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1. INTRODUCTION 

Social networks are opening new opportunities for both companies and customers but 

they are suffering the quickly changes in the environment. With this research we claim 

to show: What is the influence, now and future, of advertising in Social Networks 

users? 

 In particular the aim of this work is to know how teenagers can change the tendencies 

of Social Networks in the future and how these changes can affect both customers and 

companies. 

 But the normal question now is: why teenagers? According to Kishori Jagdish Bhagat 

(2012, p.4) “The image of the typical teenager has changed from that of a lazy 

underachiever to an optimistic, ambitious, self assured person with a more confident 

and positive outlook on life. Though teenagers have not changed psychologically and 

emotionally over the past fifty years, from a marketing perspective, this age group is 

much more accustomed to being the targets of sales pitches and is therefore more aware 

and sometimes critical of their motives” (Consumer Behavior of Teenagers with 

Reference to Fast Moving Consumer Goods (FMCG) in the Mumbai Region – 

Maharashtra, India, p.4 by Kishori Jagdish Bhagat, 2012). 

 

In fact, studying teenagers returns to study the future of a product, a service. Teenagers 

are the future consumers in a society so if they change their behaviour (by using less 

social networks) the future way of doing business for companies should change too in 

order to adapt themselves to the new requirements of the new generations.  

Understanding why some social networks are more attractive than others it is to 

understand what users are looking for in a social network. Social Networks are used for 

many things such as socializing, gaming, politic campaigns, selling of products, 

advertising, health advises... Consumer behaviours change and social networks also, so 

we have to know if the decline or not of a social network such as Facebook is due to the 

change of consumer preferences. 

Also, is important to understand the dangers of social networks and online advertising 

in the minds and behaviours of the users especially in the case of children and teenagers 
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due to the easy impact (either good or not) that anything can have in their immature 

minds. 

In fact, a company is always looking for being the first and has to innovate to reach it. 

Innovation could be a key to success and find the right incentives to attract users on its 

own social media at the expense of adverse social networks.  

Using marketing strategies to anticipate changing customer and create a new offer 

before the user has thought about it. 

To know how the consumer behaviour affects the fate of a social network is a necessity 

to go deep in some concepts like the consumer behaviour per se and other subjects like 

consumer perception, online marketing or advertising in social networks.  

Consumer behaviour is according to Sabine Kuester (2012, p.110) “the study of 

individuals, groups, or organizations and the processes they use to select, secure, and 

dispose of products, services, experiences, or ideas to satisfy needs and the impacts that 

these processes have on the consumer and society”. (Strategic Marketing & Marketing 

in Specific Industry Contexts, p.110 by Dr. Sabine Kuester, 2012) 

According to Donner the perception plays an important role inside the consumer 

behaviour. “In marketing, the role of perception in consumer behaviour is all about 

recognizing how consumers view a company’s product or service. A consumer's 

motivation for buying a particular product or service often comes down to image. 

People wish to be perceived as having the ability to make the “right” choices and pick 

the “right” products. Marketers use perception to target people’s need to fit in and be 

part of a larger group of discerning consumers”. (Role of perception in consumer 

behaviour by Debbie Donner) 

When you try to make business online it requires that your company take any 

opportunity to create an advantage and to communicate with customers. Social media 

sites allow these communications greater than ever before. It is almost hundred percent 

guaranteed that your message is received. Social networking also allows 

communications to go both ways creating a perfect interactivity between businesses and 

customers that has a few direct effects on consumer behaviour. (Social Behaviour and 

social networks by Larry Simmons) 
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Being able to communicate directly with a brand can increase the consumer’s loyalty by 

the establishment of a personal relationship that the consumer might not be able to 

achieve with other companies. The online environment allows your company to take its 

time in giving the best answer and ensures consistency in answers to different customers  

The times are changing too fast and also the ways of doing business. Nowadays, doing 

business online is a main way for a lot of companies but because of the faster way in 

what things are changing the companies have to be sure that they can reach all the 

changes in the less time possible. They have to be able to adapt themselves to the 

changes that the environment offers.  

Also the customers are more informed and more able to choose and to ask for what they 

want and they use social networks to express themselves. 

Finally, throw the pages of this work, the cases study exposed and the surveys done, the 

pretension is to show how the decreasing of the teenager’s users of Facebook can affect 

the next generation of business and how the companies should adapt themselves to this 

fact or how they can do it to change the teenagers perception in order to keep the loyalty 

of this future consumers.  
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2. FRAME OF REFERENCES 

Online marketing is a term that reflects a set of powerful tools and methodologies used 

for promoting products and services through the Internet. Due to the extra channels and 

mechanisms available on the internet, online marketing includes a wider range of 

elements than traditional business marketing. Online marketing have several benefits 

such as:  

 Growth in potential 

 Reduced expenses 

 Elegant communications 

 Better control 

 Improved customer service 

 Competitive advantage 

Online marketing has many names as Internet marketing, web marketing, digital 

marketing and Search Engine Marketing (SEM). 

