 18-29, 100 to age group 30-49 

and 103 to group 50+. The education background of contributors is following, 7 people finished 

high school with no diploma, 1 had no schooling completed, 49 graduated from high school with 

diploma or equivalent certification, 42 gained trade/technical/vocational training, 75 obtained 

bachelor degree, 134 masters degree and 2 of them already got PhD degree. The table 1 blueprints 

the demographic profile of the respondent in relation to their gender, age group, and educational 

background. 

Gender Frequency Percentage (%) 

Male 125 40% 

Female 185 60% 

Age Groups Frequency Percentage (%) 

18 – 29 107 34,52% 

30 – 49 100 32,25% 

50+ 103 33,23% 

Educational background Frequency Percentage (%) 

No schooling completed 1 0,32% 

Some high school, no diploma 7 2,25% 

High school graduate, diploma or 

the equivalent 

49 15,81% 

Trade/technical/vocational training 42 13,55% 

Bachelor’s degree 75 24,19% 

Master’s degree 134 43,23% 

Other 2 0,65% 

Total 310 100% 

Table 1: Demographic profile of respondents 

Regarding to the fact how the data were collected, there is no surprise that multiple nationalities 

appear in the final result. In total, 33 various nations took part in the research, predominantly 

Danish, British, Slovak and Polish etc. Figure 6 shows descending layout of respondents according 

to their nationalities. However, one female answered rather not so say what nationality she is. 
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Figure 6: Various nationalities 

Therefore the paper consists of respondents that live in 23 countries mainly in Denmark as shown in 

the figure 7 below. From the questionnaire, it is quite interesting that nearly half of the people, 

exactly 44%, have different nationality than the actual place of theirs residence, whereas 56% claim 

the same nationality as the state of origin. 

 

Figure 7: Countries of respondents 
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From the available scale 0 to 10, the correspondents on average eat in 7 new restaurants per year 

which include places in their home town as well as during holidays and business travel. Also from 

the same scale, they read 5 online evaluations of the restaurant on social media platforms before 

making decision whether to try new place to eat or not. 

The respondents were also asked about the frequency of checking the online information and 

reviews about some place to eat. This closed question was coded to SPPS program as following: 

number 1 was valued to ―nearly every day‖, 2 ―once or twice per week‖, 3 ―two or three time per 

month‖, 4 ―once per month‖, 5 ―once or twice per month‖, and 6 ―never‖. The table 2 demonstrates 

the frequency and percentage of the answers, where the highest amount of people, exactly 29%, 

search the advice two or three time per month and the lowest amount 2,6% answered never. 

Online info check 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Nearly every day 28 9,0 9,0 9,0 

Never 8 2,6 2,6 11,6 

Once or twice per week 55 17,7 17,7 29,4 

Once or twice per year 60 19,4 19,4 48,7 

Once per month 69 22,3 22,3 71,0 

Two or three times per 

month 

90 29,0 29,0 100,0 

Total 310 100,0 100,0  

Table 2: The frequency of checking the online information and reviews about some place to eat 

The same SPSS coding as the one for table 2 was used to find out how often the people share and 

post comment on the platforms mentioned above. The table 3 outlines the results from which it is 

clear that participants of the research more search the online information than contribute the reviews 

back on the platforms on the point of that nearly 33% stated that they never or hardly every give 

any evaluation. 
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Postage of online info 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Nearly every day 6 1,9 1,9 1,9 

Never/hardly ever 102 32,9 32,9 34,8 

Once a month 55 17,7 17,7 52,6 

Once or twice per week 16 5,2 5,2 57,7 

Once or twice per year 96 31,0 31,0 88,7 

Two or three times per 

month 

35 11,3 11,3 100,0 

Total 310 100,0 100,0  

Table 3: The sharing and posting comments on the Social Media platforms 

To find out more about online info search, people were asked to specify what kind of online advice 

they prefer the most (figure 8). From the multiple questions option 229 respondents decided 

definitely that checking of webpage of the restaurant is important fact to find more information 

about the place. Nevertheless, the asking of friends on social media platforms is also necessary for 

121 people. Not far behind was left the looking for advice on Facebook, Twitter or Google+ pages 

of the restaurant with 105 respondents. On the contrary, the posting questions on open forums in 

hope that some expert may answer was not that favourite as only 45 people ticked this option. 

 

Figure 8: The preference of online advice 
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Another result from the data analysis was about contribution of the feedback from the rest of 67% 

respondents who do participate in postage of comments on the social media platforms they use. 

People were asked to indicate on the scale from 0 to 10 how many online feedbacks they have 

written roughly through past year, plus specify on the same scale the amount of positive and 

negative evaluations. The table 4 summarizes the result of the measurement of central tendency and 

measures of dispersion of the responses. 

Table 4: The online feedback of respondents 

One of the measures of central tendency is explained by average of the scores, the mean. Online 

contributors have given an average of 3 feedbacks through past year where 2 feedbacks were 

positive and 1 negative. The data in the table show that the distribution derivate slightly from 

normal. All the three feedback data sets are positively skewed, so the most repeated answers are 

clustered at the lower end of the scale. As kurtosis tell us how pointy the distribution of the scores 

in data set looks (Field, 2009), it is obvious that scores for positive and negative feedback data sets 

have heavy-tailed distribution, whereas online feedback data set is flattered from normal. The 

standard deviation shows the measure of dispersion, the negative feedback data set has the data 

clustered more closely around the mean than online feedback data set. 

6.3.2 The social media platforms usage 

Furthermore, the respondents had to specify what social media platforms they often use. They had 

to choose minimum 1 and maximum 4 options in accordance to their individual usage. When 

looking for a new place to eat (restaurants, bars) the most popular social media platforms for 

accessing and sharing such as information are keeping with the results rating/review sites (such as 

TripAdvisor, Zagat, Menupages, Google reviews, Foursquare, Yahoo local, Yp.com, etc.) with 192 

users, secondly social network sites (such as Facebook, Twitter, Google plus+, etc.) with 145 

users, thirdly 128 people use the blogs focused on food and eating. Lastly only 90 people look up at 

Forums (such as TripAdvisor Forum, Yelp forum, other forums focused on restaurants) that make 

those sites the less favourable as superior source of online information about restaurants. That is 

why it won’t be mentioned in other testing of this research. The figure 9 visually displays the layout 

of chart with the results. 
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Figure 9: The usage of social media tools by respondents 

To have better overview of the usage of each platform by every interested age group, more specific 

chart must be presented. Figure 10 presents the detailed chart of the usage of social media by three 

interested groups. As it is seen, the less popular site (Forums) has similar distribution of answers in 

all groups while the other sites got quite divergent scores. People age 50+ prefer rating/review sites 

and blogs and micro blogs focused on food and eating when they search for online information 

whereas in fact the social network sites are the less attractive for them. On the other hand, the 

middle age group finds the social network site nearly as beneficial as rating/review sites and the 

usefulness of blogs/micro blogs is not left far behind. The youngest age group keeps using the 

social network sites and rating/review sites as the most valuable source of information and only 45 

respondents marked blogs and micro blogs as favourable platform. 
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Figure 10: The usage of the sites according to age 

To put it simply, the number one social media platforms for the oldest group and the youngest are 

rating/review sites, whereas for middle age group social network sites. The second most useful 

platforms are rating/review sites for people aged 30-49, Blogs and micro blogs focused on food and 

eating for 50+ and social network sites for the youngest group. 
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6.3.3 The aspects of respondents motivation 

Few questions in questionnaire were focused on costumer willingness of eating in the restaurant, 

their motivation and the most important criteria that can influence their decision-making which 

place to go to or which place to avoid in keeping with their personal valence. 

Figure 11 points out percentage of respondents’ willingness to eat in the restaurant with positive 

and negative online reviews. It is clear that the huge amount of answers recorded has moderate 

likeness to eat in place with both kinds of reviews. However, there is still certain amount of people 

who do mind negative reviews and they are not really persuaded to go to place with someone’s 

negative experience. 

 

Figure 11: Willingness to visit restaurant with positive and negative online reviews 

On the other hand, the respondents were also asked to say whether they would be willing to eat in 

the restaurant that has very low evaluation on rating/review sites while their friend gives totally 

contrasting feedback. The results show that advice given by friend has more value and is more 

persuasive than other online sources. 42% of respondents would probably try the restaurant even the 

low online evaluation, 18% would definitely try it, other 18% would try it if there is no better 

option, 14% would probably not try it and last 8% would definitely not try the restaurant. 

Many online rating/review sites have diverse rating criteria by which they describe different 

attributes that are crucial and significant for people searching online information about restaurants. 

