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THE INFLUENCE OF SOCIAL MEDIA  
ON BUILDING CUSTOMER LOYALTY

The science article follows the purpose to investigate how social media networking sites can impact 
on building customer loyalty for a proper company. There were indicated several foreign research works 
to analyze main approaches of providing products and services through the Internet. The study was con-
ducted using qualitative and quantitative research methods, in general characterized as mixed method 
design. The quantitative method included a survey for the followers of the young home brand Tungguiq. 
The social poll suggested questions regarding to the dynamic of purchase habbits through following the 
social media page of company. Also respondents met questions about the role of social media platform 
in forming customer loyalty, trust and respect to the product. The article contains an indepth interview 
with the founder of young home brand Tungguiq. The results have showed that effectively organized 
social media campaign can reflect more consumers and build a loyalty audience. It was noticed people 
with large number of followers can attract own group, who found him trustworthy and make best recom-
mendations.
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Әлеуметтік медианың тұтынушының сенімін қалыптастырудағы әсері

Әлеу мет тік ме диaның тұ ты ну шы ның се ні мін қaлыптaсты руғa әсе рі. Бел гі лі бір тaуaр не қыз-
мет тү рін ұсынaтын кә сіп кер лік суб ъек ті сі үшін мaқсaтты aуди то рияның оң пі кі рі мен се ні мі aсa 
мaңыз ды. Өйт ке ні тұ ты ну шылaрдың тaлғaмынa сaй ке ле тін өнім ұсы ну бір рет тік сaты лымдaрғa 
қaрaғaндa, ұзaқ мер зім ді aдaл қолдaну шылaрдың ле гін қaлыптaстырaды. Мaрке ти нг те тұ ты ну шы 
нaзaрын aудaру мен оның сол тaуaрды үне мі тaңдa уын  қaлыптaсты ру дың әдіс те рі көп. Ақпaрaт 
зaмaнындa үле сі aртқaн әлеу мет тік же лі лер дің онлaйн сaудaның не гіз гі aлaңынa aйнaлып, 
қолдaну шылaрмен ке рі бaйлaныс орнaту дың ұтым ды жо лынa aйнaлғaны бел гі лі. Мaқaлaдa әлеу-
мет тік ме диaның тұ ты ну шылaр се ні мі не ие бо луғa қaлaй әсер ете ті ні зерт те ліп, осы тaқы рып тө-
ңі ре гін де гі әде биет тер мен де рек тер бе рі ле ді. Тaқы рып тың не гіз гі мaқсaты – сaудa бел гі сі үшін 
тұрaқты тұ ты ну шылaр то бын қaлыптaсты руғa әлеу мет тік ме диaның әсе рін зерт теу. Осы бaғыттa 
отaндық жaстaрғa aрнaлғaн тaуaрдың шығaры лы мы мен aйнaлысaтын кә сіп кер мен сұхбaт жүр гі-
зі ліп, әлеу мет тік же лі де гі қолдaну шылaр aрaсындa шaғын сaуaлнaмa ұйымдaсты рыл ды. Осығaн 
де йін  бұл тaқы рыпқa қaтыс ты жүр гі зіл ген зерт теу нә ти же ле рі тaлдaнды. Қол жет кі зіл ген де рек-
тер әлеу мет тік ме диa aрқы лы тaуaрдың тaны лы мын aрт ты рып, оны тұрaқты пaйдaлaнaтын, се не-
тін aуди то рия құ руғa болaты нын дә лел де ді. 

Тү йін  сөз дер: әлеу мет тік же лі, кә сіп кер лік, тұ ты ну шы се ні мі, онлaйн мaрке тинг, ин тер нет.
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Роль со циaль ных ме диa в фор ми ровa нии до ве рия пот ре би те ля

Дaннaя стaтья пос вя щенa те ме фор ми ровa ния до ве рия пот ре би те лей че рез со циaльные се ти, 
aктуaль ной в свя зи с возрaстaющим влия нием но вых ме диa нa от но ше ния компa нии с нaсе ле нием. 

Цель нaуч ной стaтьи – выяс нить влия ние со циaль ных ме диa нa создa ние до ве ри тель ных от-
но ше ний меж ду тор го вой мaркой и по купaте ля ми. В дaнной стaтье объяс няет ся вaжнос ть фор-
ми ровa ния лояль ной aуди то рии и зaслу жен но го до ве рия пот ре би те ля, учи тывaют ся преж ние 
исс ле довaтельские мaте риaлы. 

