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Preface 

We welcome you to the 5th “International Conference on Contemporary Marketing Issues” 
(ICCMI 2017) organized by Manchester Metropolitan University and the Alexander Technological 
Educational Institute (ATEI) of Thessaloniki, and hosted here in Thessaloniki. The conference is to 
take place, from June 21, to June 23, 2017. In addition there is going to be a special session in 
Chalkidiki. The major responsibility of organizing the conference this year is with ATEI of 
Thessaloniki.  

The idea to organize this conference goes a long way back but it materialized, for the first 
time, five years ago. The 1st ICCMI was held in June, 2012 in Thessaloniki, Greece, jointly organized 
by the Alexander TEI of Thessaloniki along with Bucks New University of the UK. The 2nd ICCMI 
was held in Athens, Greece, in June 2014, a collaboration of the Alexander TEI with Manchester 
Metropolitan University. The 3rd ICCMI was organized by ATEI of Thessaloniki and Kingston 
University of the UK and was held in Kingston, UK, in June 2015. The 4th ICCMI was held in 
Heraklion, in the beautiful island of Crete, last year, 2016. In addition there was the special session 
in Santorini with a very interesting workshop. The 5th ICCMI is again jointly organized by 
Alexander TEI of Thessaloniki and Manchester Metropolitan University. Moreover, there will be 
the special session in Chalkidiki, where we will have the opportunity to attend the speech which 
will be delivered by Professor Avlonitis. At ICCMI 2017 delegates/manuscript authors from most 
parts of the world participate. We have delegates from all five continents.  

During this year’s conference a lot of manuscripts (papers or abstracts) on specific marketing 
topics will be presented. These manuscripts have been included, after review, in the conference 
proceedings. The majority of the papers address a wide range of issues that are crucial for 
today’s world, analyze and discuss research findings in the field of marketing and make 
significant contributions in the area.  

This year’s Conference is supported by notable scholars comprising the international advisory 
scientific board and the international scientific committee as well as by eminent invited speakers. 
Furthermore, the quality of the Conference is enhanced by a number of prestigious journals 
offering publication opportunities to a selected number of outstanding, high quality, papers 
submitted to ICCMI 2017.  

This year we are honoured to have with us T.C. Melewar, Professor of Marketing and Strategy 
at Middlesex University, as the Keynote Speaker, Neil Towers, Professor of Retail Management 
and Marketing at University of Gloucestershire, as an Invited Speaker, and Professor George 
Avlonitis, Chairman of the Greek Marketing Academy, as special session speaker. Moreover, we 
have Professor Emmanouella Plakoyiannaki, from Leeds University, who will chair the PhD 
workshop and the Associate Professor of the University of New Hampshire Valentini Kalargyrou 
who will chair the Special Interest Group session. We warmly thank all the above. 

We also express our sincere gratitude and thanks to all members of the Organizing 
Committee who volunteered their time and effort for the success of this event. We also thank 
the international advisory scientific board and the international scientific committee members 
who ensured the quality of the papers. 

Last but not least we thank the papers’ authors for their papers submitted and all the 
conference delegates who came to Thessaloniki to participate in this event as well as the 
collaborating journals’ editors for their willingness to contribute to the success of the 
conference. 

As the conference co-Chairs we would like to welcome you and assure you that it is a great 
honour for us to have all of you here.  

 
Christos Sarmaniotis Gillian Wright 

Professor Professor 
Alexander TEI of Thessaloniki Manchester Metropolitan University 

Conference co-Chair Conference co-Chair 
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The Role of Humour in Masking Female-Disparaging Advertising 

Vassiliki Grougiou 
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Abstract 

 

This article examines whether advertising strategies using female disparaging themes alienate or merely tease 

the disparaged gender and it considers the implications for the image of the advertised brand. The findings from 

an experimental research design, which included 180 British participants, show that women generally have 

negative attitudes towards brands advertised with female-disparaging ads, even when humour is included. 

