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Abstract- Out of the source characteristics, the study discovers the impact of social media 
marketing towards purchase intention among generation Y and Z referring to fast food franchises 
in the Colombo district. Although there were many studies conducted in other countries on the 
impact of social media marketing towards purchase intention, there is a deficiency of literature in 
the Sri Lankan context regarding the same area. Furthermore, this study explores how the 
purchase intention differs from one generation to another. The study focuses on generation Y 
and Z. Franchise fast food industry in Sri Lanka is using social media marketing widely for 
marketing activities compared to other industries. 
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Social media channels can add more value to 
the brands and easily acquire the target market by using 
eye-catching content. Through this technology 
advancement, social media platforms became one of 
the most favorite mediums of marketers and 
organizations to develop their brand name stronger. 
Also, those channels help to develop the relationship 
between consumers and the organization. Previously, 
the behaviors of consumers have properly been 
circulated by old-style broadcasting platforms likewise 
TV, radio, and newspapers, etc. In traditional marketing, 
methods that are used by sellers to reach buyers are 
mostly inefficient and very expensive. Social media 
pages of fast food franchises are used for connecting 
with customers while promoting their brand. Customers 
are being sent posts regarding new meals, discounts, 
and offers every other day as a reminder. According to 
Gaber & Wright (2014), young consumers tend more to 
accept the idea of social media advertising about fast 
food franchises, which are also known as fast food 
generation. 

Social media is now an important portion of 
subsists of persons particularly the fresh group. Number 
of Facebook users of Sri Lanka is 6,479,000 as of 
January 2020 and it is 30.7% of Sri Lankan inhabitants. 
4. of them are using Instagram which is numbered as 
992,100 (NapoleonCat., 2020). Nowadays businesses 
have a huge concern about those social media users. 
There were two of the most explored generations will 
combine in the work environment simultaneously. 
Generation Y, or Millennial people, regularly supposed of 
as persons conceived anywhere in the age range of 1984 
and 1996; the Generation Z, persons transported hooked 
on the world after 1997, the ones who is going to join labor 
force (Bresman & Rao, 2017). 

Food is not just a way of satisfying hunger; with 
the evolution of society, it became a culture that 
connects people. “Fast food” is the newest trend in that 
food culture. People are too busy with their life because 
of that they seek easy and convenient ways to satisfy 
their hunger, fast-food became the solution with 
thousands of tasteful and convenient options. People do 
not spend hours in the kitchen making food, they 
purchase from the nearest restaurant or from a place 
which they find on the way home from the workplaces. 
The increasing number of women in the country’s 
workforce can be considered as a reason for the growth 
of the fast-food industry in Sri Lanka.   

As stated by the Fast Food Manufacturing 
Examination on 2016 – rate and tendencies report, this 
trade produces over 570 billion dollars globally, which 
higher than total worth of markets in maximum nations 
while considered as one. Only from the USA, 200 billion 
dollars was generated from the fast food industry in the 
year of 2015. According to economic studies conducted 
on the fast-food trade, it is forecasted that the global 
fast-food industry will reach 2.5 % annual growth in 

succeeding 5 to 10 years.  The fast-food industry has 
made more than 4 million job opportunities for 
individuals all around the world. In 2015, 200,000 jobs 
were filled with energetic individuals in the fast-food 
industry. Three key things that customers consider are 
quality, price, and taste. It called fast food because it is 
all about speed. Fast food franchises mostly focus on 
speed, unique experience, and affordability for the 
customer (Franchise Help, 2020). 

Especially customers are well aware of opinions 
and referrals of additional buyers of facility or the 
creation. Most of global besides local fast food brands 
maintain active and engaging social media presence on 
Facebook and Instagram.KFC, McDonald's, Pizza Hut, 
Dominos’ Pizza, and Burger King can be considered as 
well-established fast-food franchises in Sri Lanka. Most 
of these franchise outlets are located around the 
Colombo district.  

When we analyze the social media presence of 
each franchise, it highlights that these franchises are 
highly active on Facebook and Instagram. Also, these 
franchises have gathered an engaging digital audience 
who are very keen to know about upcoming offers, new 
menu additions, and other benefits. The roles of 
businesses and consumers started to change 
lengthways with rise of internet in previous couple of 
years the 20th period. By the emergence of millennial 
years, the remarkable growth of digital technologies has 
begun to impact consumers’ day to day lives. The way 
people develop their social networks with each other 
became much quicker with the internet. 

Social media marketing can be referred to as 
the most critical component and the biggest part of 
digital marketing for the past couple of years. The 
success of social media channels like Facebook and 
Instagram led to a tremendous change in how people 
socialize, interconnect with each and every one, and the 
way they shop. Nowadays, the number of social media 
channels is increasing dramatically, creating a place for 
millions of individuals to part similar ideas and benefits. 
The higher admiration of social media platforms has 
impacted both socially and economically changes. And 
also it has changed the way of shopping has been done 
previously. So, social media often referred to as the 
crucial channels of global marketing communication 
and has acquired a huge proportion of the marketing 
budgets of companies mainly to reach the younger 
populace. 

b) Statement of the problem 
According to previous literature, it is proven that 

present is a major influence of social media marketing 
on purchase intention of the users who belong to 
generation Y in Malaysian context.  e-WOM, online 
communities, online advertisements are considered to 
be the driving factors for the customers’ purchase 
intention (Balakrishnan, et al., 2014).  
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Now the background of the Colombo district 
franchise fast-food market, that impact of social media 
marketing on purchase intention can be differentiated 
across generations Y and Z as each audience has 
different online behaviors which also can be identified 
under the e-WOM, online communities, and online 
advertising.  

