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ABSTRACT

Due to the massive explosion of technology and the Internet boom, every individual can
connect, share information and shape relationships. What contributes toward this innovative
boost and at the same time creates an effective environment in which aquersbfunction

with otherpeoplecooperativelyjs socialmedia.Throughelectronicword-of-mouth(e-WOM)

and online advertisement, social media brings a new and powerful perspective in shaping
consumers' attitudes and behaviours. Thus, this presenteterarkvith the opportunity to
affect consumers purchase decisions through online marketing and social median&diaial
marketing offers a connection between the product or service with the consumer while
establishing an environment in which every indiual can become a part of an influential
"socialchainrinteraction”.

In this present thesis, the effect of social media marketing mechanisms, nakVéd\ end

online advertisement, is examined on the online Greek and Finnish consumer buying
behaviour. A en-probability sampling technique and the convenience sampling method were
applied together with the minimum sample size calculation conducted with the log Montel
Carlosimulation."¢*(¢ M'Y0 ¥ method,in orderto establishan appropriatesamplestrategy

and sample size. Two separate online questionnaires with the same questions were distributed
across Greek and Finnish participants with a distinct characteristic. They all had an" active
socialmedialife”. To identify theimpad of socialmediamarketingcomponentge-WOM and
onlineadvertisementpn the GreekandFinnishconsumersdnlinebuyingbehaviour] first go

through a detailed data analysis, transformation, and variable selection process. After that
stage, twaseparate multiple regression models are applied to identify the difference between
the Greek and Finnish consumers online behaviour. The results suggest that, althoegh both
WOM and online advertisement significantly affect both the Greek and Finnishe onl
consumer behaviour;WOM's impact is far more significant than that of online advertising.
These findings indicate that by reading online reviews and watching online advertisements on
socialmediawebsitesthe GreekandFinnishconsumersouldlearnthevalueof theirpurchase
intentions. Thus, YOM communication and online advertisement could be classified as
powerful tools oimotivation.
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1. INTRODUCTION

1.1 Background of the Study

It is true that with thevide-spread acceptance of the new digital world, the new technological
interventions can have a significant impact on the way that businesses and the news media
govern information and share that knowledge to their customers. This innovative ethayives
ability to consumers to become a part of this knowleslggring process by sharing their
opinions about the products and services they purchase (Gupta & Harris,L2@H);al.,

2011), and to research the organizations that sell them (Lee et al., 20&iht€ynal part of

this innovative breakthrough that has led to -@Btient content creation, communication is
social media (Berthon et al., 2012). Therefore, there is no doubt that social media's rise has
reflected the individual's need for interperabimteractions (Chen &in,2019).

Moreover, social media has altered the way that people live (RQaase & Young, 2010),

learn (Gruzd et al., 2016), and connect (van Dijck, 2012). On the contrary, social media has
also been beneficial for companies emapbthem to communicate with its customers without

any restrictions regarding time or place (Antonio et al. 2014). Companies use social media to
interactwith differentstakeholdersandutilizing socialmediaenablegrackingconsumersind
competitors whe delivering important insights for internal and external marketing strategies
(Klaus, 2013). When there is a need to establish a significant connection with their customers,
businesses face challenges that lead them to fundamental shifts in usingneatigalas a
marketingtool (Paquette2013). Accordingto Shankaetal. (2011,p.30); Technologyrelated
developments such as the rise of powerful search engines, advanced mobile devices and
interfaces, peeto-peer communication vehicles, and online sonitworks have extended
marketers' ability to reach shoppers through new touchpoints”. According to Powers et al.
(2012), companies have successfully established a reliable connection with their consumers
using social media and have managed to shapetyagalong consumers. To prosper in their
marketing activities, companies could exploit digital and social media to appeal to companies'
consumers.

Since the volume of online purchasing has risen meaningfully in the past few years (Vazquez
& Xu, 2009;Faqgih,2013;WannrYih & Ching-Ching, 2015), it is apparent that the Internet is
used as a platform to be utilized in the buying decision process (Comegys et al. 2006). Hence,
it is essential to understand consumer buying behaviour in an online environment (Koskine
2017). Many researchers state that the buying process model follows a more linear "path" in
an offline environment. On the other hand, others argue that purchasing products or services
onlineis entirelydifferentsincetheyarenot physicalgoodsthatpeoplecantouchandevaluate
(Demangeot & Broderick, 2007). Due to the buying decision process offered in an online
environment, it is apparent that the marketplace has been rehabilitated Z8L5jland new
motivations and risks have merged (Warih & Ching-Ching, 2015). Many factors may
significantly influence online consumer buying behaviour such as consumers a#tlaidds,
intentions, product characteristics, perceived risk, personal characteristics, website quality,
service, and domaispecific innovation(Bhatnagar et al., 2000; M Hossein et al., 2012). All
these factors are identified worldwide as aspects that affect online purchase consumer
intentions.
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One integral part of changing how consumers feel about purchagsigishing digital and

social media (Powers et al., 2012). According to Fauser et al. (2011), social networks are
considered the most influential social media platforms for consumer buying behaviour. They
serve as an "ajpurpose” miepoint to get involed with consumers at all stages of the
consumer decisiemaking process. Social media has been acknowledged as a powerful
marketing tool that can change the consumer purchase degiaiding (Hudson & Thal,

2013). Thus, an organization can benefit fromiaomedia by absorbing how it can affect
consumers' emotive and behavioural responses to establish effective and robust social media
marketingstrategiegGuzzoetal., 2016).What"connectghe productwith theconsumewhile
offeringapersonathannelndcurrencyfor usercentrednetworkingandsocialinteraction'is

social media marketing (Chi, 2011). According to Tuten and Solomon (2017), social media
marketing refers to" the utilization of social media technologies, channels, and software to
create, communicate, deliver, and exchange offerings that have valae @wganization's
stakeholders”. The most remarkable plea of social media marketing is for the brand to
substantially impact consumers and consumer groups (Brandz, 2010). As such, social media
networking can allow marketers to significantly accelerater thapability to introduce
productsn virtual marketplaceandcommunicatevith thecustomersn new innovativeways

(Wollen et al.2011).

Considering that more and more consumers nowadays are spending more time browsing and
utilizing multiple different social media networks, companies are using more enormous
dividends of their marketing budgets on social media advertising (Lee et al., 2015). What is
importantto pointoutis that,to establishareliableconnectiorwith their customersmarketers
shouldtry and communicate their customers in their natural "territory” and what is a better
environmento accomplishthisthananenvironmenin which theycanadvertiseandbe active

on social media (Zhang & Mao, 2016). According to Gironda kmdjaonkar (2014), apart

from thefactthatsocial mediadvertisings a great wayto identify newcustomersit is alsoa
greatwayto generatesalesOntheotherhand,it is believedthatconsumersvho aremotivated

to shop or consume specificoducts or services are willing to perceive advertisements on
social media. However, consumers are willing to follow this path of advertiseweaytance

on social media when the advertisements are-matthed with consumers' social media
content.Themorecompatibletheadvertisementare,themoretheconsumerproducepositive
responses towards the advertisements (Zhang & Mao, 2016). According to Comegys et al.
(2016), social media advertising can significantly impact consumer buying behaviour at any
buying process stage. The initial intention to purchase a specific product or service
combination with the tendency to click an advertisement can all be affected by social media
advertisements.

According to various researchersyWOM has long been corred an influential marketing
instrument (Bickart & Schindler, 2001; Kumar & Benbasat, 2006; Zhang, Craciun & Shin,
2010). The Internet allows consumers to use various online platformsVit®M such as

blogs, review websites and discussion forums tockefr information posted by previous
consumers. As such, they can gain the appropriate knowledge regarding a specific product or
service before actually purchasing it (Pitta & Fowler, 2005; Cheng & Thadani, 2012). Many
researchers support that social naedebsite are appropriate platforms foV®OM (Erkan &
Evans,2014;Kim, Sung,& Kang,2014).Themainreasorconsumersesortto socialmediato
obtaininformationaboutdifferentproductss thatsocialmediawebsitesenablehedistribution
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of eWOM information among many peopl this environment, users can even share their
ideas and thoughts by only "putting out there" the posts they agree with (Chu & Kim, 2011,
Sohn, 2014). Therefore, communicatirgV®M on social media sites may be more potamt
consumers' purchase intentions that ti&@M communicated on other online platforms
(Erkan & Evans, 2014). Indeed, consumers often regulate their behaviour based on others'
prospects, just as they are easily prijed by the opinion formed by those close to them
(Nystrom et al., 2017). When the reviews (opinions) are positive, the consumer believes that
the product is desirable without reading the reviews themselves but considering the enormous
volume of consumerthat purchased the products before. On the contrary, when the reviews
are negative, consumers are willing not to purchase the product because they do not want to
engage in a disagreement with others, something that will cause "psychological discomfort"
(Pak & Lee, 2008). Thus, online advertising andV®M can have a substantial effect on
online buyingoehavior.

Although research has indicated the significant effect\@f@W on the consumer decision
making process (Chevalier & Mayzlin, 2006; Lee & YounP20) not many studies have
investigated &VOM as an integrated part of social media (Cheung & Thadani, 2012). To be
more specific, although some studies have focused their research on the relationship between
eWOM and social media (To, 2014; Wang et &l12), research involving the impact of the
determinants of 4VOM on the consumer purchase intentions are quite limited. Considering
both social media marketing elementsW®M and online advertising) research has
acknowledged its significant positive cdhtrtion to online consumer buying behaviour
(Ertene & Ammoura, 2016; Dayal, 2016; Ayarekar, 2015). However, this impact has not been
thoroughly investigated in the context of Greek and Finnish consumers. Therefore, one could
indicateaneedto investigateheeffectthatsocialmediamarketingcomponentsiaveon online
consumer buying behavior by conducting a comparative study between Greek and Finnish
consumers.

1.2 Overall Purpose

Based on the discussion in the previous section, the purpose tiighis is to provide an
insight into the impact that social media marketing has on online consumer buying behaviour.
The study considers online advertisement and electronic-@fembuth as social media
marketing components. Their effect on online buyiegdviour is then examined, by using

two differentsamplesierivedfrom GreekandFinnishconsumersvith anintensé'socialmedia

life". Besides, to control for unobserved effects, this thesis considers four important control
variables used in the regressimodels and the independent variables. In order to reach the
overall purpose of the study, the following research questionsipkemented:

U Social Media Marketing Impact on the outcowagiable:

Research Questiorl: How does eVOM affect the online loying behaviour of Greek and
Finnish consumers?*
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Research Questior3: How does online advertisement affect the online buying behaviour of
Greek and Finnish consumers?*

*After controlling for unobserved effects.

1.3 Overview of Entire Thesis

This thesis will be constructed upon nine chapters, as we can indicat&iffore 1below.
Thestudystartswith introducingthe backgroundandtheoverallpurposén whichtheresearch
guestions are established, which leads into chapter two, literature reémi¢is chapter,
current research in the field will be analyzed, and previous empirical research to construct a
solid framework for this study. Chapter three will be dat#id to the construction of this
conceptual study framework. On the other hand, Chapter four will be dedicated to Data and
Methodology, taking into account the research approach, research strategy, sampling strategy,
guestionnairelesign,anddatacollection. Thefifth chapterdivesinto adetailedanalysisof the

data, derived from the questionnaire, to get to know the Greek and Finnish consumers'
behaviour from the answers they gave from the online questionnaire. Moving on to the sixth
chapter, a data elgration and transformation analysis conducted to understand better the
distribution and normality of the variables of interest. Simultaneously, a variable selection
techniquas implementedo derivethefinal variablesusedin theregressionmodelsin chapter
sevenln this chapteriwo multiple regressionrmodelsareappliedto investigatehe significant

or nonsignificant impact of social media marketing on the online buying behaviour of the
GreekandFinnishconsumersTheeighthchapteris dedicatedo themodelinterpretatiorwith

the ninth and last chapter left for discussing the findings and conclusions reached from the
analysis.

Figure 1 Overview of the Entire Thesis

Introduction Literature Review Conceptual Framework
Data and Methodology Data Analysis of Data Exploration and
guestionnaire Transformation
b 4
Multiple Linear Conclusion and

Model Interpretation

Regression Models Limitations
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2. LITERATURE REVIEW

2.1 0nline Consumer BuyingBehavior

The massive explosion amdopagation of the Internet have indeed changed the attitude and
behaviour of the consumer have been implemented (Constantinides, 2015). The technological
developmentthataffecttheconsumer'sverydayife have"introducedanewconsumeprofile

referred to as the online consumer” (Akar & Nasir, 2015,p.215). Within this innovative
environment, online consumers have the convenience of seeking new products and are always
comparing these products and services' prices by visiting different sociarke#eccording

to Varma and Agarwal (2014), online buying refers to investigating and purchasing products
or servicesoverthelnternet. Duringtheir "online search'tonsumerdirstly becomeawareand

then familiar with specific brands. They fall into tee-called "consideration stage" which
eventually leads them to the purchase of specific produserarces.

In many cases, though, consumers make aberrant choices when it comes to their behavioural
decisionmaking process. From a marketing perspectinatketers need to understand how
consumers behave regarding the information they gain about different products and services
and then try to use it to cull among contending brands (Belch & Belch, 2009). This situation
is critical for marketers because theged to understand how these effects exhibit in the
marketplace to "offer" consumers a valuable buyer experience (Stankevich, 2017). As a result
of themarketdynamismandtheconsumersttractiontowardsonlinebuying,manyresearchers

aim toinvestigate leading indicators of future success for online buying (Chawla2&i#),

2.2 DecisionMaking Model

A predominant approach that helps to acknowledge the importance of understasthnger
needs and explaining the fundamentalsuwdtomer behaviour has been the establishment of
differentdecisionmakingmodelswhich havebeenableto capturethe stagef thetraditional
purchasing process (Engel, Kollat & Blackwell, 1968; Howard & Sheth,1969; Erasmus,
Boshoff & Rousseau, 2001).h& main difference between these models is that a different
significance and presentation have been given to the different variables under consideration
the decisiormaking process. On the contrary, the classical model (Court et al., 2009) is a
dynamicmodel that has eliminated the numerous variables and their relationshipsueedi

only on the five decision stages presented in the figei@y:
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Figure 2 EBM Model (Court et al., 2009)
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All these five stages adescribed in the following paragraphs:

Stage O Need Recognition

The classical or traditional decisiomaking model begins with the need for recognition stage.

It makes its appearance when the individual realizes the difference between the actual level of
satisfactiorof a particularneedandtheamountof satisfactiorthathewants(Munthiou,2013).

In this stagetheinternalstimuli (like hunger)andexternalstimuli (onlineadvertisement)an

cause an explanation of the consumer's need (Kotkmdstrong, 2014). It is consideréte

trigger that initiates the buying decision process. A consumer buying process example of this
stage could be a project manager's efforts trying to identify a new system or tool of project
managemerthatwould replacethe out-of-datemethodof Excelspreadsheetsr keepingtrack

of their projects. Such a trigger could also be the improvement of the consumers' needs, their
transformation and the introduction of a new need, the information about potential new
products ad services distributed in tmearket.

Stage 1Information Search

During the second stage of the classical decisi@aking process, the consumers go into a
discovery mode to identify and gather important information that will lead them to make the
right choice.Whenevetheindividual feelsthatinternalknowledges notenoughthe external

search comes into the picture and supplements the existing knowledge. (Voramontri et al.,
2018). The external search is undertaken through public media experts setévigson,
newspapers, and the Internet through private sources such as friends, neighbours, family, and
commercial sources such as advertisements, salespersons, dealers display, and packaging.
Another essential tool of Social Media Marketing is useiergs on Amazon.com, which
administer a more reliable product estimate (Kotler & Armstraag4).
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It is essential to point out that these sources' impact on the consumer varies with the product
divisionandtheindividual'scharacteristic®rivateor publicsourceproducemoretrustworthy
information because they are much more valuable than the commercial ones that only inform
themabouta specificproductor service Accordingto Munthiou (2013),we canidentify three

main categories of consumers in today's marketplace: (1) Traditional consumers (who do not
shop online), (2) Cyber consumers (who shop online at most times), (3) Hybrid consumers
(whodoboth).Manyconsumerspnecouldsay,arehybrid becausalthoughtheylike shopping

online, they still enjoy interacting with the salespeople and getting to know the product's real
essence.

Stage 2 Evaluation of Alternatives

Once the consumers have gathered all the appropriate information, they begin to evaluate the
alternative product choices to arrive at a buying decision. Various factors can influence the
evaluatiornprocessandthusmakeit acomplicatedprocedure(1) theimportanceof the product

or service(2) theindividual'sexperience(3) theimperativeneswith which thedecisionmust

be taken, (4) the loss of making a wralegision.

The first facet of the evaluation process consists of identifying consumer attributes towards
purchasing a specific product and investigating the consumersfspatid opinions on that
product.lt is essentiato understandhatattitudeshaveacrucialimpacton individualsbecause

they guide them towards having a more structured mind, helping them choose a particular
product or service. Besides, once the coregnselect the appropriate alternatives, their
performances comparedo themostconspicuousriteria. Thefinal decisionis madeto reduce

these options to make a final decision (Voramontri et al., 2018). An example of this stage
regardingtheprojectmanagers thathe/shas doingprojecttryoutsto indicatewhich software

best fits his/hedemands.

Stage 3 Purchase Decision

Moving on to the third stage of the traditional decismaking model, the consumer makes
his/her final choice regarding whigmoduct/service to buy. The individual decides on wihat

buy, where to buy, and how to pay. In other words, the consumer makes a purchase decision
which is the result of the evaluation process. The figure below illustrates the two factors that
can influerte the consumer's purchageision:

Figure 3 Factors affecting consumer's purchase decision.

1. Unexpected
factors

Purchase
Decision

2. Attitudes of
others

From the figure above we can indicate that other people's attitudes could indoesamers'
buying decisionslIf for example,a friend or a family membertells anindividual to buy the
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lowest pricedlaptop, then his/her propensity of purchasing a more expensive laptop is
essentially reduced. Also, due to unexpected situations, the consumers' purchasenaggision
change. For example, the economy might take a downturn and the individual's purchase
intention based on expected price, the time available for deeisadang, and the retail
environment might get influenced. According to Kotler and Armstrong (2014), the close
personakource'sattitude,suchasfamily or friends,mayalsoleadtheconsumeto re-evaluate
his/hercircumstancesAn exampleof this stage pf theconsumer'slecisionmakingprocessis

that a project manager may need a final consent for making his/her purchase of specific
software. However, because he/she wants thingsettgoing quickly, a free trial is needed to

get him/her through thighase.

