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Abstract. The theme of this paper is ,,Trends of Consumer Purchases via Social Media 
according to the Stimulus-Organism-Response (SOR) Model’’. Social media are an important 
platform for entrepreneurship development, and a lot of entrepreneurs are using social 
media for marketing and selling activities in order to increase sales and attract potential 
customers. The topicality of the research is based on economic development requirements. 
The aim of the research – to identify the situation and to develop proposals for entrepreneurs 
and managers in Latvia. The tasks of the research are the following: to develop a survey, to 
carry out theoretical research; to develop proposals. The research period was from March 
until June 2021. General scientific research methods were used in the research: the 
monographic and descriptive methods, the survey method, the comparative analysis method 
for studying the concept of SOR at social networking and future development possibilities. 
The survey conducted in the study showed the tendencies of Latvian consumers' purchases 
via social media. The study hypothesis confirmed that according to the Stimulus-Organism-
Response Model, advertising, opinion leaders, and user-generated content act as the 
stimulus (S) to evoke positive emotions (O), which later leads to impulse purchases (R) for 
consumers. 
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Introduction 

 
Digital, mobile, and social media have become an indispensable part of 

everyday life for people all over the world. More than 4.5 billion people now 
use the Internet, while social media users have passed the 3.8 billion mark 
(Kemp, 2020). The growth of social media has completely revamped the way 
people interact, communicate and engage. These platforms play a key role in 
facilitating greater outreach and influence (Anuja et al., 2019). 

Social media are used not only for everyday communication but also for 
creating a business environment. Companies use social media to carry out 
marketing campaigns, find potential customers. Consumers can easily find 
the necessary shops, tourist sites, etc. via social media. Social platforms have 
become a vital driver of business. 
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The role of Internet sources has steadily increased in recent years, and 
it is one reason that differentiates COVID-19 from previous pandemics (Abd-
Alrazaq et al., 2020; Farooq et al., 2020). Exposure to online information 
sources refers to the number of online sources through which people receive 
information. Making sense of the vast amount of information from multiple 
sources is not straightforward, as conflicting, unclear, and even fake news 
circulate constantly on the Internet (Laato et al., 2020; Talwar et al., 2019, 
2020). During unprecedented and unusual events, such as the COVID-19 
pandemic, the novelty of the situation does not allow relying extensively on 
existing cognitive knowledge structures, which can increase the amount of 
circulating fake news (Ahmed et al., 2020; Laato et al., 2020). 

The research hypothesis – according to the Stimulus-Organism-
Response Model, advertising, opinion leaders, and user-generated content 
act as the stimulus (S) to evoke positive emotions (O), which later leads to 
impulse purchases (R) for consumers. 

The aim of the research - to identify the situation and to develop 
proposals for entrepreneurs and managers in Latvia. The tasks of the 
research are the following: to develop a survey, to carry out theoretical 
research; to develop proposals. 

General scientific research methods were used in the research: the 
monographic and descriptive methods, the survey method, the comparative 
analysis method for studying the concept of SOR at social networking and 
future development possibilities. 

Social networks 
 

Borgatti and Halgin (Borgatti, Halgin., 2011) observed that the term 
‘social network’ has developed to mean anything from a private club to a 
website and can therefore lead to some confusion. They describe a network 
as “a set of actors or nodes along with a set of ties of a specified type…that link 
them.” These ties connect via shared points to link nodes that are not directly 
linked themselves, the nodes being individuals, or actors in the network. 
Unlike groups, networks do not have natural boundaries, and they do not 
need to be connected internally. These disconnected parts of the network can 
become connected over time, meaning networks are fluid and ever changing 
(Stone, 2018).  