Online marketing takes business development to a higher level than traditional 

marketing and it has many advantages like: low cost (more people with less advertising 

budgets), flexibility and convenience, statistical results without extra costs or easy 

demographical targeting of customers. (Online Marketing by Cory Janssen) 

In “normal” marketing there is a difference between marketing and advertising but often 

these two terms are confusing for people. Like Laura Lake explains in her article 

“Marketing vs. Advertising: What's the Difference?”: “Advertising is a single 

component of the marketing process. It is the part that involves getting the word out 

concerning your business, product, or the services you are offering. It involves the 

process of developing strategies such as ad placement, frequency, etc. Advertising 

includes the placement of an ad in such mediums as newspapers, direct mail, billboards, 

television, radio, and of course the Internet”. (Marketing vs. Advertising: What's the 

Difference? by Laura Lake) 
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This difference is also observable in online advertising. The definition for this term 

according to the business dictionary is: “Use of internet as an advertising medium where 

promotional messages appear on a computer screen. Since the communication software 

(browser) reveals sufficient information about the site’s visitors, online advertising can 

be custom-tailored to match user preferences”. (Businessdictionary.com) 

A social network is a structure made by persons or organizations and linked each other 

by social interactions. It could be a company, a school or even friends or family. 

Nowadays, new social networks are social media: they are using internet, computer and 

smartphones and people are interacting (create, share or exchange information and 

ideas) in virtual communities and networks. (Social Media Roadmaps by Toni Ahlqvist 

et all. 2008) 

Social networks extended quickly these lasts few years thanks to the quick 

technological extension. It was one of the most remarkable developments in the Internet 

world during the last few years. Communities formed around Facebook or Twitter has 

billions of users. (Facebook webpage: https://www.facebook.com/facebook/info) 

According to Toni Ahlqvist et all, “the most important driver for social media is the 

wide availability of free and easy to use services applications, and the basic human need 

for creating and maintaining contacts with other people.” (Social Media Roadmaps, p. 3 

by Toni Ahlqvist et all, 2008)  Social networks create communities in order to be 

communication and discussion platforms and also a way of collecting and sharing 

information and knowledge. 

According to Nielsen, internet users continue to spend more time with social media sites 

than any other type of site. The total time spent on social media in the US across PC and 

mobile devices increased by 37 percent to 121 billion minutes in July 2012 compared to 

88 billion minutes in July 2011. (State of the media: The social media report, Nielsen, 

2012) 
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There are many different forms of social media and Kaplan and Haenlein created a 

classification scheme with seven different types of social media (Users of the world 

unite! The challenges and opportunities of Social Media by Kaplan and Haenlein, 

2010): 

1. Collaborative projects: Wikipedia 

2. Blogs and microblogs: Twitter 

3. Social news networking sites: Digg and Leakernet 

4. Content communities: YouTube or DailyMotion 

5. Social networking sites: Facebook or Google+ 

6. Virtual game-worlds: World of Warcraft 

7. Virtual social worlds: Second Life 

However, differences between the different types are becoming more and more blurred 

and it is going to be hard to distinguish and classify new social media. 

Geocities was the first social networking sites on internet, launched in 1994. We can say 

this is the starting point of social media as we know it. Then, many websites have been 

launched and bring more and more users till 2004 when Facebook appeared on internet.  

(The History of Social Networking by Miles Walker, August 2011) 

In fact, at the beginning Facebook was only to connect US college students between 

themselves but the social was working so well they decided to extend it to the whole 

USA and then to the entire world. It surpassed all of its competitors in few years. This 

relatively quick expansion has made Facebook the flagship of social media. Nowadays 

everybody knows Facebook and it has around 1.3 billion of users. (The History of 

Social Networking by Miles Walker, August 2011) This is the first social media in term 

of users now. However, a new social network appeared few years ago and starts to be 

more and more big: Instagram. It is currently in the growth phase of the Life Cycle 

graphic (cf. Figure 1: Life Cycle of Social Networks) and it is still gaining users. 
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Figure 1: Life Cycle of Social Networks, by Babu M. Varghese 

 

Source: http://www.techipedia.com/2011/social-network-life-cycle/ consulted the 

27/05/2014 

 

At this point of the work is explained what is online advertising and what social 

networks are but now the question is: How social networks can exist if the fact of create 

a profile is free? We don’t have to forget that social networks are, in essence, a 

company and their owners want to extract a profit of their creations. There are two ways 

to obtain that profit: sell the company to someone or find a way to make money by their 

own. According to Jonathan Strickland “the most common way for Web sites to 

generate revenue is to allow companies to advertise on the site. It may be hard to 

believe, but Web advertising is still an emerging market. Marketing experts are 

continuously trying to find the best way to insert advertising into the Web experience 

without impacting users in a negative way. In general, the more popular the Web site, 

the more money it will be able to generate through advertising. A social networking site 

like Facebook has millions of active users. Access to that enormous user base is a 

valuable commodity. For that reason, advertisers might be willing to pay more for an ad 

on Facebook than for a comparable ad on a smaller social networking site” (How do 

social networking sites make money? by Jonathan Strickland July 2009) 
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Later in this work we will take a look in how advertising in social media affects 

companies revenues and therefore in consumer buyer behavior. We will represent that 

through a number of cases studies already done that shows perfectly how important is 

the impact of the advertising in social networks to the companies and to the customers.  

 

2.1. Theoretical view 

To explain the behaviour of the social network user, Lazer & Katz, from Harvard 

University, implemented a theory about “Network Theory and Small Groups”. It 

explains the attractiveness of a social network through three theories: the theory of self-

interest, the theory of social exchange or dependency and the theory of mutual or 

collective interest. (Network theory and small groups by Katz et all, June 2004) 

The first one, the theory of self-interest is well-explained by James Coleman (1988). 

