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Abstract 

 
Web 2.0 significantly affects the way how companies carry out product promotion. The Internet is almost infinite source of 
information, including brand and product information. As users browse the Internet in order to find solution that will fulfill their 
needs, content generated by company can affect consumer’s decision in purchasing process. This article was focused on 
determining whether online media are used while searching information about products before purchase and whether users 
from Slovakia and Poland complete the purchase based on the information gathered from these media. The results of 
questionnaire survey shown that there is not significant difference between the use of selected online media for intended 
purchase between Slovak and Polish customers.However, difference between customers from selected countries was found in 
online media usage in already completed purchases. It was also found that emerging media in the environment of the Polish 
market are used in a greater way than in the Slovak market. 
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 Introduction 1.

 
Currently, consumers can choose from various range of goods and services. Due to strong competition on the market, 
organizations and enterprises are foced to ongoing market analysis, analysis of supply and demand, and needs and 
requiriments of the consumers. Marketing and application of marketing tools (such as social media, search engines etc.) 
has the irreplaceable place in each competitive company that want react to change in patterns in consumer behavior. 
This is the base for the marketing to be constantly innovated in order to provide answers to the questions consumers ask 
during purchasing process (Bajdor, Brzezi ski, 2013). Social media, or in general, online media, are not emerging trend 
of promotion anymore. It is a common way of product promotion as consumers have become more familiar with available 
technology and media that use this technology. Online media give companies the opportunity to promote their products in 
engaging, interactive way. This possibility is especially crucial in times when the promotion of the product should be as 
same attractive as the product itself (Ferencová, Hudáková, 2013; Chovancová, Rusko, 2008).To extend the message of 
the company to the multiple groups of potential customers, the Internet is the most suitable and easily available channel 
(Veja ka, 2015).On the other hand, consumer’s ability to search, browse and consume the product related content has 
improved dramatically. Due to this fact, companies have to market their products to smart customer who is able to switch 
product distributor in couple of clicks once the expectations of the customer are not met (Trenz, 2015). This is why the 
product benefits should be communicated preciously. As customer’s satisfaction is based on the ability to satisfy its 
needs, he purchases more and become stable customer, prioritize company’s products against competition’s and can 
also provide ideas about product refinement (Dima, Man, Kot, 2010). In this paper, we present how online media are 
used in pre-purchase stage of buying cycle, during which customers gain information and boost their knowledge about 
purchased product. 
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 Theoretical Frameworks 2.
 
Consumer is a focal element of each marketing system (Kretter et al., 2008). In the environment of online media, his 
importance is even more significant. Consumer affects sales of products and associated financial income of 
manufacturers and service providers. To ensure their prosperity, companies should monitor the market and listen to the 
voice of consumer (Kincl et al., 2004) because adjusted message can positively change customer behavior and generate 
more revenue. Consumer behavior is behavior shown by consumers during search, purchase, use and evaluation of 
goods and services which are expected to satisfy the needs of consumers (Schiffman et al., 2014) taking their 
preferences and habits into account. It is also investment into the time dedicated to searching and processing the 
information about products (Kuss, Tomczak, 2004). Thus, the main focus of consumer behavior research is on pre-
purchase behavior. 

Once the company understands consumer behaviour, it should choose communication channels that will help 
achieve its marketing goals. And online media might be the part (or can be considered as a part) of company’s 
communication strategy. Online social media can be defined as open, interactive online applications that encourage an 
informal user networks. Users create and share different content within these networks, such as personal experiences, 
opinions, attitudes, videos, music or photos (Karlí ek, Král, 2011), and anyone can access the content by contributing or 
response. In summary, we can say that social media represent tools allow users to create content (user generated 
content) and distribute it by the Internet (Sterne, 2011).A communication based on a trusted relationship can be 
developed into marital relationship, because the components of the latter are trust, respect and admiration (Vl du escu, 
2012). 