Social media use has become an indispensable part of knowledge work. 
Employees posting work-related content on social media are considered 
credible sources of information and have significant importance for how 
stakeholders, such as potential customers and future employees, perceive 
the organization. Therefore, employees’ ability to communicate about their 
work on social media has become a competitive advantage both for 
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individual employees and for their organizations, especially in the 
professional service sector. Hence, understanding the role of employees’ 
ability to use these social media professionally is crucial for understanding 
the communicative behaviours of contemporary knowledge workers 
(Pekkala et al., 2021). Social media is used professionally by employees to 
develop the external image of their company, promote sales and overall 
growth. The role of social media is very important in today's business. The 
most popular social media in Latvia at the moment are Facebook, Instagram, 
Draugiem.lv, Twitter, TikTok and others. 

At its most basic, Instagram is a social networking app which allows its 
users to share pictures and videos with their friends. The app can be 
downloaded for free from the usual app stores and takes pride of place on 
many young person smartphones. The company was founded by Kevin 
Systrom and Mike Krieger, both Stanford University graduates, in 2010 and 
now has around 200 million users. Facebook, the social networking giant, 
acquired the company in 2012. While its basic premise is the sharing of 
pictures, the site’s popularity comes from its picture-editing functionality. 
Once a user snaps a picture, Instagram filters – of which there are dozens – 
can transform images in a manner reminiscent of old-fashioned Polaroid 
prints. The app not only allows for the creation of personal profiles but also 
can be connected to existing social networking profiles such as Facebook and 
Twitter, meaning users can share their pictures across platforms 
(Webwise.ie, 2020). By publishing images on the video site Instagram, the 
company promotes and shows its product to a potential buyer in detail, as 
well as emotionally impresses the potential buyer by offering advantageous 
offers - promotions, discounts, coupons, etc. 

90% of Instagram users follow a business.  People are not just 
interacting with their friends and family on Instagram. Almost everyone who 
uses the app follows at least one brand. 36.2% of B2B decision makers use 
Instagram to research new products or services. That ranks it ahead of 
LinkedIn but behind YouTube, Facebook, and WhatsApp. It’s a clear 
indication that Instagram is an important business tool, whether you’re 
marketing to consumers or other organizations (Newberry, 2021). 

Facebook is a social networking site that makes it easy for you to 
connect and share with family and friends online. Originally designed for 
college students, Facebook was created in 2004 by Mark Zuckerberg while 
he was enrolled at Harvard University. By 2006, anyone over the age of 13 
with a valid email address could join Facebook. Today, Facebook is the 
world's largest social network, with more than 1 billion users worldwide 
(GCFGlobal.org, 2021). Facebook is the largest social networking platform in 
the world, which is why most businesses can be found on it. Nowadays, if a 
consumer wants to buy a particular product or service, they first look for 

https://business.instagram.com/blog/thank-you-and-happy-birthday-instagram/
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information on the Facebook social networking platform, because if the 
company is not registered on that platform, it is likely to be inactive or closed. 

 
Influencer marketing 

 
  Influencer marketing is on the rise, which is made apparent by the 
recently released figures indicating that the value of this specific market 
more than doubled between 2019 and 2021, growing from 6.5 billion to 13.8 
billion U.S. dollars in the three years alone (Statista.com, 2021). 

Influencer marketing is a fast-growing trend that is influencing business 
development on social networking platforms.  

The survey found that Facebook (86 percent) and Instagram (84 
percent) were the overall top social media channels for influencer marketing, 
with Instagram ranking as the single most important channel (36 percent) 
followed by Facebook at 20 percent. "It’s clear that the popularity of 
influencer marketing has increased among marketers in recent years, largely 
due to the growth and evolution of social media,” said ANA CEO Bob Liodice. 
“We’ve found that a growing number of marketers are turning to influencers 
to help them combat ad blocking, leverage creative content in an authentic 
way, drive engagement, and reach millennial and gen Z audiences who avidly 
follow and genuinely trust social media celebrities.” The study pointed out 
that brands hire influencers with audience followings ranging from as few as 
50 followers to over 100,000. For the purposes of the report, influencers 
were defined as micro (50 to 25,000 followers), mid-level (25,001 to 
100,000), and macro (over 100,000). Influencer Marketing Objectives: the 
great majority of respondents (86 percent) stated that general brand 
awareness was an objective for engaging in influencer marketing. More than 
two-thirds (69 percent) said they utilize influencer marketing for content 
creation and distribution, and over half conduct influencer marketing to 
improve brand perception and drive purchase (56 percent and 51 percent, 
respectively) (Wolfe, 2018). 