Coleman showed how, from two-actor interactions, each actor operating out of self-

interest, emerges the basis for a social system. These interests could be linked to the 

Maslow’s hierarchy of needs; in fact, they can be tangible or intangible. However, while 

actors of this interaction try to maximize their profits within this interaction, they are 

constrained because each is now in an interdependent relationship with other. 

It goes to the theory of social exchange or dependency. The first theory about it was 

established by George Homans (1950). Homans asserted that people establish link with 

others who can exchange valued resources between themselves. A relationship will 

depend on the reward of each of the two parties. Richard Emerson (1972) completed 

this theory to say that the exchange could be possible not only with two person, but with 

a group of people as well. He says: the larger the group is, the greater the possibility of 

exchange is important. This theory is not based on maximizing their personal 

investments like theory of self-interest. In fact, it’s based on the minimization of 

dependence of others who have resources they need and maximization of dependence of 

others from resources they need. These dependencies constitute the base which links a 

group together. 

Now, we know there are dependencies in a group and the theory of mutual or collective 

interests. According to Marwell & Oliver (1993, p.2), it says that “mutual interests and 

the possibility of benefits from coordinated action” which often surpass self-interests. 
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The public goods theory is one of the best explanations of the theory of mutual or 

collective interests. It explains that a member of the group wants to take part into the 

group not because he wants to maximize his self-interests, but rather being able to 

leverage resources and mobilize for collective action in his environment. 

A characteristic of a public good is the impossibility of exclusion. It answers one of the 

Maslow’s needs: belonging. It can explain why people are attracted by social network. 

In fact, everybody can use a social network, it’s free and you can quickly integrating a 

group. 

The other main point is the way of the Generation Y perceives and is perceived on 

social networks: the Perception Theory explains it. According to Harold l. Brown, 

perception does not provide us only pure facts but rather that knowledge, beliefs and 

theories we already hold play a fundamental role in determining what we perceive. 

(Perception, Theory and Commitment: The New Philosophy of Science p.81 by Harold l. 

Brown) 

In the world of social media, perception is everything: we want to maximize our careers, 

profession and to be like those who we find most successful. In fact, when a user is on 

social media platform such as Facebook, Twitter, Instagram, etc., he will try to show his 

ideal self unlike his real profile. Your “real self” is what you are and your “ideal self” is 

what you would like to be, what you would like to show to your circle. This is the self-

perception of the user. 

However, we focused more on how users perceive social network. In fact, people’s 

social networks have long been recognized as an important factor in shaping their 

lifestyle related behaviour. (The spread of obesity in a large social network over 32 

years p. 370-379 by Christiakis et all 2007) 

Social media platforms are a place where users can express themselves and show the 

membership to a group or a lifestyle. Using a particular social network is significant of 

a way of life. Generation X and Baby Boomers do not use a lot the internet platforms to 

share and see other’s lives. Similarly as clothing or cars, social media reflects of how 

others perceive you and how social media are used. 
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2.2. Link to the Generation Y 

2.2.1. Characteristics of Generation Y 

The Generation Y, also known as the Millennials, describes those individuals born after 

1980. They represent 27% of the population. It is an individualistic, technologically 

adept and flexible generation. It is also called as the “me” Generation because its 

individuals love to talk about themselves (Characteristics of Generation Y by Penny 

Loretto, January 2014). They are political independents for half of them and one third 

(29%) have no religion (Millenials in Adulthood by Pew Research Centre, March 2014). 

They only trust on themselves and their own experience. When a company interacting 

with a Generation Y client, it has to listen to what they have to say. Generation Y likes 

frequent feedback so communicating a lot with them is the key to earn their respect and 

trust. They want to be involved, not only be a spectator: making a fun and collaborative 

experience help to take their attention. (Dealing with Clients of Multiple Generations by 

Sally Kane)  

According to Albéric Guigou, the Generation Y has not the same time perception than 

previous generations (Baby-Boomers or Generation X). For them, time passes faster 

than their ancestors. In fact, they always need something new [Generation Y: Mode 

d’emploi by Daniel Ollivier, June 2008). It generates fast changing habits, especially on 

internet where the environment is constantly moving. So, the Generation Y loyalty is 

difficult to catch. 
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2.2.2. Studies related to the Generation Y 

 

Generation Y is also the principal user of the new platforms of the digital era (internet, 

mobile technology and social media) and use it to construct personalized networks of 

friends, colleagues and affinity groups (Networked: The New Social Operating System 

by Rainie, Lee and Barry Wellman, 2012) They are “digital natives”: the only 

generation born with this new technologies, they don’t have to adapt to. 81% of them 

are on Facebook and they have, in average, 250 friends who are registered on this social 

network. (Millennials in Adulthood  by Paul Taylor et all, March 2014) 
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One big characteristic of Millennials, the fact of speaking and creating everything 

around themselves, is found in how they place themselves at the centre of self-created 

digital networks. 55% of them have already posted a selfie on social media site, unlike 

previous generation which are not inclined to do it. 
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As we could see above, a social network is based on self-interest, social exchange or 

dependency and mutual or collective interest. Facebook knew how to answer all of these 

characteristics and catch users. However, the Generation Y has no loyalty because of its 

constant needs of change. They don’t really trust on each others, it could also explain 

why their loyalty is too low. For example, to the question “Generally speaking, would 

you say that most people can be trusted or that you can’t be too careful in dealing with 

people?”, only 19% of Millennials say most people can be trusted, unlike the others 

generations.  

