Variations in Web Consumption Behaviors:
The Need for Customized Web Channel Integration
Chong “Joanna” S.K. Lee, California State University, East Bay, Joanna.lee@csueastbay.edu
Sung Jun Park, Kyoung Gi University, Seoul Korea,

ABSTRACT

The purpose of the paper is to present a study that calls for an in-depth understanding of an Internet based social media consumption behavior. The study findings indicate that web community consumers come to and join in different sports web community through different path, for different reasons, and with different intent. It seems to suggest that a social media channel may need to be deployed to accomplish different set of objectives in various contexts. Marketers may benefit from a customized approach to incorporating social media into their Integrated Marketing Communication Plan.
Increasingly marketers are utilizing various on-line communication channels to facilitate connectivity with and among their customers. As the new ways of communication is gaining its popularity, both marketers of various products and services and their customers have quickly embraced the new opportunity and the benefit that the new ways bring to the overall communication, commerce, and consumption experiences. In addition to the traditional mass media, we now have the Internet as an important media category. While it is commonly recognized to incorporate the Internet as a part of the Integrated Marketing communication channel system, the on-going challenge is that the Internet as a media category is evolving into and lends itself to a complex media vehicle with further fragmentation prospect. The recent proliferation of social media, coupled with multitude of websites, emails, and other creative use of internet, poses added challenges to marketers who desire to streamline their communication links to obtain the multi-channel integration for maximum communication impact. 
As it has been in the case of traditional media channel integration, marketers need to understand how various channels are utilized by the customers so as to deploy the right channel for the right communication effect. More often than not, students of marketing communication are taught to consider the overall marketing communication goals being accomplished by successfully contacting, communicating, and advancing the target audiences through successive stages of the communication spectrum. For example, advertising through television may be desirable to establish awareness and reputation of the company and be effective in leading to further communication such as invitation to the website and sending promotional information. Once the customers come to the website, they can obtain additional information, they may join the web community for networking, and/or conduct commerce through the internet. Due to the potential variation in the customers’ intent, the various forms of the internet or web based media may be better suited for various communication/commerce mission of the company. 
A study was conducted to understand web community consumption/membership/audience behaviors in various sports web sites. The study showed variation in web community membership behaviors in terms of motivation, desired information and activities, and the commerce intent of web community members of various sports. The study compared web consumer behaviors across various sports. The study instrument measures the motivation, preferences, purchases, concerns, and satisfaction of various sports web community members. The study findings revealed that web community consumers varied in their primary motivation for joining different types of sports web communities (e.g., group versus individual sports). Web consumers of different type of sports also showed variations in preferences and behaviors (e.g., information needs and commerce activities). 

It seems that customers’ may look for different outcomes from different web community activities. The desired outcomes may, to some extent, depend on the type of sports (e.g., group vs. individual sports). The fact that people look for different experiences from the web community activities tends to warn against ‘one size fits all’ approach to utilizing a web based social media channel. That is, the web media strategy needs to be customized to match the customers’ expectation. The results of the study calls for a need to understand and incorporate the web audience behavior in developing the integrated multi-channel communication plan. Unlike other media channels, the Internet is capable of addressing all steps in the communication hierarchy. It can deliver information and knowledge, friendship and exchange, and commerce activities. As such, marketers can benefit from an in-depth  understanding of web community consumer behaviors.
