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Background
Social media characteristics and consumer behavior have been

the focus of previous studies. However, few people study the

heterogeneity of the impact of social media on consumer

behavior from the particularity of consumers. This study aims to

understand Hong Kong young people’s important characteristics

of consumption which are different from the other age groups

and social groups

Findings
Research shows that due to social media advertising, young

Hong Kong customers had a better understanding of the

features, advantages, and disadvantages of the products. It

also made consumers want to try new products and brands.

However, factors such as the unguaranteed quality of

products obtained through social media, the poor after-sales

services, and the insecure payments through social media

were among the major problems associated with social

media. The study also confirmed that timely feedback was

one of the significant issues in social media advertising, with

customers highly disliked the requests by businesses

requiring them to leave messages through bullet screens,

comments, and private letters.

Conclusion
The research recommends

that advertisement through

social media should ensure clarity of the

messages and information conveyed about a

product. Businesses should allow consumers to

ask questions about products to lessen the

degree of information asymmetry in the

purchasing process. Businesses should also be

cautious in selecting the stars in advertisements.

Businesses should also combine social media

advertising with physical stores and other forms

of promotion to appeal to all customers from

different approaches. Businesses should not

bother customers to send message responses

via social media. Immediate and timely feedback

for customers is also crucial to enhance impacts

of advertising. Businesses should engage in live

broadcast engagement to enable real-time

communication between consumers and

businesses.

The research also recommends honest

advertising and secure payment methods to

create customer satisfaction that encourages

them to purchase through social media.

Purchasing processes through social media

should be made short and convenient to ensure

that it saves time for consumers. Businesses

advertising through social media should ensure

products and services meet the needs of

customers. Improving after-sale services to

improve customer satisfaction is also important.
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Hong Kong young customers' perception of  marketing 

information on social media advertising

✓ ✕

Product pictures and social media 

videos attract attention more
Product information is comprehensive 

More favorable than physical stores
Like the products because of the stars 

advertising the product

Better experience than the traditional 

marketing methods

Businesses that require customers to 

leave messages through bullet screens, 

comments, and private letters

Make consumers want to try new 

products and brands
Makes them consume impulsively

Time-saving
Always buy again and again once they 

purchase a product

Convenient Timely feedback

Safe to pay for shopping

Guaranteed quality of products 

obtained 

After-sale services

Methodology
The questionnaire was distributed online and a quantitative

approach was employed. A sample of 210 Hong Kong young

consumers aged between 18 to 44 years, with a habit of

browsing the social media were selected to understand the basic

situation and attitude of them towards social media use and

social media marketing. The interactive process in social media

and its impact on their consumption decision was measured and

investigated.

Research Objectives
The objectives of this research were to

understand how young people perceived

fashion throughout the social media, and how

social media affects the consumption

psychology, consumption decision-making

and consumption behavior of young people in

Hong Kong.
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