However, a new generation is coming. The 14-19 years old. Facebook based its strategy 

on Generation Y but now it has to understand how young users have changed and why 

these users abandon Facebook. 
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2.3. Cases studies: 

How useful is Facebook (and other social networks) to the companies who makes 

advertising campaigns through the social network? 

2.3.1. Case 1:  ASOS,  discover fashion online 

(Asos/Facebook Marketing case study, May 2013] 

- What the company says about them in Facebook... 

“ASOS is an online fashion and beauty retailer, loved by fashion-conscious 

shoppers around the world. ASOS draws over 13 million unique visitors to 

its site every month and has users from 160 countries.” 

(Facebook.com/Asos) 

- What they did and pretended goals... 

ASOS ran a Facebook campaign to generate sales and excitement ahead of 

their summer sales campaign. (Summer 2012) and with this campaign they 

pretended to increase revenues from a summer sale event on the ASOS 

website, generate excitement ahead of its summer sale and increase the 

community engagement. To obtain this they used Facebook Pages, Ads and 

Sponsored Stories. 

- Approach... 

Asos worked with the agency Independents United to build a custom 

application on the webpage. The custom sale preview application allowed 

fans to play a series of four games launched during the campaign and player 

were encouraged to share the games with their friends and earning points for 

doing it. The players that earned the most of the points could have priority 

access the sale immediately when it began at 5pm. Asos also engineered its 

campaign to ensure that people would return to the sale by giving away 

offers and discounts.  

ASOS also used Sponsored Stories so each time fans clicked to like the 

ASOS Facebook page or interacted with a Wall post, this news was shared 

with their friends via their Facebook Home Page. 
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- Results... 

The 2nd day of the June sale was the biggest sales day for ASOS.  

•  174,000 people joined the virtual “queue” during the campaign.  

•  715,745 application shares - inviting people to join the virtual queue.  

•  The application was seen more than 1 million times. 

•  32% growth in ASOS’s fan base. 

 

 

Source:http://cdn.pamorama.net/wp-

content/uploads/2013/05/ASOS_Facebook_marketing_case_study.pdf 
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2.3.2. Case 2: Luxury Link 

(Luxury link/Facebook marketing case study, May 2013) 

- What the company says about them in Facebook... 

“Luxury Link is a luxury hotel website that engages with people who love 

travelling, enjoy luxury and appreciate the experience that Luxury Link 

offers. Travellers can visit the site to learn more about travel destinations, 

discover new places to stay and find packages that fit their desires. Luxury 

Link offers Live Auction and Buy Now deals that customers can purchase 

for up to 65 percent off. The website provides hotels and resorts to fit 

people’s standards.” (Facebook.com/LuxuryLink) 

- What they did and pretended goals... 

The high-end hotel website uses Facebook ads to reach more customers and 

offer them exotic trips. They did it through the increase of the brand 

visibility for the luxury customer to offer a way for people to share luxury 

travel experiences and new featured destinations. They had also the goal of 

continuing growing revenues by offering relevant deals to its community.  

- Approach... 

The first step for the company to achieve its goals was create a page with a 

logo and a profile picture featuring a couple in a pool on an exotic gateway, 

adding photos of gateway hotspots to its timeline to encourage people to 

connect with the page.  

The company also ran Facebook ads to drive likes by offering travel 

packages for people interested in upscale gateways and put live chats on the 

page to encourage the people to post questions and receive answers from a 

travel expert. 

Other measure was to create a photo contest encouraging people to comment 

and guess its location. 

- Results... 

•  100% increase in sales for travel packages coming from Facebook 

•  30% increase in site visits month over month from Facebook  

•  90% of the Facebook community who purchased travel packages were 

new Luxury Link customers. 
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“At Luxury Link, we take pride in providing a luxury travel experience for the well-

travelled individual. Leveraging Facebook is a great way for us to engage and share the 

unique travel experiences we offer. In addition, our Facebook community allows our 

travellers to learn from others who share the same travel passion. As our community on 

Facebook continue to engage, build and grow, we saw an increase in revenue month 

over month” (Alia Henson, Social Media Manager, Luxury Link) 

 

Source: http://cdn.pamorama.net/wp-

content/uploads/2013/05/Luxury_Link_Facebook_marketing_case_study.pdf 
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2.3.3. Case 3: Vamplets 

(Facebook Marketing ROI: 3 cases studies by Carter, Brian, 2011) 

Brian Carter presented in Boston in February 2011 3 cases about small 

companies that also obtained benefits from their campaigns on Facebook. He 

was stunned about how people thought that this kind of advertising was just 

useful in big company cases. He showed with this cases studies that people is so 

wrong about that and that even small companies can take profit from the social 

network advertising.  

One of these cases studies was the one of the company Vamplets. This website 

markets and distributes baby vampire dolls. The owner Jaryl LaMort spends 

$250 per month on Facebook ads (directs to the website) and that investments 

brings him $1000 revenue per month from Facebook. That is a Return on 

Investment (ROI) of 300% 

 

 

Source: http://www.searchenginejournal.com/facebook-marketing-roi-3-

case-studies/28254/ 
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These cases studies permit us to conclude that in fact social networks and especially 

Facebook are a big source of money for companies. It is an easy way of advertising and 

targeting a huge amount of population just with one advert in one social network.  

