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ABSTRACT: 
The submitted study points to social media and their outstanding position in marketing communication 
aiming at their impact on consumers’ behaviour. Attention was paid to how individual generations are affected 
by social media contributions and whether these influencers affect their shopping behaviour. Indeed, social 
networking sites are a miracle in marketing communication nowadays. Their potential to influence consumers’ 
behaviour is enormous. Today, almost every business has a profile created on social media such as Instagram, 
Facebook and YouTube. Businesses can use elements of influencer marketing within social networking, which 
is considered a modern phenomenon. Although influencer marketing is a relatively new element, it has quickly 
come to the forefront. It is widely used because it is effective, and the company can build a relationship with 
potential customers on social media. The present text evaluates the use of social networking sites in marketing 
communication by companies and their impact on consumers’ behaviour based on a questionnaire survey 
involving 726 respondents from Generations X, Y and Z. To evaluate the established hypotheses, statistical 
methods and techniques such as the Chi-square test, Kruskal-Wallis test, Share test with known constant 
and two-share match test were used. The research results confirmed the significant differences in consumers’ 
perceptions of corporate social media.
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1 Introduction
 The most characteristic sign of today’s business environment is the never-ending competition between 
existing companies. Many products have become very similar, and there needs to be more incentive for 
consumers to choose one over the others. This is why companies try to give their products higher value and 
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differentiate themselves from their competitors.1 In today’s digital, wireless world, consumers are better 
informed and have more communication options. The Internet has transformed consumers, companies and 
corporations with widespread access to information, more complex social media and improved communication 
skills. Instead of relying on the information provided by merchants, they can use the Internet and other 
technologies to find the information themselves. As mass markets have fragmented, marketers are moving 
away from mass marketing.2 The range of communication tools available is increasing as new technologies 
bring new opportunities. Rapid advances in communication technologies are causing remarkable changes in 
how companies and customers communicate. Today, marketers tend to perceive communication as customer 
relationship management over time.3 Internet and social media provide a great platform with readily available 
pictures, videos and documents and help them create brand awareness.4

 The COVID-19 pandemic has affected every sector of the economy.5 Individual marketing 
communication tools such as advertising, personal sales, sales promotion, Public Relations and direct 
marketing are gradually losing their effectiveness. This is mainly related to evolving social, global, economic 
and technological changes. Reaching consumers is becoming more and more challenging, as the consumer 
becomes immune to traditional forms of address.6

 Social media marketing refers to using social media and social networking sites to market a company’s 
products and services. Social media marketing allows companies to connect with existing customers and 
reach new ones while enabling them to promote their desired culture, mission or tone. Social media marketing 
possesses purpose-built data analysis tools that allow marketers to track the success of their efforts.7 Social 
networking sites are used as a tool for corporate marketing communication. However, the most important fact 
is that the use of social media for generating and sharing thoughts or opinions among users has increased,8 

with advancements in network technology and mobile devices. Social media are communication means 
that facilitate interactions or develop interdependent relationships between individuals and groups.9 The 
said social networks have changed the way information is delivered to customers, shifting from traditional 
one-to-many to one-to-one communication. Opinion-mining and sentiment analysis offer the possibility to 
understand user-generated comments and explain how a specific product or brand is perceived.10

 A short overview of the popularity of social media worldwide proves that the world’s top five most popular 
social media platforms are Facebook, YouTube, WhatsApp, Instagram and (Facebook) Messenger. TikTok 
comes right after that, but once popular Snapchat is now number 11, Twitter is number 15 and LinkedIn is not 
even included. This may seem surprising, but while 80% of customers engage with brands on social media, not 
all social media platforms are designed for this use. Some are purely for instant messaging and some platforms 
are wildly popular in other areas, like China.11