While Sterne considers social media to be social networks, blogs, mircroblogs, websites, discussion forums, 
search engines and so on (Sterne, 2011), Kawasaki and Fitzpatrick (2014) understand social media narrower, equate 
them with social networks. Anyway, detailed division of online social media is considered to be very difficult, because the 
individual media overlap (Karlí ek, Král, 2011). Social media helppopularize the actual topic and researchin the field 
ofpublic administration of EU countries, higher education andgenderdiversity (Kot, lusarczyk, 2012; lusarczyk, 
Broniszewska, 2014; Constantin, 2013; lusarczyk, Herbu , 2015; Tej, Ali Taha, Sirková, 2013; Butoracová Šindleryová, 
2015; Goncharuk, 2015). It can be said, that communication via social media is one of the fields that have turned into a 
communication universe defined by Smarandache and Vl du escu (2014) which has its own identity and profile. 

Social networks (such as Facebook, Twitter, LinkedIn and many more) could be considered to be one of the most 
important media used to quick outreach of company’s content and have the highest potential to make content go viral 
(Halligan, Shah, 2014).Social media allow companies to build relationships with other users within the network. This 
relationship is represented by being “fan” (Facebook) or “follower” (Twitter). Social networks are based on social 
relationships and they develop conscious of existence and membershipVl du escu (2008). Social networks could be 
devided to mostly personal (Facebook, Twitter, Google+, MySpace) or mostly professional (LinkedIn) (Janouch, 2010), 
however, companies usually operate on each of these networks. Blog is another effective marketing tool for a business 
(Parker, 2010).A blog is a personal journal in which posts are added in chronological order. This feature of blogs changed 
with the advent of social media arrival to the business. As blogs are usually available at no cost, there are suitable for 
small- and medium-sized enterprises that are most sensitive to market factors (Pietrasie ski, lusarczyk, 2015). A well-
designed web presentation (including websites of retailers and manufacturers) are also used for communication with 
target customers. To address them, various alternative online media can be used, such as sharing photos by Flickr, 
YouTube video search engine, Pokec (one of the most popular social networks in Slovakia), Foursquare (social location-
based service smartphone app) (Gallo, 2012) or Trip Advisor (tourist-oriented website which works on the basis of free 
sharing travel guides, information about hotels, destinations and tourist attractions, provides reviews and information 
useful in planning the trip) (Baglieri, Consoli, 2008). 
 

 Research in Area of Social Media 3.
 
Study of Advertising Research Foundation (2012) was conducted with use of comprehensive analysis of several research 
partners and sponsors. Analysis was conducted in three phases. Results of this study shown, that in order to acquire 
certain product, majority of users use information from brand/company website (47 %), search engines (43 %) and 
reviews (consumer-generated: 41 %, expert: 40%). Detailed distribution of selected online media use is presented on 
Figure 1. 
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Figure 1. Use of selected online media to acquire product 
 
Source: Advertising Research Foundation (2012) 
 
Survey conducted by Mohammadpour et al. (2014) proved that value created by social media marketing affects the 
attitude towards shopping via Internet. In addition, social media marketing has a positive impact on relational, brand and 
value capital of promoted company. Another of the research conducted by Ezumah (2013) showed that only 5 % of 
participant use social networks to make decision connected to purchase of the product. Wu and Lee (2012) studied the 
variables of blog trustworthiness, product attitude, blog involvement and derived variables. Results of their research have 
shown that consumer's involvement in blog influences purchase intention. However, trustworthiness of blog does not 
affect consumer purchase intention. 
 

 Objective and Methods 4.
 
The aim of this paper was to identify which of the selected online media (social media, search engines, price comparison 
websites and deal sites) are used during research phase of the purchasing process for gathering information about 
products users want to purchase. The intent to purchase a product, as well as realized purchase of a product, was the 
main focus of this study. The methodology and methods covered in our previous work (Ferencová, Jele ová, Kakalej ík, 
2015) were used. Nevertheless the Internet activity is measure able, it was not possible to collect data for each source 
(websites, social media, etc.). Moreover, by studying particular websites, we would not have the overall information about 
general consumer behaviour but it would be focused solely on one or several sources. Based on this fact, the results 
would not have broader informative value. Instead of that, we used questionnaire survey so we could capture the 
behaviour across all examined sources by users. Moreover, it was not fixed to particular source so we captured 
generalized behaviour of users. The increment of observed sample extended our research to the international level. 
Previous study was focused solely on the Slovak market. By gaining data from similar target group from Polish market, 
we were able to conduct a comparative study. The subject of our interest consisted from the target group in the age 
category of 20-29 years. Because study programme of management prepare students for working in all sectors of the 
economy (including manufacturing, trade and services); students of these programmes were addressed. The selection of 
the sample was influenced by the fact that these students are not only real and potential customers who are actively 
using observed online media but also current and potential employees, managers and business owners or service 
providers therefore people who could use the results of the survey in practice for more effective communication with the 
target audience. 