From the variety of attribute the author chose six basic features (figure 12) and asked people to 

indicate how those criteria are important for a trying a new restaurant. 

It is obvious that food quality must have a huge priority for consumers as majority of answers 

estimated very or extremely important. Nevertheless 42 respondents put slight or moderate 
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importance on this category and 1 said that the quality of food is not at all important. With the price 

category, there is certain instability within the observation, however only 16% of respondents find 

the price not at all or slightly important. The service has quite similar results as price while the 

atmosphere of the place notices range of relevance among the answers. For the hygiene of 

restaurant only 6,5% of respondents ticked slight or no importance while the 92,5% respondents 

rely on moderate and higher importance of the place. The last graph express the total value of the 

place and as it can be seen total value tents to be very important for people before they make their 

final decision whether to go to the restaurant or not. 

 

Figure 12: The importance of different criteria rating for restaurants 

Furthermore, the interesting fact from the survey is the reason of giving online feedback. Six 

different factors were outline with possibility to choose those options unlimitedly in accordance to 

personal motivation. Even if the question was not required 79% people answered with outcome 

shown in figure 13. 

In fact, the main reason for spreading more online advices and information about particular 

restaurant is to help the good enterprise to attract more potential customers which is definitely one 

of the best ways of online advertisement for particular company. What is more, the moral obligation 

of other online reviews seems as great driver too. Quite similar results were counted for the desire 

to build a reputation among the friends and wider community, the need to punish bad restaurants for 

the awful experience and the better feeling that the people have after contributing online review. 

Very few answers were related to motivation of getting special treatment from the restaurant after 

sharing an online review. 
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Figure 13: Motivation of giving online feedback by respondents 

6.3.4 Kolmogorov-Smirnov test 

The research model outlined in literature review part displays that social media platforms have 

impact on consumer decision making process. What is the research interested in is, if the liker scale 

of those platforms differs according to age groups. The people in different age might use social 

media platforms variously which might lead to diversity in decision-making process. 

The answers from respondents were translated to SPPS program to find out how influential is 

impact of particular social media platforms for their decision making process which restaurant to 

chose. Number 1 was valued as ―Not at all influential‖, 2 – ―Slightly influential‖, 3 – ―Moderately 

influential‖, 4 – ―Very influential‖, 5 – ―Extremely influential‖. 

Before running the tests for non-parametric data, certain assumptions should be fulfilled 

(Statistics.leard.com, 2015): 

1) the tested data are ordinal which includes likert items, 

2) used groups are independent, 

3) no relationship between observed data, 

4) the data are not normally distributed. 

The collected data fulfil the assumptions from first to third. For the fourth assumptions, the test of 

normality approves if the data sets are or are not normally distributed. Table 5 below shows the 

calculated significance levels which are 0,000. It affirms that all three data sets are significantly 

different from normal. 
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Table 5: Tests of normality 

6.3.5 Mann-Whitney tests 

All the hypotheses will run Mann-Whitney test as this is non-parametric test suitable for ordinal 

data or liker scale data gained from the author’s questionnaire. The test will evaluate two unlike 

data population according to age. As there are three age groups, they will be tested between each 

other separately. Moreover, the author chose to use 5% significance level of measurement, by the 

same token the results will have 95% confidence when making the final decision for the test. 

When the sample size is greater than 20 than Mann-Whitney test follows z-distribution 

(Statistics.leard.com, 2015), it means that the critical value (z⃰) found in z-table is equal to ±1,96 for 

the 95% confidence level. In other word, while running the test if the calculated z-score is less than 

-1,96 or greater than 1,96 the null hypothesis will be rejected. 

All the hypotheses below will be tested separately for Blogs and micro Blogs, Social network 

sites and Rating/review sites. The null hypothesis is described with each research (alias alternative) 

hypothesis as follow: 

H10: There is not different impact on the youngest age group and the middle age group in 

decision making process. 

H11: There is different impact on the youngest age group and the middle age group in 

decision making process. 

H20: There is not different impact on the youngest age group and the oldest age group in 

decision making process. 

H21: There is different impact on the youngest age group and the oldest age group in 

decision making process. 

H30: There is not different impact on the middle age group and the oldest age group in 

decision making process. 

H31: There is different impact on the middle age group and the oldest age group in decision 

making process. 
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1) Blogs and micro blogs 

 
Table 6: Mann-Whitney test for H1 

Checking the mean rank in table 6 tells us that the group with the lower score is the group with the 

greatest number of low samples. In this case blogs and micro blogs for age group 18-29 have less 

impact on the decision making process than on people in middle age group. 

The test Statistics
a
 table provides the certain significance value of the test, the asymptotic 

significance (2-tailed) p-value. As the calculated the p-value 0,018 is smaller than significance level 

0,05 then the null hypothesis is rejected while the alternative hypothesis is accepted. There is 

different impact on the youngest and the middle age group when using blogs and micro blogs 

during decision process which restaurant to visit (U = 4364,500, z = -2,364, p = .018). 
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Table 7: Mann-Whitney test for H2 

For the second test the mean rank is greatly distant from one group to another which leads to claim 

that age group 18-29 has quite a lot low samples (table 7). Significance level (,000) in Test 

Statistics
a
 table confirm significant differences between two conditions while z-score reaffirms the 

rejection of the null hypothesis. To put it in another way, there is different impact on the youngest 

age group and the oldest age group in decision making process (U = 3713,500, z = -4,2, p = ,000). 
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Table 8: Mann-Whitney test for H3 

The third testing declares again the rejection of the null hypothesis and accepting the alternative one 

(table 8). The age group 50+ has greater number of high samples than the age group 30-49 

regarding Rank table. The calculated p-value is smaller than significance level 0,05 and z-score is 

smaller than -1,96. As a result there is different impact on the middle age group and the oldest age 

group in decision making process (U = 4295,500, z = -2,110, p = ,035). 

Finally, the tests above showed that none of the age group is impacted in the decision making 

process similarly. When making final decision about what restaurant to visit, the online information 

on blogs and micro blogs have diversified impact on each of the group. The youngest age group is 

affected by blogs and micro blogs less than the middle age group and the higher age group, on the 

other hand for people aged 50+ are those sites greatly effective than for people aged 30-49. As seen 

in table 9 below, 44,7% of respondents aged 50+ stated that blogs/micro blogs are very/extremely 

influential when making the final decision about restaurant conversely to 28% people aged 30-49 

and 17,8% people aged 18-29. 
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Table 9: Blogs and micro blogs influence scale on decision making process through groups 

Regarding to the interviews (Appendix B), it can be assumed that people use blogs because of the 

professionalism of the bloggers. Eventually one response mentioned that restaurant might bribe 

bloggers to write about them. The professionally might be explained by the fact, that blogger are 

obsessed with food quality. By eating in many restaurants, bloggers are able to distinguish between 

the good and the bad establishment. More or less, the platform is effective thanks to the link to the 

webpage of the restaurant they write about, so the reader might check immediately the atmosphere, 

menu and create the general idea about the place. 

The respondents 50+ have mentioned blogs in a very positive way. They appreciate the people 

opinions about the quality of food and the service in this business sector. As they don’t like to be 

interrupted by any social media activity from the restaurants, the blogs offer the opportunity to 

search for the information alone, so they don’t feel pushed by the third site.  
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2) Social network sites 

 
Table 10: Mann-Whitney test for H1 

Next three Mann-Whitney tests are focused on social network sites. Table 10 presents the 

calculations of scores for the first hypothesis. The mean ranks display that there are not great 

differences between two groups. The second statistic table tells that the z-score is equal to -1,271 

which is less than -1,96; moreover p-value (,204) is greater than 0,05. The result of the test fails to 

reject the null hypothesis. There is no different impact on the youngest age group and the middle 

age group in decision making process (U = 4820,000, z = -1,271, p = ,204). 
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Table 11: Mann-Whitney test for H2 

The mean rank scores for the second test display a big distance from the youngest to the oldest 

group which leads to claim that age group 50+ has more low samples (table11). As the p-value is 

smaller than significance level and z-score is greater than -1,96, it is clear that the result is 

following: reject the null hypothesis and accept the alternative one. There is different impact on the 

youngest age group and the oldest age group in decision making process (U = 2870,500, z = -6,185, 

p = ,000). 
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Table 12: Mann-Whitney test for H3 

Last but not least, the third hypothesis rejects the null hypothesis too. The mean ranks are greatly 

distant from each other again. Significance level (,000) in Test Statistics
a
 table (table 12) confirms 

significant differences between age groups and the z-score is also larger than -1,96. There is 

different impact on the middle age group and the oldest age group in decision making process (U = 

2462,000, z = -6,601, p = ,000). 