1  NAGYOVÁ, %., KO#I$IAROVÁ, I., SEDLIAKOVÁ, M.: Corporate Communication as One of the Basic Attributes of Corporate 
Identity – Case Study of Chocolate Milka. In Communication Today, 2017, Vol. 8, No. 1, p. 89. 
2  See: KOTLER, P. T. et al.: Principles of Marketing. Harlow : Pearson Education, 2012.
3  GRAHAM, R. C., FRANKENBERGER, K. D.: The Earnings Effects of Marketing Communication Expenditures during 
Recessions. In Journal of Advertising, 2011, Vol. 40, No. 2, p. 12.
4  HOLOTOVÁ, M., KÁDEKOVÁ, Z., KO#I$IAROVÁ, I.: Retro Marketing – A Power of Nostalgia Which Works among the 
Audience. In Communication Today, 2020, Vol. 11, No. 2, p. 162.
5  MORAV$ÍKOVÁ, D., TKÁ$, F., MU#INSKÁ, K.: Selected Aspects and Determinants of the Slovak Agro-Food Companies’ 
Innovativeness. In Frontiers in Sustainable Food Systems, 2021, Vol. 5, No. 1, p. 601.
6  VYSEKALOVÁ, J., MIKE#, J.: Reklama. Jak d!lat reklamu. 4th Edition. Prague : Grada Publishing, 2018, p. 134. 
7  HAYES, A.: Social Media Marketing (SMM): What It Is, How It Works, Pros and Cons. Released on 22nd October 2022. 
[online]. [2022-11-25]. Available at: <https://www.investopedia.com/terms/s/social-media-marketing-smm.asp#citation-5>.
8  See: KIM, K. et al.: User Interest-Based Recommender System for Image-Sharing Social Media. In World Wibe Web, 2021,  
Vol. 24, No. 3, p. 1003; OSATUYI, B.: Information Sharing on Social Media Sites. In Computers in Human Behavior, 2013, Vol. 29, No. 6, p. 
2629; HALL, J. A.: When Is Social Media Use Social Interaction? Defining Mediated Social Interaction. In New Media & Society, 2018, Vol. 20, 
No. 1, p. 173; ARRIGO, E., LIBERATI, C., MARIANI, P.: Social Media Data and Users’ Preferences: A Statistical Analysis to Support Marketing 
Communication. In Big Data Research, 2021, Vol. 24, Art. No. 100189.
9  See also: ALI, K. et al.: Social Information Services: A Service Oriented Analysis of Social Media. In JIN, H., WANG, Q., ZHANG, 
L. J. (eds.): Web Services – ICWS 2018. ICWS 2018. Lecture Notes in Computer Science. New York : Springer, 2018, p. 273; HOU, Q., HAN, M., 
CAI, Z.: Survey on Data Analysis in Social Media: A Practical Application Aspect. In Big Data Mining and Analytics, 2020, Vol. 3, No. 4, p. 259. 
10  CVIJIKJ, I. P., MICHAHELLES, F.: Understanding Social Media Marketing: A Case Study on Topics, Categories and Sentiment 
on a Facebook Brand Page. In Proceedings of the 15th International Academic MindTrek Conference: Envisioning Future Media Environments 
(MindTrek ‘11). New York : Association for Computing Machinery, 2011, p. 175.
11  DIXON, S.: Global Social Networks Ranked by Number of Users 2022. Released on 26th July 2022. [online]. [2022-07-26]. 

 As mentioned above, the most popular social medium in the world and market leader is Facebook, the first 
social networking site to surpass one billion registered accounts which currently sits at more than 2.89 billion 
monthly active users. Its parent company Meta owns four of the biggest social media platforms, all with over one 
billion monthly active users each: Facebook (core platform), WhatsApp, Facebook Messenger and Instagram. 
In the third quarter of 2021, Facebook reported over 3.58 billion monthly core Family Product users. Most 
top-ranked social media with more than 100 million users originate in the United States. However, services 
like Chinese social media WeChat, QQ and the video-sharing app Douyin have also garnered mainstream 
appeal in their regions due to local context and content. Douyin’s popularity has led to the platform releasing 
an international version of its network: a little app called TikTok. In 2022, social networking sites are estimated 
to reach 3.96 billion users, and these figures are still expected to grow as mobile device usage and mobile 
social networking sites increasingly gain traction in previously underserved markets.12

 Regarding social media, it is essential to mention the term “influencer marketing” – a hybrid of old and 
new marketing tools. It takes the idea of   celebrity support and places it in a modern content-driven marketing 
campaign. The main difference in influencer marketing is that the campaign results in collaborations between 
brands and influencers.13