The fact that the revenues increase after an advertising campaign in a social network 

make us think about the changes in the consumer behaviour that this is promoting 

between users of social networks.  

Teenagers are part of this consumers affected by the constant information that they 

receive from social networks and internet in general. According to the webpage 

StatisticBrain the total percentage of 18 to 24 years old who already use social media is 

a 98% (Browser Media, Socialnomics, MacWorld, January 2014). This is a lot of 

teenagers and young adults using the social networks. These people can be easily 

influenced by the advertising posted in social networks such as Facebook.  

Not everything is perfect in this websites, who controls the use that the teenagers do 

with social networks? Who controls if the contents posted in the internet are good for 

their impressive minds or not? There are many dangers about the use of social networks 

that parents, educators, teachers and even the children and teenagers should know about 

in order to make a safe and responsible use of this tools.  

 

2.4. Influence of advertising in buying and side effects on teenagers: 

According to the article on the magazine Pediatrics written by the American Academy 

of Pediatrics many social media sites such as Facebook display multiple advertisements 

such as banner ads, behaviour ads (target people on the basis of their web-browsing 

behaviour) and demographic-based ads (target people on the basis of a specific factor 

such as gender, education age...) that influence either the buying tendencies of teenagers 

and also their views of what is normal in society. It is important for parents to be aware 

of these behavioural ads because they are so common on social media sites and they 

operate by chasing information on the person using a site in this case the teenager and 

then targeting that person to influence their purchase behaviour. Many online venues are 

now forbidding ads on sites where children and teenagers are participating but it is 

important that the parents also work on the education of the teenagers about this practice 
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so children and teenagers can understand how advertisements can manipulate them so 

easily. (The Impact of Social Media on Children, Adolescents, and Families by 

American Academy of Pediatrics, April 28, 2011) 

With all the information that we already have about social networking, about the 

influence on the consumer behavior that they offer and with all the dangers than these 

tools can represent for teenagers minds we are going to start to narrow the work in order 

to go deepest in the sub question exposed at the beginning: Future of social networks 

through teenagers vision. 

We wanted to investigate what is happening in other countries like Spain. Is this a 

generalized trend also in Spain or it is just something about US? To answer this 

question we realized a survey and we are going to explain the methodology that we 

follow in order to make it clear.  
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3. METHODOLOGY 

In this part we are going to try to explain the methodology and how we are going to 

extract all the information about the teenagers and the declining of FB. We are going to 

do the research basing our studies on a survey sent to teenagers between 13 and 19 years 

old about their own buyer behaviour, about how social networks influence them to buy 

some products and how they influence their parents or tutors to change their buyer 

behaviour. Also we want to know if this behaviour is changing through a declining on 

the social network Facebook.  

The survey will consist in around 20 questions and we are going to restrict the 

geographical area to the country Spain because is one of the lasts “rich” countries in 

adapt social networks on the daily routine and consequently on the buyer behaviour.  

Regarding two different researches about the use of Facebook in Spain we can see that 

between 2008 and 2009 the number of Facebook users increased around 52% from 

2.596.080 users to 3.948.300. In 2008/2009 Spain was the 10
th

 country in the use of this 

social network. Nowadays (2013) almost 13.000.000 people in Spain uses Facebook 

daily but Spain is the country number 14
th

 in the use of Facebook.  The kind of majority 

users didn’t change in the lasts years. Young adults between 25 and 34 years old are the 

majority (around 51% of the total users are women). (Estadísticas de Facebook en 

España by Sedano, Gloria) (Facebook usage statistics by country by Burcher, Nick, 

March 2009)  

 

3.1. Qualitative 

In words of Cynthia Roberson a qualitative research method “is a method used to 

measure data collected during the research and/or experimentation of specific theories 

and hypotheses. There are several types of qualitative methods and each serve a specific 

purpose. Depending upon the researcher's field of study and theory, the researcher may 

need to use more than one qualitative method to successfully measure collected data. 

Qualitative methods are often used to evaluate within the context of social 

developments. A qualitative method gives the researcher the opportunity to become 

more familiar with a certain area of study while also proving or disproving theories 
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regarding the areas of interest. Moreover, qualitative methods of research produce 

significant amounts of highly detailed information. This information is often not pre 

categorized, requiring the researcher to pay close attention to each detail in order to 

create appropriate and relevant categories for the data. The large amount of detailed 

information allows the researcher to form more affective conclusions on how 

improvements can be made and policies changed regarding the social issues 

researched”. (What is a qualitative method? by Roberson, Cynthia) 

There are six types of qualitative research such as: 

 Phenomenological: Is experienced from the perspective of the individual. It 

focuses more on description than in explanation and the objective is to know the 

ways the perception influences how people interact with what they encounter. 

 Ethnographic: tries to understand how ethnic, cultural and other groups work 

and change. During field research ethnographers participate as much as possible 

in the community observing and documenting the experience. They also use 

interviews to explore the relationships. 

 Case study: This research focuses only in analyze a small number of events or 

conditions to help understand more complex issues within the context of real 

life. There are different kinds of case study such as exploratory that explores 

events where there are no clear outcomes. Also explanatory that explains casual 

links in an event and descriptive describes the event or the method of analyzing 

the event. 