Conversely, individuals with traditional and stereotypical views of women have more positive attitudes towards 

such ads. Overall, the findings suggest that, although humour does soften the impact of disparagement on 

consumer attitudes towards the advertisement for both genders, advertisers should avoid using gender-

disparaging advertising themes, even light-hearted ones, because they prove a risky strategy that can backfire 

and alienate consumers. 

 

Keywords: Advertising, Gender, Disparagement, Offence, Humour 
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One of the strongest media employed for advertisement purposes is the commercial video spot, either through 

television or through the already matured channel of web advertisements. The advancements in digital 

marketing allow targeting specific ads to selected audience, even to individuals, where there is high prospect of 

success. Conversely, knowing the intended audience, the design of the ad can be optimized to achieve the best 

effectiveness. Several studies deal with the measurement and optimization of the effectiveness of advertisement 

videos. (Amos, Holmes & Strutton, 2008; Aitken, Gray & Lawson, 2008). Creativity support and other tools 

aim at strengthening the ability of advertisers to produce successful advertisements. (Hill & Johnson, 2004). 

Such tools may provide creativity templates or decision support in order to maximize impact.  Kermanidis, 

Maragkoudakis and Vosinakis (2015) developed a creativity support tool based on a knowledge thesaurus that 

provides advertisement annotations, terms, statistical information and mined knowledge on associations among 

ad contents and viewers’ sentiment. The thesaurus is automatically populated via a specially designed game and 

the application of machine learning processes on the players’ actions. 

 

The goal of this paper is to discover relations among video ad characteristics, audience characteristics and the 

resulting effectiveness of the ads, thus extracting knowledge on how certain design features, such as music, 

scenario and humor may affect aspects of the ad effectiveness. The ultimate goal is to develop a knowledge-

based design tool to support advertisers in creating successful advertisements. 

 

At first, characteristics of advertisements that can be used as ingredients by creators and models for measuring 

the effectiveness of video ads were identified by reviewing the related literature. A primary survey was then 

conducted, where a small number of representative video ads were shown and evaluated by an audience sample. 

The survey data consisted of (a) objective characteristics of each ad (b) subjective characteristics of each ad, 

provided by the respondents, (c) evaluations of each ad based on the indentified effectiveness criteria and (d) 

socio-demographic characteristics of each respondent. 

 

Multidimensional factor and clustering analysis methods (Benzecri, 1992; Greenacre, 2007) were applied on the 

evaluation data, in order to identify the complex relations among all attributes, to reveal underlying factors and 

discover interesting clusters of features associated to the achieved effectiveness. The findings include e.g. that 

the absence of both humor and drama may result in disliking, while the elements of fear and drama can lead to 

increased levels of persuasion and linkage with the advertised product. 

 

The terminology on video ad characteristics, effectiveness criteria, audience characteristics, as well as the 

definitions of relations between individual elements were introduced in an ontology-based knowledge model. In 

this way, the semantic basis was developed for expressing the findings of the analysis as machine 

understandable rules using semantic web technologies (OWL 2.0 and SWRL), thus making the extracted 

knowledge available to ad designers through semantic web queries. 

 

Although the sample of ads was very small to draw rich content for real-world design support, the results were 

encouraging as regards the feasibility of the approach. The next step is to apply a similar analysis to a large 

sample of video ads projected on popular social media channels and to populate the knowledge base with 

broader content. 
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Banner Advertising Effectiveness: An Experimental Study 

Tsiotsou R., University of Macedonia, Greece 

Hatzithomas L., University of Macedonia, Greece 

Banner advertising is the most popular form of advertising in the internet, which promotes products and services 

in websites. Banner is a graphic image that is designed to catch the attention of the targeted audience. Banner 

advertisements are embedded into web pages and when an internet user visits a particular website this ad is 

presented virtually as the web page loads. Banner advertising is used to a) increase website traffic, b) enhance 

product sales, c) inform targeted audiences of new product and services or sales and discounts and d) create 

brand awareness. For companies banner advertising is cost-effective promotes company’s image, generates sales 

leads and provides the opportunity to trace or track its effectiveness. Moreover, banner advertising can engage a 

target group with the company by using attractive designs (colors, graphics, logos and texts). Due to its 