Furthermore, this study has not been conducted 
on the fast-food franchise industry in Sri Lankan context. 
But a recent study has been conducted for Sri Lankan 
fashion industry. Social media marketing impact has not 
been much prioritized. Due to the lack of researches 
been done through the impact of the social media 
marketing on purchasers’ purchase intention on Sri 
Lanka, the research gap exists. 

c) Research Questions 
Below research questions were developed 

according to our study. 
1. What is the impact of e-WOM towards purchase 

intention of generation Y referring to fast food 
franchises in Colombo district? 

2. What is the impact of e-WOM towards purchase 
intention of generation Z referring to fast food 
franchises in Colombo district? 

3. What is the impact of online communities towards 
purchase intention of generation Y referring to fast 
food franchises in Colombo district? 

4. What is the impact of online communities towards 
purchase intention of generation Z referring to fast 
food franchises in Colombo district? 

5. What is the impact of online advertisements towards 
purchase intention of generation Y referring to fast 
food franchises in Colombo district? 

6. What is the impact of online advertisements towards 
purchase intention of generation Z referring to fast 
food franchises in Colombo district? 

7. Is the relationship between social media marketing 
and consumer purchase intention moderated by 
generation Y and Z? 

d) Research Objectives 
Below research objectives were developed 

according to our study. 
Main Objective 
1. To determine the impact of social media marketing 

towards purchase intention among generation Y 
and Z referring to fast food franchises in Colombo 
district. 

Sub objectives 

1. To determine the impact of e-WOM towards 
purchase intention of generation Y referring to fast 
food franchises in Colombo district. 

2. To determine the impact of e-WOM towards 
purchase intention of generation Z referring to fast 
food franchises in Colombo district. 

3. To determine the impact of online communities 
towards purchase intention of generation Y referring 
to fast food franchises in Colombo district. 

4. To determine the impact of online communities 
towards purchase intention of generation Z referring 
to fast food franchises in Colombo district. 

5. To determine the impact of online advertisements 
towards purchase intention of generation Y referring 
to fast food franchises in Colombo district. 

6. To determine the impact of online advertisements 
towards purchase intention of generation Z referring 
to fast food franchises in Colombo district. 

Main Objective 
1. To examine the generation Y and Z moderation 

within the relationship between social media 
marketing and consumer purchase intention in the 
fast food franchises in Colombo district. 

Hypothesis 
H1: There is a positive impact of e-WOM towards 
purchase intention of generation Y referencing to fast-
food franchises in Colombo district. 
H10: There is a negative impact of e-WOM towards 
purchase intention of generation Y referencing to fast-
food franchises in Colombo district. 
H2: There is a positive impact of e-WOM towards 
purchase intention of generation Z referencing to fast-
food franchises in Colombo district. 
H20: There is a negative impact of e-WOM towards 
purchase intention of generation Z referencing to fast-
food franchises in Colombo district.   
H3: There is a positive impact of online communities 
towards purchase intention of generation Y referencing 
to fast-food franchises in Colombo district. 
H30: There is a negative impact of online communities 
towards purchase intention of generation Y referencing 
to fast-food franchises in Colombo district. 
H4: There is a positive impact of online communities 
towards purchase intention of generation Z referencing 
to fast-food franchises in Colombo district. 
H40: There is a negative impact of online communities 
towards purchase intention of generation Z referencing 
to fast-food franchises in Colombo district. 
H5: There is a positive impact of online advertisements 
towards purchase intention of generation Y referencing 
to fast-food franchises in Colombo district. 
H50: There is a negative impact of online advertisements 
towards purchase intention of generation Y referencing 
to fast-food franchises in Colombo district. 
H6: There is a positive impact of online advertisements 
towards purchase intention of generation Z referencing 
to fast-food franchises in Colombo district. 
H60: There is a negative impact of online advertisements 
towards purchase intention of generation Z referencing 
to fast-food franchises in Colombo district. 
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Source: Authors’ compilation based on the literature review

 a)
 

Digital Marketing
 Digital marketing can be considered as the way 

of promoting and selling products and services through 

digital channels. Most used digital marketing channels 
are mentioned below in the table. 

Table 2.2:
 
Definitions of digital marketing channels

 
 Digital Marketing Channel

 
Definition

 E mail Marketing
 

Delivering branded messages over electronic mail
 Online Advertising

 
Advertisements available and display on internet

 
Affiliate Marketing

 

The virtual affiliate market products of an association and getting compensated 
for referrals

 Search Engine Marketing
 

Marketing which associated with the searches on internet
 

Pay per click Advertising
 

Advertising on online -structure thus the advertisers are getting  paid for click on 
their adverts

 
Social Media Marketing

 

Two way web internet application which provides the opportunity to the users to 
produce and share original content with the others users

 
 Source: (Strokes. R, 2011)

 b)
 

Social media
 The journey of marketing built through three 

major stages which are known as Marketing 1.0, 2.0 and 
3.0. Complexity of each stage increased with the 
modern technology and advanced tools of marketing. 
Nowadays, Organizations are more focused on society 
and environment than just making profits

 
(Kotler, et al., 

2010). The scope of media also went through a major 

transformation over the past few years by shifting from 
Web 1.0 to Web 2.0. Nowadays, internet became more 
user-centric and

 

flexible. It became the medium which 
people share their thoughts with friends and peers and 
where they make strong and effective relationships

 (Kotler, et al., 2010). 

E - WOM

 

Purchase intention

 

Online 
Advertisements 

 

Online 
Communities 

 

Dependent variable

 

Independent variables

 

Social media marketing

 Generation Y and Z
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II. Theoretical Framework and Conceptual Model

Figure 1: Conceptual framework

The Impact of Social Media Marketing towards the Purchase Intention among Generation Y and Z with 
Reference to Franchise Fast Food Industry in Colombo District
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