A number of studies have been conducted on the professional activities 
of influencer leaders on social networking platforms, which have found that 
influencer leaders' advertising services are used to improve brand 
awareness and encourage the purchase of goods or services. 

Influencers, or opinion leaders known in the society or in a group of 
society, are a novelty of Latvian marketing in the last couple of years, which 
is used by not only one brand, and they have been known in the world for a 
long time. Influencer marketing is a type of marketing that focuses on specific 
opinion leaders, using their visibility as a marketing tool. Most often, 
influencer marketing works directly in the environment of social media, 
where they are followed by different target groups. Social media influencers 
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are people known in an industry or niche who are active in various social 
media platforms and have gathered a significant number of followers. Given 
the size of the global audience, they can be divided into 3 categories: micro 
(5 - 100 thousand followers), mid or medium (100 thousand - 1 million 
followers) and macro influencers (more than 1 million followers). Anyone 
can become an opinion leader, the main rule is to find your industry and 
attract an audience. One of the most grateful platforms is Instagram (also 
YouTube, if the video format is close) where you can quickly gather a large 
number of followers. The next step is to create content that is original, 
interesting and engaging to the audience. It is often the case that the brand 
itself addresses the influencers so that they include information about the 
product or service in their social network entries in return for either 
remuneration or the product itself. It all depends on the purpose of the 
cooperation and the agreement. It is clear that it is useful to use the views of 
recognizable people in your marketing strategy. Is it a short-term or long-
term investment? 60-70% of brands in the world use influencers to promote 
sales results, but only 5% of them incorporate them into a long-term 
marketing strategy. Of course, building a long-term relationship with a 
particular person is not easy, but research shows that it promotes the loyalty 
of the target audience and strengthens the basic customer base. One of the 
ways to attract well-known people is to create a brand newsletter 
programme - to choose a person or people as brand newsletters who 
participate in marketing activities or become the face of advertising 
(Topmedia.lv, 2021). 

There are many opinion leaders on Latvian social media platforms, who 
also provide their advertising services to promote specific goods or services. 

Social media influencers have become important opinion leaders in 
certain audiences, so the question of the reliability, competence and 
openness of the information they offer and the number of followers about 
sponsored content is becoming more and more important. Following the 
international Golin global data-based approach, Accelerators of Relevance 
together with cooperation partners HypeAuditor and Norstat, GOLIN Riga 
has already created the third Latvian Golin Accelerators of Relevance 
Influencer Index 2021 (GolinRiga, 2021).  

Stimulus-organism-response (S-O-R) model 

The Stimulus-organism-response (S-O-R) model was proposed by 
(Woodworth, 1929) as an extension to the classic theory of the stimulus–
response model suggested by (Pavlov, 1927). The S-O-R model is comprised 
of three constructs i.e. stimulus, organism, and response, which decide the 
behavioural outcome of an event. (Skinner, 1935) described the notion of 
stimulus and response as “parts of behaviour and environment” and sudden 
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changes in the environment can influence the psychological and emotional 
stability of an individual which further drives the behavioural changes 
(Donovan, Rossiter, 1982). The stimulus is the outside forces that  affect the  
psychological state  of  an  individual (Jacoby, 2002; Peng, Kim, 2014; Young, 
2016) and (Eroglu et al., 2001) defined the stimulus as “the influence that 
arouses the individual”. 

The intervening processes and structures consist of perceptual, 
physiological, feeling, and thinking activities”. (Fu et al., 2020) defined the 
organism as “internal processes and outcomes of the stimulus, usually 
mediating the relationship between a stimulus and a response”. 

The response in the model refers to the final behavioural outcome of an 
individual that may be positive or negative (Donovan, Rossiter, 1982; Spence,  
1950).   