To conclude, social network sites have also different impact on three interested age groups. 

Whereas all age groups are affected contradictorily by blogs and micro blogs, this time people aged 

18-29 are effected similarly as middle aged society. It could be assumed that this two groups use 

social network site likewise when searching for information about restaurants. 60% of middle aged 

respondents and 55,2% younger people see sites moderately or very influential. On the other hand, 

people aged 50+ do not feel influenced by those sites in the same way as the other groups. Nearly 

70% of answers categorised the social network sites as slightly or not at all influential when making 

the final decision (table 13). 
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Table 13: Social network sites influence scale on decision making process through groups 

According to the interviews (Appendix B), the young and middle aged people mentioned social 

network sites, especially Facebook, quite a lot. It could be assumed that social networks have a 

huge importance when they search online information. The online friend’s recommendation is the 

best way how to know if the restaurant is good or not. It is obvious that normal word-of-mouth 

transformed to e-WOM has still the same priority during the decision making process for people. 

Moreover, the people don’t need to look up more valid online information. For them, it is the most 

trustworthy report than they can get online. It often changes their mind positively or negatively 

according to the consequences. 

To consider news, adverts and feeds that restaurants put on social media, the interviewees were 

divergent during their answers. The group aged 18-29 appreciate promotes and feed on social 

networks sites, but if it pops up too often it turns into dislike. The age 30-49 is quite sceptic and 

don’t want to find those things on their profiles walls, on the contrary they would not mind to 

welcome pictures of food or jokes containing news. The respondents 50+ do not care about any 

online connection, any attempt to link them is hardly unwelcome. 
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Furthermore, the older age group don’t use social network sites as often as the younger society 

which leads to less popularity of those sites. They prefer to read more reviews on other sites and 

create their own opinion based on larger knowledge than be influenced by friends only. 

3) Rating/review sites 

 

Table 14: Mann-Whitney test for H1 

The rating/review sites present the last researched social media platforms in this research. It can be 

seen from the test (table 14) that the mean ranks of concerned groups are very alike with 

insignificant distinctness. The estimated p-value is greater than significance level which leads to 

failing to reject the null hypothesis. To be brief, there is no different impact on the youngest age 

group and the middle age group in decision making process (U = 5247,000, z = -,250 p = ,803). 



    40 
 

 

Table 15: Mann-Whitney test for H2 

Even if the mean ranks of next two groups are not that close as before, the test comes to the same 

result. The statistical significance (table 15) reports that the p-value has smaller score than 

significance level that logically follows the failure of the null hypothesis. There is no different 

impact on the youngest age group and the oldest age group in decision making process (U = 

4752,500, z = -1,800, p = ,072). 
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Table 16: Mann-Whitney test for H3 

The very last Mann-Whitney test also fails to reject the null hypothesis. The mean ranks (table 16) 

are again quite close to each other, the test statistics confirm that test is significant as p-value is 

higher than significance level. All in all, there is no different impact on the middle age group and 

the oldest age group in decision making process (U = 4533,500, z = -1,531, p = ,126). 

To summarize all last three tests, the rating/review sites have no different impact on the age groups 

as none of the tests reject the null hypothesis. It could be concluded that people in different 

generations are influenced by rating/review sites very closely. The 77,6% of respondents aged 18-

29, 81% middle aged and 71,8% 50+ ticked that rating/review sites are more than slightly 

influential for their decision making process (table 17). 
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Table 17: Rating/review sites influence scale on decision making process through age groups 

In summary (Appendix B), the rating/review sites take essential place in decision making process of 

respondents, even the interviews supported the research results. It could be believed that people 

without depending of age visit those sites a lot and these sites have the same effective way on them. 

They feel more engaged with a real situation that happens in everyday life of the restaurant when 

they read ratings, complains and explanation of the problem from the company’s side. 

While asking interviewees how do they feel about restaurants that reply on social media reviews 

compare to those who do not, the interviewees had very much a like feeling about the one that do 

not reply. If the restaurant shows no effect to be connected to social media, the respondents would 

visit the one that maybe has some negative reviews, but at least is showing the attitude to provide 

explanations of the problem. 

The online users and potential clients of restaurant want to see both sides of the stories that are 

spread on rating/review sites. In general, they don’t believe all the negative reviews. The 

competitors might deliberately create a bad profile of the company. Also various people have 

individual views and expectations for final product and service. Nevertheless, from the replies they 

might create a first vision of the business. Even the simple online ―thank you‖ written after the 

positive review is required from travellers to see interest of the management towards the consumer. 
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On the other hand, the middle age group is quite aware of the fact that restaurants sometimes reply 

on negative reviews only as a part of its marketing campaign. According to them, some readers are 

misled by restaurants online defence. Given those points, people in their thirties would still keep in 

mind the distortion of ratings during their decision making. 

Moreover, the oldest age group do not care too much about any kind of comments from the 

restaurants. Their decision process is impacted by the reviews from people in similar age. People 

50+ are very aware of diversity of the personal taste among the age groups. One interviewee 

provided example of being misled by younger travellers which led to disgust of whole environment 

of the restaurant. 

6.3.6 Spearman correlation 

The next part of this research is focused on relationship of two different types of uncontrollable 

stimuli according to concerned social media platforms. The data gained from the questionnaires 

require non-parametric testing. That is why the spearman correlation was chosen as a relevant 

statistical test to measure the strength of common interest between two ordinal variable sets. The 

Spearman correlation coefficient demonstrates values from +1 to -1 where 0 means no association 

between estimated variables. The closer the coefficient will be to ±1 than the relationship is stronger 

in positive or negative way. 

The interviews with the people aged 18-29 brought interesting fact (Appendix B); the young 

respondents few times mentioned that the number of reviews has an impact on their decision 

process. Especially when they need to decide who is to be believed. Sometimes there is difficult to 

distinguish, who is right, the writer who complaints or the company´s explanation of the problem. 

But all in all, they feel that if there are more negative reviews the worst personal feeling will be 

towards the restaurant. 

Due to the fact of using 90% confidence interval for correlation testing, the values described by the 

null hypothesis cannot be rejected at the 0.01 level. As well as previous testing, it is assumed again 

the null hypothesis to be true so the test will try to reject or fail to reject the H0. 

The author this time did not split up three age groups as before, but kept all the samples together to 

test the hypothesis generally. The answers from the questionnaire were coded to the SPSS program 

as following: 1 – ―not at all important, 2 – ―slightly important‖, 3 – ―moderately important‖, 4 – 

―very important‖, 5 –―extremely important‖. 

  

http://davidmlane.com/hyperstat/A72117.html
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Following hypotheses from the research model give an overview of each null and alternative option 

before each spearman correlation test and result reporting: 

H40: There is no association between uncontrollable stimuli for blogs and micro blogs 

H41: There is association between uncontrollable stimuli for blogs and micro blogs 

 

Table 18: Correlation table for Blogs/micro blogs 

The first correlation (table 18) presents spearman’s correlation coefficient for two chosen variables. 

The diagonal line showing number 1 demonstrates that the variable correlated with itself is always 

positively correlated. As calculated p-value is smaller than significance level, the null hypothesis is 

rejected while alternative hypothesis is accepted. In short, there is association between number of 

reviews and valence for blogs and micro blogs focused on food and eating. 
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Graph1: P-p plot for blogs and micro blogs 

To understand the actual strength of relationship between number of reviews and valence, the 

correlation coefficient must be analyzed. In this case, there is strong positive correlation between 

variables (r = ,727, p (2-tailed) < ,01). The graph 1 visually displays the interpretation of 

consequences; the trend goes from lower left to upper right that indicates a positive trend. 

To have better overview of variability in one variable shared by another, the coefficient of 

determination must be calculated. In this case, (0,727x0,727) = 0,528 or 52,8% of variation is 

explained in this relationship. 

The frequency table 19 indicates that the respondents were divergent in their feedback. Considering 

that they find useful information on blogs and micro blogs focused on food and eating while 

making final decision about which restaurant to visit, the number of review is extremely important 

only for 3,5% of people. The other options got very similar percentage of the answers. 

On the other hand, the emotional feeling of people gained after reading the online information 

(valence) showed quite similar spread of responses on available liker scale. For this question 19,4% 
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stated that valence is extremely important and for 26,5% very important when making final decision 

about restaurant. 