Stage 4 PostPurchase Decision

During the last phase of the traditional consumer decisiaking model, the individual
evaluates the product/service's achievement based ontaiqres; and then decides what
satisfies or dissatisfies them in the end. According to (Oliver,1977}pposihaseatisfaction

gets influenced by the consumer's expectations and confirmation (or disconfirmation) of
beliefs. If the product does not sajisthe individual's expectations, the consumer is
disappointed, if it meets expectations, the consumer is satisfied, if it exceeds expectations, the
consumer is delighted (Kotler & Keller, 2006, p. 198). Although after the purchase, the
consumer feels safisd over their chosen brand, every purchase is associated with a
negotiation (Kotler & Armstrong, 2008, p. 149). The individual's satisfaction results from all
theactionsundertakermuringall the phase®f the purchasgrocesdecauseheconsequences

that arise in one stage impact the experiences in all the other ¢tages,2013).

An example of the last phase of the consumer decmigking process could be that a project
managenllocateghe newsoftwareto his/herteamandthengetsfeedbackrom them.His/her
attitude towards the product will get enhanced by reading different articles about how this
software has helped people like him/her in variwags.

2.3 Social Media

SocialMediahasindeedbecomeoneof thedesignatedechnologie®f ourtime. Nevertheless,

before diving deep into the definition and explanation of social media, it is essential to
understand the definition of Web 2.0. According to Kaplan and Haenlein (2010), Web 2.0 is a
term that explains the differeand new way in which end users use the World Wide Web,
allowing the operators to adjust and cooperatively share information. Besides, Campbell et al.
(2011) state that Web 2.0 helps spread and accept information and collaboration and
interactivity. In thei own words, "It has to do more with how people are using the technology
rather than the technology itself, how they retrieve information and how the users are now
creating and consuming it, and thus adds value to the websites that permit thersoto do
(Campbell et al. 2011). In other words, one could indicate the participation of the user in the
creation of the site. Furthermore, this is precisely the kind of environment social media offers,
an environment in which the participants are united by tlexeral personal information and

can gather and share the information retrieved and make kisaigjons.

Probably thebestdefinition of socialmediacamefrom AndreasKaplanandMichaelHaenlein
(2010).Theydescribedsocialmediaasa groupof Interng-basedapplicationsthatbuild on
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theideologicalandtechnologicafoundationf Web2.0andallowsthe creationandexchange

of usergenerated content” (Kaplan and Haenlein, 2010, p.61). According to Peters et al.,
(2013), social media, due to its distinctive nature of being "dynamic, interconnected,
egalitarian, and interactive organisms", have developed three constitutional fluctuations in the
marketplace. The figure below illustrates the three nsdjits:

Figure 4 Shifts in Marketplace due to Social Media.

Customer and Company

Connection.
Change in the interactio Impact of proliferation of
between customer and social media data in
firm relationship. decision making.

Onecould indicate the elementary shifts in the marketplace conducted due to the social media
evolutionfrom thefigure above. Firstly, socialmediahasprogresseth offeringaplatformfor
individuals to stay in touch with their family and friends. It tesome a place in which
marketers and consumers can gain a strong relationship between them. Consumers can learn
aboutthecompaniesndthe productsandservicegheysell,andretailerscanexploitthesocial
mediasitesto getto knowthecustomer'sieelsandprovidethemwith anewway of purchasing

online (Paquette, 2013). Such connectedness is empowered by various platforms such as
microblogging sites (e.g., Twitter) and socialwetking sites (e.g., Facebook). This exact
expansion of social media can be identified through numbers. For instance, Facebook marked
having nearly 1.8 billion daily active users and 2.7 billion monthly active users as Z¥the
quarterof 2020(Facebookactiveusersvorldwide | Statista2020).Fromaglobalperspective,

it is estimated by 2022 that the total number of social media users will grow to 3.29 billion
users, approximately 42.3% of the world's population (eMarketer, 2018). The figures below
illustrate this type of social media behaviour diee:
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Figure 5 Monthly Active Users of Facebook as of thtqiarter of 2020, Source: (Facebook: active
users worldwide | Statista, 2020).
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Figure 6 Daily ActiveUsersof Facebookasof the 2" quarterof 2020,Source:(Facebookdaily active
users worldwide | Statistap20)
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(Kaplan & Haenlein, 2010).

Thesecondnostfundamentashiftin themarketplacegueto socialmedia,is thatsocialmedia
hasalteredthewaythecustomeandthefirm connecandinfluenceeachother. In socialmedia
studiesmanyresearcherbavestatedheimportanceof socialinfluenceon customepurchase
intentions. Most up to date studies point out that this specific social interaction bond between
the customer and the company can be manifested through the strength of their social ties and
their relation patterns (Aral and Walker 2014; Katonal €1011).

Thethird andlastcrucialshift in themarketplacelueto socialmediais thegeneratiorof social
media data that helps companies better handle customer relationships and embellish the
business'decisionmakingbehaviour(Libai etal. 2010). Thissocialmediadatacanbederived
from variousplatforms(e.g.,blogs,forums,socialnetworks) Theycanbederivedandusefully
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oppressed with modern information technologies (Moe & Schweidel 2017). This kind of data
is characterized by the volume, variety, and velocity, theadled 3V's. The volume refers to
thequantityof thedata thevarietyto thevarioussourcesavailable whereasocialmediadata's
velocityrefersto theextensivaeattime data(Alharthi etal. 2017).These3V'sareusedmainly

for targeted advertising, for establishing customer relations and opinion mining. The figure
below illustrates this exacbncept:

Figure 7 Use of Social Media Data.
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From the figure above, one could indicate that marketers grasp the profusion of social media
data to identify patterns, knowledge and insights derived from various forms of data, whether
theyarestructuredor unstructureqHe eta.,2013). By looking atthesedatapatternsmarketers

can improve their strategic business goals and enhance their competitive advantage within the
marketplace (Gundecha & Liu, 2012). With the use of social media data, businesses can
provide personalized responses d¢astomer enquiries for targeted audiences through
advertising(Royle & Laing,2014).Thethird andmostimportantsocialmediadatausagés to

create healthy and valuable relationships between the company and the customer. Of course,
this aspect is the nmaobjective of any marketing campaign or program (Labajos & Zacro,
2016). Using social media data as a marketing tool, customers become engaged with user
generated content and twaay social interactiondn the end, this connection is retained by
estabishing solid relationships with other members (Wang & Fesennzfléd).

According to Gnizy (2019), the correct use of social media data is essential for establishing
good market research and a connection between the customer and the firm by creasng value
that can improve marketing outcomes. On the other hand, going through a detailed analysis of
thethreefundamentakhiftsin the marketplacedueto the dynamicbehaviourof socialmedia,

it is vital to not think of social media just as: (1¥@lection of softwardased technologies

that helps individuals spread information over some online social network and (2) as a digital
marketing channel that marketers can use to create a relationship wittugtemers.
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It is alsoimperativeto try to think of socialmediain abroaderconcept Accordingto Appel et

al. (2019, p.80), social media is considered "a technological ecosystem in which a diverse and
complex set of behaviours, interactions, and exchanges involvingusarkinds of
interconnected actors (individuals and firms, organizations, and institutions) can occur". One
should think of social media less as a specific technology service but more as a digital
environmentn whichtheindividual canmanageompellingaspect®f his/herlife. Tobemore
specific, it is all about what people do in those specific environments rather than the digital
media placetself.

2.4 Social MediaMarketing

To makea"safe"transitionfrom thetraditionalmarketingapproactio socialmediamarketing,

the company must change its overall marketing prsietd In othewords, marketers should try

"to utilize the social media technologies, channels and software to create, communicate and
exchange offerings that have an exceptiomdlie for the organization's stakeholders" (Tuten

& Solomon, 2017, p18).

According to many marketing experts (Mayfield 2008; Drury 2008; Weber, 2013), marketing
via social media is no longer a emay process of trading and receiving ideas and awareness.
However, a twevay mechanism that connects an audience with a product brand and
simultaneously leads to the creation of wattuctured contents (Weinberg, 2009). According

to Kang and Kim, 2017,Murphy et al., 2007 and Kamboj et al., 2018, marketers apply
communicativemarketingstrategieso producdong-termaffiliations thatarejointly gratifying

with their customers. On the other hand, Amedie (2015) states that many companies face
challengesn creatingrich, valuable andoriginal content Whatmakessocialmediamarketing
particularly exceptional is that it can be easier and more effective for small and rszium
firms whenit comedo advertisingoudgetcomparedo traditionalchannelsn whichthebudget

is deficient.

What is essential is & any company that embodies social media marketing attitudes should
try to establish a connection with their customers that will empower them to promote their
websites and products/services through online social channels. In other words, they should try
to clout the "social" part of marketing through "media" and then to "market" the "businesses"
components (Weinberg, 2009).

2.4.1Social Media Marketing Characteristics

According to Brandz (2010), the most remarkable aspect of social media marketing is for the
brand to have the ability to influence the consumers and consumer groups. However, it is also
critical for marketerdo usesocialmediamarketingto enhanceustomerelationshipsadvance

their ability to promote brands in online marketplaces asthblish a new way of
communicatiorwith potentialnewcustomergWollanetal.,2011).Thefigure belowillustrates

the main characteristics of social media marketing, according to G@aah):
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Figure 8 Social Media Marketing Charagtistics.
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1. Conversation There must always be tweay communication between the company
and the consumer. Marketers should understand the significant role the cysayser
towards their marketing strategy and should always listen and learthieom

2. Reach:Another vital aspect of social media marketingssability to allow marketers
to connect with a broader crowd rapidly and without going budget.

3. Validation: The tools equipped by the marketers and the consumer, in the context of
social media marketing, are the brand and the online reviews ofdtiegis/services,
respectively. By combining these tools, "the brand can meet the consumer's
anticipations".

4. Control: One of the significant challenges in social media marketing is for marketers
to control the various messages and opinions and experiggussve or negative)
expressed by the consumer, by professionally respondthgra

5. Tone: What is critical is that marketers make sure that their messages towards the
consumers are conceivable and decisive by setting an honest and dooerate

2.4.2 Socid Media Marketing Advantages andDisadvantages

It is true that the widespread acceptance of the social media marketing growth, in the context
of online marketing, has led several businesses to identify ways that social media can help
them advance their pducts and services to potential and current customers (Watson et al.,
2002).

Businesses interact with their customers by creating social networks such as Facebook,
LinkedIn, and Instagram. Through these social networks, the individual creates a personal
profile and becomes a member of the "community” of people who share the same ideas and
perceptions of everyday life and at the end of the day are interested in trading information
between them. However, nowadays, businesses attract their customers tbemrdecial
networkpagesnorethanleadingthemto visit theirwebsitegNadaraja& Yazdanifard2013).
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Since social media has a significant impact on marketers, by integrating social media into
marketing and their marketirgirategies and also on consumers, by allowing them to become
"content creators", it is crucial to refer to the advantages and limitations of social media
marketing (Watson et al. 2002; Sheth & Sharma 2005).

2.4.3SMM Advantages

It is believed that improvinghe connection between the company and the customer and
reducingcostsarethe mainbenefitsof socialmediamarketing(Adilova, 2017).In otherwords,

social media marketing allows firms to connect with their customers, who cannot reach them
in persondueto locationalrestraintsof virtual distributionchannelsata muchlower costthan

using other marketing platforms. According to figure 9below, social media networking
contributes towardeeaching consumers less cestectively by benefiting them in thraeays
(Watson et al. 2002; Sheth & Shar2G05):

Figure 9 Three areas of benefits for customers
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Accordingto thefigure above pneof themainthreeadvantagesef socialmedia,whenit comes

to the customers, is that it can produce a system which lets the individual modify the
information into his/her personal needs. For example, a person can choose which seat he/she
would like to seat on an aeroplane and conduct online cheokirlge Internet. The second

main advantage is the marketing association's ability to provide information and connect with
their customers without human interference. This advantage is significant because with this
form of communication the individual carave a much better understanding and gains the
ability to process all the information more manageable than if he/she had to deal with other
formsof contactFinally, socialmediamarketingplatformscreatea "transactionaltelationship
betweercustomersnd companieshatdo notrequirehumancontact Examplesof establishing
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thiskind of relationshipsetweemrosperousirms andthe custometincludeamazon.conand
Dell.

Now that we have gained a better understanding of sowaia marketing's three main
advantagest is critical to mentionthefive mainbehavioumpatternsof succes#n thisareaThe
figure below illustrates thisoncept:

Figure 10Five advantages of Social Media Marketing

I | Market Aim

I.  Social Interplay

New mediamarketing has indeed accomplished the adjustment of how often the individuals
communicate online and has led to the creation of new ways for behaviours to be influenced
(Burmaster, 2009). In other words, new media has increased and created new modak of soc
interplay.Accordingto Hill andMoran (2011)jndividualsspendmorethan25%of theirtime

on an online environment mainly undergoing communication activities, which is equal to the
total time spent online for any entertainment and leisure. Gettuadvied online leads many
people to communicate with others and create an "online world" where everyone shares their
thoughts, ideas and attitudes towards specific products and services. It is confirmed by many
consumebehaviourstudieghatpeopletakeinto accounthe adviceandinformationprojected

online by spending more time on websites that provide-frarty appraisals (Huang et al.
2009).In theend,thisbehaviourcanhavea substantiaimpacton consumepurchaseéntentions
(Hafele,2011).

Il CustomerService

Accordingto (Helmsley,2000),customesserviceis anintegralpartof socialmediamarketing.

It is crucial to have a reliable customer service system to avoid any risk and connplawity

website structure. The company's websi®uld have available a list of Frequently asked
guestions and representatives that can assist the customers with their specific needs. Besides,
accomplishing a rapid delivery system could establish good customer service that will
guaranteéastdeliveryof theproductsandservicesultimatelyleadingto customessatisfaction

and loyal behaviour (Gommans et al. 2001). However, the main disadvantage of purchasing a
product online is that the customer cannot establish a real experience witbdbet before

they buy it. Therefore, marketers should offer vkelbwn brands that guarantee gpodduct

quality (Gommans et al2001).
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Il Interactivity

According to Steuer (1992), interactivity is described as the magnitwdeicb users change

the design and volume of an arbitrated environment intireal In other words, the
interactivity of new media allows consumers to become more than passive receivers of
information and at the same time is defined as one of the masalcaspects of new media
technologies. This characteristic of interactivity provides a safer and more controlled
environment where the customer has greater access to information (Fiore et al. 2005).

Although interactivity can be observed in specific baokgds such as clicking links and
filling out forms, it also leads the customer to develop online content (Murugesan, 2007). By
establishing online content through interactivity, higher involvement (Bucy, 2003), and more
positive motivation towards usingebsites could be implemented (Kalyanaraman & Sundar,
2006).

V. Cost

Social media marketing indeed has lower financial barriers than other platforms due to its
capability to offer free access for individuals and companies to gather information, compared
to more traditional approaches. That is why social media marketing's primary advantage is
associated with cost (Weinberg, 2009).

Due to the nature of social media, each individual can spread the news of a particular product
or service and thus that informatioancreach a large number of people in a short period
(Weinberg, 2009). On the other hand, businesses can establish profitable campaigns on a
limited budget because social media marketing provides its tools for free compared to
traditional marketing campaign For example, due to social media presence, companies'
advertising cost declines through the use of social media platforms such as Facebook,
Instagram, and Twitter. In other words, the company can use social media to get closer to its
customers and redadhe cost of advertisement, which will reduce the price of the products
and services offered.

V. Market aim

Anotheradvantagef socialmediamarketinghasto do with themarketaim. Whenconducting
marketingresearchfirms canusesocialmediato targettheircustomerdasedn sitesonwhich

their concerns and opinions of their friends are displayed. For instance, when individuals list
houserelated products as one of their interests, they will most likely come across
advertisementaboutthosespecific goodsonasocialnetworkingsite. Theycouldevenindicate

their friends' interests in those products, producing, in the end, a reliable connection between
them. With this type of "smart" marketing, marketers establish a connection with the
individualswho aremostinterestedn whattheyhaveto offer (Adilova,2017)andatthesame

time, those individuals, contribute towards the promotion of new and exciting products (Hill,
Provost & Volinsky2006).

2.4.4SMM Disadvantages

From the previoughapter, one could indicate the importance of an online environment in
creating opportunities for both consumers and companies, notably establishing a robust social
mediaplatform.Both partscanexpresgheiropinionsandspreadheinformationto getto learn
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oneanotherHowever,asweknow, therearealwaystwo sidesof thesamecoin. In otherwords,

social media marketing apart from creating favourable circumstances it also encompasses
challengedor themarketingprocessThefigure belowillustratesthedisadvantageassociated

with social medianarketing:

Figure 11 Five disadvantages of Social Mediiarketing.

° Trust, Privacy and Security Issues ‘

/
l.  UserGenerated ContentUGC)

It is truethatwith the expansiorof the Internet,usersnowadaysspendmoretime sharingtheir
thoughts, opinions, and valuable information more actively. Many businesses find it essential
to involve usemenerated content into their field to enhance their marketing strategies (Filho
& Tan 2009). In other words, Internet userstfmthe use of usegenerated content, can leave
theiropinionsor commentsn discretformssuchasratings,reviews,photosvideosblogsand
articles (Filho & Tar2009).

On the other hand, incorporating uggnerated content into a specific marketitigtegy can

bring surface risk and uncertainty. To be more specific, this risk is correlated with the hazard
of acquiring legal accountability for the content produced by the individuals participating in a
company campaign. However, this risk can be cdetipwith marketers' ability to circulate

the usemenerated content through social media (Gommans et al. 2001).

II.  Negative WOM

According to Roberts and Kraynak (2008), since social media can make consumers actively
engaged in a business's marketing andmptenal strategy, by becoming themselves
marketersandadvertiserstheycancreatepositiveandnegativepressurdor thecompanyThis

kind of attitude depends on the quality of the products and services provided to the customers
and how they are presented online. When companies do not match customer expectations,
consumers can "show their negative side" by posting negative comabentisthe company.
Thisbehaviourcanbeextremelydamagingo marketingcampaignsandonthis occasionthere

is not much a marketer can do (Cheung et al., 2009). However, social networks need to be
appropriatelynanagedothatthereis aninstantrespmseto minimizing harmfulanddamaging

posts (Hennigrhurau et al.2004).
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Comprehensive imime

According to Barefoot and Szabo (2010), the most crucial consideration is that social media
marketing requires a significant time investment. In other words, although social media is
interactive and successful, as mentioned in the previous section sfutlys to accomplish

this, it requiresastrongengagemerftom thecompanyside. It is unrealfor acompanyto have

high hopesof establishinggnormouseturnsby simply "dipping" into socialmedia'sesources.
Therefore, the firm must realize timaportance of the timaature of social media marketing
which iscomprehensive.

IV.  Trademark and Copyrighissues

One of the aspects that marketers should consider when using social media, whether via the
firm's own socialmediaplatformsor athird-party channeljs to alwayskeepaneyeontheuse

of trademarksndcopyrights Accordingto SteinmarandHawkins(2010),thenatureof social

media marketing, to assist in informal communication progress on-amedbasis, can make

firms promotetheir productsandservicesanddisperseopyrightmaterial However jt canalso

facilitate thirdparty abuse of a company's copyrights and trademarks (Steinman & Hawkins,
2010). That is why the firms must monitor their social media platforraagare that the ones
handling these outlets are not exploiting their cergiraerty.