 Grounded Theory:  The explanation of behaviour derives from the data in an 

increasing way. Theory has to fit the facts and not the other way around.  This 

method is especially useful in situations that haven’t been previously well 

documented.  

 Historical: Explores the background and development pattern of the study 

subject. Results derived from the research offer present and future possibilities 

for the subject. In words of Matthew Spira to eHow the “Steps for conducting 

historical research include defining the problem, gathering relevant information, 

forming an hypothesis, organizing and verifying the information, and drawing a 

conclusion” (Six types of qualitative research by Spira, Matthew) 



23 

 Action research: The essence of action research is the process of attempting to 

solve a problem while trying to understand it. Organizations all over the world 

use action research to improve their performance. 

 

3.2. Quantitative 

Quantitative experiments all use a standard format with a few minor interdisciplinary 

differences of generating a hypothesis to be proved or disproved.  Mathematics and 

statistics must prove the hypothesis and is the basis around which the whole experiment 

is designed. Randomization of any study groups is essential and a control groups should 

be included wherever possible.  

3.2.1. Advantages   

- It is an excellent way of finalizing results and proving or disproving a 

hypothesis.  

- The structure hasn’t changed for centuries so is a standard that many scientific 

fields and disciplines. 

- Filter out external factors and so the results can be seen as real and unbiased 

- Are useful for testing the results gained by a series of qualitative experiments 

3.2.2. Disadvantages 

- Can be difficult and expensive and require a lot of time to perform 

- Usually require extensive statistical analysis which can be difficult due to most 

scientists not being statisticians 

- The requirements for the successful statistical confirmation of results are very 

stringent with very few experiments comprehensively 

- Tends to generate only proved or unproven results but for the social sciences 

human nature is a lot more complex than just a simple yes or no answer. 
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3.2.3. Determining what method should be used: 

A lot of debates have been ongoing about which method is better than the other. This 

reason remains unresolved because each has its own strengths and weaknesses which 

actually vary depending upon the topic researcher want to discuss. So, which method 

should be used? 

If your aim is to find out the answer to a though with a numerical evidence you should 

use the quantitative method. However if you want to explain further why this particular 

event happened you should make a qualitative research. 

Some studies use both letting the two complement each other. (Quantitative and 

qualitative research by Explorable.com, November 2009) 
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4. EMPIRICAL STUDY  

As commented before, the empirical data has been collected through a 125 surveys done 

to teenagers but only 100 has been used because the fitting of the answers with the aim 

of the survey. Of this total, 25 surveys have been eliminated because they were wrong 

answered or the ages didn’t fit with the needs of the survey.  

 

4.1. Age of users 

 

As we can see in the graphics, the major part of the teenagers users of Facebook are 

between 16 to 19 years old. If we see the official statistics about the social network in 

Spain, is possible to see that the most popular brand Facebook pages between people in 

Spain are selling products dedicated to young people. (Estadísticas de Facebook en 

España by Sedano, Gloria) 

The most popular brand Facebook pages in Spain are: 

1. Bershka (young clothes) 

2. Mango (young clothes) 

3. Maltesers (chocolate) 

4. Nike Football Spain (sports and football equipment) 

5. Blanco (young clothes) 

38% 

62% 

25% 

Age of users 

13 to 16 16 to 19 >19 
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The pages with the majority of the fans are clearly dedicated to young people. For the 

companies the fan pages are a tool to approach their product to the final customer, in 

this case Spanish teenagers. But the Spanish teenagers also have a counterpart. Through 

the social networks they can be aware about the offers and lasts news about their 

favourite products and recommend them to /their friends. 

 

4.2. Using of Social Networks 

 

This other graphic shows us how use the teenagers the social networks and we can see 

that the mostly use the social networks to chat with their friends to be in contact but also 

a small 15% use the social networks to update news and offers and be aware about latest 

news and products available in the market. And it is very possible that in the future this 

trend starts to grow up fast.   

  

56% 

29% 

15% 

% 

Chat Studies Updating news/offers 
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4.3. Purchases on Internet 

 

Concerning the topic of buying on internet or not since the real economy for teenagers 

is not completely formed and they don’t usually have a designed income is difficult to 

see themselves buying products on internet but regarding other statistics about the 

subject is remarkable the fact that in the future when they grow up they will buy on 

internet more and more.  

 

  

36% 

64% 

Purchases in internet 

Yes No 
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4.4. Teenagers Incomes & Use of Incomes 

With these other graphics it is observable that the incomes that a teenager has are 

reduced and they come mainly from their parents.  

The way the teenagers spend their money is also interesting because all the things that 

they usually buy are available in internet but they don’t use it. The causes can be the 

difficulties to have a credit card to pay online or the need of approval of their parents 

.  

 

 

  

5% 

57% 

38% 

Incomes 

Own money Pocket money Parents pay 

27% 

15% 

20% 

Use of incomes 

Going out Cinema Video games 
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4.5. Social Media Sites Most Likely To Influence Purchases 

The image that follows reflects the fact that the social networks are very useful to help 

the purchase of products on internet,   
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4.6. Influence of Advertising in Social Networks 

 

Here is remarkable that the 71% are sure that the advertising is not influencing their 

purchasing decisions but the fact is that yes they do. We reflected that before in this 

work with some cases studies. 