 
Table 19: Frequencies of answers for blogs and micro blogs 

H50: There is no association between uncontrollable stimuli for social network sites 

H51: There is association between uncontrollable stimuli for social network sites 

 

Table 20: Correlation table for social network sites 
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As in previous correlation table, the symbol N indicates the actual number of respondents. The 

estimated p-value in table 20 proves the alternative hypothesis. Altogether there is significant 

relationship between number of reviews and valence for social network sites (r = ,811, p (2-tailed) 

< ,01). The graph 2 and the computed outcome guarantee the strong positive correlation on account 

of relative closeness of correlation coefficient to +1 when a perfect association of selected ranks is 

signified. (0,811x0,811) = 0,657 or 65,7% of variation is explained. 

 
Graph 2: P-p plot for social network sites 

The calculated frequencies of responses for social network sites (table 21) present that for 22,4% of 

research population the number of reviews is very or extremely important contrasting to 37,1% of 

valence. Consequently, the personal feeling after reading online information on social network sites 

about restaurants has stronger weight than the quantity of reviews. Notwithstanding this, still 44,5% 

(number of reviews) and 38,7% (valence) find those uncontrollable stimuli slightly or not at all 

important when using social network sites. 
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Table 21: Frequencies of answers for social network sites 

H60: There is no association between uncontrollable stimuli for rating/review sites 

H61: There is association between uncontrollable stimuli for rating/review sites 

 

Table 22: Correlation table for rating/review sites 
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The third test is significant. That is to say a low probability of getting a correlation coefficient this 

big if there was no relationship (table 22). As a final point the null hypothesis is also rejected. There 

is association between number of reviews and valence for rating/review sites (r = ,669, p (2-tailed) 

< ,01). Nevertheless, there is not that strong positive relationship between number of reviews and 

valence as in the last two correlations. The closer is spearman correlation coefficient to zero, the 

weaker is the association between the number of reviews and valence. Moreover, for this 

relationship only (0,669x0,669) = 0,447 or 44,7% of variation is explained. 

 

Graph 3: P-p plot for rating/review sites 

  



    50 
 

The frequency table 23 below summarizes the answers related to rating/review sites. Looking at 

number of reviews table, it is obvious that this stimuli leads to very or extremely importance for 

nearly 50% of respondents. Even the moderate importance scored quite high with 28,4% of 

answers. Only 9,7% respondents stated that the sites are not at all important. 

As a matter of fact, the valence got similar results with slight differences. Personal feelings are very 

or extremely important for 54,9% whereas 7,1% of people don’t care about valence in their decision 

making process at all. 

 

Table 23: Frequency table of answers for rating/review sites 

7 Discussion 

According to the literature review, the companies should use social media platforms to shape online 

PR for e-CRM (Chaffey, 2009). To get more insights of the consumers’ perspective on this topic, 

the people were asked during the interviews to reveal what would draw their attention on social 

media sites. The first age group described quite clearly that they expect restaurants to be active and 

visible online. On its social media sites, they would like to see some daily offers, competitions, real 

pictures of the meals, reminders of events in the restaurants plus links to some interesting articles 

published through the year about the company. In their words: 
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 ―The restaurants should post pictures of the food on social networks or some events they 

have […] or create some online competitions like share the picture on our Facebook page 

etc. […] to create a feeling that I am in a community with nice and lovely people.‖ 

 ―People should be engaged online […], to prove that they are doing something for the 

society.‖ 

The middle age group is little bit distant from connecting themselves with the social media of the 

restaurants, but they would do it in case that their friends are connected too. They expect something 

on revenge to be connected to the bigger online community. According to them, the restaurants 

should do following activities: 

 ―If they require opinions of customers to create better service on their social sites. Of 

course, they must prove online they have changed something that was wrong etc.‖ 

 ―To provide web page for standard computers and web environment for mobile devices […] 

where I can check nearest restaurant, see opening hours, allergens, see actual comments 

synchronized with social media.‖ 

With the oldest age group it will be quite difficult to create any relationship through social media as 

people don’t like to be disturbed from their online search on any circumstances. The best way how 

to attract them is to make the actual customers of restaurant highly satisfied during the visit so that 

they spread the finest electronic word-of-mouth recommendation. Besides that: 

 ―I would welcome the pictures of the food or something similar.‖ 

From the answers, it is clear that restaurants still need to enhance its online relationship with 

customers to reach successful e-CRM described in the literature review. For this reason, it is 

assumed that the restaurants still need to focus more on social media platforms and try to satisfy all 

the targeted age groups. 

8 Conclusion 

The main aim of this master thesis was to find out how social media impact customer decision 

making process. Restaurants as service establishments are often discussed through various social 

media platforms where travellers give online comments and describe their personal experiences. It 

gives tips or hints to the others who search online recommendations. According to the literature 

review, there is little knowledge about social media influence on people in different age category. 

Only Paul Chaney (2015) states that travellers rely on the recommendations on social media sites 

which have positive or negative influence effect on their final decision. From Michael Luca study 

(2011) about online customer reviews effect on restaurant demand, it is clear that better rating on 

social media platforms increases restaurants’ income.  

Moreover, the literature review outlines also the importance of social media sites for e-CRM of the 

company. The main goal is therefore to test the outlined hypotheses in research model to investigate 

three research questions. The study is grounded in the framework of the aspects of customer stimuli 

in decision-making process (based on Kotler (2001), Chaffey (2009), Constantinides and Fountain, 

(2008)).  
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The first research question investigated the impact of social media in customer decision making 

process. It is very important for the restaurants to understand it, so they can create a proper e-CRM. 

Three social media platforms, blogs and micro blogs focused on food and eating, social network 

sites and rating/review sites, were used during the testing as the most suitable sites that the people 

use when deciding which restaurant to visit. The FINDINGS are following: 

The tests showed that blogs and micro blogs have individual impact on people in all three age 

groups. Social network sites have same impact on youngest and the middle age group, whereas the 

oldest age group is not influenced very much by those platforms when making the final decision. 

Lastly, the rating/review sites have similar impact on all tested age groups. Additionally: 

1. The blogs and micro blogs focused on food and eating are the most influential social media 

platforms in decision making process for people aged 50+. They offer a freedom for users to 

find information about restaurants individually without any push from the restaurant´s side. 

44,7% of respondents stated that blogs are very/extremely influential during evaluating of 

alternatives in decision making process.  

28% of respondents from the middle age group find those sites also very/extremely 

influential because of its professionalism as bloggers are usually obsessed with quality food 

and service. Also, the link to the restaurant webpage is highly appreciated, so the people 

may immediately create a general picture about the restaurant.  

Even if there were 17,8% of the youngest representatives who think the platforms are 

very/extremely influential, generally the blogs are the less popular sites to use to find 

necessary information about restaurants. 

 

2. The social network sites provide same highly valuable information for 55,2% respondents 

aged 18-29 and for 60% respondents aged 30-49. Both groups prefer online connections 

among friends and companies that give the most persuasive recommendation people can 

find online. On the other hand, the people 50+ do not care too much about social network 

sites as nearly 70% of answers were categorized as slightly or not at all influential. 

 

3. Rating/review sites have nearly identical impact across all generations. The number and 

diversity of reviews is favoured only with small distinctness according to age. People aged 

18-49 prefer to read online reactions from restaurant management; nevertheless the middle 

age group is aware of the fact that restaurants’ reactions might be only marketing campaign 

to look better in eyes of other customers.  

The oldest age group takes an interest primarily from the reviews of people in the same age 

category. As a matter of fact, they think that the younger people are easily satisfied with 

moderate food and service. Moreover the oldest age group do not find restaurant comments 

significant at all for the final decision. Eventually, the 77,6% of respondents aged 18-29, 

81% middle aged and 71,8% 50+ feel that rating/review sites are more than slightly 

influential in their decision making process. 

As a final point, during the five stages of decision making process the uncontrollable stimuli play 

very important role as it is something that companies can’t influence at all. This research presents 
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evidence that for all the chosen social media platforms the number of review and valence are 

associated with each other. To conclude, there is strong positive correlation between both stimuli 

for blog and micro blogs focused on food and eating and for social network sites; however there is 

weaker positive correlation for rating/review sites. Hence, as there are found more positive online 

reviews on social media platforms, people have better personal feeling about the particular 

restaurant before the actual visit of the place. 

Overall, based on the tested samples it was found out that the most of people aged 50+ prefer 

rating/review sites, people aged 30-49 social network sites and people aged 18-29 also rating/review 

sites. Furthermore, the participants of the research more search the online information than 

contribute the reviews. When writing the online reviews the majority of users do it because they 

want to help the good restaurants to attract more potential customers. In addition to this, the 

respondents feel moral obligation towards the online society and they also wish to build a reputation 

among the friends and wider community.  
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Appendix A 

 

Appendix A: Online and offline communications techniques for e-commerce (Chaffey, 2009) 
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Appendix B: The interviews 

Interviews with age group 18-20 
 

Interview 1 – Veronika Grosikova, 21 years, Slovak, Copenhagen 

How do you feel about restaurants that reply on social media sites after positive or negative comments of 

people, compare to companies that do not? 