V. Trust, Privacy and Securityssues

One other critical factor that companies should consider when using social media merketing

to take measures to eliminate any pasnexposure of personal data collection, use and
preservation. According to the study conducted by Ratnasingham (1998), individuals buy
products and services online in the least extensive manner due to the fear associated with the
onlinecreditcardfraud. Thatis why marketersnustfollow thepoliciesof theircompanyAlso,

by usingthird-partysocialmediaplatforms theyshouldensureghatthesocialmediacompany's

privacy policy is not breached. In other words, trust should be established imtetianal

security and privacy dimension (Hoffmann et al., 1999), which, in the end, will help achieve
customer loyalty to social media marketers. Therefore, it is safe to mention that establishing
loyalty and brand trust can help eliminate a part ofitternet's adverse circumstances, such

as to overcome the idea that the Internet is not a safe transactional environment and deceptive
marketplaceWhatis ratherdecisivels to generatarustthrough"the approvalof athird-party"
(Gommans et ak001).

To conclude, going through a detailed analysis of social media marketing's benefits and
disadvantages could indicate the importance of new online media informing constructive
communication between the advertisers and marketers of a firm and tloeneusthe
customer becomes something more than just a straight consumer of products and services;
he/she uses social media to become more engaged and takes the role of a "content creator".
Marketersand"contentcreators'try to understandhetoolsof sogal mediamarketinganduse

themto gettheirmessageutthereto targetmarketsHowever,associatevith SMM aremany

benefits and disadvantages driven by the evolution of Internet technology. Many company
owners struggle to indicate the correct wayise social media. That is why, before stepping

into theworld of socialmediamarketingjt is critical, for thebusinesse® conductappropriate
marketingresearclpracticesBYy following this path,acompanywill havetheability to provide
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the right quality products and services to their customers and at the end, keep them satisfied
and engaged in the whole customer purchase intention process.

2.4.5Social Media Marketing Activities

It is believed that marketingctivities through social media result from the individuaéstal
stateandtheeventghatoccur(Chen& Lin, 2019).Theexperiencesf theconsumersndusers

of social media are different because although both groups might be exposed to the same
service activities, they will most certainly have different feelings and ideas about a specific
event(Agapitoetal.,2013).Accordingto KomppulaandGartner(2012),consumersowadays

do not pay much attention to product features. Instead, they focus loratitethat represents
thatspecificproduct.Thereforethevariousmarketingactivitiesmustprovideanincentiveand
memorable experience to the existing users and consumers (Komppula & Qé&iagr,

Whatis essentials thatthe companytriesto understandhe user'sneedseforethe consumers

can understand them and learn through market research which goods and services attract the
customers to be prepared to coordinate events that will leave lasting effects (Kim & Perdue,
2013). In other words,marketers should formulate marketing activities taking into
consideration the different user's needs. Examples of this kind of behiaiogie:

a) With social networking platforms such as Facebook, large fashion brands like Louis
Vuitton provide live fashio shows (Kim & K0,2012).

b) Many brands have created their social media accounts ( Facebook, Instagram, Twitter)
so that they are always in "close contact” (with no restrictions) witbustemer.

¢) Many brands have also collaborated with mé&ahnology companies such as Apple
to create iPhone applications.

Due to this tweway direct communication, many organizations pursue to profit from social
media between the customer and the firm. Therefore, that is why many companies focus on
developing marketing strategies for social media.

2.6 Social Media Marketing Strategy

Theorganizatiorhasto integratea setof decisionghatwill helpit conductappropriatenarket
research and make critical choices for marketing activities. By following this beinathe

firm can accomplish a valuable and robust connection with their customers. Companies need
to have a good marketing strategy that will help them have a competitive advantage in the
marketplace and help them build a "forceful” interconnection welctistomer. According
Constantinides et al., (2010), when firms focus mostly on marketing strategies that have to do
with publicrelationsmarketingntelligence customeandproductmanagemerdandmarketing
communications, they should try armbnnect these strategies with social media. This
connections establishetbecauseonsumerdelievethatinformationavailableon socialmedia
platforms are more reliable than the information issued directly by companies (Constantinides
et al., 2010). Wedter (1992) states that for the relationship between firm and customer to be
considered a lorterm connection, a marketing strategy should be created.With this creation,
customerengagemerdandcommunicatiorcanbe advancednto beneficialrelationalresaurces
(Huntetal.,2006).Ontheotherhand thisexactiong-lasting trustworthycustomerelationship
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can help design and enhance the marketing strategy that will eventually lead the company to
have an exceptional busingssformance (Morgan & Hunt, 1999).

The figure presented below was constructed to get a better understanding of the social media
marketing strategies implemented by marketers:

Figure 12 Examples of Social Media Marketing Strategies.

* Saldanha et al. (2014)
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As we can see from thiigure above, four social media marketing strategies have been
implementedy variouscompaniesRegardinghe social CRM strategy anexcellentexample

of its implementation is Fiat Brazil's car crowdsourcing project, as mentioned by Saldanha et
al. (2014. This company gathered customers to share their opinions and ideas regarding the
creation of a concept car. By following this road, the company managed to gathEr,006r
suggestions in their online platform across 160 different countries, whicb édting the
world's first crowdsourced car (Saldanha et24114).

Anotherexampleof acompanythatcarriedoutthe social CRM strategywasthe UScosmetics
brandMax Factor.Max Factorstarteda newsocial CRM systemin 2016to controlfor thedrop

in customer value that they had witnessed in the Chinese market. This social CRM system
involved creating a new loyalty program that enhanced the connection between the company
and the customer with the use of reale and automated communicationasagements. The

results increased the average customer buying value in just four months (Wang, 2017). By
implementing the social CRM strategy, these companies used their customers as a source of
innovation, enabling them to become an active member ofgbei@l medi@mpowerment.

Moving onto thesocialcommercestrategycompaniesike ASOS (UK-basedashionretailer),

stated that between the period of 2017 and 2018, they witnessed a 28% rise in their annual
profits due to the appropriate handling of sbenedia promotional apparatus (Robert, 2018).

The company did increase its social media interactions with their customers by getting more
involved in conversations with them on social media networks such as Facebook and Twitter.
This strategy has helpedS®S gain a competitive advantage in the fashion business.
Furthermore, the same social commerce strategy has been achieved by L'Oréal, the French
cosmeticscompany.The companyestablishedh connectionwith its customersy allowing
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themto purchasgroductsvia socialmedia.This connectiorwith customerded to anincrease
in the average inquirfo-sale conversion rate to 2% within five months (Acommet0&9).

Another social media strategy that companies have followed is tbdlet "social content
strategy”. Taking as an example, Nike, the globally \ketiwn sportswear company, could
indicate the importance of branding as a lifestyle and not just getting stuck in the domain of
selling products (Ravi, 2018). With emotional stetljing, Nike has managed to become the

29 most followed brand on Instagram, with over 77 million followers and amongst the top 10
most followed on Facebook.

One other important social media strategy that is worth mentioning is the social observation
strategy. For instance, Hertz RenCar followed a transition from a markethogiented
approach to a customeriented approach. This approach involved creadir®/7 customer

care system to enhance adaptability through social media observation (Waldo, 2014). On the
other hand, Barclay's Bank followed this strategy using a mobile payment app. The company
did analyzethe customer'seedbackandcomplaintsaboutthe appwith the useof socialmedia

data analysis (Griffith, 2016). By following this type of behaviour, Barclay's Bank made
significant changes to the app and managed to transform the customer's negative comments
into a compelling assat themarketplace.

After the detailed analysis of the different social media marketing strategy examples
implemented by various companies, it is essential to conclude that managers need to address
the aims and goals that will lead to the excellent advaané and control of social media
marketing strategies. These specific marketing strategies have different business goals. For
instance, a social content strategy and social observation strategy aim to distribute beneficial
service and content to the cus&min contrast, the goal of social commerce strategy is to
attract the customer through transactional interests. On the other hand, a social CRM strategy
aimsto build valuablerelationshipswith theircustomerdy assimilatingsocialmediadatawith

current company processes (Li et al., 2020).

2.7 Social Media Marketing Studies (Consumer and Organizational Level)

This study acknowledges the work conducted by other researchers. It more specifically takes
into consideration the studies regarding social mederketing in a consumer and
organizational level:

Table 1Social Media Marketing Strategie€onsumer and Organizational level.

Focus of Study Subject Examined

De Vries et al(2012)
Kim & Ko (2012)
Zadeh & Shardé2014)
Lee et al. (2015)
Chen et al(2015)

Consumerlevel FNittERenzecRary e

E
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1 LorenzcRomero et al(2012)
Ilﬁgr rr?:t?c:ﬁh and share of 1 Workman & Guptg2013)
1 Schulze et al(2014)
. . 1 Kumar & Mirchandan{2012)
Impact of Social Media
. . Maprketing Strategies T Luo& Zhang (2013)
Organizational .
1 Chan & Guillet(2011)
level Use of Sosial Media f Michaelidou et al(2011)
1 Mackey & Liang(2013)
1 Ashley & Tuten(2015)

From the table above, one could indicate that the empistadlies regarding the
implementation of social media marketing focus mostly on two areas of study, the consumer
perception and at the organizational level. When the area of study focuses on the consumer,
the main consequences concerning their attituderttsasmspecific brand includes:

a) The number of likes is significantly augmented due to the intense and bilateral brand
post attributes (Zadeh & Shar@914).

b) The messages posted on social media platforms raise the enhanced attitudes towards
the product and service brand and increases customer impartiality and word of mouth
(Kim & Co0,2012).

c) Togetapictureofthep o sdco@mancé isimportantto takeinto accounthenumber
of followers on a brand post and the time as an incentive (De \ras2012)

d) When it comes to social media platforms, Twitter and Facebook are said to be the best
i e q ui dantbeintprvemenbf customemttitudesowardsthebrand(Chenetal.,

2015)

e) The contribution of positive comments on a braadt has a posite relationshipvith
thenumberof likes. Thatis whenthe shareof positivecommentsncreaseshe number
of likes also increases (Lee et2015).

When taking into consideration the use, share and search of the information the main
conclusions from the empirical studies include:

a) There is a variation in the contribution and sharing of the information according to the
demographic and behavioural individualities of social media users (LoRom@ro
et al.,2012)

b) Themostpopularsmartpnoneappsarethoseresponsibldor sharingtheinformationas
they allow the uploading of photos and also their embodiment (Workman and Gupta,
2013).

c) Strategies of sociahedia marketing for practical, instrumental and functional (utility)
products cannot be based on the same principles as sensational and experiential
(hedonic) products (Schulze et2014).

Ontheotherhand whenthefocusof thestudyis ontheorganiationalleveltheuseand impact
of social media strategies are investigated, and the empirical studies cdhatude

a) Consumer Dbuzz and online traffic explain
value (Luo & Zhang2013).
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b) Social media can be used to achieve an increase in sales, return on investment and the
spreadf informationthroughtheuseof word of mouth(Kumar& Mirchandani2012).

¢) Social media is not used in all sectors of an organization, such as tastistation
management organizations and B2B. This is often the case because it relies strictly on
theindividualandprivateuseof socialmediaby theexpertan thesefirms (Michaelidou
et al.,2011)

d) The study conducted by Chan and Gullet (2012) indgc#tat microblogs and social
media networks are the most commonly useghanisms.

e) When it comes to social media sites the ones managed by the companies themselves
establish better outcomes (Mackey & Liang, 2013).

f) The use of social media is very easypégin with (Ashley & Tuter2015).

One important conclusion reached from the above empirical studies is that microblogs and
social media networks such as Facebook and Twitter, establish social media most commonly
positioned by firms (Chan & Guillet, 201I)his type of behaviour produces the best results

in terms of attitudes towards the product or service brand (Kim & Ko, 2012). That is why
companies need to use these types of social media platforms to create a solid relatitbnship
their customers thrai the search, use and sharing ofitii@mation.

2.8 Social Media Marketing Empirical Studies

Now that we have got a better understanding of the social media marketing pfaliticesi

by researchers in the field of new media, this study findsgortant to include an analysis of

the literature review regarding quantitative studies that demonstrate the preponderance of
guantitative techniques in the study of social media marketing. The table below summarizes
the key quantitative empiricatudies

Table 2Social Media Marketing Strategie@uantitative Studies

Focus of Study  Subject Examined Studies
* Chan and Guillet (2011)
* Ubeda et al. (2013)

Descriptive Statistics
* LaTorre etal. (2014)

¢ Okazaki, MNavarro and
Lopez-Nicolas (2011}
Koumpouros et al. (2015)
Hong (2012)

Hoffman et al. (2014)

Liu and Park (2015}

Anova Analysis

Regression Analysis

T
e
el
©
=
offdl
c
[
=
o}

Bilgihan et al. (2014)
* Chang et al. (2015)
* Leung et al. (2015)

Structural equation and experimental
analysis

As we can detect from the table above, descriptive statistics have been used to detect the
importanceof socialmediamarketingin touristdestinatiororganizationsuchashotels(Chan
& Guillet, 2011),for the communicatiorin newtechnologybasedirms (Ubedaetal., 2013)
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andasalearningtool for preventivemedicineandpublichealth(La Torreetal.,2014).Besides,
Anova Analysis has been conducted ithwestigate the differences in QR code loyalty
promotionacceptancéOkazakietal., 2011)andalsoin thehealthcaresectorwhenit comesto
patient engagement with social media marketing (Koumpouros 2045b).

Anotherimportantquantitativestatisticalelementusedn thestudiesof socialmediamarketing

is regression analysis. More specifically, it has been used to explore the relationship between
the behaviour patterns of alcohol usage by college students with the usageral ged
alcoholrelatedsocialmedia(Hoffmanetal., 2014).Furthermoreregressioranalysishasbeen

used to investigate the social media adoption of online news on Twitter (Hong, 2012) and the
usefulness of an online review regarding the productsaeeltwebsites (Liu & ParliR015)

Thelastquantitativeapproachmentionedn Table2 is theuseof structuralequationmodelling
andexperimentahnalysis.This type of analysishasbeenusedwithin thefield of hospitalityto
identify the behaviour patterns and dining information of generation Y on social networking
sites, (Bilgihan et al., 2014) and also in the hotel industry to identify the marketing
effectiveness with a comparison between Facebook and T(li&eng et al.2015).

2.9 Social Media Marketing and Consumer

Having explained the key elements involved in the consumer buying process, the nature and
usage of social media, the advantages and disadvantages of social media, the social media
marketing activities and the important marketing strategies implement by various companies,

it is apparent that soci al medi a marketing h
customerb6s | ife. Theref or e, sodgiatmedismarketimgdast a nt
ontheconsumer'slecisioamakingprocessandto identify theattentivephaseof thepurchasing

process that marketers should focusrarstly.

A consumer 6s emotions for taking partein so
consumer 6s activities. According to Heinonel
using the Internet and include sharing and gathering information, social aspects, and
entertainment purposes. Besides, Krishnamurthy and Dou (2008) in thgirstitel that this
motivationis dividedinto two groupsnamelyrationalmotivesandemotionalmotives.Rational
motivesconsistof theassistancef knowledgesharingwhereasemotionalmotivesincludethe
selfexpression and social connectigrishnamurthy & Dou, 2008). To achieve their
decisionmaking initiatives, consumers use social media as their powerful tool to make the

right decision when it comes to purchasing products and services. In a study conducted at
Western Kentucky Universityn 2013, 249 consumer buying intentions were used in the data
sampleo examinghecostandtypeof productpurchasedT heresultsindicatedthatconsumers
arebuyingtheproductsor serviceonlineaccordingo theapprovalandadviceon socialmedia

by their friends (Forbes & Vespok013).

Accordingto Ashmaretal (2015),socialmediahascreatedaculturein whichindividualslearn

how to communicatesffectivelyandtakepartin anongoingsharinginformationspiral. Inthis

loop of sharinginformation, the quality of online reviews and especially the perceived
persuasivenegsgethemwith the perceivedsolume(quantity)of thereviews,arefoundto have

a power ful positive impact on the doangtumer 06s
al., 2014). Besides therehavealso beenstudiesthat indicate the causalimpact that online
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consumer reviews have on product choice and the consumer buying behaviour (Yayli &
Bayram, 2012). When it comes to traditional me@anstantinides (2014) states that there is

a general feeling of apprehension from the consumer's side which leads them to focus their
purchase intentions on more advanced media rather than the traditional media such as
magazines, television, and newspag#tangold & Faulds, 2009). On the other hand, several

otherauthorsmentiontheinfluencethatsocialmediamarketinghason theconsumepurchase

behaviour but not in terms of the decisimaking process (Chu & Kim, 2011; Xie & Lee,

2015). According to Reers et al (2012), consumers use social media to gather information
aboutaproductor aserviceattheir assistancea behavioutthathelpsthemdecidewhatto buy,
what brands and to get to know more about new products when and wheratiey

Another study conducted by Taining (2012), claims that social media marketing and more
specifically the advertising attitudes and brand attitudes of the consumers affects their
purchasing intentions but does notdecisionevi t ab
making, but might have a mediating effect. To be more specific, this mediating effect can be
seenhroughthe effectthatsocialmediacanhaveonthec o n s u mgingl@ekaviouthrough
the creation of brand attitudel$.the product/service dbr and seems t o

needsthenhe/sheendsup decidingontheir purchaseHowever, wherac o n s u fmend oa s

fit t

social media shares information regarding a particular product on their social media channel,
then this behaviour has ampact on the brand attitude and influences their decisiaking
(Yang,2012).

2.10SMM and Consumer behaviour: International Empirical Studies

To

get a better understanding of the

mp act

purchaseintentions, the figure below was constructed which represents some key studies
regarding this concept:

Figure 13 International Empirical Studies of the Impact of Social Media Marketing on Consumer
Purchase Intentions

s Al-Qurini, Bader, and Iblasi, 2016

*" The impact of Social Media as a Marketing Tool on Purchasing Decisions (A Case Study on
Samsung for Electrical Home Appliances)

*Ertene and Ammoura, 2016
*"The Role of Social Media Advertising in Consumer Buying Behavior

* Ayarekar, 2015

s "Impact of Effectiveness of Social Media Advertising on Young Working Women Buying
Behaviot with Reference to Consumer Electronics".