В исс ле довaтельс кой рaбо те бы ли ис поль зовaны ко ли че ст вен ные и кaчест вен ные ме то ды. В 
це лях сборa ин формaции о вaжнос ти со циaль ных ме диa для прод ви же ния товaрa или ус луг бы-
ло про ве де но глу бин ное ин ди ви дуaльное ин тер вью с ос новaте лем оте че ст вен но го мо ло деж но го 
брендa «Tungguiq». Тaкже был про ве ден оп рос с клиентaми биз нес-суб ъектa, под писaнны ми нa 
стрa ни цу брендa в Instagram. Дaнный вид со циaль ной се ти был выбрaн по при чи не ее ли де рс твa 
сре ди остaль ных по ко ли че ст ву реклaмы нa тер ри то риях Кaзaхстaнa. Про ве ден ные исс ле довa ния 
докaзaли, что ре ко мендaция ис тин но го поль зовaте ля товaрa, остaвше го ся до воль ным кaчест вом, 
прив лекaет боль ше пот ре би те лей нa дол гос роч ную перс пек ти ву. Выяс ни лось, что со циaльные 
ме диa яв ляют ся хо ро шим ре сур сом для биз нес-суб ъек тов и мо гут внес ти ог ром ный вклaд в удер-
живa ние по токa пос тоян ных клиен тов. 

Клю че вые словa: со циaльные се ти, биз нес, до ве рие пот ре би те ля, онлaйн-мaрке тинг, ин тер нет.

Introduction

Nowadays being closer to customers is a new 
priority of business representatives. The dramatic 
increase of the Internet over the past thirty years 
has influenced worldwide explosion of electronic 
commerce as well as interactive digital media. 
There is an extention of online purchasing year to 
year which is seen from the growth of retailers at a 
rapid speed. Euromonitor’s research results showed 
that European online retail market is expected to 
rise by ten percent in the upcoming years. Goldman 
Sachs also holded a research with indication 11-16 
percent of the total global retail sales will be through 
the online channel by 2020, compared to 4 percent 
today. The popularity of e-commerce on the market 
caused a big competition between companies. As a 
result of that, companies are focusing on engaging 
with their customers and getting closer to them. 

Now that we live in the digital age, it is only 
important to take benefit of new platforms to expand 
operations and boost business growth. And while it’s 
true that websites and social media are all effective 
as a platform for promoting products and services 
online, it is also important to use these channels to 
strengthen one of the most important aspects of the 
business: customer loyalty. Nowadays, customer 
relationship with brands they used to follow is 
slowly fading to white. In fact, the 2016 report 
from ICLP revealed that a whopping majority of 
Australian consumers – 97% would cheat on their 

favorite retailers, which means that consumers are 
less committed to brands they have ever been, with 
only three percent feeling devoted toward their 
preferred retailers.

At the same time as social media provides 
companies with great possibilities in terms of for 
example customer loyalty, it also puts them under 
a lot of pressure to engage where customers are 
paying attention. Facebook has 1 billion active users 
around the world every month. Twitter reported that 
200 million active users send 400 million messages 
every day. Considering the speed how social media 
has been adapted by businesses and customers, it is 
easy to make conclusion that this platform connects 
sellers and buyers. Companies started to realize that 
having loyal customers can be used as a competitive 
benefit in today’s enormous landscape of online 
retailers. According to Reicheld and Schefter, there 
are both economic and competitive factors that 
indicate that the value of loyalty is even greater on 
the web than in the physical world. The problem, 
is that developing and maintaining customer loyalty 
on e-markets is a complex and challenging process. 
Some of the main reasons are that it is difficult to 
develop trust since the companies do not have any 
direct contact with their customers and it is also 
easy for customers to turn to another company since 
competition is just one click away. However, social 
media networking sites are useful for interacting 
with target audience without any other resources, 
sharing best content and ideas, promote products 
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online, do analyze and see statistic data directly 
from your office. 

Methods: 
The research for this study have been done 

through the combination of quantitative and 
qualitative research methods, which is called a 
mixed method design. The opportunity to use 
both of the methods allows to receive clear results 
and make right conclusions. The motive is to use 
the strengths of one method in order to fill in the 
weaknesses of another method. Data for the research 
was collected from multiple sources. The first used 
method is indepth interview with young home brand 
Tungguiq. The interview was with the founder of the 
project Ayan Qalmurat and lasted for an hour. This 
talk was hold in order to gather information related 
with current devolepment of the brand and desired 
future, in terms of customer loyalty, social media 
usage. 

The second method is survey with the brand 
customers. A customer survey was hold with the in
tent to get an understanding of Tungguiqcustomers’
opinion regarding brands and social media. It aso so
ught to capture their experiences of how well, or ba
d, brands use social media to connect withcustomer
s as well as their opinion concerning Tungguiq’s so
cial media usage. 