importance, banner advertising has attracted significant research attention. Studies have attempted to explain its 

effectiveness as expressed by website visits, advertising attitudes, purchase intentions and actual internet 

purchase behavior. Others have examined the elements that make this tool more efficient and attractive such as 

consumer characteristics, interactivity, exposure frequency, embedded content and design elements. In line with 

previous research, the scope of our study is to evaluate the effectiveness of banner advertising by investigating 

the role of product type and content elements. Specifically we examine the effect of congruity (between the 

advertising copy and the image of the advertised product) and the type of advertising copy. In order to achieve 

the objectives of our study we conducted two experiments with a 2(congruency: congruent, incongruent) x 

2(type of advertising copy: emotional, informational) x 3(product involvement: low, medium and high) design. 

Experiment 1 was run with three unknown brands and experiment 2 with three well known brands. Overall 30 

people participated in the first experiment and 20 in the second. In the first experiment, a two-way analysis of 

variance (ANOVA) indicated no statistically significant interaction between congruency and advertising copy 

type on attitude toward the ad (F=.021, p<.885). On the contrary, in the second experiment, the interaction 

between the two variables was significant (F=6.757, p<.012).  It appears that a congruent emotional copy 

(M=3.53) leads to more positive attitude toward the ad than an incongruent emotional copy (M=2.60), while an 

incongruent informational copy (M-3.40) results in more positive attitude toward the ad than a congruent 

informational copy (3.07). The level of involvement exerts no effect on the interaction between the two 

variables (experiment 1: F=1.321, p<.273 and experiment 2:  F=.018, p<.982). The managerial and theoretical 

implications of the study are discussed and compared with earlier work on banner advertising effectiveness. 
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Abstract 

The explosive growth of Social Networking Sites (SNSs) during the last decade has made them one of the most 

important marketing and advertising tools available. In this paper we are examining the attitudes of college 

students in the region of Western Macedonia towards advertisement in the SNSs. In accordance with relevant 

literature, 6 main categories of attitudes towards SNSs advertisement are identified, namely information, 

entertainment, credibility, irritation, value corruption and general attitude. Finally, the implications for 

marketing and online advertisement are discussed.  

Keywords :Social Networking Sites, Advertisement, Attitudes, Greece.  

1. INTRODUCTION 

Social Media (SM) and Social Networking Sites (SNSs) have changed the way both individuals and 

firms interact and communicate with each other during the last decade. Their exponential rate of adoption has 

renderd them an inseparable part of everyday life, with applications in communication, seeking and providing 

information, socialization and entertainment. Kwon and Wen (2010) have included all these uses defining SNS 

as “a web-based service which is based on certain meaningful and valuable relationships including friendship, 

kinship, interests, and activities, and which allows individuals to network for a variety of purposes including 

sharing information, building and exploring relationships, and so on”. 

The explosive growth of users and new platforms, affect consumer behaviour and the way they seek 

information and entertainment of almost every socio-demographic group in all countries around the world, 

challenging the traditional media (Belch and Belch, 2014).  

The importance of SNSs and SM for business communication with customers and marketing are outlined 

by Constantinides et al. (2013). With more than 1,5 billion users worldwide Facebook for example is considered 

to be an important media that influences significantly peoples’ attitudes and behaviour. the emergence and the 

evolution of social media profoundly transformed the advertising landscape.Rizavi et al. (2011) mention that 

social networking websites act as a good platform for advertising that attract millions of users from different 

countries, speaking multiple languages belonging to different demographics 

Understanding the effectiveness of SNSs in promoting product and services through advertisements, 

companies across the globe have increased their advertising budget for SNSs which has led to increase in 

revenue generation for social networking website companies.In this paper we are examining the attitudes of 

college students in the region of Western Macedonia, and more specifically of the students of the Western 

Macedonia University of Applied Sciences, towards online advertisement in SNSs. Factor analysis is performed 

to identify the main attitudes with the use of a structured questionnaire.  