*Chandio, Ahmed and Zafer, 2015
*"Impact of Social Media Marketing on Consumer Purchase Intention.

sDayal, 2016
*"An Analysis of Social Media Influence on Online Buying Behavior of indian Consumers".
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The first empirich study investigated the impact of social media as a marketing tool on
purchase decisions. The researchers collected information from Samsung customers by
distributing a questionnaire to a sample of 93 individuals, in 3 branches of the company. The
resultssuggested that all participants of the study spend a significant amount of time on social
media websites such as Facebook, Twitter, and YouTube, indicating a place in which
consumers purchase intentions can be influenced. Also, it was proved that Hremrpact

of using social media websites as a marketing tool on the different stages of the purchasing
decisionmaking process (need recognition, information search, evaluation of alternatives,
purchase decision and pgsirchase behaviour) (ADurini etal., 2016).

The second study conducted by Ertene and Ammoura (2016), investigated the role that social
media advertising has on consumer buying behaviour in the fashion retail industry in terms of
the different brands and consumer demographic factors. Wehuse of an electronic
guestionnaire distributed to consumers in Turkey, the results suggested:

a) A weak relationship between social media advertising and the need for the recognition
stage of the consumer buying decisraakingprocess.

b) No impact orthe search for informatiostage.

c) A strong impact of social media advertising on the evaluation of alternatagss.

d) And a moderate effect on the last two stages of the consumer buying detiinmg
process: buying decision and pgsirchasdehaviour.

Regarding the consumer demographic factors, the study indicated no changes in the
relationship between social media advertising and the consumer buying decision regarding
their education level and age (Ertene & Ammoura, 2016).

Another study which focused on the impact of social media marketing, using social media
advertising, on the consumer buying behaviour was the one conducted by Ayarekar (2015).
With the use of a questionnaire, the data, of young women buying consumenategbods,

was collected mainly from three cities namely Mumbai, Nashik, and Surat. The findings
suggested that there is a strong positive association between social media adipersisivig
feelings/ reactions) with the consumer buying behaviour irmbai and Nashik but no
relationship, at all, with the consumer purchase intentions in the city of Surat. The main
conclusion of this study was that social media awareness should be increased patrticularly in
smaller cities for firms to be able to connectlanteract with more and more customers
(Ayarekar,2015).

The fourth international study that investigated the impact of social media marketing on
customer purchase intention was the one produced by Chandio et al., (2015) in the country of
PakistanThis studyidentifiedthestrongneedfor theconsumeto find thebrandhe/shelesires
asmuchaspossible The quality of socialmediamarketing with theuseof videocommercials

and the images displayed in the advertisement, did not disgliayificant relationship with
purchase intentions due mainly to the fake quality of the social media marketing tools. On the
otherhand,informationsearchseemedo havea strongpositiveimpacton purchasententions

due to the huge variety of brands iéafale at social media that enabled the consumers to
explore them irdepth and at the end decide of purchasing them or not. A strong positive
relationshipwvasalsoidentifiedbetweerword of mouthandpurchasdehaviourdueto thetrust

that is carried oun this variable (Chandio et ak015)
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The fifth and final international study mentioned in this thesis is the one conducted by Dayal
(2016). This study followed a muldiisciplinary research approach on social media marketing

by analysing its impact on the purchase behaviour of Indian customers. The findings suggest
thattherearealot of factorswhichinfluencethebuyingbehaviourf Indianconsumersanging

from demographic and psychological factors to websitated factorand objective factors

such as product, price, quality, and convenience. The main research implication of this study
involvestheimportanceof marketerdo beableto understandhedifferentfactorsthathavean

impact on the consumer buying behaviourtisat they can implement strong social media
marketingstrategieso connectandengagevith their customer®ntheonlineplatform(Dayal,

2016).

2.11SMM and Consumer behaviour: Greek and Finnish Empiricalstudies

Now that we have examined the various international empirical studies of the impact of social
media marketing on the consumer buying behaviour, it is important to mention some of the
studies of the relationship between social media and consumer purchas@iein the
context of Greece and Finland. The figure below summarizes these studies:

Figure 14 Greek and Finnish Empirical Studies of the relationship between Social Media and
Consumer Purchase Intentions.

"Medelling the impact of socila media B

Chatzigeorgiou, 2017 influencers on behavioural intentions of
millenials; The case of tourrism in rural areas
in Greece" e

"An Investigation of the Impact of Facebook
and Instagram on Consumer Buying

MisoPUUIosp 2019 Behaviour: The Case of Retail Fashion

Consumers in Rhodes, Greece"

Clarke, Tzavara and

o
4
Kavoura and Stavrianea, 2015 "The importance cf social media on holiday

visitors’ choices — the case of Athens, Greece"
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Perakakis, etal. 2018 "Social media as a marketing tool for Greek
destinations"

Lee, 2013 "Impacts of social media en consumer
behavior decision making process"

. "Consumer Impact on Social Media
Eirola, 2014 Marketing. Cases:

Finnair and Suomenlinna”

Investigatingheliteratureonthetopic of socialmediainfluencingconsumebuyingintentions,

one could indicate that most studies that focus on Greece are almost completely restricted to
thetourismsector(Perakakis2018;Chatzigeorgioy2017);Kavoura& Stavrianeg2015).To

be more specific, Chatzigeorgiou (2017) conducted a study which examined the impact that
socialmediaandthe Internethaveon the behaviouraintentionsof millennialsthroughrural
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businessed hemodelproposedy this study,aimsto comectthe fameandactivitieswith the

social media influencer and the way the millennials make a decision when choosing to visit a
ruraltourismattraction.t is importantfor busines®wnersto connectwith millennialsanduse

the appropriate tools of advanced technology to increase the appeal of tourism in agricultural
areas in Greece (Chatzigeorgiou, 2017).

Also, in the studyof KavouraandStavrianed2015),the perceptionandimportanceof social
mediaareexaminedegading visitors choosinga Mediterraneamestinatiorandthe degreeo

which they find it important to be a key member of an online community. A sample of 301
respondents of foreign arrivals of visitors in the Athens Airport was collected during the
summer period of 2014. The significant aspect of this ssudydenote the importance of the
engagement of social media in the marketing efforts of destination management companies
(Kavoura& Staviraneas2015).FurthermorePerakakigtal. (2018),point outthesameaspect

as the previous study. Destination Marketing Organizations need to keep up to date with their
marketing strategies to be well prepared for the various challenges that arise in the tourism
sector such as the intense competition andnibivational change dburists.

On the other hand, a study that does not focus exclusively on the tourism sector is the one
formed by Clarke et al. (2019). The goal of their paper was to examine the impact of social
medianetworkssuchasFaceboolandinstagramn consumepurchasdehaviourjn theretail
fashionmarketin RhodesGreeceAn onlinequestionnairgvasusedto obtainthe dataandthe

results suggested that these two social media networking platforms influence Rhodian
consumebehaviourandallow consumerso follow fashiontrendsmorerapidly nowcompared

to five years ago. This study is particularly imperative for fashion retailers to enhance their
social media commitment strategies (Clarke e28l19).

Now that we have examed some of the Greek empirical studies regarding the impact that
socialmediamarketinghasonthe consumebuyingbehaviouiit is alsocrucialto referto some

of the studies from the perception of Finnish consumers. The study of Lee (2013) aims to
explain the effect of social media on different stages in the deaisaixmg process, by
identifying how consumers distinguish social media in the process, tfrerperception of
Finnish consumers. The results suggest that no matter the association ship with social media,
Finnish consumers are highly discriminatory when it comes to attending, processing and
selecting the information before a purchase takes plaas 013). On the other hand, the
studyconductedy Eirola(2014), examinegheimpactof consumeengagemerin marketing
communications on social media websites. The organizations used for analysis, in this study,
were Finnair, a Finlanased airlinecompany and Suomenlinna, a travel destination in
Helsinki, Finland.Thedatausedfor analysisverethemessagepostedon varioussocialmedia
forumsnamelyFacebookYouTube Flyer Talk andWikitravel in theyearof 2013.Theresults
suggest thathere is a repetitive relationship between the magnitude of consumer activity and
company control (Eirol&014).

2.12Social Media Marketing Components

Soci al media iIis indeed transforming the trad
consumers have moved away from the fAcl assica
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radio and tend to use more advanced social media to search for information and express their
opinions. Therefore, it is important for organizationsb® able to create effective online
advertising strategies to benefit from the current market division by assimilating adequate
characteristics in online advertising, especially social media (Harshini, 2015). On the other
hand, another element of the sbamedia marketing that has long been considered an
influential marketingnstrumeniBickart& Schindler2001;Kumar& Benbasat2006;Zhang,
Craciun, & Shin, 2010), is the electronic word of mouth (eWOM). Before any purchase
decision, the consumer hasetlopportunity to search for information posted by previous
customers regarding a particular product or service (Pitta & Fowler, 2005). Marketers, by
understandinghe dynamicsof socialmediamarketingandmorespecificallytheinfluencethat

eWOM andonlineadvertisingn socialmediahaveon consumepurchasententions theycan

develop better marketing strategies. Therefore, by establishing a good connection between the
company and customer through eWOM and online advertising practices, social media
marketing can prove to be a milestone for both parties, enabling them to have a competitive
advantage in the marketplace for the company and make effective purchase decisions for the
consumer. That is the reason why in this particular study, eWOM anmteadvertising will

be used as components of social media marketing to examine its impact on the purchase

intentions on Greek and Finnisbhnsumers.

2.13WOM vs eWOM for Consumer Behavior

Before diving into the investigation of eWOM as a substantial pasbafl media marketing

it is important to distinguish the difference between traditional vednehouth and electronic
word-of-mouth. According to Litvin et al (2008), WOM is the communication between the
consumer regarding a specific product or firm in ahhithe foundations are measured
independentlyf thesalablestimulus(Litvin etal, 2008).0Ontheotherhand thisform of online
WOM communication is known as electronic wardmouth (Yang, 2017). Due to the rapid
changes in théechnological era, this new means of communication has let to variations in
consumer behaviour (Gém&uérez et al., 2017). The main differences between WOM and
eWOM are presented in the figure below produced by HAilkeecer,(2017):

Figure 15 Differencesbetween WOM and eWOM, Source: Hu&leocer, (2017)

WOM eWOM

Credibility The receiver of the Anonymity between the
information knows the communicator and the receiver
communicator (positive of the information (negative
influence on credibility) influence on credibility)

Privacy The conversation is private, The shared information is not

interpersonal (via dialogs),
and conducted in real time

private and, because it is
written down, can sometimes
be viewed by anyone and at
any time

Diffusion speed Messages spread slowly.
Users must be present
when the information is

being shared

Messages are conveyed more
quickly between users and, via
the Internet, can be conveyed

at any time

Accessibility Less accessible

Easily accessible
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Accordingto thetableabove thefirst differencebetweeniWVOM andeWOM hasto do with its

credibility becausé is believedthatit canimpactc o n s u andacit@esowardsproductsand

services (Veasna et al., 2013) and at the same time reduces any hazards during the consumer
decisionmaking process (Hussain et al., 2017). The second difference has to do with WOMs
privacy features, Traditional WOM is communicated through faeeto-face conversations

and therefore it is private, whereas with electronic wafrchouth the information shared is
notprivateandmostof thetime canbeexposedo peoplewhodo notknow eachother(Cheung

& Thadani,2012).

Moreover, another imptant difference is considered to be the speed dispersion. Acctirding
Gupta and Harris (2010), the speed by which eWOM is spread is much faster than the one
through traditional WOM, due to the expansion of the Internet. Last but notlssibility

seems to be an important difference between WOM and eWOM because the latter is more
accessible due to the online platforms available such as social media networks, blogs etc.,
which share the information (Cheung &Thad@di12).

2.13.1Advantagesand Disadvantages 0€WOM

The role of eWOM has indeed expanded significantly due to the burgeoning usage of the
Internet. Although different marketing strategies have become easier to implement due to the
growthof technology(Trusovetal.,2009), manyadvantagesnddisadvantageareassociated

with eWOM. The figure below illustrates the compensations and drawbaekg@M:

Figure 16 Advantages and Disadvantages of eWOM.

Advantage { Effects of eWOM 3

Both Advantage
and eWOM can reach a large audience.
Disadvantage
Both Advantage
and eWOM can spread in a very short period of

Disadvantage time.

Disadvantage

Effects of eWOM
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As one can indicate from the figure above. amgor advantage of eWOM is that due to the
expansion of the Internet the quantity of WOM (the number of review posts) has increased
(Chatterjee, 2001). The consumer gets involved in a systematic learning process in which
he/she gathers information from etluser or marketer generated content. Besides, marketers
have the opportunity to fAexposeo their prodtu
the consumer to gather the appropriate information which eventually will help them make
betterpurchaselecisions.Also,eWOM canreachalargeraudienceandspreadheinformation

in a short period of time (King et al., 2014). On the other hand, these two significant features

of eWOM canhavebothadvantageanddisadvantagefor marketersForinstanceconsimers

can spread positive messages and opinions a
negative comments can also spread quickly w
profile (Fergusor& Johnston2011).In otherwords,besideghe benefitsof eWOM, it is quite

di fficult to control its effects and thus a
(Haywood, 1989). Besides the negative and positive side of eWOM this important element of
social media marketing it is still cadered a dominant marketing tool (Sweeney e@l2).

2.13.2 Social Media Marketing and eeWOM

According to Cohen and Garcia (2008), the virtual world is the formal and informal
collaboration between the consumer and the company, and the virtual businessyenis

a crucial enticement of competitiveness. To get a better understanding of consumer behaviour
in thevirtual world, it is imperativeto understandhow consumersnakepurchasealecisionsin

this whole concept of understanding consumer buyingiiotes, the Internet has helped
consumers engage in an ongoing interaction (Butler & Peppard , 1998). In other words, the
consumer gets to choose which product or service fits them the most by searching other
peopl ebs opinions, miearsatigadons anderperigredstWhat gast o k
influenced many of -making processnstages) suchbas theligfarnmaton o n
search, evaluation of alternatives and the final decision to purchase a product or service, is the
online channel of magkting-electronic Word of Mouth (eWOM) (Brown et &007).

What is considered an appropriate platform for eWOM is social media websites (Canhoto &
Clark, 2013; Erkan & Evans, 2014). These websites allow for the consumer to endaitye in
conversations and for opinion leaders to promote the interesting characteristics related to
products and services of brands (Kim et al., 2014). Also, social media websites provide
consumersvith theability to sharetheirthoughtsby only forwardingthe poststheyagreewith

(Chu & Kim, 2011). That is mainly the reason why consumers use social media to gather
information about brands (Baird & Parasnis, 2011; Naylor et al., 2012; Barred&61.8).,

Moreover, eWOM allows consumers to exgs their opinions with others about products and
services in an online environment creating a chain interaction amongst them ¢(fkearag

et al.,2004). As part of social media marketing, eWOM s referred to as a faster means of
communication that enads the consumers to interact and share their experiences on products

and services in an online environment (Woerndl et al., 2008). On the other hand, marketers
can Atake advantageo of soci al medi a websit:
accaints (Albogami et al., 2015). Thus, consumers who come across eWOM in social media
needto lengthily assesgheinformationto accepthemfor superlativebuyingpurposes (Erkan
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& Evans2016). BesideseWOM hasa significantimpacton productawarenesgriticismand
adorationasit manifestan socialmediaasaform of socialpartnershipn onlineenvironments
(Evans, 2010). Therefore, marketers need to pay attention to the aspect of online interactivity,
as the majority obrganizations put the human and technology interplay on the center of their
marketing strategies (Hennithurau et al.2004).

Another important contribution of eWOM through social media is that, although ttedled
Abuzzo cont i nuo ugh ohline raviews, sacial smediat hastntade atumore
innovativein termsof allowingword of mouthto takeplaceamongspeoplewho alreadyknow
eachother(Parketal.,2007). Thefigurebelowillustrateshediversityof WOM (Erkan,2014):

Figure 17 Diversity in WOM (Erkan, 2014)

Word of

Mouth

From the figure above, one could indicate that social media alters the awareness of providing

of fline WOM to the Internet. Thus, Apromot i n
be more effective on consumerd6s buying inte
platforms.

2.13.4 eWOM and Fervid Marketing

When diving it to the concept of eWOM as important element of social media marketing it
is crucial to make a clear distinction between fervid marketing and eWOM (Sgrensen, 2010).

According t o Bec k naahmarketingds inBte dssencé £ ddrdniunicatiori
strategy that uses ideasdpgans, catchphrases and icons or a combination thereof to transmit

a message concerning a product as fast and as widespread as possible within a given target
group. It is often part of a branding strategy and it usually seeks to address opinion leaders
and often also early adopterso.

In other words, viral marketing is a type of wasimouth used when a positive influence

comes through the opinion leader (Lin et al., 2013). On the other hand, even though many
social media networks, such as Facebook, ijeothe opportunity to consumers to express

their opinions about products or services on their platforms, this is not always the case. For
instance, t he maj ority of Facebook users k
communicating with friends rathénan using it as an advertising mechanism (Chu, 2011).

That is also the reason why many individuals refuse to join Facebook groups because they
choosenotto disclosetheir personalnformationjustthattheycanspreadviral messageshis
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consumer behaviour was investigated in the study conducted by Sharif et al. (2016) and the
results suggested that the source of credibility has a significant impact on consumers purchase
intentions. Therefore, one could indicate thatnien difference between eWOM and viral
marketing is that the former depends on the customers transferring their opinions and
experiences of the products and services whereas the latter helps in extending the knowledge
of that product or service to others.

2.13.5 eWOM and Purchase Intentions empiricalstudies

In order to summarize the literature review regarding the relationship between WOM and
consumer purchase intentions the figure below was constructed:

Figure 18 Empirical studies of theelationship between WOM and consumer purchase intentions

» Impact of WOM on consumers

sHerr et al (1991)
*Brown and Reingen (1997)
s\Wangenheim and Bayon (2004)

» Impact of eWOM on purchase intentions

»Chevalier and Mayzlin (2006)
*Lee and Youn (2009)
*Prendergast et al (2010}
*Cheung and Thadami (2012)

» Impact of eWOM on blogs

*Chu and Kamal (2008)
=Lin et al (2012)

» Impact of eWWOM on consumer review websites

*Gauri et al (2008)
*Purnawirawan et al (2012}

» Impact of eWOM on discussion forums

*Huang and Chen (2006)
*Chiou and Cheng (2003)

» Impact of eWOM on shopping websites

»Li and Zhan (2011)
*Gu et al (2012)

Impact of eWOM via social media on purchase
intentions

*Wang et al (2012}
sSee-To and Ho (2014)

From the figure above we can indicate that the relationship between eWOM and purchase
intention has been studied by many researchers indicating a significant effect on consumer
decisioamaking pocess (Chevalier & Mayzlin, 2006; Lee & Youn, 2009; Prendergast et
al.,2010;Cheung&Thadami2012).Ontheotherhand,Knoll (2015),stateghatcertainstudies
whichinvestigateherelationshipbetweereWOM andconsumebuyingcharacteristicshould

include both the concept of eWOM information and the consumer behaviour towards eWOM
information to gain a better understanding of the influence of eWOM (K2GdE).
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2.14Social Media Marketing and Online Advertisement

Theother social media marketing component, used in this study for the analysis of the impact
that social media marketing has on the consumer purchase intentions of Greek and Finnish
participants, is online social media advertising. Due to the growth of nelwndlgy
capabilitiesmanycompaniesreusingsocialmediamorefrequently, asamarketingplatform

(Taylor et al. 2011; Lee et al. 2015). Many firms are deliberately increasing their social media
marketing budgets (Zhang & Mao, 2016), and aiming tdargger shares of those budgets on
social media advertising (Lee et al. 2015).