Based on objective of survey three hypotheses were formulated: 
H1: We assume that would not Slovak and Polish users use the selected online media the same way to find 

information about the product before the purchase. 
H2: We assume that the Slovak and Polish users did not purchase equally based on information obtained through 

selected online media. 
 

 Sample, Material, Procedure and Data Analysis 5.
 
The observed sample consisted of 158 students of one university faculty from Slovakia and one from Poland, selected by 
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convenience sampling. The sample included only students of management - University of Prešov in Prešov (75) and 
Czestochowa University of Technology (83). Average age of participants was 22.80 years (SD = 1.40), with minimum 19 
and maximum 26 years. Most of the sample were women (79.11 %), reflecting a higher proportion of women students in 
these faculties. At the bachelor level of study studied 23.42 % of respondents, at the master level of study studied 
76.58 % of the respondents. Full-time or part-time job have 58.86 % of respondents.    

The Questionnaire of social media usage consists of 17 items. In this paper are presented the findings based on 
the answers of two of these items. Respondents answer each of these items using a five-point scale, from 1 = definitely 
yes to 5 = definitely not. Their task was to indicate for each of the selected 16 social media if they use those social media 
to search for product information and whether they purchase a product based on the information from the specific 
medium. In the same way they assess use of search engines, price-comparison sites and deal sites. 

A paper-version of the questionnaire was distributed in February 2015 and online version of the questionnaire was 
distributed in March and April 2015. The data were analysed using the software Stat Soft Statistica. Because the data are 
not normally distributed, for the analysis of data were used nonparametric statistical methods. Mann-Whitney test was 
used for the detection of differences. Data were analysed using descriptive statistics too (mode, mean, frequency tables). 
 

 Results and Discussion 6.
 
The main objective was to determine which of the social media are among most used ones by respondents while 
searching information about the product that they want to buy and whether they use social networking sites, search 
engines, deal sites and price-comparison websites. 

The survey results showed that the respondents would search for information about the product they intend to buy 
mostly with use of search engines such as Google or Bing (91.14%), seller's website (69.62%), price-comparison 
websites (63.29%) deal sites (62.66%) and forums (62.66%). Higher position of use of deal sites and price-comparison 
websites indicates that the price is important for while buying and it is clear that users are interested to buy the cheapest 
product possible. On the other hand, social networks would not be the primary source of information about products 
because among selected social networks Facebook, Twitter, YouTube, Google+, Instagram, LinkedIn, MySpace, and 
Pokec users would more widely use only social network Facebook (44.94%) and YouTube (43.67%). Based on this 
results, we drawn two following conclusions: 1) other social networks are not sufficiently used for purchasing in the 
market environment of Slovakia and Poland; 2) users use social networks for the primary purpose of their creation - to 
communicate with other users - not to find information about products. 

By comparison of these results with those that discuss already made purchase of product based on information 
obtained from selected online media, it is clear that those numbers reached lower values than in the case of intended 
purchase. The mostly used sources of information in case of purchase made were search engines (73.42 %), seller’s 
website (66.46 %), price-comparison websites (58.23 %) and discussion forums (36.08 %). The fact that users used 
presented online media less often when actually purchased the product might be a consequence of disalignment between 
user‘s informational needs with available information as well as consequence of non-optimalized user experience. This 
results suggest that companies and organizations offering goods and services should pay more attention to recognition of 
needs of their potentional clients. It’s important to bear in mind that information that users find, could also discourage 
them from potentional purchase. Besides, companies should also focus on building customers' trust in the online 
environment. When compared intended purchase with real purchase, results reached the same level only in deal sites 
use (62.66 %).It again demonstrates the importance of the price as a part of marketing mix. 