The rest of the paper is structured as follows. Section 2reviews briefly the literature concerning 

advertisement in SNSs. Section 3 presents the methodology of our research. In Section 4 the main findings of 

our research are presented, concerning the attitudes of college students towards that form of advertisement. 

Finally, section 5 discusses the marketing implications of the finding on of the paper, and offers suggestions for 
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further research.  

2. LITERATURE REVIEW 

Naini et al. (2012) state that “Advertising plays one of the greatest roles in marketing and encouraging 

people to purchase. Along with the fast progression of the technology, new innovative products are daily 

launching to the market, therefore the necessity of utilizing the advertising has been more felt after 

industrialization”.Internet advertisement differs from traditional advertising as it delivers unlimited information 

beyond time and space and providing with almost unlimited amount and sources of information to firms and 

consumers, but with limited levels of interactivity (Yoon and Kim, 2001).  

Advertisement in SNSs has increased characteristics of interactivity and virality. According to Trusov et 

al. (2009) referrals and recommendations on SNSs have a significant impact on gaining and retaining new 

customers. Advertisements and information concerning products, brands or services can be shared with online 

friends and followers, and the impact it has to the consumers and their reactions can be measured easily, 

achieving high levels of engagement and ROI. These characteristics have boosted the importance of 

advertisement on SNSs, making it a priority for marketers around the world.  

However these interactions are not within the close limits of control of marketers (Mangold and Faulds, 

2009), and therefore the attitudes of consumers concerning SNSs advertisement must be closely monitored in 

order to create efficient IMC campaigns. According to Mehta (2000), consumers’ attitude towards advertising is 

one of the influential indicators of advertising effectiveness because consumer’s cognitive ability towards the 

advertising are reflected in their thoughts and feelings and subsequently will influence their attitude towards 

advertising (Mackenzie and Lutz, 1989). 

Ducoffe (1995) observed that value of advertising could be assessed by four factors which include 

informativeness, deceptiveness, irritation and entertainment. Brackett and Carr (2001) in their study on 

cyberspace advertising reports that information, entertainment, irritation and credibility significantly affect 

advertisement value which in turn affects attitude towards advertisements. 

More recent researches for the online advertising such as the research from Wang and Sun (2010) 

identified five belief dimensions: information, entertainment, credibility, economy and value corruption.Saxena 

and Khanna (2013) also outline and document the effect that these attitudes have on advertisement value 

namely, information, entertainment and irritation.Vinerean et al. (2013) have examined the effect that different 

categories of SNSs users have to their reactions to online advertisement, and also found that the informational 

role of advertisement is important to trigger positive reactions to online advertisements by consumers.   

3. RESEARCH METHODOLOGY 

As Mir (2012) points out younger people and especially students have common characteristics as far as 

easy access to internet and are more frequent users of social media sites. Also Saxena& Khanna (2013) referred 

two reasons for using college students in their research. First, student sample have more common characteristics 

in terms of socio-economic background, demographics and education (Peterson, 2001) making them an 

homogenous target group. Second, a number of studies have reported that students are the main users of social 

networking websites (Pempek et al., 2009; Antoniadis et al. 2014).  

Respondents of the current study were college students of Western Macedonia University of Applied 

Sciences. For this survey, the questionnaires were distributed among a random sample of 535 undergraduate 

students including students from all the Departments of the specific Technological Educational Institute. 23 

questionnaires were dropped as outliers, leaving us with a total number of 512 usable questionnaires. 

The questionnaire was divided into main two parts. In the beginning, the questionnaire is asking some 

demographic data of the college students. The first main part of the questionnaire surveys the relationship of the 

respondent student with the social networks (Antoniadis et al. 2017). The second part of the questionnaire 

includes questions that are related with the effect of social media advertising in the respondent purchasing 
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decision. Respondents have to respond in a block of questions that are related with the five dimensions that 

affect the respondent’s attitude towards social media advertising. 

4.  RESULTS 

The sample consisted of274 (53.5%) men and 238 women (46.5%) college students of the TEI of 

Western Macedonia. The majority of the respondents, 345 and (67.6%), are in the group age between: 18 – 21 

years old. 45.9 % of them study Applied Sciences (engineering), 42.5% Business and Finance, 4.8% Health and 

welfare, and 6.8% Agriculture. 