 Influencers represent a new category of opinion leaders with increasing opportunities on social media.14 
This should come as no surprise, as many social media influencers use Instagram as their HQ. Marketers spend 
about 69% of their influencer budgets on Instagram, which is more than any other social medium (the second 
on that list is YouTube at 11%).15 Brands can take advantage of these close links by influencers promoting 
products to consumers who already accept the image or views of those influencers.16 However, this effectiveness 
has encountered some challenges as consumers become more familiar with influencers’ inauthentic marketing 
campaigns and become more sceptical.17 
 In the last decade, social media have been used increasingly and are becoming increasingly important. 
People often search for social media influencers to help them make the right purchasing decision.18 Influencers 
can create conversations with the desired audience segment. Nowadays, influencers’ opinions have a strong 
impact on consumer behaviour, especially among the young generation. Influencer marketing is one of the 
fastest-growing channels in marketing and the fastest-growing tool for acquiring customers.19 Influencer 
marketing provides the power that virtual influencers can give to a brand. Among the most significant 
advantages of using influencer marketing in marketing communication is currently considered to be the 
building of credibility and authority with customers; influencer marketing represents lower costs for 
businesses, allows connecting with the target audience on preferred platforms, significantly improves the 
return on investment and provides customers with access to quality content.20 Influencers can be divided into 
three categories characterised by the types of influencers present on social medias:

Available at: <https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/�.
12   DIXON, S.: Global Social Networks Ranked by Number of Users 2022. Released on 26th July 2022. [online]. [2022-07-26]. 
Available at: <https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/�.
13  GEYSER, W.: The Complete List of Instagram Features for Marketers. Released on 6th June 2022. [online]. [2022-06-21]. 
Available at: <https://influencermarketinghub.com/instagram-features/>.
14  EVANS, N. J. et al.: Disclosing Instagram Influencer Advertising: The Effects of Disclosure Language on Advertising 
Recognition, Attitudes, and Behavioral Intent. In Journal of Interactive Advertising, 2017, Vol. 57, No. 17, p. 145. 
15  MCCORMICK, K.: The 6 Biggest, Baddest, Most Popular Social Media Platforms (+How to Wield Their Power). WordStream. 
Released on 4th August 2022. [online]. [2022-08-04]. Available at: <https://www.wordstream.com/blog/ws/2022/01/11/most-popular-
social-media-platforms platforms�.
16  DE GREEF, A.: Rakuten Marketing 2019 Influencer Marketing Global Survey. Released on 14th March 2019. [online]. [2022-07-
15]. Available at: <https://blog.rakutenadvertising.com/insights/rakuten-marketing-2019-influencer-marketing-global-survey-report/�.
17  BOBILA, M.: Wake Up, Sheeple: Brands Are Losing Money Off of Fake Influencer Followers. Released on 24th July 2019. 
[online]. [2022-07-21]. Available at: <https://fashionista.com/2019/07/fake-influencer-fraud-report-2019>.
18  KÁDEKOVÁ, Z., HOLIEN$INOVÁ, M.: Influencer Marketing as a Modern Phenomenon Creating a New Frontier of Virtual 
Opportunities. In Communication Today, 2018, Vol. 9, No. 2, p. 103.
19  LINCÉNYI, M., BULANDA, I., SV&TLÍK, J.: Comparative Analysis of Development Trends in the Internet Media Market in the 
Czech Republic and the Slovak Republic. In GAWRO'SKI, S., SZEWCZYK, M., BIS, (. (eds.): New Technologies in Social and Marketing 
Communication. Rzeszów : WSIiZ,2022, p.  11.
20  PENG, S. et al.: Influence Analysis in Social Networks: A Survey. In Journal of Network and Computer Applications, 2018, Vol. 
106, p. 26.

https://nobelbiz.com/report-social-media-customer-support/#:~:text=More%20and%20more%20customers%20now,support%20requests%20over%20social%20channels.
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1.	 Micro-inf luencers – they are characterised by having more than 1,000 followers. The advantages 
of micro-inf luencers are that, in particular, they have a close relationship with the audience and 
have a higher degree of involvement and conversion. They are often a cheaper option than other 
inf luencers.

2.	 Macro-influencers – they have more than 100,000 followers on their accounts. The audience is broad 
and diverse, with a wider reach. Macro-influencers have a good position in the community and more 
brand experience.