There is a significant difference in the stimulus, organism and response 
between these elements. The greater the stimulus, the greater the organism 
response to these stimuli. 

The framework is based on work by Mehrabian and  Russell (Mehrabian,  
Russell, 1974) who conceptualized behaviour as occurring in an 
environment, which consists of stimuli. The stimuli affect the organism,  
more specifically, consumers’ cognitive and  affective processes, which then 
leads to a behavioural response. An individual’s previous knowledge, 
thinking skills, and self-efficacy have moderating effects on the behavioural 
response (Attiq et al., 2017). Although the environment ultimately pushes 
organisms toward certain reactions, individual and group characteristics 
may act as an opposing or amplifying force (Laato et al., 2020). 
                      

Research and results 
 

This paper investigates which types of social networking tools are most 
effective in relation to consumer impulse buying behaviour in the field of 
trade in the Latvian context. The study was conducted according to the 
Stimulus-Organism-Response model in the context of social media. 
Social media are very influential in encouraging the purchase of impulses 
among consumers, but this is not the case for all respondents. 

A questionnaire is a method of gathering initial information, which 
envisages asking the research group oral or written questions that contain 
the research problem on an empirical level, as well as statistical processing 
of the obtained answers. The quality of the information obtained during the 
survey largely depends on the quality of the development and application of 
the survey as a method of collecting information. Nowadays, survey methods 
are used to study issues where the medium is a person (Kristapsone, 2008).                                                                                                                                                                                                                                                                                         
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The survey contained 12 questions about consumer shopping trends on 
social media. The aim of the survey was to investigate a correlation between 
the elements – the Stimulus, Organism and Response. 84 respondents from 
various Latvian cities participated in the survey. By gender, 80% were 
women and 20% men. The average age was 34 years. The survey was divided 
into three categories of questions according to the SOR model. 

The first question of the survey found out via which social media 
customers commonly made the purchases. The majority - 42.9% answered 
that Facebook, 32.1% Instagram, 25% answered that they use others - 
regular stores, online stores- Asos, Member, Zara, AliExpress, Sinsay, Crop, 
220, Coconut, Amazon. The study author concludes that the most influential 
social networking platform was Facebook. 
 

Stimulus 
 

After creating the portrait of the respondent, questions were asked 
based on the Stimulus concept, why the buyer made purchases. 

When you are shopping in online stores, do you pay attention to the 
appearance of the company's profile - logo, colour scheme, style? Yes, it is 
important to me (42.9%). No, I will not pay attention (10.7%). The majority 
answered that it was neutral (46.4%). From this it can be concluded that the 
majority of customers do not notice and are neutral towards the appearance 
of the profile of a company posted on social media – the logo, colour scheme, 
style, but this does not mean that customers are not affected. 

The second question - When you are shopping in online stores, do you 
pay attention to the layout of the company's profile, website? Yes, it is 
important to me (71.4%). No, I do not pay attention (17.9%). Neutral 
(10.7%). The vast majority of the respondents answered that layout was 
important for comfortable and convenient shopping. 

To the next question - What motivates you to make a purchase? - various 
answers were given: discounts 28%; promotions 26.7%; added value 10.7%; 
high quality photos 14.7%; good description 8%; professional salespeople 
10.7%; social campaigns 1.3%. From the answers provided, the author 
concludes that the biggest incentive to make purchases was promotions and 
discounts, both marketing tools are the most effective. 

When you are shopping in online stores, do you pay attention to the 
company's staff - employees who sell, advertise goods? Yes, for me it is a 
significant (32.1%); No, for me it is not significant (25%); Neutral (42.9%). 
The author of the paper concludes that customers are neutral and do not pay 
attention to the company's staff - employees who sell, advertise goods. 

To the question - Has the choice of your purchases been influenced by 
the content creators or opinion leaders (influencers) - advertisements, 
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reviews? Various answers were given - Yes, I trust to the opinion leaders 
(52.1%); No, I am not affected (30%); Neutral (17.9%). The author concludes 
that the content created by opinion leaders (influencers) - advertisements, 
feedback - has influenced the purchase made by customers. 