In Graph 1 the main SNSs that the respondents have a profile are presented. The results seems to be very 

interesting and show that “Facebook”, as expected, is used by the vast  majority of the respondents, with the 

outstanding frequency of 94.7%. In the second place, “YouTube” has appeared, with 52%. In the third place 

comes “Google+” with 48%, in the fourth place, “Instagram” with 34.4% and in the fifth place “Twitter” with 

34.4%. Quite behind “LinkedIn”, in the sixth place, with 12.1% and seventh is “Pinterest” 10.4%. All the 

“Other” options accumulated only 7%. Some of the Other responses, were “Reddit”, “Tumblr”, “Vkontakte” 

etc. 

 

Graph 1 :Percentage of students having accounts in SNSs. 

 

 

The SNSs that is used more by students is Facebook with 82% of the participants in the research 

answering that is their first choice, followed by Twitter.  

 

Table 1, shows the sources of information students use when searching information for a product. The 

results show that the 65.9% of the respondents are visiting the “Company’s website”. In the second place with 

63.1% comes the answer “Search Engines”. In the third place with 36.3% comes the answer: “Specialized 

websites that is related with the kind of the product (e.g. forums)”. In fourth place comes the “Social Network 

Sites” with 25.1%. Finally, other response was given by 1.65% of the respondents.   

 

 

Table 1 :Sources of information concerning a product. 
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Count 
Percentage 

% 

Company’s Website 336 65,9% 

Specialized websites that is related with the kind of the product (e.g. 

forums) 
185 36,3% 

Search engines 322 63,1% 

Social Network Sites 128 25,1% 

Other 8 1,6% 

 

Graph 2 finally shows the how often advertisements in social media are being clicked. It seems that 

respondents avoid the advertisements in the social media as 52.1% never click the advertisements. Another 

28.5% answered “Rarely” and 13.9% answered “Sometimes”. Finally, there were only and 4.7% of the 

respondent students who said “Almost every time” and 0.8% who answered “Every time”. 

 

 

Graph 2 :Frequency of clicking online advertisement in SNSs. 

 

 

 

In order to explore more the attitudes of users on advertisement in SNSs we have conducted exploratory 

factor analysis using the answers in 19 questions regarding the attitudes and perceptions towards online 

advertisement in SNSs, using a five item Likert scale, as suggested by the relevant literature.  
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Table 2 :Pattern Matrix for online advertisement attitudes. 

 

Factor 

1 

Factor 

2 

Factor 

3 

Factor 

4 

Factor 

5 

Factor 

6 

Social media advertising is humorous. ,851      

Social media advertisements are entertaining. ,820      

Social media advertising is interesting. ,526      

Social media advertising is sexy. ,503      

Social media advertising is authentic.   ,853     

The promises are kept on social media advertisements.  ,748     

Social media advertising is trustworthy.  ,717     

Social media advertisements supply more information.   ,846    

Social media advertising tells me which brands have the 

features I am looking for. 

  ,762    

Social media advertising helps me keep up to date about 

products/services available in the marketplace. 

  ,627    

Social media advertising includes many sexual messages    ,736   

Social media advertising promotes undesirable values in our 

society. 

   ,697   

Social media advertising exploits the children.    ,655   

There are too many advertisements in social media.     ,835  

Social media advertising is disturbing.     ,665  

Social media advertising is deceptive.     ,537  

My general opinion about social media advertising is favorable.      ,821 

I consider social advertising very essential.      ,730 

Overall, I like social Media advertising.      ,709 

 

The above table shows the loadings of each variable for each one of the 6 identified factors. The Kaiser-

Meyer-Olkin measure for sampling adequacy was found to be of a very high value (KMO=0.881) that literature 

characterizes as “meritorious”, while the Bartlett’s sphericity test gave a significance level of 0.000 (Sharma, 

1999). The extraction technique chosen was maximum likelihood components and the rotation method was 

Promax (k=4) with Kaizer normalization. The goodness of fit test gave back a Χ
2
 = 117.711 (df=72, p<0.01) ,  

Six factors were identified that account for the 70.479 % of the total variance explained. 