I always feel better about companies that are actually have some kind of response on social media sites, 

because you can feel there is more connection with the restaurant that the one that has no connection with 

social media. For example if you want to book table or some other required service in the restaurant, it makes 

me feel it is easier to make contact with this company. 

Do you want to say that the restaurant is more trustworthy for you? 

Yes, definitely that is what I have meant. As who will believe the company that has no connection on social 

media? 

In case you read negative review, will you believe the customer or the company explanation? 

Well, first of all it depends on the other people reviews. Normally, I never trust all of the online information. 

If I read one hundred reviews and seventy are positive than I will trust the explanation of the restaurant. But 

if there are lots of negative reviews, then of course, I am going to trust the customers not the restaurant. Of 

course if my friend gives negative review then I am sure, there is something wrong with the place. For me, 

the friend is more important than one hundred people online that I have never met before. 

So you don’t care about the platform that you search online info but about who gives the review? 

Yes, I rely quite a lot on my friends. The adverts are fine if I want to try new place…but recommendation 

from friend is the most important when I make decision. 

Is the number of reviews important for you too? 

Yes, yes if there is only one or two online reviews than I will not believe a word to anyone. More negative 

reviews from customers must be true and no explanation from the restaurant will change my opinion. 

Tell me, how do you like news, adverts or feeds from restaurants on social media sites? 

I very appreciate them as I am not that kind of person who likes searching for new places. I prefer to have 

some hints or some tips. I love advertisements and attractions that the restaurants give online that reach me 

on my Facebook or other profiles that I have on the Internet. I check it, if I like it, I will try it or not. 

What do you mean by the hints or tips? 

First of all, if I read blogs, the writer must persuade me that the food is brilliant; than there must be link that 

connects me to the webpage of the restaurant so I can check if I like the atmosphere of the place. Secondly, if 

I use social network sites, I am interested in who gives me the review. I even like if the restaurants give some 

offers or pictures on its Fb page. 
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Do you have any negative experience with online reviews? 

Yes, once I read from some girl that the food in the restaurant is very tasty and the price is cool so I tried the 

place. It was awful, I was sick afterwards and the food was not that cheap. From that time, I rely on my 

friends reviews much more. 

What do you think the restaurants should do on social media to draw your attention? 

Let me think…Everyday, the restaurant should post pictures of the food on social networks or some events 

they have. Or offers likes this is our speciality of the day. I don’t know, maybe create some online 

competition like share the picture on our Facebook page and win a free dinner. Also, I would like to see 

pictures of employees as it will look more personal and cool. Well, to create a feeling that I am in 

community with nice and lovely people. 

Interview 2 – Katerina Bendova, 25, Czech, Copenhagen 

How do you feel about companies, in our case restaurants, that reply on positive and negative reviews on 

social media compare to restaurant that do not reply? 

Well, I think it is better if they reply like. I don’t know if I should feel more favourable to this one or the 

other one. The thing is I haven’t seen so many restaurants to do so. The few that I have seen…it was nice to 

see what was going on from their site as I read the review that was very bad. You can see both sites which 

clears your ideas about the conflict. I think it is better but I don’t believe it is well developed yet. I don’t 

mean they are more trustworthy, but it is good when they make comments. It is a benefit for users. I have 

experience as customer with restaurant in the hotel that asked me to make review after my dinner. The reason 

was that if I make a review, they would have better rating at TripAdvisor or any other rating platform. 

Actually, it is quite common today. You eat in the restaurant and the employees ask you afterwards to fill 

positive review online. So that is why I don’t have trust in the online reviews that much. Somehow, it is 

business to have many positive online reviews on many rating web pages. It is very good advertisement for 

the restaurant. I don’t like when restaurant asks for the review. It is like I as customer must write review…I 

don’t like it. All in all, I see feedback from restaurants only as benefit. 

In case you read negative review, will you believe the customer or the explanation of company? 

It is hard to say. I would have to see the real example or the situation. There is lots of things that you see 

from your perspective like if the complain is about no ice in the drink etc. Well, for me it doesn’t matter. 

That would really depend on who complains and what the complaint is about. For example, if there is 

complaint about service or quality of food, I would much more believe to someone who is from France or 

Italy then person from US. In fact, it depends on what country is the person from. According to the restaurant 

explanation, normally there is not one. They just say thank you for your comment or sorry about it, we 

appreciate your comment, we are happy that you let us know etc. It is too much general for me. 

How do you like news, adverts or feed that the restaurants put on social media? 

I don’t like it. Generally, I use program that blocks all the advertisements, but it doesn’t work all the time. 

Sometime I see some posts and find it quite interesting. Sometimes I enjoy if restaurants put promotes on 

social sites, for example we have 30% discount on Thursday if you come in certain time. Or things like this. 

You know, if it is a promotion than yes I like it. Also I prefer when people write next to the promos like hey 

we were there today and  it is nice, go and try. That is a quite nice. When the people make comments like 
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this, it is very persuasive. Moreover, I like the links on the main web of the restaurant, so I can check 

immediately what I am reading about. I hate when you read text and don’t know the restaurant at all and you 

are not able to visualise the interior.  

On social network sites I check Facebook, Instagrams etc of my friends. It is the best recommendation for 

me. If somebody who I know writes the review than it is the best advertisement of the restaurant that I can 

find online.  

On blogs I am quite not sure if the information is true or not. The restaurants sometimes invite the bloggers 

for dinner so people write about them positively. Everything is prepared in advance. It is not a reality for me 

but cheating. Anyway, I usually look up for blogs like ten top restaurants in the city or blogs of local people 

that make recommendation for tourists. I have tried this several time and I had a very good experience with 

the food. Nevertheless, if I know that my friend was in the particular restaurant, I will ask him or her for 

advice before going there. 

Do you have any negative experience with reviews or friend´s advice? I mean you heard that the 

restaurant is good and at the end you didn’t like it at all? How did it affect you for the future? 

Yes, once I checked some online review with very nice pictures of the restaurant. I thought it would be a 

very nice place to eat and at the end the interior was horrible. Of course, if you see pictures on webpage of 

the restaurant it is always better than the reality, but I thought that the pictures were taken by the customer. 

At the end I was wrong. I understand that the pictures should be nice, but this time it doesn’t correspond with 

the reality at all. The restaurants should not keep pictures on main web page if it was only some event. 

Another example, I tried brunch in one place according to advice on the blog, but I was not amazed as the 

blogger. I didn’t like the place at all. The blogger wrote that it is the best place you can go, so I came there 

and it was creepy. From that time, I don’t believe the sign the best place in the city, never. 

What should the restaurant do on social media platforms to draw your attention? 

I would appreciate promos like we have this day, this offer, do you want to go? Moreover, the sites should 

prove that they are doing something for the society. For example, this week we gave free coffee or 

something like that. Some events or offers for the community would be fine too. I think it is faire if they do 

something for the street they have the business or for the people in the area. The storytelling would be fine 

on social media, or competition from the customer like share a picture of you with our food. People should 

be engaged online somehow. Just posting and advertising is not enough. I can see it might be hard to run 

such as online campaign but that would be the thing that would involve me online. All in all, the online 

community must be created and involved on social media to catch my interest. 

Interview 3 – Cyrille Damay, 24, French, Copenhagen 

How do you feel about restaurants that reply on positive and negative reviews on social media sites 

compare to companies that do not? 

I think it is fine to have some reply. Especially, the service industry should take an account or an enquiry of 

the customer. Of course, it also depends on what is the explanation about. If it is just defending themselves, 

that is quite limited. 

Would you require deeper explanation from the restaurant what was going wrong in this case? 
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If it is negative review, I expect to have longer explanation why that happened. Not trying them to just 

apologise, but also explain the reasons. 

In case of negative review, will you believe the customer or the restaurant´s explanation? 

First of all, I would check how many negative reviews there are on the rating sites. Sometimes, the 

companies just write anything online. You get the expression that there are many people who talk about 

them. So what I do is to check the different networks and the number of reviews that is on the networks. 

Sorry, could you explain it little more to me? 

I mean to read reviews on one site, see how many negative reviews they have there. Than open another site 

and check the same thing, then I will see if I believe the customer or the restaurant. 

Is the number of reviews very important for you and your final decision? 