3.	 Celebrities – they have more than 1,000,000 followers on their accounts. They reach a huge audience. 
They are highly professional and help to raise awareness of the brand.21

 Influencer marketing is becoming increasingly popular and many companies see the interest of 
customers together with the growth of sales, which they achieve mainly with the help of influencers.22 Thus, 
influencer marketing builds credibility and shows authority, lowers costs, allows us to connect with our 
audience on preferred platforms, significantly improving return of investment and providing access to quality 
content.23 Therefore, social media and influencer marketing create a base for almost never-ending possibilities 
to communicate with customers and influence their shopping behaviour.

2 Research Methodology
 The submitted study points to social media and their outstanding position in companies’ marketing 
communication, aiming at their impact on consumers’ behaviour. Attention was paid to the individual 
Generations X, Y and Z affected by social media contributions and whether the influencers influence their 
purchases via social media. The study represents the results of questionnaire research conducted in 2022, 
where 726 respondents took part by answering 21 questions. The research involves customers of companies 
watching and following their social media accounts. Thus, respondents are users of social networking sites 
who come into contact with new trends in marketing communication, such as influencer marketing and video 
marketing. We further processed and analysed the data obtained from the questionnaire survey into tables and 
figures, followed by the interpretation of the results. Subsequently, we evaluated the established hypotheses 
using statistical methods such as the Chi-square test of good agreement, the Kruskal-Wallis test, the test of 
the agreement of the share with a known constant, and the Two-share test. As we were interested in a deeper 
analysis of the results, the following hypotheses were tested: 

H1: We assume that social media are used by a higher proportion of users of Generation Z. 
H2: We assume that social media users prefer video posts over image/photo posts.
H3: We assume that the company’s advertising contributions on social media affect Generation Z more than 
Generation Y.
H4: We assume that there is a dependence between Generations X, Y and Z in their consumer behaviour, 
which is influenced by the contributions of influencers.
H5: We assume that more than 25% of social media users communicate with the company via the info line.

21  PORTEOUS, J.: Micro Influencers vs Macro Influencers: What’s Best for Your Business? Released on 20th June 2018. [online]. 
[2022-07-22]. Available at: <https://emplifi.io/resources/blog/micro-influencers-vs-macro-influencers?utm_source=socialbakers.com>. 
22  KÁDEKOVÁ, Z., HOLIEN$INOVÁ, M.: Influencer Marketing as a Modern Phenomenon Creating a New Frontier of Virtual 
Opportunities. In Communication Today, 2018, Vol. 9, No. 2, p. 95.
23  BARKER, M. et al.: Social Media Marketing – A Strategic Approach. Boston : Cengage Learning, 2012, p. 258.

3 Research Results
 Our research was conducted to determine how individual Generations X, Y and Z are affected by social 
media contributions and whether their influencers affect the purchase via social media. At the beginning 
of the questionnaire, in the first question, we asked the respondents if they had created a profile on a social 
networking site. As many as 92% of respondents indicated that they do use social media. The remaining 8% 
said they do not use social networking sites (Figure 1).

Figure 1: Presence of respondents on social media
Source: Own processing

 In connection with this question, the first hypothesis was established: We assume that social media are 
used by a higher proportion of users of Generation Z. Through H1, we examined the statistical dependence 
between users of social media and Generations Z and X. To evaluate this dependence, we used a 2-match 
agreement test. We have established a null and alternative hypothesis:

H0: We assume that social media are used by a lower proportion of users of Generation Z.
H1: We assume that social media are used by a higher proportion of users of Generation Z.

Figure 2: Use of social media – Generations X and Z
Source: Own processing

 As seen in Figure 2, a total of 88% of respondents from Generation X (88 out of 100 respondents) 
use one or more social networking sites. In Generation Z’s case, 97.7% (340 out of 348 respondents) use 
social media. The P-value of the 2-share match test is 0.00002, and therefore we reject the null share-by-case 
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hypothesis. Although up to 88% of Generation X users use social media, this proportion is statistically smaller 
than in case of Generation Z social media users. We have confirmed our assumption – a higher proportion of 
Generation Z people use social media.
 The second hypothesis H2 was established as follows:  We assume that social media users prefer video 
posts over image/photo posts. This hypothesis examined the statistical dependence between social media 
users and their preferences. We used a right-hand test to evaluate this dependence. We have established a null 
and alternative hypothesis:

H0: We assume that social media users prefer fewer video posts than image/photo posts.
H1: We assume that social media users prefer more video posts than image/photo posts.