4.7. Social Networks more used 

 

In this survey concerning to the question about the preferred social networks between 

teenagers is possible to conclude that clearly Facebook is the most used by teenagers in 

this range of age.  

 

29% 

71% 

Influence of advertising  

Influence of advertising in SN 

Yes No 

57% 

25% 

16% 

Social networks more used 

Facebook Twitter Instagram 
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4.8. Use of Facebook One Year Ago 

 

 

Regarding this statistics about the use of Facebook one year ago the conclusion is the 

evidence of the declining of the social network Facebook in particular. Hereby, some 

others statistics founded in internet about the decreasing of Facebook users in other 

countries. The first one is about USA teenagers and the second one reflects the 

decreasing in some other countries. 

We saw below that 98% of people between 18 and 24 years old are users of social 

networks but there are some indicatives that show us that this is not going to be like this 

forever. The trends are changing. Teenagers are changing their preferences from 

Facebook to other social networks like Instagram and Twitter. 

 

  

31% 

44% 

25% 

One year ago 

Use of SN one year ago 

Same use More use Less use 
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4.9. Most Important Social Networking Sites for Teens 

 

As we can see in this graphic made by Piper Jaffray and extracted for Bianca Bosker for 

the Huffington Post reveals how teenagers are changing their preferences among social 

networks. It is reflected that in autumn 2012 Facebook was the most important social 

network for the 42% of the surveyed people but in spring 2014 just 23% but in the case 

of Instagram this change was in the other sense they went from 12% in autumn 2012 to 

30% in spring 2014. (Teens are leaving Facebook for Facebook by Bosker, Bianca, 

April, 2014) 

The website GlobalWebIndex made an infographic about the Facebook Active Usage 

during the third trimester of 2013 and it shows the trend analysis from the social media 

landscape with indications of decreasing engagement among teens on Facebook 

including 32 markets and 165k respondents from the entirety of the GlobalWebIndex 

dataset.  

  



33 

The most impacting graphics conclude the declining of Facebook between teenagers 

from 16 to 19 years old in a total of 30 countries. 

 

Source: http://blog.globalwebindex.net/facebook-teens-decline  
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With the data extracted from the surveys made in Spain and all the research done in 

other countries through the internet we can conclude that the social network Facebook 

in Spain and in almost all the world is decreasing due to the migration to other social 

networks such as Instagram or Twitter. 

  



35 

5. ANALYSIS OF EMPIRICAL DATA 

This part explains the relevance to the frame of references and how theories can be 

linked to our survey. So, the question is: Did the survey and the collected data put in 

evidence some changes for the Generation Y concerning the consumer behaviour and 

the perception? 

The survey is Facebook-oriented and will explain some factors of Facebook’s declining. 

We have seen that about two-third of the users are between 16 and 19 years old but 

people more than nineteen years old are not well-represented. This last part of the 

population represents the older part of the Generation Y (19 to 30 years old). So, the 

heart of the survey is the 16-19 years old, in other terms, the future of users and 

consumers. The rest of our population, the 13-18 years old, is currently too young to be 

interesting for this study because it is a too fast moving area and studying this 

population now will be useless in few years. It means if we want to make advices for 

companies it could be not reliable and not relevant. 

 

5.1. Consumer Behaviour related to Social Networks 

Concerning the consumer behaviour theory which we have divided in three theories – 

the self-interest theory, the social exchange or dependency theory and the mutual or 

collective interest theory – we can say that, in a first time, the first use for a social 

network is for chatting with friends (56%) and then for studying (29%). It means that 

the social network’s user favours it to exchange, to keep in touch and to meet friends in 

order to maintain a certain exchange. Concerning Facebook, there are many groups 

which exist. These groups are different size: small groups for close friends or work 

groups (from two to twenty people around) and big groups like fan pages or brand 

pages. Small groups will facilitate the dependency between members. In fact, on these 

groups people will share knowledge, feelings or resources. Larger the group will be, 

bigger the exchanges will be. In these kinds of groups the mutual interest leads and 

members of the group work or participate to reach a common goal. 

However, in brand pages or huge groups, members will try to create dependence from 

the others: it means a member will reach his goal only if the other members need 
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him/her. For example, brands use fan pages to promote them by offering free products 

or discounts to loyal and active members. So, an active member will be reward for his 

participation. Brands use the theory of self-interest to incite users to visit their pages. 

More generally, social networks are based on the third theory of the consumer 

behaviour theory: the mutual or collective interest. In fact, users register on social media 

platforms to reach a common goal which will surpass self-interest. That is why two-

third of social networks’ users does not imagine him/her buying a product on a social 

network. The point highlighted above spoke about the absence of income for them. 

However, some statistics speak about the increasing of online buying but these buying 

will be done on internet buy not especially on social networks because these platforms, 

concerning brands and buying, are used essentially for research of information. 

 

5.2. The case of Facebook 

Now, according to the collected data, Facebook is the most used social network by 

teenagers in Spain (57%), before Twitter (25%) and Instagram (16%). This is because 

knew how to catch users and to keep them. In fact, Facebook was created by the 

beginning of the Generation Y for the beginning of the Generation Y. 

Each generation identify itself to a way of life, to products, to habits or TV programs, 

etc. In the same way, they now identify themselves to a certain social network. In this 

case the older Generation Y is identified to Facebook and totally integrated it. It’s an 

entire part of their life and they use it like Generation X used television to be updated. 