Yes, very. The more there are online, the more persuaded I am about the place. The more you can read, the 

better opinion you have. It is very important for me to see many online reviews, but if I have some book 

speaking about the restaurants, I would also take it. For restaurants, I really like to read online experiences, 

but if I can read it in the book, it is fine too. 

How do you like news, adverts or feed that are on social media sites? 

I hate it. 

Why? 

Because every time you are on social media, you are doing something and this is quite irritating. When I see 

something like I am angry. It will not be persuasive for me to open the page and check it. When I plann a 

trip, I normally read blogs. I really prefer a link to the webpage. I like to have more information about 

everything, not only food but also the transportation and something like that. But I really have to search for it 

on my own. 

Do you have any negative experience with some online advices? 

Sometimes, your expectations are different than the expectations of other people. But normally, you read, 

try, see if you like it or not. If I like the place than I never come back. 

What should the restaurants do on social media to draw your attention? 

I like some links to the articles about the restaurant or stuff like that. 

Do you mean professional articles? 

No, no anything would be fine. The online article from the customer that was very happy about the place or 

the professional who writes about the quality. Both types are relevant for me. On the Facebook, I would 

appreciate if my Facebook says there are nice restaurants nearby. But to be honest, I am the person who 

prefers to search for the info by myself. I don’t mean I want to have some alerts on my Facebook, but if I 

search and read some articles and it is quite nice. I prefer when it is my action and no action of someone else. 
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Interview 4 – Maris Bannikovs, 23, Latvian, Copenhagen 

How do you feel about the restaurants that reply on positive and negative reviews on social media 

compare to restaurants that do not? 

Well, it is definitely positive that the company is active on social platforms. I mean, if I am interested in 

going to the restaurants, I would first try to see if they are on social platforms. For example, I will see what 

the daily offer is. In general, you can see how active the restaurants are on Facebook and how open they are 

towards the business model. When I read the reviews, sometimes competitors might write untrue information 

on rating sites, so I never trust what I read on 100%. If there are many bad reviews, then it will raise 

questions in my head. 

If you read negative review, will you believe the consumer who writes the complaint or the company 

explanation? 

Well, I will try to see…but more or less, I will concentrate to company more. People have their own 

experiences and reason why to hate the company. Even it might give me some scepticism I would probably 

still see what the company has to offer. 

Is it about your personal feeling? 

Yes, I would still like to see what is wrong about it. Of course, there are certain places like blogs where if 

there is bad review than I am going to believe it. It is the question of professional or unprofessional opinion 

that could be found online. 

So tell me, how do you like news, adverts or feeds from companies on social media? 

I absolutely hate them. 

Why? 

Because I feel that the companies are trying to explore the platform that is mention for the people who 

connect each other. 

Will it give you a dislike? 

It would give me a huge dislike, because on those platforms feeds and adverts show too often. If it is too 

much I would dislike it. This kills my attraction. 

What do you think the restaurants should do on social media sites to draw your attention? 

That is a good question. I am not entirely sure. For example, if it is some kind of theme of the place. I don’t 

mean discounts or cheap prices of the food. It would never make me to want to get there. I would ask myself, 

why is it so cheap? Going to the restaurant is actually process of eating and having good time. Well, every 

time, I check the webpage of the restaurant before I go. If it is not sudden decision like let´s go now eat 

something I am hungry, I will appreciate to look some info up about the restaurant. I am every time 

interested in what the offer, menu and the prices are. Of course, the more pleasant the website is, the higher 

expectation I will have. If the website is very well build, than I expect something extra. 
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Are you person who check the Facebook page of the restaurant and make online comments? 

I would not make comment on it too much. I would probably only take picture of my meal and put it on my 

Instagram. I don’t make comments often, I am picture person. I would only reply if someone asks me about 

advice. Actually, I would write online comments only if I had very bad experience. However, if I have a bad 

experience in the restaurant, I will not come back to the place. Only if I had a very bad food poisoning, I 

would make sure that everyone who read online reviews knows about it. 

Actually according to your previous question, if the company is on social platforms, they need to make sure 

that they connect people on social media. By doing so, I am going to spread the word about the restaurant. It 

could be offer that makes a connection among people. It must be something for online society that would 

catch my attention. It will create the positive experience for me and that would return me to the place again. 

But, of course the best way how to get advice is from friend to friend, it doesn’t matter if it is through 

Facebook or while you have fun outside with your friends. 

Interviews with age group 30-49 

Interview 5 – Michaela Drkal, 30, Polish, Copenhagen 

How do you feel about companies/restaurants that reply on positive/negative comments of people on social 

media sites? 

Well, I think I must convince myself to say that particular company or restaurant is positive or negative. So 

maybe I will read comments of people on social media but I must make up my own mind to say ok that´s bad 

or good restaurant or company. But yes, I find it helpful to see that the company has some interest in online 

reviews. It appears to me that if companies make online comments it´s more trustworthy. You can read them 

and make your first vision of that company. Normally, I must check that company myself whether the 

comments are really true. 

In case of reading negative review, will you believe the customer or the company explanation? 

Yeah, I will believe the customer because the company can lie not to create a bad online reputation. 

Tell me, how do you like news or adverts or feeds from companies on social media sites? 

Oh, I don t́ read them much. I don´t like news, adverts or feeds from companies on my wall. They are very 

annoying on social media sites because it always disturb me. If I want to go the restaurant, I will look up the 

information that I need, I don’t want any Facebook links. There are so many irritating things online than it is 

too much. Sometimes, I hate the Internet, because it shows you all the info that you don’t want to know at 

the moment. I want to be connected with my friends only, not to read feeds. If I search for nice cosy 

restaurant than I would be very grateful of the link of companies website on blogs for example. I can have a 

look what is the company about and read some more information. 

Do you have any negative experience with using social sites on your final decision? 
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Not really. Let me think. I've read some reviews that were very negative and I had a totally different opinion. 

That is all. 

Did you try the restaurant that received bad reviews? 

Yes, my boyfriend took me to the restaurant and we were really satisfied with the service and food, even I 

read that the stuff is rude. It was not true. You see, people can’t believe everything that is online. 

What do you think the restaurants should do on social media sites to draw your attention? 

I don’t know, maybe some online community connection. If I see they help with something on the street or 

they require opinion of customers to create better service on its social sites. Of course, they must prove 

online they have changed something that was wrong etc. That would give me signal that they don’t want 

only make money. 

Interview 6 – Virginia Marin, 34, Spanish, Copenhagen 

How do you feel about restaurants that reply on positive/negative comments of people on social media 

sites? 

I think it is very good marketing campaign for restaurant to reply on reviews. They show that they care. They 

show that they have read the comments. Even if it is the case of explanation of any problem or just give 

thanks to any review of the consumer. It is good for their business regarding to marketing and for the future 

attraction of travellers. Or maybe the potential costumer will not go for the place, if he is not sure about the 

problem has been solved or at least there is some approve from the last time. Maybe he will think, ok, they 

are doing something about it, but maybe it is not true. But if the person has feeling that something is going to 

be done, he or she can try the restaurant with negative responses. 

In case you read negative review, will to believe the customer who writes it or the explanation of the 

company? Why/Why not? 

I will focus more on the customer than the business, because obviously more reviews mean it is true. For 

example, on the blog the person writes quite lots of reviews so that will influence me too. He should be 

actually expert on the food if he runs a blog. For me it matters. 

What about reviews on social network sites? 

I will accept the comment of my friend. I trust my friends so I would not go. But I check more rating sites 

like TripAdvisor or yelp. 

How do you like news or adverts or feeds from companies on social media sites? 

I hate it. There is so many adverts on social media, I know that for many people they are important but for 

me not. If there is some kind of discount I don’t like it, I would not even share it on my Facebook. If I am in 

the mood I will check the news on the Facebook page of the restaurant but I don’t want see every hour a new 

info on my wall. 
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Do you have any negative experience with online reviews? 

Let me think. I can’t remember anything. I go for positive reviews or if my friends recommend me 

something. I don’t think I have one. 

What do you think the restaurant should do on social media to draw your attention? 

It could be something like if you go to the homepage of the restaurant and if you like us on Facebook than 

next time you come we will give you or discount. Or if you share with your friends some pictures, we will 

offer you some drink. 

Do you like connection with online society or community? 

No really, only with my friends, the people that I trust. If I get something from the restaurant for free then I 

will connect to their social media, but not on my account. I will not make any connection for free willingly 

as I don’t use my social media for these sources of communication. 

Interview 7 – Tomas Malinka, 30, Czech, Copenhagen 

How do you feel about restaurants that reply on online comments of people on social media sites 

comparing to companies that do not? 