 In this case, we only focused on people who use social media. Based on the answers of the respondents, 
it is clear that the share of users who chose the video should be statistically significantly higher (H1 right-hand 
test). The P-value is 1. We cannot reject the null hypothesis. Therefore, we have not confirmed our assumption 
that videos encourage users to buy more. On the contrary, pictures/photographs stimulate a higher proportion 
of people to buy than videos.
 Our third hypothesis (H3) was aimed at advertising contributions on social media: We assume that the 
company’s advertising contributions on social media affect Generation Z more than Generation Y. We have 
established a null and alternative hypothesis:

H0: We assume that the company’s advertising contributions on social media affect Generation Z less than 
Generation X.
H1: We assume that the company’s advertising contributions on social media affect Generation Z more than 
Generation X.

Figure 3: Generations X and Z their use of social media
Source: Own processing

 Figure 3 represents the total number of respondents born in the years 1995 – 2010 (Generation Z) 
of which 71% are affected by advertising contributions on social media. Approximately 29% of respondents 
are not affected by advertising. Advertising on social media also stimulates shopping behaviour by more than 
half of the interviewed Generation Y members. A total of 57% of respondents answered the question in the 
affirmative. Advertising does not stimulate 43% of people in this group. The situation is different in the case 
of the oldest Generation X, born between 1966 – 1976. Only 44% of people in this group are influenced 
by advertising on social medias when purchasing products. 56% of people in a given group are not directly 
stimulated by advertising.

 We verify the hypothesis by using the Chi-square test of independence (Table 1). The P-value of the test 
is less than the selected significance level of 0.05 and therefore, we reject the null hypothesis. Advertising 
affects different generations. We used corrected residues in SPSS to determine differences. We consider 
values   that are outside the range + -1.96 to be significant. In the case of Generation X, advertising does not 
stimulate people enough to buy. Only 44% of people answered the question about the impact of advertising on 
the purchase within this group positively, but for all groups, it was up to 62% of respondents. This difference is 
statistically significant. The situation is different in the case of Generation Z. Here, 71% of people are affected 
by advertising. The corrected residue in the ‘yes’ answer is 4.7; thus, this percentage differs statistically 
significantly from the percentage intended in the null hypothesis. Generation Z is affected by advertising more 
than Generations X and Y.

Table 1: Chi-Square test

Source: Own processing

 Based on H4, we assume that there is a dependence between Generations X, Y and Z in their consumer 
behaviour, which is influenced by the contributions of influencers. In connection with the fourth hypothesis, 
we examined the dependence between Generations X, Y and Z and whether the contributions of influencers 
influence individual generations and their consumer behaviour. As this is an ordinal variable scale, we used 
the Kruskal-Wallis test. We have established a null and alternative hypothesis:

H0: We assume there will be no significant differences between the generations.
H1: We assume that there will be significant differences between the generations.

 The graphic visualisation shows a box plot (Figure 4). The highest average belongs to Generation Z, 
while the lowest belongs to Generation X. Generations X and Y are similar.

Figure 4: Box plot
Source: Own processing
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 Based on the calculation, we found that the value of the test is less than 0.05; therefore, we reject the null 
hypothesis that there are differences between the generations. Contributions to social media affects different 
generations. 

 Table 2 presents pairwise comparisons and will help us identify the pairs of generations that exist. The 
differences are between Generation Z and X as well as Z and Y. The influencer contributions have an impact on 
Generation Z more than in case of Generations X and Y.

Table 2: Pair comparison

Source: Own processing

H5: We assume that more than 25% of social media users communicate with the company via the info line. To 
evaluate the statistical dependence, we used a test of the agreement of the share with the known one. We have 
established a null and alternative hypothesis:

H0: We assume that less than 25% of respondents chose the info line.
H1: We assume that more than 25% of respondents chose the info line.

The P-value of the proportion concordance test with the known constant (0.25 and 25%, respectively) is 
0.0408, and therefore we reject the null hypothesis at the significance level of 0.05. The proportion of people 
who have chosen info line is higher than 25%.