Accordingto Koskinen,(2017),socialmediaadvertisings amethodof internetmarketingthat

exploits various social networking sites to establish a solid marketing connieetvoeen the
companyandtheconsumewvhile atthesametime promotesbrandinggoals.Whatis important

is marketers to connect with the consumers in their natural setting and at the moment the best
possible environment to accomplish this isattvertise and be active on social media (Taylor

et al, 2011), something that in the end will generate new sales for the organization (&ironda
Korgaonkar2014).

Thereis asolid differencebetweertraditionaladvertisingsuchasadvertisementsn magazies

or newspapers and Fsommercials and new social media advertising. The nature of social
media advertising enables the consumer to become more engaged in the whole consumer
purchase decisiemaking process when compared to the classic internet advg(i@ironda

& Korgaonkar, 2014). Moreover, Okazaki and Taylor (2013), point out that social media
incorporates the consumers into the creation of social networks in which they generate
information and have increased mobility, However, in this occasion,sticeal media
advertisementareausuallyin betweerof theinformationcreatedy theconsumer/usewyhich

makes it difficult for new updates to occur, when individuals are communicating with their
family, friends and other social media us@&azaki & Taylor,2013).

2.14.1Features of social medigAdvertising

Before going through the analysis of the effect of social media advertising on consumer
purchase intentions, it is vital to gain an understating of the concept of online advertising and

its features. According to Kaye and Medoff (2001), online advertising can be seen as a
convenient online tool that helps the companies advertise their products or services and
communicate with the consumer through the globally interconnected computer networks.

Al t hough online advertising can be an eff e«
advertisersieedto integratefeatureso makeit moreeffectiveandthereforet cangeneraten

immediate response from consumers (Tsang &Tse, 2005). The figune bleistrates the

important features of onlinedvertising:

Figure 19 Features of Online Advertising
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From the figure above, one could indicate that there are three main features of online
advertising namely the content, the pictures and multimedia. The content oonknesing
displays written information regding the products or services. According to Baltas (2003),
short and brief messages lead to effective outstanding advertisements. Adand@tidzd

that consumers seem to respond more effectively to click on advertisements that exhibit
information abat products and services. On the other hand, Armstrong (2001) stated that the
customer response rate will not experience an increase if the advertisers focus their attention
on thecontent.

The second feature of online advertising is the pictures. Whesdegrtisement contains
pictures and images and especially celebrity pictures, this can attract a larger number of
customers (Quester et al, 2007; Taylor et al., 2008). The third and last feature of online
advertising is multimedia. According to Rosenkré2@07), multimedia is used to express the
factors of online content such as video, audio, and animation. Animation plays an important
role in the design and interactivity of online advertisements (Yoo et al., 2004) due to its
innovativeness leading evenllyato a large positive response rate (Tsang & Tse, 2005).
According to Escalas and Rutgers (2003), the above three mentioned features of online
advertising can generate a high influence on purchase intention.

Now that we have established an understandiripe features of online advertising, we can
now safely move to the analysis of the features of social media advertising. Social media
channels such as Instagram, Facebook, YouTube, Twitter, Snapchat and TikTbkduawme
verypopularmeanf socialinteractionandpromotionof brandgChaffey,2020),asindicated

in the figurebelow:
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Figure 20Wo r | d 6usedsozial platforms. Source: Chaffey,2020
(https:/www.smartinsights.com/sociatediamarketing/sociaimediastrategy/newglobatsociat
mediaresearch/)
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That is why this study finds it critical to mention the featuresazial media advertising that

help the consumers establish the purchase of a product or service of their interest. Ducoffe
(1996), developed a model which described the three backgrounds of perceived value namely
entertainment, informativeness and iritat These factors contribute to the attitudes of
consumers towards the advertisements through the evaluation of the advertising values
(Ducoffe, 1996). The features of social media advertising are presented in the figure below:

Figure 21 SMM Advertising Eatures

Features of SMM Advertisements Sources

e Ducoffe (1996)

* Raney (2003)

e Brackett and Carr (2001)
¢ Yoo and Maclnnis (2005)

Entertainment

Credibility

e Wen (2009)

Informative Feature e Yang(2003)

e Reichheld and Schefter (2000)
¢ Coyle and Thorson (2001)

e Campbell and Wright (2008)

Interactivity
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Accordingto thefigure above onecouldindicatethatsocialmediaadvertisingconsistof four

elements namely interactivity, entertainment, credibility and informativity. Regarding the
featureof entertainmentiesearcheraveconcludedhatit playsamomentousolein inducing

consumer attitudes towards online advertising. What helps is the ability of entertainment to
reach the individual 6s needs for 95nRartey, onal
2003). The second feature of social media advertising is said to be interactivity. A unique
characteristic of this element is that it fortifies the relationship between the consumer and the
organization by helping the consumers become more rafisabby originating most of the

action (Coyle & Thorson, 2001, Campbell & Wright, 2008). Besides, the-sbril media

advertising variable is credibility. In their study, Yoo and Maclnnis (2005) identified that a
positiveattitudeaboutanonlineadvetisementontributedo thegrowthofthea d ver t i se ment
credibility whereas negative emotions lead to negative estimations of the advertisement.
However, Brackett and Carr (2001), found i my
not only the credittity element but also demographical factors ,which resulted in having a
significant impact on the attitudes towards advertising. The fourth and last element of social
mediaadvertisinghatneed€o bementionedis its informativenature In this case advertising

becomes a tool for providing information to the consumers regarding product substitutes so

that a specific purchase yields the best possible consummation to the individual. When
information becomes defective and inaccurate then the oclistomer trust will get worse

before it gets better (Reichheld &Schefter, 2000; Yang, 2003; 20€9).

SMM Informative

Advetising
Features Feature

Credibility

2.14.2Targeted Social MediaAdvertising

The primary method used by marketers, in order to connect with the consumer in the digital
age, is targeted socialedia advertising (Taylor, 2009). According to researchers, there are
various forms of targeted advertising: (1) Personalized Recommendation, (2) Display
Scheduling, and (3) Behavioural targeting (Li et al, 2014; Summers et al., 2016).

Companies use thesgpes of social media advertising strategies in order to accomplish the
passof internetadvertisements theconsumerAccordingto DoomandHoekstra(2013),this
type of behaviour is defined as effective marketing since modified advertisementeie
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applicable to the consumer as the advertisements meet their needs at the right time and place
and make the process of informatieearch informal and unforced. However, what is
important is to examine the ways that social medaaketers target advertisements. This is
mainly done based on the consumer psychographic and demographical information (Enders et
al. 2008; Kelly et al. 2010). For instance, considering the targeting advertising strategy of a
large company such as Facebodkacebook Business (2016) helps marketers target
advertisements according to demographical information, location, interests, and consumer
connections. On the other hand, the same targeting advertising strategy of Faceboak, based
thedemographic and psychographic consumer features, can also be accomplished for smaller
companies (Taylor et aR011).

Anotherimportantaspecthatshouldoementioneds thattheconsumersvill beeageto accept
theadvertisementtheysee only if thetargetedadvertisingneetsheirneedsandexpectations
(Schumann et al., 2014). On the contrary, if the social media advertising strategy is crudely
targeted, consumers will not engage and may establish negative actions. That is why social
mediamarketersmeedo beequippedvith theappropriatd¢oolsto handlethesevital challenges.

2.14.3Social Media Advertising and Online BuyingBehavior

The digital and social media era has indeed alternated the way a consumer purchases products

or services (Powers et a2012). This has led marketers to investigate what factors of social
media influence the consumerds behaviour an
creation of more effective social media marketing strategies (Guzzo et al., 2016).

Kumaretal (2016),suggesthatindividualswhoaremoreproneto usingsocialmediacontent,

whether that is online advertising or eWOM, are thesambo have extended knowledge of

new technologies and are active users of social media. Regarding the online advertisement
element of social media marketing, Zhang and Mao (2016), indicate the complications that
organizations face on recognizing thiay that social media ad clicks are leading consumer to
purchase products or services. The ones that have a higher motivation to buy or consume are
more willing to look at an advertisement on social media and express their opamamigns

and also leave a pise or negative response regarding a specific product or service (Zhang
andMao, 2016). Ontheotherhand,Kumaretal. (2016)statethatsocialmediaadvertisingcan

help organizations connect with theustomers.

Firms,by organizingmarketingcampaigswith theuseof socialmediaadvertisingcanattract

more and more people to their websites which will have a positive impact on the purchases
that the consumer makes. This can be teeen 1in
advertisements used on Facebook appeared to have a significant positive impact on the
purchase behaviour among young individuals (Duffett, 2015). This is why social media
advertisements must be consistent with the consumers' motivations because ottierwise,

mi ght adopt a negative perspective from the
Zhang and Mao (2016) point out that social media advertising can influence the consumer
buying behaviour at any stage of the buying process, leading socia atk@rtisements to

not only affect the consumers' motivations but most importantly their intention to purchase
(Koskinen,2017).
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3. CONCEPTUAL FRAMEWORK

According to Ramsunder (2011), the quantitative research methodology observations should
be addressed at the beginning of the study to get a better understanding of the main research
criterion or conceptual framework. The conceptual framework of this detigeates the
particular aspects which the researcher should take into consideration when using research
tools such as questionnaires to plan the research.

Oneof themainpurpose®f this studyis to investigateheimpactthatsocialmediamarketing,

which consistof onlineadvertisemenandonlineword-of-mouth,hason theonlineconsumer

buying behaviour of the Greek and Finnish participants in the consumer buying behaviour
guestionnaire. The figure below illustrates the conceptual framewbikh grasps the
interdependence between the elements of social media marketing (online advertisement and
online wordof-mouth) and the online consumer purchase behaviour of the Greek and Finnish
participants of the sample sida.other words, it incorpates the hypothesized relationships
about the dynamic effect of social media marketing tools on consumer l@yiagiour.

Figure 22 Research Framework

I

Independent Variables

Dependent Variable

Social Media Marketing
Components

1. eeWOM
Online Consumer

Buying Behaviour

2 Online advertising

As .
socialmed a mar keting components which coul d aff e
purchase decisiemaking process in an online status.
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4. HYPOTHESIS DEVELOPMENT

Moving on now to the independent variables of this thesis, online advertisemeonlsred
word-of-mouth are chosen as the components of social media marketing.

4.1 E-WOM

According to Richins & RoeShaffer (1988), woraf-mouth has been shown to play a
significant role for the customdddps89) datey i ng
that online woredbf-mout h i s A any positive or negatiyve
former customers about the product or company which is made available to a multitude of
peopleandinstitutionsviathei n t e Nawadayddueto thewideravailability of theinternet

and social media tools such as Facebook, Instagramlokk Twitter and WhatsApp, the
consumers can express their opinion about a service or a product on online disoussison
weblogs, social network, amlonsumer review sites and al so
andexperiencesAccordingto Parketal. (2007)thereviewvolumewhich refersto thereview

guantity, the review quality and credibility are the most critical factors for customers when
assedsg theusefulnes®f onlineconsumereviewsin theexplorationfor productknowledge.

The impact of BEVOM on purchase decisions is significant regardless of the type of virtual
communities and this has been explained clearly in the study conductednigyet s&(2014)

who pointed out that BVOM plays a very important role on purchase intentions. Moreover,

this research study found that positiv®\EOM has a positive effect on purchase intentions an
effectwhich hasamuchgreatemagnitudeon buyingintentionsthantheonlineadvertisement.

Thus, we anticipate that the online warfimouth elements (review volume, valence, and
helpfulness) will have a positive impact on the Greek and Finish online consumer buying
behaviour.

U 3 4+ Online wordof-mouth has a positive influence on the Greek online consumer
buyingbehaviour.

U 3 #: Online wordof-mouth has a positive influence on the Finnish online consumer
buyingbehaviour.

4.2 Online Advertisement

According to IAB social media, advertisingisat ed as AAn online Ad t
interactions that the consumer has agreed to display and be shared. This spékifitrads
these communications combined with the indiyv

(IAB, 2009, P4). The ansumers, on the other hand, become an active member of the
advertising process of a company by becoming its follower, advertising clerk and developer
(Phelps et al., 2004) and are perceived as independent members of the companyaras they
not employees of it. During the social media advertising process, the consumer can purchase
any product or service weather that is happening online or in an offline environment. This
processanbeidentifiedwith theuseof thefive-consumebuyingdecisbn-makingstepgneed
recognition, search for alternatives, evaluation of alternatives, make the decision, evaluate the
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outcome).Thus,it is notonly importantto regulatethe effectthatsocialmediaadvertisinghas
onconsumebuyingbehavioubutalsoit is crucialto identify which stepgotaffectedthemost.

On the other hand, with an online advertisement, there is no long startup process or waiting
period (Bamini et al.,2014). In other words, this type of advertisemenitsucsurse rapidly,
meaning that once it gets started at the same time it produces results.

The importance of online advertising on consumer purchase intentions has also been
investigated in the study conducted by Mohammed and Alkubise in 2012. According to their
study AWith the increased adoption a@mgfi ssi c
gradually a standard advertisement pl atforn
elements that have an impact on online advertisement capability, these researchers found
important to explore the factors which influence online advertisement whitlrn would

influence the buying decisions among Jordanian university students. In this study th®aim is
understand the influence that online advertising has on the consumer buying behaviour of
Greek and Finnish participants, thus we the following kiygges could béerived:

U 3 + Online advertisement has a positive influence on the Greek online consumer
buyingbehaviour.

U 9 #:Online advertisement has a positive influence on the Finnish online consumer
buyingbehaviour.

5.CONTROL VARIABLES

It is also important to include in the analysis the impact that many factors such as the
consumer soé6 attitude, perceived riskonlireubj ect
buyingbehaviourThesespecificfactorsareincludedin theanalysisnotonly becaus¢hereare

presented in the majority of other literature reviews conducted by other researchers when
investigating what influences the online consumer purchase behaviour but also because these
factorsneedto be exploredin moredetailbecausé&reeceandFinlandaredifferentin termsof

their geographical, demographical, and technological adaptume.

U Co ns u mMditude/dlotive

According to Vijayasarathy (2002), anaindivi
person showing his/her mental state through feelings or the position of their body. In the
context of online buying behaviour, duyci al n

a specific product or service online and ultimately create a pestittude towards their
purchase intentions by addressing a specific group of individuals (Muhammad et al., 2018).
Therefore, one could indicate a-salled change of attitude and behaviour when it comes to
the impact of social media on online consumeyimgy behaviour. Indeed, a study conducted

by (Fishbein & Ajzen, 1975) established a
attitudes and their online buying behaviour.
motive can build an important otiibution to online behaviour (Betil et al., 2011).

Consequentl vy, we expect t hat the I mpact of

behaviour will bepositive.
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U Perceivedrisk

Another important control variable that coufbtentially have an impact on the online
consumebuyingbehaviouris perceivedisk. Accordingto Kim etal. (2003),perceivedisk is

the consumer6s trust about the apparent nege
and is aundamental factor of the consumer attitude for online behaviour and consists of two
dimensions (Li & Zhan@000):

I.  The risk associated with an online purchiaasaction.
II.  The risk associated with the productervice.

On the other hand, Liebermann andshevsky (2002), state that perceived risk of the online
buying decision is related to the riadd of th
online credit card stealing. Another study conducted by Akaah and Korgaonkar (1998),
identified that onsumers come across a higher level of risk when it comes to purchasing
products or services when purchasing online than buying traditionally. This occurs because
when purchasing products or services in an online environment the individual faces different
kinds of risks such as sharing personal information with a third party after an ordering, credit
cardandfraudulentransactiongVanderHeijigenetal.,2001). It hasbeenprovenby previews

literature reviews that there is a risk involved in the online buying deaisaking process

and that it has a cruci al i mpact on the con
could indicate a direct impact of perceived risk on thénerpurchase intention when buying
productsonline.

U SubjectiveNorm

Oneotherdecisivefactorthatcouldinfluencetheonlinebuyingbehaviourandthereforeshould

be included in the analysis are subjective norms. According to Ajzen and Fishbein (1980),
subjective norms are the idea that an individual has for the people that are important to them
andtheiropinionis of greatvaluefor them.In otherwords,it hasto dowith the perceptiorthat
aconsumehasof thenormalitybeliefsof individualswho areimportantto themsuchasfamily

and friends (Xinyu Cao, 2007). During the online buying decigsiaking process when a
consumer has gained purchasing experience, they can share that experience with others for
examplewith the useof online word-of-mouthandfinally causemoreonline salesof products

and services (Namchul Shin, 2005). Therefore, is it important to mention that when an
individual has a good online buying experience this can be translated into a positive effect on
onlinepurchasingMoreover thequestiorthatariseds how do subjectivenormsaffectonline

buying intention? And the answer is that subjective norms can control the behaviour of the
consumer and help produce an effective marketing strategy and uljiroagating durable
consumers (Mohammed & Notezam, 2014).

U Innovativeness

The last control variable that will be used in the regression analysis to investigate the impact
ontheonlineconsumebuyingbehaviouwill beinnovativenessAccordingto Rogers(1971),
innovativeness is characterized as the degree in which the individual has erbracation

in comparisorwith theothermemberof thesystemWithin theconcepif theonlinepurchase
decisionmaking process, innovativeness could be idesd as the extent to whithe
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consumer has adopted online technology specific innovation at an earlier stage than other
members of his society. Many other studies have identified not only the importance of the
attitude of the consumemline buying characteristics on the online buying innovativeness
(Midgley & Doeling 1993; Sylke & Comunale, 2004) but also the importance of new
technologicakkills which aremandatoryfor the online productandserviceevaluation (Lassar

et al.,2005).

Social media plays a significant role for both the individual consumer and the company by
producing technological awareness which is the foundation of the online buying decision
process (Fong & Rashad, 2014). The internet, on the other hand,aplaigs role in the

Cc 0 n s u me-innMb\&ativenesd lhecause of its ability to be easily accessible and useful.
Accordingto Mohammadechnologicalnnovativenes$asa positiveeffecton the purchasing
behavioubecausdt providesmarketerswith theappropiatetoolsto createa moresignificant
marketing strategy according to the concerns of the market target (Hossein et al., 2016).
Therefore, we expect to indicate a positive impact of domain innovativeness on online
consumer buyinpehaviour.