If we analyze the modal responses in the already conducted purchases based on information obtained from 
selected online media, the highest frequency of answers "definitely yes" was found in search engines (39.24%), seller's 
website (31.10 %), price-comparison websites (25.94 %), deal sites (25.32%) and the social network Facebook (15.19%). 
For other online media was monitored modal response in the incidence of less than 15%. Compared with the overall 
results it is clear that only about half of the users have used this source of information for buying desired product. The 
result may be a consequence of several factors. First, online marketing strategy of companies is composed of several 
media cohesion, while the user is not sure if the currently selected media was crucial during the purchasing process. The 
second reason may be the failure to recognize the influence of medium for purchasing behaviour. 

When comparing the occurrence of modal response "definitely yes" in a separate category of social networks 
(except the social network Facebook, which was analyzed above) it can be observed that the greatest incidence of this 
response is a social network YouTube (6.96%). Other social networks had not even reached the 5% limit. Based on this 
detection, it can be argued that social networks don’t play an important role in the purchasing process for consumers. 
This does not mean that companies should not use them for building the brand awareness and engagement of the target 
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groups. However, we recommend to track return on investment in selected social networks, and in this case, we consider 
brand awareness to be a suitable performance metric for efficiency determination. 

While testing the H1 hypothesis, it was not possible to reject the null hypothesis because the difference in the use 
of selected online media to gather information for the intended purchase between Slovak and Polish users was 
statistically significant only in some media. Based on the results it can be concluded that if respondents were in the 
situation in which they should buy the product, they would search for information differently only in use of search engines, 
seller’s website, selected social networks and Foursquare application. Detailed results are presented in Table 1. 
 
Table 1. Country differences in the use of selected online media for searching information about product of intended 
purchase 
 

Variable Slovakia Poland U z M SD M SD
Social Media
Seller's website 1.84 1.13 2.42 1.15 2124.0 -3.44* 
Discussion forums 2.53 1.12 2.39 1.31 2774.0 1.18 
Website of manufacturer (despite fact that it is not the seller) 2.73 1.34 2.63 1.15 2982.5 0,45 
Facebook 2.75 1.42 2.75 1.24 3079.5 -0.11 
YouTube 3.21 1.44 2.87 1.18 2715.5 1.38 
Blogs 3.21 1.29 2.92 1.30 2691.5 1.46 
Google+ 4.05 1.38 3.37 1.24 2118.0 3.46* 
Instagram 4.19 1.20 3.84 1.24 2580.0 1.85 
TripAdvisor 4.27 1.24 3.98 1.16 2536.5 2.00 
Emails of the company 3.37 1.29 3.13 0.99 2715.0 1.38 
Twitter 4.39 1.12 3.94 1.14 2329.5 2.72* 
LinkedIn 4.47 1.03 3.89 1.09 2065.5 3.64* 
Pokec 4.56 1.00 4.00 1.13 2118.0 3.46* 
MySpace 4.56 0.91 3.98 1.05 2080.0 3,60* 
Foursquare 4.64 0.87 4.04 1.15 2092.0 3.55* 
Search engines, price comparison websites and deal sites
Search engines (e.g. Google) 1.24 0.61 1.63 0.98 2443.5 -2.33* 
Price comparison websites (e.g Heureka.sk) 2.16 1.23 2.39 1.04 2604.5 -1.76 
Deal sites (e.g. Z avad a) 2.48 1.23 2.33 1.08 2957.5 0.53 

 
Although the hypothesis H1 has not been confirmed we consider the detection of difference in the use of selected social 
networks (Google+, Twitter, LinkedIn, Pokec, MySpace) and applications Foursquare to be important. Based on 
comparison of Slovak and Polish users in connection with the purchase of the product based on information received 
from selected online media, it can be concluded that there were found differences in the use of majority of observed 
media. Hypothesis H2 was therefore confirmed. The differences in shopping behavior of Slovaks and Poles were not 
detected only in use of search engines, social networking site Facebook, blogs and e-mails sent by companies. Detailed 
results are displayed in Table 2. 
 