Data was collected through the administration 
of a structured questionnaire with a sample of 200 
social media users, followed brand in Instagram. We 
had a filter questions to make sure that respondents 
use social media often. The questionnaire consisted 
of 10 questions. Respondents were between 16-29. 
62% of them are female and the rest 38% is male. 

Literature:
The value of customer loyalty for online busine

sses has beenwidely reviewed in traditional marketing 
literature for many years. Customer loyalty is a 
tendency to favor one brand over all others, what 
can bee seen from the satisfaction of consumers 
with the product or service, its convenience or 
performance, or simply familiarity and comfort with 
the brand. Customer loyalty encourages consumers 
to shop more persistently, spend a lot of money, and 
feel satisfied with a shopping experience, helping 
attract consumers to acquainted brands in front of 
the competitive relationships. Customer loyalty is 
positively related to customer satisfaction as happy 
customers normally favor the brands that meet their 
needs. Loyal customers are purchasing a firm’s 
products or services exclusively, and they are not 
willing to switch their preferences over a competitive 
firm. Brand loyalty stems out of a firm’s consistent 
effort to deliver the same product, every time, at 

the same rate of success. Organizations give special 
attention to customer service, seeking to retain 
their existing current base by increasing customer 
loyalty. Schaffer says “Representing a brand, your 
challenge is to engage with others in a medium that 
was originally created for people to keep in touch 
with one another” (Schaffer, 2011). Coles considers 
“By talking and listening to your customers and 
prospects, you will get a feel for what it is they really 
want from your product and service” (Coles, 2017). 
According to Griffin, “Technology breakthroughs, 
particularly in the area of knowledge management, 
offer new and innovative ways to nurture customer 
relationships” (Griffin, 2002). Rohrs indicates, 
“unfortunatelly, not all business appreciate this 
dynamic. They operate under the false assumption 
that paid media still rules the roost and provides 
all of the audiences needed to fuel their business” 
(Rohrs, 2014) Weinberg says “Given a compelling 
marketing strategy and creative demonstration, 
social media marketing can lead people to purchase 
desired product ad service”(Weinberg, 2009). 

According to Greenberg social costumers 
“expect to be available to them on demand and at the 
same time have the tools and the desire to share and 
socialize that information with their trusted peers 
– whether they actually know them or not. Social 
consumers require transparency and authenticity 
from their peers and the companies they choose to 
deal with” (Greenberg(a), 2010). Khan and Khan 
states that the social media platform consists of 
“your customers, your friends, your family, your 
workers, your constituents, your shareholders, and 
like it or not, you” (Khan, 2012). In Greenberg’s 
opinion, social consumers feel nessecitated to 
divide information with companions, “they might 
never have met, but who are ‘someone like them” 
(Greenberg(b), 2010). The following material 
offers a conclusion that well understanding of 
social media and consumer relationships with it, 
allows companies to successfully realize a customer 
service. According to Handley “people expect 
brand to respond to both complaints and positive 
feedback posted online (Handley, 2012). Bayer says 
“There are only two ways for companies to break 
through in an environment that is unprecendented 
in its competetiveness and cacophony. They can be 
“amazing” or they can be useful ” (Bayer, 2013). 
Robert Wollan, managing director of Accenture’s 
CRM practice thinks “companies that aren’t at least 
monitoring social media, let alone participating, 
have a real blind spot as to what is really driving 
consumer purchase decision (Henschen, 2012). 
Gene Alvares, research VP at Gartner says “ 
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customers want new and easy ways to interact with 
companies, in a new business dynamic, including 
through social media (Huber, 2011). According to 
Sousa “traditional market segmentation does not 
provide enough intelligence on the links between 
people and what they are likely to buy. The process 
of selling to customers by isolating them from their 
social groups ignores that people want the buying 
process to be a social process” (Sousa, 2012). Scott 
writes in his book “Purchasing decisions have 
always been influenced by friends’ opinions, but 
the social web offers much greater opportunity for 
retailers to tap into this. Product and service reviews 
in the social media space are of growing importance 
because audiences have the ability to engage and 
use these reviews as a key aspect to their purchasing 
decisions” (Scott, 2007). 

Results and Discussion:
There are several results from the given research. 