6. RESEARCH METHODOLOGY

In order to investigate the impact that the social media marketing componentsWikd/le
andonlineadvertisementhaveontheonlineconsumebuyingbehaviounf GreekandFinnish
consumers, data needed to be collected for thpseific variables but also the dependent
variable, and the consumer purchase intention specific control variables. The method of
research used in this study involves the establishment of quantitative analysis. This particular
analysis method enables thesearcher to generalize the findings for the sample of interest
(Perrin,2015).Thus,thisresearclstudyusesstructuredechniguesuchastheformationof an
onlinequestionnaire.

Since this study's objective is to investigate the impact that socidh m@uponents, such as

online advertisement andWOM, have on the consumer buying behaviour of Greek and
Finnish consumers, an online questionnaire was used. This questionnaire was used to collect
data from a sample of 31 Greek participants and 31 Firpasiicipants with a large social

media presence. The questionnaire was created using the free of charge survey administration
software Google Forms, which is included in the Google Docs Editors software suite and
Google Docs (docs.google.com).

6.1 Research Approach andStrategy

It is true that when one is in the process of conducting research, there are two approaches to
choose from: deductive or inductive. According to Saunders et al. (2008) and Hussey (2003),
the research methodology aresearch approaches are the essential components of a study
(Saunders et al., 2008; Hussey, 2003). What is essential is that the research approaches are
made clear in the early stages of the research under the transmission. The figure below
illustrates thause of each research approach and the one used in this study:
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Figure 23 Research Approaches

Deductive Approach

Research begins with theory used by previous literature and a research strate
designed in order to verify the theory (Saunders et al., 2012)

Inductive Approach

Research begins reporting data with the aim of investigating a phenomeambn
theory is generated by providing a conceptual frameworki(8ars et al.2012)

Since this study's objective is to examine and explore the relationships between the Greek and
Finnish consumer6s buying behaWOMand onlmend soc
advertisement), the most suitable research approach to follow is the dedypgreach. In

other words, the deductive approach attempts to shape the theory first and then move on from

the theory to test the data collected for analysis. This specific theory is formed using previous
literature that is developed to frame the reseaudstipns and hypotheses that are itemiaed

test the theory. Moreover, the deductive approach is suitable when dealing with quantitative
data, and because this particular thesis consists of this type of data for analysis, it is pertinent

for this study (@bert et al.,2009).

It is believed that researchers when conducting a study, should consider happgogmiate

plan on their mind for them to be able to set the goals and answer the research questions of
their study (Baur & Nystrom, 2017). Thigrticular plan which needs to be followed is based
uponpreviousknowledge Accordingto Saunderd,.ewis,andThornhill (2016),althoughsome
research strategies are implemented for specific deductive or inductive research approaches,
no strategies are nomonly exclusionary and can place together so that the strategy best
answers the research questions of intefestle 3below illustrates five different types of
research strategies, together with their philosophical stashdesign:

Research Strategies Philosophical Stand
Action Research Subjective/idealism/valye | Qualitative
laden
Surveys Positivism/Realism/ value | Quantitative
free
Case Study Interpretivism/Realism  or | Quantitative/Qualitative/Mixed
idealism/valueladen Approach
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Experiments Positivism/Realism/Value | Quantitative
free

Content Analysis Interpretivism/ idealism/| Quantitative/Qualitative/Mixed
valueladen Approach

Table 3Research Strategies algksign. Source: Saunders et al. (2016)

For this research study, the research strategy is theoretical ad deductive. The research design
is quantitative andit involvesusinganonlinequestionnairéo gathertherelevantprimarydata
for statisticalanalysis.

6.2 Data collection method, Sampling Strategy and Samplgize

According to Collis and Hussey (2009), an important step to consider when conducting
guantitative studies is identifying an appropriate sample strategy and sample sizgplé sa
strategy is a process of segmenting the population and choosing a group from this population
to investigate its behaviour and simplify the findings to the large population (Burns, 2000). A
population is referred to as the full set of cases (Sauntlats 2012). In contrast, a sample is
described as any fragment of the population chosen for investigation (Bryman & Bell, 2011).
This particular study's target population is the social media users in Greece and Finland who
have an @i nt einfseed.s oAcicadr dmendg at o0 Br yman and
to examine the whole population and therefore, what is taken into consideration is a
representative sample fanalysis.

The two widely accepted methods of choosing an appropriate samp(a) goeobability
samplingand(b) non-probabilitysampling.The maindifferencebetweerthesetwo distinctive
methods lies in each case's ability in the population to be selected. With probability sampling,
each case in the entire population has an equaloehto be selected (Bryman & Bell, 2011).
However, in the nod probability sampling method, the probability is unknown, so each case
in the entire population does not have an equal chance to be selected (Saund2s2j.al.,

In this study, the noprobaility sampling method was applied and more specifically,
convenience sampling because of its high efficacy in terms of time, money and effort (Erkan,
2016). This particular sampling method was deemed appropriate for this study because:

1. Randomizations impossiblebecause¢hepopulationof GreekandFinnishsocialmedia
users isubstantial.

2. The researcher had limited resources, timevemdforce.

3. The population's researching subjects are easily accessible to the researcher (S.K., &
Given Lisa M, 2008).

4. Convenience sampling methods place primary emphasis on generalizability (ensuring
that the knowledge gained represents the population from which the sadnalens.

5. Convenience sampling technique is most frequently used in quantitative studies
compared @ other norprobability sampling methods such as purposive sampling
becausehe researchefocuseson achievingbreadthof understandinghrough



55

guantitative methods rather than depth of understanding through the use of qualitative
methals of analysis (Patton, 2002).

Considering all the above points (and assumptions of this study), one could indicate that by
choosinghe conveniencsamplingtechniqueratherthansomeprobability samplingtechnique
(random sampling), theountenance to purposive sample selection is achieved. Thus, the aim
and objectives of this study are met (Saunders 2Gil2).

Now that the sampling strategy has been defined it is essential to define another critical issue
that researchers come acrosghich is determining the appropriate sample size. Many
researchers find it essential to examine a large sample to represent the population (Collis &
Hussey, 2009). However, due to the population being vast (Greek and Finnish social media
usersandconsuners)andthelimitation of time, resourcesindworkforce,this studytakesinto
consideration not only the convenience sampling technique but also the calculation of the
minimum sample size using response scale rather than focusing on the data attnibutes a
distribution.

This study takes into account the sample size calculation methods&dBed"Y o Jising
theMonteCarloiterationasthebasisto find asymptoticnormalityin the surveyresponsecale
(Louangrath, P.L, 2007)Louangrath, P.L (2007) conducted the sample size calculation,
obtainsanefficient sizeandcould overcomepotentialbias.Ratherthanbasingthe samplesize
calculation on the error level, the-salledf&*(¢ M"Y0 Joimethod bases the sample size on
the iteration counts under Monte Carlo simulation. These particular methods are efficient
because its calculation takes a shorter process time and saves time and resources. The results
of Louangr at hos msinimuch gamgleusgeaecerting tolsarvey stakegin all
cases (whether that is gbint Likert scale or a-point Likert scale) is* = 31.61 +

2.33 () < 0.005. The figure below illustrates the minimum sample size under log Monte
Carlo iteration method:

Figure 24 Minimum sample size under log Monte Carlo iteration method. Source: (Louangrath, P.L,

2007).

Type of scale N In(N) F(Z) OPT n

(0,1,2.3) 158,548 [1.97 0.1251 | (0.10) 29.08

(1,2,34.5) 281,864 12.55 02912 {(0.10) 30.48

(1,2,3,4,5,6,7) 634,195 13.36 0.6410 {(0.10) 32.45

(1,2,34.5,6,7.89.10) | 1,426,938 14.17 0.8870 | (0.10) 3442

Mean

Standard deviation 233

As onecouldindicatefrom thefigure above theaveragesamplesizebasedntheMonteCarlo
simulation is 31.61. This number is consistent with ltterature that points out the minimum
sample size to be 30 (Smith & Wells, 2006) where the central limit theorem's properties are
manifested (Agresti & Min2003).
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Thedatacollectionwasestablishedisinganonlinequestionnaireonstructedn Googleforms

survey administration software. The Greek and Finnish consumers were reacpéshding

the link to the online questionnaire in various social media platforms such as Facebook,
WhatsApp, and Twitter. Also, to rela the planned number of responses, the wbmouth
approach was used. The approximate time to complete the questionnaire was 8 to 10 minutes.
The questionnaire was conducted during the period between June 2020 and August 2020.
Online questionnaires werpreferred because the participants could easily access the
guestionnaire and fill in and send it on their mobile phones. This data collection method also
provides the participants with the ability to fill in the questionnaire at their own pace. During
thedata collection time frame, a total of 62 participants completed the questionnaire. In other
words, we have got 31 respondents representing the Greek sample and 31 respondents
representing the Finnish sampBecause:

1. This study usesonvenience sampling to target fhagpulation.

2. Thisstudyfollows theminimumsamplesizecalculationconductedvith thelog Montel
Carlo simulationf&?*(¢ MY yomethod.

3. The response rates to online questionnaires are meagerly coupled wliffetieat
subjects' wide distribution (Kayam et &Q12).

This sample size of 31 for each group (Greek and Finnish) is appropriate for quantitative
analysis. Therefore, we conclude that this study follows this particular minimum sample size
calculation ad gathers a sample size of 31 Greek respondents and 31 Finnish respondents to
the online questionnaire. This aspect is achieved to establish a quantitative analysis of the
impactthatsocialmediamarketinghasonthe GreekandFinnishc o0 n s u miginglsel@aviour

who are fAheavyodo soci al media users, regar dl
demographicharacteristics.

7.OPERATIONALIZATION OF VARIABLES

Due to this study's quantitative nature, the researcher found it essential to distiloaiene
guestionnaire on different social media platforms such as Facebook, WhatsApp, and Twitter.
Targeting Greek and Finnish consumers with a large social media presence. An online
guestionnaire was used in this study, namely for the below reasons:

1. Cog: With no need for facilities, the personal computer and the Internet serve as the lab
for research performance. According to Kraut, Olson, M. Banaji, Bruckman, Cohen, &
Couper,(2003,p.2),theinternetii | o wanyd the costsassociateavith collecting data
onhumarbehavi our €0.

2. Human error, in most cases, is difficult to be documented. However, with a computer
based online questionnaire, these errors can most likely be detected. The data using
software packages can be distributed in the form ofabdae ready fanalysis.

3. A considerablamountof timeis savedusinganonlinequestionnairdecauseesearchers
can maximize the use of their time, as the data collection is mostly left on to the Internet
tool and the inclination of thearticipants (Kayam et aR012).
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4. With an online questionnaire, the research study can be posted on different social media
websitedo reachpotentialresearclparticipantsandsamplesanbespecializedlepending
on theresearch project's needs.

In this study, the questionnaire was formed using Google forms. Google forms a survey
administration software included in the Google Documents Editors software and permits the
collection of information from participants throughnrseys (University of Wisconsin
Whitewater2016). Thequestionnairereatedn Googleformsis editableby only thosewhom

the document owner gives permissions. A questionnaire derived with the use of Google forms

is not allied with any websitdt does nbrequire login information that occurs when creating
surveys on Facebook, which makes the inform
page. Everyone can participate in this questionnaire because they are invited with a link to the
guestionnaire ah can access it without revealing any identifying information. Once
participants complete the questionnaire and click on the submit button, data is stored in the
Google form spreadsheet (Kayam et al., 2012). An exciting feature of Google forms is that it

oo fers a A Summary of Responseso that provioc
provided in a bar or piehart.

Two separatgjuestionnaires/ereestablishedpnereferringto Greekparticipantsandtheother

to Finnish participants. Bothuestionnaires were conducted in English and consisted of the
same questions. Each questionnaire began with an introductory paragraph as presented in the
figure below, explaining why the research was conducted and the contributions of the data
gathering.

Figure 25Introduction of the online questionnaire.

Understanding »

-—

and Influencing A' .
CONSUMER <« )

BEHAVIOR

Online Consumer Buying Behavior

Dear Respondent,

My name is Dimitra Tsatsou and | am an MSc in Economics and Business Administration
student of the Department of Marketing and Communication at The University of Vaasa. |
am conducting a study related to online consumer buying behaviour and | would be grateful
if you could fill in this questionnaire, which consists of 54 questions which will take you only
a few minutes of your time to complete. Please note that the information collected will be
for academic purposes only and will be kept anonymous and confidential. Thank you in
advance for your help.
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Fifty-four questions were designed to be answered opa@ni Likert scale, accept from the
demographic questions which were nominal and had a straightforward question. The figure
bedow illustrates the Likert scale used in this study:

Figure 26 7-point Likert scale.

Strongly Disagree Somewhat Disagree Somewhat Agree Strongly Agree
Disagree B Agree

Neither Agree nor Disagree (Neutral)
In current studies, most rating scales, including Likgre scales and other attitude and
opinion measures, contain either five or seven response categories (B&wueayer, &
Mobley, 1993; Peter, 1979; Shaw & Wright, 1967). In this studypaift Likert scale was
used for the following reasons:

1. According to Symonds (1924), a study's reliability is optimized when using seven
response categories (Colman, A. M., Ngr€. E., & Preston, C. C1997).

2. According to Lewis (1993), when usingpbint scales, stronger correlations are
obtained with ttests results (Lewis, J.RL993).

3. Research confirms that data from Likert items becomes significantly less prieerse
the number of scale points drops below five or above seven (Jol#2)33,

4. There is some support for sevpaint scales in the light of findings, but the popularity
of five-pointscalesseemgo belessvindicated(PrestonC. C.,& Colman,A. M, 2000).

5. Accordingto Johnsor& Creech(1983)andNorman(2010),Likert or ordinalvariables
with five or more categories can often be used as continuous without any harm to the
analysis a researcher plans to use them in (Johnson & CiS88),

Each question was mandatory to reply while confidentiality was promised. The online
guestionnaire had four sections. The first 13 questions were asked to understand the
respondents’ demographic background, such as their age, relationship status, gender,
educatonal level, employment status, and monthly income, and get to know their background
in terms of Internet and social media usage. The second section was used to understand the
participants' opinions on online purchasing products or services online. Tlest®g were

found appropriate to construct the dependent variable of this study at a later stage: the Online
Consumer Buying Behaviour of Greek (Model 1) and Finnish (Model 2) consumetkirdhe
sectionincludedquestiongegardinghis study'scontrolvariablesinnovation,subjectivenorm,
consumer attitude, and perceived risk. The online questionnaire's final sections consisted of
guestions directed to understand the participants' opinions regarding the influeAt©OM e

and online advertising on tingpurchasententions.
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The item measurements of this study were gathered from various previous researchers. The
tablebelowrepresentther e s e a studiesn wisich theyconstructednostof thequestions
related to thevariables ointerest.

Table 4Questionnaire Items

1 Karayanni(2003),
1 Liang andHuang
(1998)
Online Consumer 1 Forsythe eal.
Buying Behaviour 1to 14 (2006) 2
(Greek or Finnish) 1 Coyle and
Thorson,(2001),
1 Prendergast &tl.
(2010)
Innovation (Greek or 15 to 21 1 George (2011),
Finnish) 1 Lassar et al(2005)
Consumer Attitude 1 George (2011)
(Greek or Finnish) L2 28
SubjectiveNorms J Geprge AU
(Greek orFinnish) 26 to 28 1 Swinyardand 3
Smith (2003)
1 Swinyard and
Perceived Risk Smith (2003),
(Greek or Finnish) A £ 1 Forsythe etl.,
(2006)
Online i Awan etal.,
Advertisement 31to 35 (2016)
(Greek orFinnish)
I Mirza and 4
eWOM (Greek or Almana,(2013)
Finnish) S04 1 Schivisnski and
Dabrowski,(2013)

8. DATA ANALYSIS METHODS

To achieve the aim of this study, the researcher conducted several data analysis methods. This
section wil/ start with the data analysis o
characteristics. After that, the analysis of the data regardindegpendent, independent and

control variables will be analyzed in more depth.
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8.1 Demographic dataanalysis

Before diving into the statisticainalysis of the impact that the social media componer®&©Q# and online advertisement) have on the online
consumer buying behaviour of the Greek and Finnish respondents to the online questionnaire, it is crucial to gain timsighifiefrent
demogaphic characteristics. A comparison between the two samples will be carried to distinguish the key differences orssimileitBreek
and Finnish consumers' demographic profile. With the use of SPSS (Version 25), the demographic results ardpl@sented

U Gender

Figure 27 Gender of participants in the Greek and Finnish Sample

Gender (Greece) Gender (Finland)
Statistics
Biate Statisti
Brense Imaecs

BEFemale

32.26%

29.03%

0]
67.74% 70.97%
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The figure above one could indicate that female Greek and Fipaiditipants responded more to the online questionnaire than the male
respondents. In more detail, in the Greek sample, approximately 67.74% answered the questionnaire were female, wheB2a26be were
male. Besides, out of the 31 responses reggitie Finnish sample, 71 % were female, whereas 29% were male.

u Age
Figure 28 Age of participants in the Greek and Finnish Sample

Values

Age (Greece) Age (Finland)

Statistics
B Under 20
W20-29

W30.39
B4049
Above 50

08.UboY%

35.484%
I

Under 20 20-29 30-29 40-49 Above 50

Statistics
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Regardinghe participantsage,onecouldindicatethat20-29 leadsto 58% and61%of the GreekandFinnishpopulation respectively This result
supports? e r rsiudyémsductedn 2015, whoconcludedhat90%of the people fromthe agesl8-29 havealargesocialmediapresenceOnthe
other hand, one could also observe that the second age group leading the population in both samples is within tB@ rar3$erepresenting
35% in the Greek sample and 26% in the Fineahnple.

U Relationship Status

Figure 29 The relationship status of participants in the Greek and Finnish Sample

Relationship StatugFinland)

Relationship StatugGreece) 2

Statistics
W Single
Warried
Wi arelationship

54.84%

s o

Percent

48.39%
I 25.81% I 25.81%

Single Married Iarelationship

Statistics
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Regarding the participants' relationship status, one could indicate that the group of single participants lead in b®tiegeseiding a
percentage of 55% for th@reek sample and 48.39% for the Finnish sample.

U EmploymentStatus

Figure 30 Employment status of participants in the Greek and Finnish Sample

Percent

Employment StatugGreece) Employment StatugFinland)

3.226%

Unemployed Employed Student

3.226%

Statistics 0

Unemployed Employed Student

Statistics
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Regardingheparticipantsemploymenstatus onecouldindicatethatin bothsamplesemployedoarticipantdeadin bothgroups.Thepercentage
of Greek employeg@articipants is higher than those in the Finnish sample, with a percentage of 77.42% and&spédtvely.

U EducationalLevel

Figure 31 Educational Level of participants in the Greek and Finnish Sample

Percent

Educational LevglFinland)

. Statisti

Educational LevdlGreece) :grmfu;?jo:ﬁ
econdary Education

W Higher Education

M University Degree

0%

0% 0% I 12.90% .