Table 2. Country differences in the use of selected online media for searching information about purchased product 
 

Variable Slovakia Poland U z M SD M SD
Social Media
Seller's website 2.21 1.31 2.31 1.01 2542.5 -1.98* 
Website of manufacturer (despite fact that it is not the seller) 2.89 1.29 2.69 1.06 2487,0 2,18* 
Facebook 3.01 1.55 2.88 1.26 2834.5 0,97 
Discussion forums 3.04 1.22 2.72 1.22 2152.5 3.34* 
Emails of the company 3.13 1.30 3.11 1.19 3030.5 0.28 
Blogs 3.26 1.38 3.07 1.31 2591.5 1.12 
YouTube 3.66 1.27 3.18 1.24 1749.5 4.74* 
Google+ 4.06 0.86 3.53 1.31 1599.5 5.27* 
Instagram 4.21 1.08 3.93 1.13 2057.0 3,67* 
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Twitter 4.27 0.87 3.94 1.07 1888.5 4.26* 
TripAdvisor 4.32 0.95 4.05 0.98 2026.5 3.78* 
LinkedIn 4.35 0.85 4.06 1.07 2015.5 3,82* 
MySpace 4.37 0.69 4.02 1.05 1859.5 4.36* 
Pokec 4.41 0.68 4.11 1.02 1987.5 3.92* 
Foursquare 4.45 0.56 4.12 0.96 1817.5 4,51* 
Search engines, price comparison websites and deal sites
Search engines (e.g. Google) 2.11 1.15 2.28 1.26 2583.0 -1.84 
Deal sites (e.g. Z ava d a) 2.38 1.34 2.55 1.03 2306.0 -2.81* 
Price comparison websites (e.g. Heureka.sk) 2.46 1.32 2.69 1.22 2254.0 -2.99* 

*p < 0,05 
 
Based on the results shown in Table 2, it can be concluded that differences were not found when using media that are 
well-established on the Slovak market. The differences are noticeable mainly in emerging media such as social networks, 
which have not found the optimal application in the Slovak market yet. It can be observed in a slight latency of their use 
when shopping, compared with users on the Polish market. 

Results of the research: 
1. If users are in a situation they should buy the product, Slovak and Polish users would search for the 

information about this product using selected online media the same way. Based on this finding, hypothesis 
H1 has not been confirmed while the differences in using were found only in the use of search engine, seller's 
website and social networks except Facebook. 

2. Slovak and Polish customers did not purchase equally based on information from selected online media. 
Differences were not found only in the use of search engines, Facebook, e-mails and blogs. This detection 
therefore confirms our hypothesis H2. 

3. Customers would mostly use search engine, website of seller, price comparison websites, deal sites and 
forums when intend to purchase a product. 

4. De facto customers have bought the product based on the information obtained from search engines, seller’s 
website, deal sites, price comparison sites and discussion forums. 

5. Emerging online media (mostly social networks) are used more and to a greater extent on the Polish market 
compared to Slovak market. 

The aforementioned findings cannot be generalized (because of convenience sampling), but they can be used in 
the future both in realization of further research in this area and also in the development of the marketing communication 
strategy of companies and organizations to communicate with their target audience. The presented results can influence 
the initial choice of online media in order to prevent inefficient spending, especially in small and medium-sized 
enterprises, which often operate with a limited budget. 
 

 Summary 7.
 
Online media can be used to attract potentional customers, raise engagement and generate revenue. This can be 
achieved mainly through the product information that will influence the decision of the customer's purchase. The results of 
this study demonstrated that, when searching for information about relevant products, there are not significant differences 
in the behaviour of Slovak and Polish customers. Furthermore, it was found that the Slovak and Polish users do not use 
selected online media for shopping in the same way. The mostly used medium to find information about the product and 
the execution of purchase is the search engine. Other media, especially social networks, are not significantly used during 
purchasing process. 
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