In fact, for the half of the Generation Y, people around 19 to 30, Facebook is a big part 

of their life. They saw its beginning; they were there when the social network appeared. 

Every generation needs a landmark to enable them to identify each other and even if the 

Generation Y goes from 1980 to now, we can divide this generation in two parts: people 

between 19 and 30 and the others. In fact, the others will represent the future of social 

network users and 19-30 people will represent the future generation of consumers. The 

thing is, the youngest part of the Generation Y doesn’t have same landmarks than the 

older. 
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However, collected data showed us that in North America, the number of Facebook user 

was decreasing between 2011 and 2012. We could explain that by the disinterest of the 

youngest part of the Generation Y for this social network and the interest of a new one. 

In fact, they don’t want to be and to do like the rest of their generation. They want their 

own social network where they can express themselves without being judged. Creating 

a community composed essentially by them. In this way, they could shape their life 

style. This is the way of perceiving of the youngest part of the Generation Y. 

  

5.3. The Companies with These Changes 

How the companies can follow, or better, anticipate these changes and face them? 

Teenagers don’t have a lot of financial resources and are dependent of their parents. So, 

they are only advisors concerning buying. However, they have more and more power on 

their parents and can influence them a lot. In 95% of the cases, parents provide money, 

and 38% of the time parents pay. 

We saw before that social media influence a lot purchases by many ways such as fan 

pages on Facebook, videos on YouTube, etc. but that the advertising has no influence in 

social networks platforms. Users do not want to be pushed to the brands, they want to 

go by their own purpose and chose the page which they will like, the people or the 

brand which they will follow, the picture they will share or see. 

Besides, our data said social networks platforms were more used one year ago in about 

half of the cases. Only 25% of teenagers use more social networks than last year. 

However, this is not a general decreasing. Facebook is losing some users but other 

social networks see a huge increasing such as Instagram. In fact, videos and photos 

sharing are fashionable. Generation Y is selfish and narcissistic and self-perception is at 

the heart of the behaviour: the number of selfies shows that. 

Even if the “community-mind” is in the centre of the social media’s mind, each 

platform has to keep in mind to put the person at the centre of the group. 

To conclude this analyse, we can say that the Generation Y is starting to drop Facebook 

to go to Instagram of others videos and photos sharing platforms, always in correlation 

with theories of consumer behaviour and perception. 
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6. CONCLUSION AND RECOMMENDATIONS 

The future of the social networks seems to be really encouraging in general but many 

experts agree in the Facebook case. Most of them think that the future of the biggest 

one, Facebook, is not so clear and it is declining in the name of users. This is the same 

conclusion that we achieved through our investigation. In words of Starr Knight in her 

article “Future of social networks”: “it seems the Facebook is on the decline. It has been 

suggested that around 34% of Facebook users say the time they spend on the site has 

decreased over the past year with only 3% saying they will spend more time on the site 

in the coming year. Facebook need to re-evaluate their standing as a social network and 

focus on this rather than the many other things that have been reported in recent months. 

Despite Facebook declining, it seems social media overall, will continue to rise. Social 

Media usage is up 38% over the previous year and is likely to increase to around 50% 

by the end of 2013. The increase in social activity is mostly down to smartphone users 

and we all know the mobile market is booming”. (“Future of social networks” by Starr 

Knight)  

Our personal conclusion is that despite Facebook is decreasing, as we can see in our 

data extracted from the interviews, Facebook is still the social network. So the company 

still has the chance of be on top again but they need to understand the consumer’s 

demands and provide them more customer value in order to don’t lose them. A lot of 

things have been demanded the last times. Things like eliminates the Like button or put 

more buttons like Don’t like are demands of the consumers that the company should 

listen actively to catch consumer’s attention.  

To conclude, it is possible to say that Facebook needs to stop of being a passive listener 

and start to take advantage of their position and be more active with the consumers if 

not the trends of decreasing will continue until it is too late. 
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Appendix 1: Questionnaire 

1) How old are you? 

a- 13-16 b- 16-19 c- >19 

2) Are you user of social networks? 

a- Yes  b- No  

3) How often do you use social networks? 

a- Daily (more than once a day) b- Random days  c- Every week 

4) One year ago, how often did you use social networks? 

a- Same as nowadays  b- More than now c-Less than now 

5) With what purpose do you use social networks more often? 

a- Chat with friends b- Studies c- Updating news/offers 

6) Which social network do you use more? 

a- Facebook  b- Twitter c- Instagram d- Others (specify:---------------------

) 

7) Do you have your own money or your parents/tutors buy your things? 

a- Yes, I work    b- Yes, they give me pocket money  c-They buy 

me what I need 

8) If you answer a/b, in what do you spend your money? 

a- Going out b-Cinema  c-Video games   d-Others(specify:-----

-------) 

9) Do you imagine yourself using social networks to purchase goods? 

a- Yes   b- No 

10) Do your parents/tutors use social networks? 

a- Yes  b-No c-Sometimes 

11) Do your parents/tutors buy products on internet? 

a- Yes  b-No  

12) If yes, what kind of products? 

a- Electronic devices  b- Travels  c- Others (specify:----------------------

--) 

13) The advertising in social networks influences you at the time of buying 

products? 

a- Yes  b- No 
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