PrimaryEducation ~ Secondanfducation  HigherEducation

University Degree

Statistics
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The figure above one could indicate that 87.10% of the participants in both samples have a Universitytoegestcipants in the Greek and
the Finnish sample answered the questions regarding their purchase intention taking into account two main elementsedisatiaketing;
the electronic worgbf-mouth and the online advertisement, hold a Universityak None of the participants in both samples has accomplished

only primary education. However, 12.90% of the Greek sample participants have a higher education degree, whereas oolly &.Afteh
educational degree in the Finnish sample.

U Monthly Income

Figure 32Monthly Income of participants in the Greek and Finnish Sample

Monthly Income(Finland)
Monthly Income(Greece)

0

0

kIl

Percent

b

19.35

9.667%

6.452% 6.452%

<1000 1000 - 2000€ 2000¢ - 3000€ Above 3000¢

Statistics 0

<1000€ 1000€ - 2000€ 2000€ - 3000€ Above 3000€

Statistics
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From the figure above, one could indicate that 67.74% and 45.165 of the Greek and Finnish sample participamnitidydracome between
1000and2000euros Outof the31 participantsn the Greeksample 19.95% makeamonthlyincomelessthan1000euroswhereasin theFinnish

sample, that percentage is 5.86% higher than the Greek sample. Theplengeastage of monthly income in both samples is indicated for those
Greek and Finnish participants who have a monthly income of above=B88%)

U InternetAccess

Figure 33 Internet Access of participants in the Greek and Finnish Sample.

Internet AccesgGreece) Internet Access (Finland)
Statistics

HYes
Hno 100

m

Percent

0%

Yes No

From the figure above, one could indicate that out of the 31 responses to the online questionnaire, 100% of the Graeh gadti€ipants
reported using social media. Therefore, we can conclude that social media is prevalent among therstenplesalysis and more specifically

within the age group of 20 to 29 years old. AlImost everyone used it for various purposes, such as chatting, discussingr pecices’
characteristics, gathering information regarding specific products, and spoppin
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Figure 34 Internet Usage per week of participants in the Greek and Finnish Sample

Fercent

20

0

20

Internet Usage per week (Greece)

Internet Internet Usage per week (Greece)

Less than 5 hours 6-10 hours 11-15 hours 16-20 hours 21-25 hours 26+
Statistics

Percent

50

40

30

20

Less than 5 hours

Internet Usage per week (Finland

12.90%

6-10 hours

3.226%

11-15 hours
Statistics

16-20 hours

21-25 hours

48.39%

The above figure points out that 34.48% of the participants spend 11 to 15 hours per week on Internet usage in the |&réak theotper
hand, most Finnish participants spend more than 26 hours per week on the Internet. Another significant aspect thatnsmbiolicelleis that
although most Greek consumers spend 11 to 15 hours using the Internet, the least number of Finniahtparntitie sample and more

specifically only 3%, use the Internet the same number of hours.
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Figure 35Years of Internet usage of participants in the Greek and Finnish Sample

Percent

0

40

20

Internet Usage in years (Greece)

Less than 1 Year 15 years

610 years

Statistics

11-15 years 16 years and above

Percent

o

Internet Usage in yearéFinland)

B

Less than 1 Year

1-5 years 6-10 years
Statistics

11-15 years

16 years and above

Regarding the years of Internet usage, 65% of Greek consumers seem to have been using the Internet between 11 andré&sydars6fh
of Finnish consumers spend the same amount of hours as the Greek sample but also at the same percentage they seent forhaeeeused i

than 16 years.
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U Social MediaUsage

Figure 36 Social Media Usage of participants in the Greek and Finnish Sample

Percent

Social Media Usagg@-inland)
Social Media Usage (Greece)

Statistics
M yes
Eno

100%%

No
Statistics

Fromthefigure above pnecouldindicatethatboththe GreekandFinnishparticipantof theonlinequestionnairehatis thetotal of 62 respondents,

use Social Media. Therefore, we can conclude that the sample taken into consideration for statistical analysis, incipdassghet have a
high social medi@resence.
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Figure 37 Social Media Usage per week of participants in the Greek and Finnish Sample

Percent

=

Social Media Usage Times per week (Greece)

Never Afewtimes amonth 1-3times a week 4-6times aweek

Statistics

83.87%

Allthe time

Percent

Social Media Usage Times per week (Finlan

3.226

Never

A few times a month 1-3 times aweek 4- 6 times a week Allthe time
Statistics

From the figure above, one could indicate that 83.87% of Greek and Finnish participants, that is 26 participants inleaep@adecbthat they

use social media platforms all the time.
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U Do you payattention to the advertisement on social medihsites

Figure 38 Do the Greek and Finnish participants pay attention to the advertisement on sociaptagdians? Internet Access (Finland)

. . . Advertisement_Social_Media (Finlan
Advertisement on social media platforms (Greece) " Fried
Statistics

M ves

— Advertisement on social media platforms (Finland)
8

54.84% [45.16%]

Percent

45.16%

Statistics

Out of the 31 responses in the Greek sample, 17 Greek consumers seem to pay attentadnddid@ment on social media, whereas 14
respondents seem not to follow the same behaviour. Nearly half of the Greek respondents do not pay attention to tmeavestsgal

media platforms, thus indicating that for that particular percentageegk@onsumer, social media is not a powerful advertising medium.
However, to some extent, it can influence their buying decisiaking behaviour. On the other hand, a much higher number of participants, and



more specifically 77.4%, in éhFinnish sample seem to point out that they do indeed pay attention to the advertisement on different social media
platforms. Only 7 Finnish participants reported the opposite.

0 Social Medialype

Figure 39 Social Media Type used by the Greek Enthish participants
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From the figure above we can conclude that Gremksumers seem to use Facebook and
Instagram as a social media for socializing indicating that the two social media platforms are
the most popular among the Greek participants of the Greek sample. On the other hand, one
couldindicatethestrongpresencef Instagranusageasasocialmediaplatformby the Finnish
participants (54.84%) indicating that Instagram is a widely used social media platform among
the participants who answered the questions the Fsaistple.

8.2 Online Consumer Buying Behaviour (OCH) Questionnaire Analysis

Now that we have investigated the participants' demographic characteristics in both samples,
it is important to focus on the questions (items) used in the online questionnaire to assess the
respondents’ opinions regarding themlime consumer purchase intentions. The table below
representthe questionsusedto form thedependentariableof this studyandtheirappropriate
datacoding:

Table 5Section 2 of the questionnaire: Online Consumer Buying Behaviour

| believe that buying products/services online is an

1 OCBB_1 easier process because | do not have to leave my
home
| think that buying products onlineg saves me from
z OCBB_2 the chaos of traffic.

| think that buying products online saves myself from
3 OCBB_3 market crowd.

I buy products/services online because | belisve
4 OCBB_4 that | get more accurate product informaftion.

| buy products online because | gef an extensive
5 OCBB_S5 choice of products.

I buy products online becauss thers iz no
[ OCBB_6 embbarassment If don't buy them in the end.

| buy products online because | believe that it
7 OCBB_7 makes shopping easier.

| beliswve that buying products online is o frustrating
8 OCBB_8 procedure.

| buy products online because you get user/expert
g OCBB_9 reviews on the products.

| ouy products online because | believe that | can
10 OCEB_10 better control my expenses.

| beliewve that innovation and adwvertisement aftract
11 OCBB_11 only a certain group of people.

I believe that the probabilty of me buying o
12 OCBB_12 product/service online is very high.

| belisve that 1 will buy the product/service next fime
13 OCBB_13 when | need it.

It is most liksly that | will confinue to buy the
14 OCEB_14 product/zervice from o specific brand in the future.
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As we can observe from théable 5above, there are a total of 14 questions encompassing
section2 of theonlinequestionnaireTheitem measurement®r theOnlineConsumeBuying
Behaviourwvariablewerederivedfrom researchersuchasKarayanni(2003),Liang andHuang
(1998),Forsytheetal., (2006),CoyleandThorson,(2001),Prendergasttal., (2010).All these
guestions were used iooth the Greek and Finnish samples to examine the similarity or
differences in the participants' opinions regarding their online consumer lghagiour.

I n order to understand h o wtheir ®@BB,pnaotvédiinceacph ant s 6

gueston, a stacked bar chart was created, in each sample, with the use of SPSS, as presented
below:

Figure 40 Stacked bar chart of Online Consumer Buying Behaviour questions in the Greek sample.

Statistics
W Strongly Disagree
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Figure 41 Stacked bar chart of Online Consumer Buying Behaviour questions in the Finnish sample.
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From the first stacked bar chart creatEdre 40 Stacked bar chart of Online Consumer Buying
Behaviour questions in the Greek sandpigure 40, one could indicate that most participants

seento agreewith mostof thequestionsn the Greeksample. Irmoredetail,29%,39%,49%,

39 %, 26 %, 39 %, 65% and 52% of the Greek res|
guestion®,3,5,7,12,1&and14 respectivelyNoneof the Greekparticipantsexpressea strong

agreement with the online consumer purchase intention statements. However, approximately
four questions seemed to hold the highest percentage of disagreement, namely questions 4,6,8
and10. ThisdisagreemenndicategshatmostGreekparticipantsio notbelievethatpurchasing

products online will help them get more accurate product information and help them better
control theirexpenses.

On the other hand, considering the participa

Figure41), we can indicate a mixture of opinions. The majority of Finnish consumers seem to
Strongly Agree with questions 3 and 12 (32.26% and 22.58% respectively) and display a
neutral response to questions 10 and 11. THiaweur demonstrates that Finnish consumers
believethatpurchasingproductsor serviceonline savegshemfrom the marketcrowdandthat
theprobability of thembuyingaproductor serviceonlineis very high. In comparisorwith the
Greekconsumers, Finnish consumers seem to neither agree nor disagree (neutral) regarding
their ability to control their expenses when purchasing products online something that the
Greek consumers seem to disagree with.

8.3 Control Variables Questionnaire Analysis

Diving into sectionthreeof the questionnaireinnovation,consumeattitude,subjectivenorms

and perceived risk were found to be appropriate control variables to be included in this study,
since these specific variables are likely to influence thesaomer 6 s pur chase |
subsequently (George, 2011; Forsythe et al., 2006; Lassar et al., 2005). In both questionnaires
(Greek and Finnish), there were a total of 7 questions related to innovation and which items
were derived from researchers such asrGe (2011) and Lassar et al. (2005). Four items
constituted the consumerod6s attitude vari abl
established for the subjective normso6 vari a
Finally, for the perceived riskariable, the researcher found it essential to include two
guestions derived from Forsythe et al. (2006). In this section, a table for each of the control
variableswill beproducedepresentinghequestiongelatedto thosevariablesandatthesame

time bar charts will be produced to illustrate how the Greek and Finnish opinions are formed
throughout each contrehriable.



Percent

Percent

60

40

20

50

40

30

20

7

U Innovation

Figure 42 Bar chart of Innovation questions in the Greek sample
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Innovation Control Variable (Greece)

Figure 43 Bar chart of Innovation questions in the Finnish sample
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Thetablebelow(Table6) illustratesthe questionaindtheappropriateeodingconductedo form

the innovation control variable. Eight questions formulate the innovation control variable
running from question 15 to question 21. Regarding tleekssample, one could indicate that

the Greek participants seem to mainly Agree with most of the innovation questions, whereas
25.81%disagreeavith statemen21. Ontheotherhand takinginto accountheFinnishsample,
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most participats seem to either Agree or Strongly Agree with all the questions related to
innovation. The main observation that should be pointed out is that Greek consumers do not
believe that they are the first to try out new technologies, whereas Finnish consate#rs st
exactopposite.

Table 6Section 3 of the questionnaire: Innovation control variable

| believe that innovation has a positive influence on
Innovation_15 the consumer.

| believe that innovation can change the
Innovation_16 perception of a consumer.

| believe that the media used for innovation has an
Innovation_17 influence on the online consumer's behavior.

| believe that consumer online buying behavior
Innovation_18 depends on the innovation to make decisions.

| feel confident using the Intemet to buy products
Innovation_19 after seeing someone else using it.

My friends reach out to me for deliberation if they
Innovation_20 must try something new.

| believe that | am the first in my group to try out new
Innovation_21 technologies.

U ConsumeRAttitude

The table belowTable 7 illustrates the questions and the appropriate coding conducted to
form the consumer attitude control variable. There is a total of 4 questions that formulate the
innovation control variable running from question 22 to question 25.

Table 7Section 3 of the questionnaire: Consumer Attitude control variable

| believe that buying products online s an easy
Consumer_Attitude_22 | process.

| believe that buying products online is a fun and
Consumer_Attitude_23 | enjoyable process.

I think that online shopping fakes less time fo purchase.
Consumer_Attitude_24

| feel safe and secure while buying products/services
Consumer_Attitude_25 | online.
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Figure 44 Bar chart of Consumer Attitude questions in the Greek sample.
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Figure 45Bar chart of Consumer Attitude questions in the Finsesmple.
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Lookingatthebarcharts producedbove,t is evidentthatGreekconsumergrovideaneutral
response when thinking that purchasing products or services is a fun and enjoyablieand
process. On the contrarfFinnish consumers believe the exact opposite and report a high
percentage of agreement regarding questions 23 with 42% and question 25 with 32%. Also, it

is worth mentioning that both Greek and Finnish consumers Agree that online shopping takes
less time ® purchase with a percentage of 36% and #&$ectively.
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U SubjectiveNorms

Thetablebelowillustratesthequestionsandtheappropriateodingconductedo formulatethe
subjective normsontrol variable. There is a total of 3 questions that formulate the subjective

norms control variable running from question 26 to queg&n

Table 8Section 3 of the questionnaire: Subjective norms control variable

Number  Variable name Questions to be answered on a 7-point Likert

(Coding) Scale Likert Scale
| enjoy shopping with my friends or family.

Subjective_Norms_26

| believe that | wil become evident by sharing my
Subjective_Norms_27 | opinion online through product reviews.

| believe that my family or friend's opinion s important
Subjective_Norms_28 | fo me when making an online purchase.

Figure 46 Bar chart ofSubjective horms questions in the Greek sample
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Figure 47 Bar chart of Subjective norms questions in the Finnish sample
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From the figures above, one could indicate that theretiis im terms of Greek consumers
Agreeing or Disagreeing (23%) because they will become exposed by sharing their opinions
online through product reviews. On the other hand, Finnish consumers seem to have a neutral
responseegardinghis aspectBesideshat, the GreekandFinnishconsumerselievethattheir
frienddés or familyés opiniornlihes quite essent

U Perceived risk

Thetablebelowillustratesthequestionsaandtheappropriateeodingconductedo formulatethe
subjective norms control variable. There is a total of 2 questions that formulate the perceived
risk control variable running from question 29 to ques8&on

Table 9Section 3 of the questionnaire: Perceived Risk control variable

Number Variable name Questions to be answered on a 7-point Likert
(Coding) Scale Likert Scale

| sense that my credit card details may be misused if |
Perceived_Risk_29 buy products/services online.

| believe that my personal information given for

Perceived_Risk_30 tfransaction to the operator may be compromised to
a 3d party.
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Figure 48 Bar chart of Perceived risk questions in the Greek sample

61.29%
60
g, 38.71%
>
o
20
. 1 .l-
Perceived_Risk_29 Perceived_Risk_30
Perceived Risk Control Variable (Greece)
Figure 49 Bar chart of Perceived risk questions in the Finnish sample
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Looking at the figures above,ig apparent that both the Greek and Finnish participants seem
to somewhat agree with the statements of questions 29 and 30. In more detail, out of the 31
participants in the Greek sample, 61.29%, which is equivalent to 19 respondents and 35.48%
in theFinnishsampleequivalento 11 Finnishrespondentsgespectivelysomewhagtgreewith
guestior0. Thisbehaviouindicateghatwhentheypurchas@roductsor servicenline,their
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creditcarddetailsmaybemisusedandthattheir personainformationmaybecompromisedo
a 39 party.

8.4 Independent VariablesQuestionnaire Analysis

The last section of the questionnaire, section 4, considers the questions related to this study's
independent variables: the components of social mediketiteg, namely @VOM andonline
advertisement. In both questionnaires (Greek and Finnish), there were a total of 5 and 6
guestions related to-WOM and online advertisement respectively and which items were
derived from researchers such as Awan et @&1§2and Mirza ad Alman#2013).

In this section, a table for each independent variable will be produced, representing the
variables' questions. At the same time, pie charts will illustrate how the Greek and Finnish
opinions are formethroughout each independent variable.

U Online Advertisement

Thetablebelowillustratesthe questionsandtheappropriatecodingconductedo formulatethe
online advertisement independent variable. Five questions formulate the online advertisement
indepenént variable running from question 31 to ques86n

Table 10Section 4 of the questionnaire: Online advertisement independent variable

Number Variable name  Questions to be answered on a 7-point Likert

(Coding) Scale Likert Scale

. | believe that online advertisement creates
Online-

32 .
Advertisement_31 aworeness

Online | believe that online advertisement communicates

33 |
Advertisement_32 fo the consumer

. | believe that online advertisement can alter the
Online-

34 : |
Advertisement_33 buying power of a consumer

. | believe that online advertising relates to the online
Online-

35 . >
Advertisement_34 customer buying behavier

| believe that online advertisement makes the
Online- products/services i buy easily recognizable and

36
Advertisement_35 | memorcble.
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Statistics
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Online Advertisement (Greece)

Figure 51 Pie chart of online advertisement questions in the Finnish sample
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From the figures above, one could observe that Finnish consumers seem to Agree and also
stronglyAgreewith thequestiongelatedto anonlineadvertisementOntheotherhand,Greek
participantsseemto somewhat\greewith mostquestiondut stayneutralregardingquestions

32 and 341In other words, 29% of Greek consumers neither agree nor disagree because an
online advertisement on social media platforms creates them awareness. On the contrary,
Finnish consumers seem to believe that an onlinerddgment creates them awareness,
representing a percentage of 39%. Although both Greelimmish consumers agree that an
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online advertisement (a) communicates to the consumer (b) is related to the online consumer
buying behaviour an¢t) makes the product/services purchased recognizable and memorable,
thesewo groupsseento disagreavhenit comedo anonlineadvertisemenrdlteringthebuying

powerof aconsumewvith 29%of Greekconsumerseitheragreeingnor disagreeingaind39%

of Finnish consumers agreeing.

U eWOM

Thetablebelowillustratesthe questionsandtheappropriatecodingconductedo formulatethe
eWOM independent variable. A total of 6 questions formulate tWéOM independent
variable running from question 36 qoiestior41.