Organism 
 

The second group of questions in the survey concerns the Organism 
response to a Stimulus. 

To the question - Can you fully evaluate the product when you are 
shopping in online stores? Is there enough information on the Internet site? 
The following answers were given: Yes, I can always evaluate it (21.4%). No, 
I cannot evaluate it (64.3%). Neutral (14.3%). The author of the paper 
concludes that customers cannot evaluate the completeness of the product, 
often there is not enough information and pictures about the product in 
online stores. 

The next question was about experience - What is your experience when 
shopping in online stores that are available on social media? Positive 
(64.3%). Negative (0%). I have bought products rarely (35.7%). Overall, the 
attitude and experience were very positive towards online shopping, which 
is available on social networking platforms. 

The respondents answered the following questions about emotions: 
Have you made purchases based on emotions, mood? Yes, always (21.4%). 
No, never (21.4%). I have not thought about it (50%). Sometimes (7.1%). The 
author of the paper concludes that most of the customers did not think or 
made purchases based on their emotions and mood. 

What are your emotions when receiving a purchase? Always positive 
(67.9%). Miscellaneous (32.1%). More often negative (0%). A large majority 
of the respondents answered that emotions were positive when they were 
receiving a product purchased in online stores. 
  

Response 
 
 The third group of questions studied the Response impact to the 
Organism. 
 To the question - When receiving the purchase, does the product 
correspond to what you had imagined or was completely different? The 
following answers were given: Yes, it always corresponds (25%). Sometimes 
(64.3%). No, not always (10.7%). The author concludes that the expectations 
of the respondents and the reality were different, the purchased product 
corresponded only sometimes, there were situations where the product was 
received completely different. 
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 To the question - Did the new purchases improve your behaviour and 
self-confidence? The following answers were given - Yes, definitely (60.7%); 
39.3% have not thought about it. The majority of the respondents answered 
that new purchases improved their self-confidence and behaviour, and the 
author concludes that purchases in social media online stores have a positive 
tendency to respond. 
 The study used the Stimulus-Organism-Response Model and, 
summarizing the research data, has concluded that advertising, opinion 
leaders and user-generated content act as the stimulus (S) to evoke the 
organism emotions (O), which later leads to impulse purchases (R) for 
consumers. The hypothesis of the present research was confirmed by the 
research results. 
 

Conclusions and Proposals 
 
 The author of the paper has concluded - the most influential social 
networking platform in Latvia is Facebook, and with the help of this platform 
consumers most often make choices and purchases. The most customers do 
not notice and are neutral towards the appearance of a company profile 
posted on social media – the logo, colour scheme, style, but this does not 
mean that customers are not affected. The layout of the store is important for 
customers to make comfortable and convenient shopping. The major 
incentive to make purchases is promotions and discounts, both marketing 
tools make the most effective impact to the organism and elicits a response. 
The customers are neutral and do not pay attention to the company's staff - 
employees who sell, advertise goods. The content created by opinion leaders 
(influencers) - advertisements, reviews have influenced customers to make 
purchases.  When customers are making purchases in social media online 
stores, they cannot fully evaluate the product, often the online store websites 
do not have enough information, a description and an image about the 
particular product. 
 In general, the attitude and experience are very positive towards online 
shopping, which is available on social networking platforms. Most of the 
customers have not thought about whether they have made purchases based 
on their emotion and mood. For a large majority of the respondents, 
emotions were positive when receiving a product purchased in online stores. 
The respondents' expectations about the product and reality were different, 
the product purchased corresponded only sometimes, there were often 
situations where the product was received completely different. New 
purchases improve customers’ self-confidence and behaviour, from which 
the author concludes that purchases in social media online stores have a 
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positive response trend. Social platforms have become a vital driver of 
business. 
 Entrepreneurs should register social network user accounts and 
actively use them, because it is an effective platform for attracting customers. 
Entrepreneurs should use influencer services, because it directly reaches and 
influences the consumers - the potential customers. 
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