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Objective

Repurchasing in social media has emerged as one of the most recent and productive
approaches to marketing and e-commerce. Billions of individuals use well-known
platforms such as Facebook and Instagram, as well as Twitter and LinkedIn, on a daily
basis to communicate with others, share experiences, and discover new content. These
social networking platforms have a critical role in society, business organizations, and
e-commerce, and they have exerted a substantial influence on customers’ repurchase
intentions. Consequently, there is a growing need to develop practical models and
evidence-based strategies for the effective utilization of social media to enhance
customer repurchasing behavior. Accordingly, the primary objective of this study was
to propose a customer repurchase model in social media that can identify the impact of
social media marketing on repurchase behavior.

Methodology

This study employed a meta-synthesis approach. Google Scholar, which is recognized
for its extensive coverage and interdisciplinary relevance, was used as the primary
search engine for identifying and reviewing relevant literature. In the initial
search, 383 records were retrieved from Google Scholar, leading to the identification
of 800 scientific articles published within the specified time frame. Subsequently,
duplicate studies and those deemed irrelevant to the research objectives were
excluded. Ultimately, 13 research articles were retained for the final meta-synthesis,
through which a comprehensive categorization of factors affecting repurchase
behavior was achieved. Data analysis was conducted using the seven-step meta-
synthesis method developed by Sandelowski and Barroso. After reviewing and
extracting textual data, key codes were identified, clustered, and organized into
concepts and components using ATLAS.ti version 9.
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Findings

The research method applied in this study was meta-synthesis. The selected articles
were reviewed multiple times, and relevant keywords were systematically identified.
Following repeated data reading and familiarization, open codes were generated from
the extracted data. At this stage, data conceptualization was performed, and
conceptually similar data were labeled with appropriate titles in ATLAS.ti version 9.
In the subsequent stage, open codes were organized and synthesized into axial codes
by structuring and integrating all summarized coded data. Concepts that referred to
similar themes or shared meanings were grouped under more abstract headings,
referred to as axial codes. In total, 131 codes were initially identified, which were
reduced to 63 codes following preliminary refinement. These 63 codes were
subsequently categorized into 17 axial codes. Ultimately, the 17 axial codes were
organized into six overarching categories: experience, psychological factors,
marketing, social media characteristics, trust, and loyalty.

Findings

Based on the study’s findings, it can be concluded that brands and companies that
maintain a stronger presence on social media, produce more product-related content,
and engage in direct interactions with customers are more likely to foster greater trust
and loyalty, thereby exerting a stronger influence on customers’ repurchase behavior.
The results further indicate that the targeted application of psychological strategies
within digital environments and social media platforms can strengthen customer trust
and loyalty and increase the likelihood of brand repurchase. These findings underscore
the importance of creating a positive and holistic customer experience that
encompasses not only product quality but also brand values and the quality of
relationships between customers and firms. Moreover, based on the analysis and
findings of the study, electronic word-of-mouth plays a significant role in encouraging
repurchase behavior. Additionally, social media influencers can play a crucial role in
promoting products and services. Firms may leverage collaborations with well-known
and influential individuals on social media platforms to enhance brand promotion and
stimulate repurchase behavior.
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