The interview with the founder of young brand 
Tungguiq showed us that “word of mouth” works 
effectively in our society. It may be due to mistrust 
of people to advertisement. The founder said us from 
his own experience that the first satisfied customers 
attracted others. However “word of mouth” 
functions through social media. People do posts 
with the photograph of product, saying “Thank you” 
for company. They also indicates the quality, saved 
time, best management or customer service. They 
leave hashtags and tags the official account of the 
company, with its help every Internet user can follow 
the product page. This technology brought to brand 
additional three thousand followers and more than 
two thousand new orders. The second observation 
is that previously mentioned brand doesn’t spend 
money on advertising. The social media accounts 
(Facebook, VK and Instagram) are the main sources 
of communication with potential consumers. 
However their experience is proved that social 
media help to promote business without investment 
of money. Michael Cohn in his article “The impact of 
social media on advertising” explains that business 
owners have figured out the positive effect of social 
media on their business, because of success takes 
a more little money than in other tools. One of the 
best way to show that you value your audience is 
to interact with them in social media based on their 
latest interests. This is called “social listening”. The 
brand’s founder, with whom we had an interview, 
showed how they manage the commerce page. 
Except the sale information and advertisement they 
also publish useful articles, lifehack tips, important 
messages and visual materials. The admins of the 
account usually organize games, competitions and 

other activities to better learn audience. And this is 
where social listening comes in. It’s much easier 
for customers to feel loyal when they feel they 
are cared about in return. Simply acknowledging 
their presence and inviting them to be part of a 
two-sided conversation builds engagement. Posing 
questions to your followers allows them to share 
their lives with you and feel involved and helpful by 
providing feedback to your company. By interacting 
with your followers, you elevate their status from 
silent receivers of your information to important 
partners in a relationship, building connection 
and loyalty. Social listening allows you to find out 
where your customers spend their time on social 
media, which of your products and services they 
talk about, their compliments and complaints that 
you should encourage and address, and which of 
your content they relate the most and share on their 
own network. Customer service has a tremendous 
impact on brand loyalty. If your customers feel you 
actually care about them and value their feedback, 
they will stick around. A big component of this is 
responding quickly to your customers. A study 
from NM Incite shows that 71% of customers will 
likely recommend your brand to others if you have 
implemented an effective social care program. 
And a study from Edison Research found 42% of 
people expect a response in under an hour, with 
20% expecting a response in under 15 minutes. 
Nowadays people expect immediate answers and 
social media is by far the best avenue for providing 
those immediate answers, and gives you the perfect 
opportunity to turn customers into raving fans by 
blowing their socks off with your awesome customer 
service skills. Raving fans not only turn into brand 
loyalists, but they will bring new customers to your 
business by singing your praise when talking to friends 
and family. The conducted survey gived a conclusion 
that people spend most of their time in social media 
platforms. 85 % of respondents devotes 6-8 hours a 
day to social media networking sites. Another 15 % 
consumes less time, about 3-4 hours. Most of them 
are influenced by the quality of the product page. 
76 % of them said, that well designed account with 
visual effects (qualitative photographs and videos, 
animations) and good written text, where is no plays for 
annoying intrusive advertisement are attractive. 24 % 
thinks to see the product first and only after consuming 
make decisions. 82 % of users believes to trustworthy 
people’s recommendation about proper product of 
service in the social media. 71 % of respondents 
answered that they are ready to follow brand page 
if they feel well-oriented care and feedback through 
posts, comments and direct messages.
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Conclusion

The results of conducted researsh shows that 
effectively organized social media campaigns are the 
most important part of forming brand loyalty caused 
by content relevancy, popularity of the content 
among friends, and appearing on different social 
media platforms and providing applications. First 
of all, companies that want to run effective social 
media campaigns should take into consideration 
advantages they suggest to the consumers in their 
campaigns, in order to push consumers to become 
loyal to their brands. 

The second most essential factor is relevancy. 
To attempt this category, companies have to keep 
themselves updated about interests, activities and 
current situation in life of customers. Companies 
may conduct qualitative research or observations 
to understand the lifestyle of their customers with 
intentions to transfer gathered information on 
social media platforms. Finally, the popularity of 

the content among friends also increases brand 
loyalty of the consumers. Impact of word-of-mouth 
in marketing is also plays key role, especially 
in online platforms. Therefore, companies can 
provide incentives to the social media users to 
spread the word about their presence, campaigns, 
and content on social media among the peers. In 
Kazakhstan, most companies involve opinion 
leaders in their targeting projects and pay them 
on purpose to talk about their campaigns and 
pull people to engage with their brands on social 
media. Researchers can hold further research to dig 
more into the effects of different types of social 
media marketing campaigns on brand awareness, 
image, and loyalty as well as the impact of word-
of-mouth on social media marketing effectiveness. 
In addition, social media is a very dynamic and 
progressive platform. Therefore, the effectiveness 
of every new development on social media must 
be researched and measured to find out and apply 
ultimate marketing strategies.
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