Many of restaurants have their own web pages and they present themselves there with the comments. Today 

we have unlimited possibilities on the internet. The restaurants and other gastronomic companies can do a 

nice presentation on many of social sites, where they can have an online chat and where they can answer on 

questions or reminders from customers. I use mainly Facebook in this case, where I can see many of 

reminders, notes and observations from another people. These comments are really useful for me, because I 

can gain view of the restaurant. I can choose the best restaurant, before I physically enter the restaurant. I 

have smartphone with unlimited network connection, so I prefer check comments on the phone few hours 

before visiting specific restaurant.  

 

And how do you feel about restaurants that write some comments? 

 

For me, it is very important when some restaurant has many positive comments on the social media and 

mainly if they have answers at those comments. I think that the decency is to write at least an answer ―thank 

you‖ for positive comments time to time. I can see few negative comments even if it is the best restaurant 

according to some rating sites. But if there is some reply that I don’t mind too much. To be honest, it 

depends on the actual comment itself. Somebody maybe wants to corrupt the good restaurants and insert 

some negative comments on their chat. In another case, some person has negative experience with the 

restaurant and inserts negative comments on rating sites. I know that nobody is perfect, but I expect that 

restaurants don’t delete these comments. It is better when they can explain where the problem was. 

Absolutely the most fundamental issue for me is the number of positive comments and replies that should be 

greater than negative. Moreover, all comments must be inserted in the real time, or on daily basis. If I see 

some negative comments older than one month without restaurant´s explanation, I will not try the place ever. 

 



    67 
 

Do you find those restaurants more trustworthy if they make online comments? 

Not really, I only want to say that online comments are really good point of the company presentation. From 

my point of view, it is better to see relevant notes, comments from customers on chat portal, travelling web 

pages and so on. Afterwards, check the online answers from the restaurants. 

In case of reading negative review, will you believe the customer or the company explanation (why/why 

not)? 

It depends. When I check some review, I often see more than one comment. If there is a huge number of 

positive comments and few negative, this restaurant will be good for me and I will go there. It is also 

important to check restaurants’ replies on negative comments. If there are less than 5% of negative 

comments, this restaurant will be fine for me. In case of the new restaurants, it is hard to say which comment 

is truthful, if comment from customer or from restaurant. Sometimes, I can’t make my decision and prefer 

another restaurant. It is better solution than to try a new restaurant with negative comment and afterwards to 

find out that the comment was true. 

Tell me how do you like news/adverts or feeds from companies on social media sites? 

 

There are many factors which I like and which I hate. I like a good graphical design of adverts and overall 

concept, jokes in news and so on. Some trifles in advert can affect my decision. Globally, I like really good 

news and adverts from companies but when they are not forced upon the conquest.  

Do you have any negative experience with online information on your final decision? 

I have a lot of experiences with online information. However, I never got a negative experience that would 

leave me in profound ramifications.  

What do you think the restaurants should do on social media sites to draw your attention?  

We live in the world that is full of unlimited possibilities. The adverts are needed. Nevertheless, everything 

has its limits. I think that restaurants should be able to provide web page for standard computers and web 

environment for mobile devices. Today it is a really good idea to have some applications where I can check 

the nearest restaurant, see opening hours, allergens, see actual comments synchronized with social media and 

via this app I should be able to create a reservation. This app will be very useful for me, maybe this app is in 

app store and I don’t know about it. In my opinion, the restaurants must have actual information on its web 

pages and on its social media.  

Would you mind to give me some examples and describe your experience with it? 

Two weeks ago, I wanted to go to the restaurant near my flat. I was unable to find out the daily menu on the 

web page neither on the official Facebook page of the restaurant. I prefer when I see the pictures of the food 

on social media that I can order in the restaurant. Another example from other restaurant, on the Facebook I 

saw a picture of the interior in the restaurant. It looked great so I visited the place and it was awesome, even 

the food.  
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But anyway, the most important for me is the friend’s recommendation of some restaurants. If I don’t have 

any recommendations from my friends, I will use my phone and check the nearest restaurants. I also check 

the rating of restaurant on social media. This is very important for me. Thanks to reviews/ratings sites, I can 

find easily the good food.  

Interview 8 – Rosario Espínola Sánchez, 31, Spanish, Copenhagen 

How do you feel about restaurants that reply on positive/negative comments of people on social media 

sites comparing to restaurants that do not? 

I would say that those companies somehow care about consumer opinion and about the experience that the 

customers gain. Also, I am sure they know pretty well about their marketing strategy and what to do on 

social media. I mean if there are more negative reviews, the restaurants reply anyway so the place doesn’t 

look so bad for someone else. I am pretty sure that the restaurants know the consequences of the reviews. 

In case you read negative review, will you believe the customer or the explanation of the company? 

Why/Why not? 

Do you mean only one review or more reviews? For me, it depends on the number of negative reviews that I 

read. If there is only one negative review, I will not think that the restaurant is bad. Nevertheless, it could be 

also a fake review from some competitors. Normally, I read more positive than negative reviews, so if one 

business is not described well on social media than it must be a true story. It will definitely influence my 

decision. 

What can you tell me about social network sites? 

Probably, I would not visit to the place that my friends are mocking. I will believe them. 

Tell me, how do you like news or adverts or feeds from companies on social media sites? 

Oh, that is so terrible. I don’t like it. It interrupts my privacy. 

Do you have any negative experience with reviews? And how did it affect you? 

Of course, I read some nice reviews and at the end I didn’t like the place. I don’t think it affected me in a 

way that I would not trust the reviews any more. It is just a different opinion of the writer, nothing else. I 

continue to check the online reviews. 

What do you think the restaurant should do on social media to draw your attention? 

Discount, maybe. I mean not on my social media, but maybe on their web or Facebook page, so when I look 

up for something, it is there. 

Interviews with age group 50+ 

Interview 9 – Katerina Kubickova, 50, Slovak, Copenhagen 
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How do you feel about restaurants that reply on positive/negative comments of people on social media 

sites? 

Firstly, the comments of people on social media are not so important to me. I don t́ read them much. Well, 

sometimes I do. Probably, if I see a good explanation of problem, I will try the restaurant. However, I will be 

very careful about the food in the restaurant. If there are many bad reviews, I will not probably eat in the 

restaurant. In fact, the comments are good. I can make the first view of the company, but truly I am always 

very careful. And if the restaurant replies on comment, I don’t care, I don’t read that. 

In case of reading negative review, will you believe the customer or the company explanation? 

Well, I will believe the customer because company can lie. That is why the blogs are better to read than 

rating sites. There is an explanation of the reality and the experience of the writer. 

Tell me, how do you like news/adverts or feeds from companies on social media sites? 

Truly, I hate them so I would be happy not to have any news on my social media sites. 

Do you have any negative experience with the online information on your final decision? 

Yes, I have such experience. I think it always depends on the people. Some people do not like just a simple 

thing in the restaurant and they start to say that the company is awful. Once, I believed the person who told 

me that the food was disgusting. From other friend I have found out that the person doesn’t eat fish and she 

chosen the sea food restaurant. So you see, I didn’t go to the best restaurant in the city just because not  

knowing detail. 

What do you think the restaurants should do on social media sites to catch your attention? 

As I said, I am not a great user of social media so when I search online info I read only rating sites or blogs. I 

don’t really have answer for your question, I am sorry. 

Interview 10 – Ivo Richter, 56, Czech, Copenhagen 

How do you feel about restaurants that reply on social media after customers´ comments? 

Well, I do want to say I believe them too much if they do reply. It is ok, if I see some replies and consider 

what the other side have to say about the problem. But I don’t put too much hope that the info is true. The 

companies might lie to look fine. What they want is to make money. They need to look like they are active 

on the Internet, but I would not trust them. 

In case you read negative review, are you going to believe the customer or the explanation of the 

restaurant? 

Definitely, I believe the customers. I never believe the company. I like to read reviews to find out what the 

people think about the place, the food and the service. It is very important for me when I make my decision 

which restaurant to visit. Sometimes, the restaurants need to find new costumers so they may lie on social 
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media. I like to read lots of reviews to create picture about the place. Also, I need to consider how many 

positive and how many negative reviews I read online. Anyway I make my final decision based on customer 

experience only. 

What about recommendations from friends that you have on social networks? 

I don’t use any Facebook or pages like that. I hate it, so sorry this question is not for me. But even if my 

normal friend will say, go to this or that restaurant the food is good, I will go on the internet and read some 

ratings about the company. I don’t want to say I don’t believe my friends, but I prefer to have better 

overview and read more opinions from other people before I actually try the food in particular place. The 

friend will not persuade me for 100%. 

What about recommendations on the blogs and micro blogs focused on food and eating? 