Table 11Section 4 of the questionnaireV¢OM independent variable

(Coding) Scale Likert Scale

| believe online product reviews are important for
37 e_WOM_36 consumers.

| believe that when | buy a product online, the
reviews presented on the website are helpful for my

38 e_WOM_37 . .
= = decision making.

| believe that the number (volume) of product
39 e_WOM_38 reviews affect my buying decision.

| believe that high ratings for a product/service
40 e_WOM_39 affect my buying behavior.

| believe that the reviewer's frequency of review
41 e_WOM_40 posting affects my buying behavior.

| believe that the other reviewer's rating of
42 e_WOM_41 usefulness of the review affects my buying behavior.
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Figure 52 Pie chart of eVOM questions in the Greek sample
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Figure 53 Pie chart of eVOM questions in the Finnish sample
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Looking at the pie charts above, we can observe that both Greek and Finnish consumers seem
to agree with all thequestions related to electronic westimouth. Out of the 31 Greek
participants41.94%,11 respondentsAgreewith item41.Onthecontrary,Finnishconsumers

also Agree with statement 41, but the agreement percentage is much higher than the Greek
samplearoundl9%higher.In otherwords,themainconclusions thatBoth GreekandFinnish
participants in the online questionnaire Agree that (a) online products are essentidigor to

(b) the product reviews displayed on the website are helpful fordeeisionmakingprocess
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(c) the number and high ratings of product reviews can influence their buying behaviour (d)
thefrequencyofther e v i epas@ngadfectstheir buyingbehaviourand(e) thattherating of
usefulness of theeview affects their purchassentions.

9. RELIABILITY AND VALIDITY  TESTING

Beforediving into thedatavisualizationandconstructiorof thes t u &ayiablesof interest,it

is crucial to test the reliability and validity of the questionnaire (Erk&h6p There is a total

of 4 controlvariablesandtwo independentariableshatwe wantto investigateo identify the
impact theynave on Greek and Finnish participants' online consumer buying behaviour. Thus,
it is necessary to measure eaahiable's internal reliability with its different number of items
(Kwakye, 2016).

Cronbachdés alpha test was i mplemented to tes
i nterest. Cronbachoés al ph areliabsity whaneonenvargstto ¢ o mm:
assestheinternalconsistencyndis expressedsanumbetbetweerDandl.Cr o n b apha 6 s

test shows the consistency between measurements which form the scales (Erkan, 2016).
Internal consistency describes the extent toctv all the items in a test measure the same
perception, and hence it is linked to the inatedness of the items within the test (Tavakol

et al., 2011). According to Tavakol et al. (2011), Cronbach alpha’s value increases if the test
items are correlfted to each other. They point out that when experiencing a high Cronbach
alphavalue thatdoesnotalwaysmeanahighdegreeof internalconsistencyWhatis important

is the length of the test conducted. If the test length is too short, thevallpieais reduced

(Nunnally et al.1994).

When it comes to the acceptable range of th
distinguish that the measures are consistent only in values with a threshold of 0.7 and above
(Hair et al., 2006). On thelwte r hand, Field (2009) mentions
acceptable range is between 0.5 and 1 (Field, 2009). Therefore, taking into account both these
options, in this study, we conclude that a Cronbach alpha value more than 0.5, is acceptable.

On the other hand, the validity of the items in the questionnaire was tested using thé Kaiser
Meyeii Olkin (KMO) test(Kaiseretal.,1974). TheKMO testis usedto determinghesampling
adequacyf eachvariableof interest.The statisticthatis computeds ameasuref 0 to 1. The
samplings adequat®r sufficientif thevalueof KaiserMeyerOlkin (KMO) is moreextensive

than 0.5. On the other hand, according to Pollant (2013), the value of KMO is 0.6 and above.
Hutchenson and Sofroniou (1999), dtaiser (1974yecommend:

1. A bare minimum oD.5

2. Avalue between 0.5 and 0.7nsediocre.

3. A value between 0.7 and 0.8geod.

4. A value between 0.8 and 0.9azcellent.

5. A value between 0.9 and above is superb.

In this section, the Cronbach alpha test aalidity test will be conducted using SPSS. The
Cronbach alpha test output includes the reliability statistics, the item statistics that represent
the itemds mean and t htem certelationd and iteitothlestatistast i o n
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thatindicatewhatwouldthe Cronbachalphavaluebeif theitemwasdeleted All theseoutputs,
for each variable of interest, are presented inAth@endix.

9.1 Reliability and Validity Testing (Greek Sample)

Using SPSS, th€r onbacho6és al phkleyei Olkirs(KMO test wakK @ondacesd

to gain the reliability and validity results respectively of the different items in the Greek
guestionnaire. These tests were first applied to the Greek sample, and the residtsedaeel

at the tablebelow:

Table 12Initial Reliability and Validity Testing (Greek sample)

Variables Variable Name Cronbach

Question Number of KMO Test

no. Items Alpha

BIlslelsie]  Online Consumer Buying 1to 14 14 0.784 0.607
Variable Behaviour (Greece)

Control Innovation (Greece) 15t0 21 7 0.606 0.526

VEUELEEI Consumer Attitude (Greece)l 22 to 25 4 0.328 0.614

Subjective Norms(Greece)| 26 to 28 3 0.526 0.563

Perceived Risk(Greece) | 29to 30 2 0.615 0.500

Independent Online Advertisement 31to 35 5 0.823 0.646

Variables (Greece)
eWOM (Greece ) 36t041 6 0.845 0.775

Table 13Final Reliability and Validity Testing (Greek sample)

Variables Variable Name Question no. Number Cronbach KMO
of ltems Alpha Test
Dependent Online Consumer 1,2,3,4,5,7,9,10,12 9 0.854 0.717
Variable Buying Behaviour
(Greece)
Control Innovation (Greece) 15,16,17,18 4 0.727 0.609
Variables Consumer Attitude 22,23,25 3 0.7562 0.677
(Greece)
Subjective Norms 26,28 2 0.606 0.500
(Greece)
Perceived Risk 29 to 30 2 0.615 0.500
(Greece)
Independent Online 3110 35 5 0.823 0.646
Variables Advertisement
(Greece)
e-WOM (Greece ) 36 to 41 6 0.845 0.775 de

values scale comprising four items indicating an alpha lowean tthe 0.5 thresholds
(0.328<0.5). On the other hand, in terms of validity testing, we can observe that the Online
Consumer Buying Behaviour, Innovation, Consumer Attitude, Subjective Norms and Online
Advertisement show mediocre sampling adequacy siree\thalues are between 0.5 and 0.7
(Kaiser,1974). Besides, the'dOM i ndependent variablebs value
demonstrates non only the highest Cronbachos
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samplingadequacyalue(0.775)comparedo all theothervariableitems.Onthecontrary the
perceived risk scale values encompass two questions and seem to have a bare minimum
(Kaiser,1974).

As mentioned previously, the Creliabiith statidticd,s al pt
which gives us a hint of the mean and standard deviation of the different iteresext. The

out put also provides a correlation matri x an
particular item would be deleted fromet questionnaire. The output results displayed in the
Appendi x, of the Cronbachods al pWaMde,st Ofiloirne
Advertisementdés and Perceived Riskos items
because if anitemgotdeet ed i n these variabl es, the Cro
down. Therefore, all the questions that consisted of these variables were keptsesdhey

On the contrary, changes were implemented on the Online Consumer Buying Behaviour,
Innovation, Sibjective Norms and Consumer Attitude variable items because many of their
items demonstrated week correlations and higher (or lower) mean scores than the other
variablesThisaspecsuggestshattheyneedto beremovedrom thequestionnairelndeed as

we can observe frorfiable 13 the number of items of the variables mentioned previously

have been reduced, and the outcome is a hig
worth mentioning is that although the Grealnsumer attitude at the initial reliability test
showed a Cronbachoés alpha test | ess than 0. ¢

test score has risen to 0.752 (Appendix). In terms of the Greek sample, the regalite 8
will betakeninto accounfor theconstructiorof theGreekdependent;ontrol,andindependent
variables.

9.2 Reliability and Validity Testing (Finnish Sample)

Using SPSS, the Cr on bMaydiOlkin (KMOptesawascandutteda nd K
to gain the reliability and validity results respectively of the different items in the Finnish
guestionnaire. The results are displayed at the taklesv:

Table 14lInitial Reliability and Validity Testing (Finniskample)

Question Number of
no. ltems

Variables Variable Name

Cronbach | KMO Test
Alpha

bIslelshplelsid]  Online Consumer Buying 1to 14 14 0.650 0.588
Variable Behaviour (Finnish)

Control Innovation (Finnish) 15to0 21 7 0.868 0.806

Variables Consumer Attitude 2210 25 4 0.797 0.772

(Finnish)

Subjective Norms(Finnish) | 26 to 28 3 0.115 0.426

Perceived Risk(Finnish) 29 to 30 2 0.601 0.500

Independent Online Advertisement 31to 35 5 0.886 0.814

Variables (Finnish)
eWOM (Finnish) 36t041 6 0.889 0.858
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Dependent Online Consumer 1,2,7,13 4 0.885 0.780
Variable Buying Behaviour

(Finnish)

Control Innovation (Finnish) 15to 21 7 0.868 0.806

Variables Consumer Attitude 22t0 25 4 0.797 0.772
(Finnish)

Subjective Norms 27, 28 2 0.390 0.500
(Finnish)

Perceived Risk 29 to 30 2 0.601 0.500
(Finnish)

Independent| Online Advertisement 31to 35 5 0.886 0.814
Variables (Finnish)

e-WOM (Finnish) 36to 41 6 0.889 0.858

The initial reliability and validity test results in the Finnish questionnaire sample, suggest that
the Innovation control variable aneVéOM and Onlineadvertisement independent variables

ex hi

bit

hi gh

Cronbachos

al pha

test

SCcCOor es, 2

(values between 0.8 and 0.9) (Kaiser, 1974). However, the Subjective Norms variable items

demonstrate a

v e r yestsoore (0.CL5)candbasantpling adeqliapyrseore

below0.5. Thereforepnecouldconsiderdeletingall of thev a r i d@dmkifethe sutputresult
suggests that this action shouldtaken.

TheoutputoftheC r o n b a@phdnebasility test,in theFinnishsamplesuggesthattenitems

from the Online Consumer Buying Behaviour variable should be deglafgmendix). After

deleting these items, the alpha test and sampling adequacy score have increased from 0.650
and0.588to 0.885and0.780,respectivelyAlso, the ConsumeAttitude ande-WOM variable

items will remain the same because the results do not suggest otherwise. However, the
SubjectiveNormsvariablescalescomprisingof 2 questionsill bedeleted Evenafterdeleting

guestion 26t h e

resul ts

items are not internallgonsistent.

Mor eover,

|l ooki ng

still |

at t he

ead to

l nnovati on

a

| ow Cr onbac

and Onl i

output results, even if the obliterationtoomes suggest deleting some of their questions, it
reduces their sampling adequacy scores from 0.806 to 0.500 for Innovation and from 0.814 to
sement .
Innovation and Onlia Advertisement was way above the 0.5 thresholds (0.868 and 0.886
respectively)Theirsamplingadequacyvaswithin therangeof 0.7and0.9,andthefinal results

will keep the items as they were before their deletion. In terms of the Finnish sample, the
results inTable 15will be considered to construct the Finnish dependent, control and
independentariables.

0.751

for Onl i ne

advert.i

Because bef
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10. DATA EXPLORATION AND TRANSFORMATION

After the items'’ reliability and validity ch
c o n s t finalscdresugonwith furtheranalysess conductedKwakye,2016).A critical step

before their implementation is to organize the data into an appropriate form (Geoffrey &
Zahraa, 2017). This data structuring process involves proceeding into a visual exploration of

the data to know the data in an informal way (Baesens 04al7).

10.1DependentVariable

By plotting the histogramof theonlineconsumebuyingbehaviourdependentariableof both

the GreekandFinnishsamplepnecouldindicatethatthe dataseemo befollowing thenormal
distribution. This behaviour can also be examined byitgplat the skewness and kurtosis
results produced using SPSS. The table below illustrates the skewness and kurtosis of the
dependent variable in each sample (Greek and Finnish):

Table 16Skewness and Kurtosis results

OCBB (Greece) -0.724 0.421 0.230 0.821
OCBB (Finland) -0.455 0.421 0.179 0.821

According to the rule of thumb of skewness suggested by Bulmer, 1979:

1. If skewness is less thafh or greater than +1, the distribution is higbkgwed.

2. If skewnesss betweenl1 and-%2or betweent¥2and+1, thedistributionis moderately
skewed.

3. If skewness is betweetz and +%2, the distribution is approximatsjymmetric.

According toTable 16 the skewness of the OCEBreece) distribution is moderately skewed
since its skewness value is betweerand-Y2 (-1<-0.724<0.5), whereas the OCBB (Finland)
distribution is approximately symmetric because its skewness values are bétnagnh +v2,
(-0.5<0.455<1).

Figure 54 Histogram of OCBB (Greece)
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Figure 55Histogram of OCBB (Finland)
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By justlooking atthedistributionandtheskewnessesults we canindicatethatthedistribution

of the online consumer buying behaviour in the Greek samplgpioximately symmetric. In
contrast, in the Finnish sample, it is moderately skewed. Since this study involves using
parametric methods for statistical analysis, validating the assumption of normality is of
fundamentatoncern(Yap & Si, 2010).Thevalidation is establishedisingSPSSby producing

the KolmogorovSmirnov test for the empirical distribution normality test and the Shapiro
Wilk (Shapiro & Wilk, 1965) normality test regression and correlation (Frank & Massey,
1951). The results are presentedtie tabldelow:

Table 17Tests for Normality (Dependent Variable)

Variable Statistic df Sig. Statistic | df Sig.
Name

OCBB .140 31 127 .938 31 | .072
(Greece)

OCBB 126 31 .200 .970 31 | .507
(Finland)

The hypotheses derived from the above normality tests are:
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As we can indicate frorfable 17 the two normality tests' significance values are all above
the 0.5 (5%) significance level. Thus, we cannot reject the null hypothesis. There is sufficient
evidence to conclude that both tBeeek and Finnish participants’ online consumer buying

behaviour distributioffollows a normal distribution.

10.2Control Variables

Mo v i

ng on to the

Table 18Tests for Normality (Control Variables)

dat a

vi sual

zation
the figures below, th&€€onsumer Attitude, Subjective Norms and Perceived Risk control
variables of the Greek sample do not seem to follow the normal distribution. Als@rish
sample's Innovation and Consumer Attitude control variables seem to not b normally
distributed. Tle results from the KolmogoreSmirnov and ShapirdVilk tests for normality,

also confirm the absence of normality in the distribution of those specific variables,
presented in the tabhelow:

of

t his

as

Country Variable Name Statistic]  df Sig. Statistic df Sig.
Innovation(Greece) .140 31 127 .938 31 .072
Consumer Attitude
(Greece) 174 31 .018 927 31 .037
Greece Subjective Norms
(Greece) 195 31 .004 .888 31 .004
Perceived Risk
(Greece) .208 31 .001 .926 31 .033
Innovation(Finland) 174 31 .017 931 31 .046
Consumer Attitude
Finland (Finland) 199 = LU Sl = L
Perceived Risk
(Finland) 143 31 .104 .970 31 507
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As one could indicate from the table above theajue of the control variables highlighted in
green colour, is below the 5% significance value indicates that the null hypothesis should be
rejected andwe concludehattheir distributionis not normallydistributed Onewayto correct
for this is to try different data transformations. In this study, the log transfornatiomques
wereimplementednthedistributionvariableghatdid notfollow thenormaldistribution. The
histograms illustrating the distribution of each control variable together with their
abaedowpr esented in

fitransformati ono

U Control VariablegGreece)

Figure 56 Histogram of Perceived Risk control variable (Greece), before and afsformation.

Histogram
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Figure 57 Histogram of the Attitude control variable (Greece) before and after transformation.
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Figure 58 Histogram of Subjective Normesontrol variable (Greece) before and afteansformation.
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Figure 59 Histogram of the Innovation control variable (Greece).
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As we canobservdrom thefiguresabove theconsumeattitude perceivedisk, andsubjective
normsvariablesneededo beloggedtransformedo achievehenormaldistributionproperties.

This action is confirmed iffable 19,below, which illustrates the Kolmogorédmirnov and
ShapireWilk results, before and after the transformations. The resultgestighat their
distribution is no longer skewed after the log transformation of the variables but instead
following the normadistribution.
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Table 19Normality Tests before and after log transformation (Greece control vagpble

Country Variable Name | Statistic| df Sig. Statistic | df Sig.
CO”S(%Tee;CAegﬂt“de 174 | 31 018 927 | 31| 037

A d%?gﬁggfer) 173 | 31 | 019 038 | 31| .074

Greece S“bj(%cr“e"eie'\')orms 105 | 31 | 004 888 | 31| 004
,\'I-gf]mzl(*gricet'c‘f) 122 | 31 200 960 | 31 | 299
Pe[éerg’ggegziSk 208 | 31 001 926 | 31 | .033

Log F(’S;Z‘Z';’ee)d Rish 182 | a1 011 950 | 31 | .161

U Control VariablegFinland)

Figure 60Histogram of Consumer Attitude control variable (Finland), before and after

Transformation.
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Figure 61 Histogram of the Innovation control variable (Finland) before and after transformation.
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Figure 62 Histogram of Perceived Risk control variable (Finland
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Regarding the Finnish control variables of this study, the consumer attitude and innovation
variables needed to be logged transformed for their distribution to become more regular.
Although the results, as presented in the table below, confirm that the log transformation was
deemed appropriate for the consumer attitude variable, the same cannot be concluded for the
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innovation variable. The innovationyalue is lowerthan before, indicating that this variable
is notnormallydistributedevenafterits log transformationThereforejn this study,theFinnish
sample'snnovationcontrolvariablewill beincludedin theanalysisvithoutbeingtransformed.

Table 20Normality Tests before and after log transformation (Finland control variables)

Control

: -Smirnov hapiro-Wilk
Variables Kolmogorov-Smirno Shapiro (o]
Country Variable Name | Statistic| df Sig. Statistic | df Sig.
Innovation
(Finland) A74 31 .017 931 31 | .046
Log Innovation
Finland (Finland) 237 31 .000 .862 31 | .001
Attitude (Finland) 199 31 .003 .901 31 | .008
Log Attitude
(Finland) 132 31 A77 .956 31 | .230

10.3Independentvariables

Moving on now to the independent variables of this study, by plotting the histograens of
WOM andOnlineadvertisementf the GreekandFinnishsample pnecouldindicatethattheir
distribution follows the normal distribution. The figures beltustrate thisaspect:

Figure 63 Histogram of Online Advertisement independent variable (Greece)
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Figure 64 Histogram of Online Advertisement independent variable (Finland)
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Figure 65Histogram of the @VOMindependent variable (Greece)
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Figure 66 Histogram of the 4VOM independent variable (Finland)
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The KolmogorovSmirnov and Shapiro Wilk normality tests were implemented using SPSS
to test the normality of the variables. Tiesults are presented in the table below:

Table 21Normality Tests for Independent variables in both samples (Greek and Finnish)
















































































































