Figure 5: The attitude of respondents to the company’s contributions
Source: Own processing

4 Discussion and Conclusion
 Internet use has increased significantly in recent years – especially in the last ten years. Many businesses 
have found new ways to promote their products. These new approaches are mainly used as communication 
tools and are called social media. As soon as companies became aware of the change and saw the potential of 
the Internet, they developed new approaches to presenting and communicating with customers in the online 
segment. The advent of social networking as a marketing tool has significantly changed how companies 
communicate with their customers. With a vast number of users worldwide, social networking can be a strategic 
marketing communication tool for service providers. Instagram, Facebook and YouTube are currently among 
companies’ most used social networking platforms.
 Over time, businesses have found that traditional marketing communication tools are less effective 
than they once were. As technology advances, they have become as much a part of our lives as possible. 
These technologies give companies the opportunity to communicate in other ways, such as traditional 
marketing communication tools, e.g., television advertising, newspaper advertising, etc. Business marketing 
communications have begun to adapt to new trends that are more efficient, less costly and bring businesses 
faster profits. Businesses often claim that their presence on social media is a key element of success. 
 Statista says photos and links are the leading types of branded posts on Facebook (videos and status 
updates pale in comparison). However, this is just the quantity of posts – not the engagement with posts. So, 
on the one hand, links and photos are a good bet since they are what users expect, but they are most frequent 
because they are the easiest to create. Facebook can work for any industry or business, but according to the 
data, we can see that for ads. The industries that see the highest conversion rates are beauty and fitness, jobs 
and education and employment and job training. But when it comes to purchasing intent, it is highest on 
Instagram, with 36% of users using it to follow brands (compared to just 19% for Facebook).24

 Influencer marketing, video marketing and overall activity on social media are considered to be among 
these trends in marketing communication. It is more difficult for companies that have been on the market for 
many years to gain new followers, so they will often use the impact of influencer marketing for promotion and 
visibility. Influencer marketing is one of the most used trends in marketing communication. For the company, 
this form of communication with the customer is both less costly and more efficient. As social media are mainly 
used by the younger generation, their consumer behaviour is greatly influenced. New trends in marketing 
communication have little impact on the older generation because new technologies are not close to them, and 
they may not even have a profile on social media.
 Our research evaluated the use of social networking sites in companies’ marketing communications, 
including influencer marketing. We also presented an overview of the behaviour of social media users in 
association with their overall relationship to advertising on social media and influencer marketing based on 
a questionnaire survey. Given the study’s results, social media are a widespread element used in marketing 
communication by companies. Social networking has an overall impact on consumer behaviour but affects 
different generations. Social media have the most significant impact on Generation Z and, conversely, the 
least on Generation X. The use of influencer marketing also has a significant impact on Generations Y and Z. 
Because users of Generation X are mostly indifferent to social media and do not use new technologies to the 
same extent as the younger generations, their consumer behaviour is less affected. 
 Knowledge and proper understanding of the needs, expectations, desires, demands, values or 
preferences of customers of all generations is an important goal of any company. Communication strategy, 
therefore, has a unique role to play. While Millennials are easier to target, persuade or even influence through 
social media, Gen-Xers are more conservative, preferring to look for additional information about products 
and companies themselves, which makes the marketer’s job even more difficult. Nowadays, social media play 
an increasingly important part in influencing consumers and their consumption behaviour. Being able to 

24  MCCORMICK, K.: The 6 Biggest, Baddest, Most Popular Social Media Platforms (+How to Wield Their Power). WordStream. 
Released on 4th August 2022. [online]. [2022-08-04]. Available at: <https://www.wordstream.com/blog/ws/2022/01/11/most-popular-
social-media-platforms platforms�.

https://www.statista.com/statistics/296628/facebook-brand-post-interaction/
https://sproutsocial.com/insights/instagram-stats/
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expand beyond geographical borders, social media create strong links between consumers in different states 
and social environments.25

 As companies come to understand the behaviour of customers and social trends, they are increasingly 
faced with the need to define and pursue a social media-based communication strategy by creating Facebook, 
LinkedIn, Twitter, etc. pages, blogs and forums, fostering the emergence of strong online communities whose 
exchange of ideas and information helps to improve products and develop new ones.26 Businesses should 
continue to use elements of influencer marketing and move forward, take advantage of the opportunity to 
attract new customers, and arouse interest in buying products by social media users.
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