Yes, I like it. If I read blog, I believe the writer and I don’t search for more reviews from other people. I 

would say that the person who writes the blog has an interest in the restaurants in general. The person can 

recognise the quality of food, service or the atmosphere. I am normally very trustworthy considering this 

kind of sites. The bloggers are not doing the advertisement for the restaurants; they just try to help other 

people to find the best place to spend a nice time. 

Tell me, how do you like news/adverts or feeds from companies on social media sites? 

This is the only thing that I hate on the Internet. You are reading something very interesting and then 

something is disturbing you. I don’t click or read anything that I will not search for myself. 

Do you have any negative experience with the online information on your final decision? 

No, I don’t have any, that is why I use rating/review sites. I always have the same experience as the other 

people that write the reviews. If I have, I will never search online information on rating sites again. I would 

just go and try the place that I like on the street. 

What do you think the restaurants should do on social media sites to draw your attention?  

As I said before, I never click on anything that tries to catch my attention. I hate it. I just search for things 

that I need or I am interested in at the moment. 

Even in the case that you are searching for some place to eat? 

Ok, than I would like to see some pictures of the meal or something like that. But truly, I have never been 

persuaded by this kind of style. I look for restaurants in the area first and then read the reviews, no other 

advert would change my mind. 

Interview 11 – Vera Mikulova, 52, Slovak, Copenhagen 

How do you feel about restaurants that reply on positive/negative comments of people on social media 

sites comparing to restaurants that do not? 
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For me it is not important to read an explanation of the restaurant. I don’t think they say the true about the 

situation or the problem. They just try to excuse themselves, so I don’t care if there are or are not comments 

from the restaurants. 

In case you read negative review, are you going to believe the customer or the explanation of the 

restaurant? 

I always believe the writer of the review. However, I am very careful about how old the writer is. I prefer 

when people specify their age or at least plus/minus ten years. I am sure I have different taste than 20 years 

old girl. As people in different age have different expectations, so I trust people around my age. If there is 

negative review from younger people than I am to that trustworthy and I will try to find more info from my 

generation. Sometimes, it is a quite difficult to find such people, as there are not that many who contribute 

online comments. I do not do it, even I am not satisfied, but I read reviews. I should probably start to write 

reviews to encourage the others. 

What about blogs? 

Yes, the blogs are important for me in the way that I compare what the blogger is writing about with other 

reviews. I would never be persuaded by one article only. I need more comments to compare them. 

Tell me, how do you like news/adverts or feeds from companies on social media sites? 

I don’t know. I know myself, if there is some nice picture or headline that catches my eye than I click and 

see what it is going on. Generally, I don’t like it, but to be honest sometimes I just can’t resist going to the 

webpage. 

Do you have any negative experience with the online information on your final decision? 

No, I don’t have any. I read reviews according to my age and it works. The service is very important for me, 

so that is why I care about opinion of people in my age group. 

What do you think the restaurants should do on social media sites to draw your attention?  

I am not really sure about this. Probably, I would welcome the pictures of the food or something similar. 

Interview 12 – Jaroslav Malinka, 58, Slovak, Copenhagen 

How do you feel about restaurants that reply on positive/negative comments of people on social media 

sites comparing to restaurants that do not? 

Yes, it is nice to see some explanations of the restaurant. On the other hand, I am little sceptic if it is true. If 

there are many complaints from the customers, it is not enough to write an excuse. There must be something 

wrong with the restaurant. I personally like short comments on positive reviews to see that the restaurant is 

active online. If the managers know what the customers are writing about them, they can take solve the 

problems. 
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In case you read negative review, will you believe the customer or the explanation of the company? 

Why/Why not? 

I would probably believe the customer. The company may lie to attract more people. Of course, I prefer to 

know the age of the person of the negative review. Younger people don’t have same taste as me considering 

the quality of the food. 

Tell me, how do you like news/adverts or feeds from companies on social media sites? 

Well, it is ok for me. I like it if there is not too much of it. May feeds or news would irritate me. Today you 

see adverts and articles everywhere which is quite boring and tiresome. 

What do you think about reviews on blogs? 

I like them, but as I said I like to make my mind by reading reviews related to my age. Sometimes it is 

difficult be led my young blogger who has different taste than I have. 

Do you have any negative experience with the online information on your final decision? 

Yes, once I read very nice review and at the end it was noisy, uncomfortable place. It was not suitable for 

me, but for young people. The music was loud and the interior was too modern. That is exactly the main 

reason why I care about the age. 

What do you think the restaurants should do on social media sites to draw your attention?  

Not really, I can’t think of an example. 
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Appendix C: The questionnaire 

The usage of Social Media Platforms in customer decision 
making process 

Social media usage: 

*Required 
1. How often do you check the online information and reviews about some place to eat? * 
Mark only one oval. 

o Nearly every day 
o Once or twice per week 
o Two or three times per month 
o Once per month 
o Once or twice per year 
o Never 

 
2. In particular when looking for a new place to eat (restaurants, bars) what social media platform do 
you use for accessing and sharing such a information? * 
Tick all that apply. 

o Blogs and microblogs focused on food and eating 
o Social network sites (such as Facebook, Twitter, Google plus+, etc.) 
o Forums (such as TripAdvisor Forum, Yelp forum, other forums focused on 
o restaurants) 
o Rating/review sites (such as TripAdvisor, Zagat, Menupages, Google reviews, 
o Foursquare, Yahoo local, Yp.com, etc.) 

 
3. How often do you share and post comments on the Social Media platforms stated in question 2? * 
Mark only one oval. 

o Nearly every day 
o Once or twice per week 
o Two or three times per month 
o Once a month 
o Once or twice per year 
o Never/hardly ever 

4. If you ask for online advice, specify: * 
Tick all that apply. 

o I only ask my friends on social network sites for advice 
o I look for advice on Facebook, Twitter or Google+ pages of the restaurant 
o I check the web page of the restaurant 
o I post questions in open forums in the hope that an expert can answer 

 
5. Imagine the following scenario: The online rating systems and websites give a low evaluation of a 
prospective restaurant, however, your friends give a totally contrasting view stating that this is one of 
the best places they have been to in the past year. What would be your likely reaction? * 
Mark only one oval. 

o I would definitely try it 
o I would propably try it 
o I would try it only if I do not try a better option 
o I would propably not try it 
o I would definitely not try it 
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6. How influential are the platforms below for your final decision about which restaurant to choose? * 
Mark only one oval per row. 

 
7. How many reviews do you read on average when looking at a restaurant 
evaluation online? * 
Mark only one oval. 

 
8. Please indicate how far are those rating criteria important to you for trying a new restaurant? * 
Mark only one oval per row. 

 
9. On average, how many times per year do you eat in the new restaurant? This can include 
restaurants in your home town as well as during holidays and business travel. * 
Mark only one oval. 

 
10. Would you be willing to eat in the restaurant that has both positive and negative recommendations? 
* 
Mark only one oval. 

o Not at all likely 
o Slightly likely 
o Moderately likely 
o Very likely 
o Completely likely 
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11. Considering that you find useful information on the social media platforms below; how important is 
the NUMBER OF REVIEWS when choosing the restaurant on each of the platform? * 
Mark only one oval per row. 

 
12. Considering that you find useful information on the social media platforms below; how important is 
VALENCE (=your emotional feeling that you gain after reading the reviews) when choosing the 
restaurant on each of the platform? * 
Mark only one oval per row. 

 

Personal feedback on social media platforms: 

13. Over the past year roughly how many times have you given online feedback on a restaurant? * 
Mark only one oval. 

 
14. How many times did these include positive feedback? 
Mark only one oval. 

 
15. How many times did these include negative feedback? 
Mark only one oval. 

 
16. In case you do write online reviews, you do this because: 
Tick all that apply. 

o you want to build a reputation among your friends or a wider online community 
o you want to help good restaurants to get new customers 
o you want to punish bad restaurants for the bad experience you have had 
o it makes you feel better 
o you feel morally obliged since you also benefit from other people*s reviews 
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o you might get a special treat or a special treatment at a restaurant 

Personal information: 

17. What is your age group? * 
Mark only one oval. 

o 18-29 
o 30-49 
o 50+ 

 
18. What is your gender? * 
Mark only one oval. 

o Male 
o Female 

 
19. What is your nationality? * 
 
20. Where do you live? * 
 
21. What is the highest degree or level of school you have completed? * 
Mark only one oval. 

o No schooling completed 
o Some high school, no diploma 
o High school graduate, diploma or the equivalent 
o Trade/technical/vocational training 
o Bachelor’s degree 
o Master’s degree 
o Other: 

 