The identified factors can be characterised as: 

1. Entertainment: Online advertisements in SNSs are entertaining, humorous, interesting, and 

sexy.(Cronbach’sα = 0.795) 

2. Credibility : Online advertisements in SNSs are trust-worthy, authentic and can deliver what they 
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promise.  (Cronbach’sα = 0.840) 

3. Information : Online advertisements in SNSs give more information on the brand and its features, 

and helps me keep up to date with the products/services that are available in the market. 

(Cronbach’sα = 0.791) 

4. Corruption of values :Online advertisements in SNSs promote undesirable values for our society, 

exploit children, and contain too many sexual messages. (Cronbach’sα = 0.738) 

5. Irritation : Online advertisements in SNSs are disturbing, deceptive, and there are too many of 

them.(Cronbach’sα = 0.738) 

6. General Attitudes :Online advertisements in SNSs are essential, and I think favourably of them. 

(Cronbach’sα = 0.841) 

 

These 6 factors are in line with the relevant literature as suggested by Saxena and Khana (2013) and 

Vinereanet al. (2013). Based on the above results and the literature review a proposed model to test for the way 

that these factors affect the attitudes of young consumers towards online advertising in SNSs would be the one 

that follows. The estimation of this model can be performed with the use of the structural equation modelling 

(SEM) method (Sign 2009).  

 

 

Figure 1: Proposed model of factors affecting the attitudes towards online advertising. 

5. CONCLUSIONS 

This paper examined the attitudes towards online advertisement in SNSs and the factors affecting them. 

Apart from the general attitude factor five more major factors were identified namely entertainment, 

information, irritation, credibility and corruption of values. These results are in line with the findings of Saxena 

and Khanna (2013) and contribute to the overall understanding of the ways that consumers perceive online 

advertisement and how their decision making process is affected. The results have significant implications for 

marketers and the advertising strategies regarding content and creative, that focus on younger consumers in 

SNSs. 

Another important finding is the low levels of engagement, and conversions of advertisements in SNSs 
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by the consumers. Advertisement should focus on information and entertainment in order to increase the effect 

that SNSs advertisements have on consumer increasing that way the ROI of a promotional campaign in social 

media.  

Further research should shed more light in these factors and the way they affect the way that these factors 

affect advertisement value. This relationship should also be explored not only for college students but also for 

other socio-demographic target groups in other geographical regions.  
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Abstract 

Firms around the globe spend millions of dollars on marketing programs in order to build strong brands and 

positively affect consumer behaviour (Rust et al., 2004). Marketing spending enables brands to retain existing 

customers, attract new ones as well as to increase their share of wallet (Oliver, 1999; Rust et al., 2004; Vogel et 

al. 2008; Ou et al., 2013; Lee et al.; 2014). Thus, marketing has a direct effect on cash-flow deriving from 

customers, posing them a market-based capital (Rust et al, 2000). Though, these marketing efforts are still very 

difficult to be linked to certain behavioural outcomes and returns (Vogel et al. 2008). To increase the monetary 

value of a firm’s customers, Rust et al. (2000), proposed a customer-centric model integrating brand 

management, value management and relationship management. The aforementioned areas of marketing 

practices result in customer retention as well as higher Loyalty Intentions leading to higher levels of Customer 

Lifetime Value (CLV) (Rust et al., 2004; Vogel et al. 2008). The basic task of marketing is to increase the 

brand’s perceived value, resulting on favourable consumer behaviour and thus, increased CLV (Lee et al.; 2014; 

Kang & Park, 2016). This is achieved through three basic strategies or drivers of enhancing customer equity 

referred to as Customer Equity Drivers (CEDs); brand equity (BE), value equity (VE) as well as relationship 

equity (RE) (Keller, 1993; Blattberg&Deighton, 1996; Rust et al., 2004).  According to the aforementioned 

authors, company’s marketing efforts (e.g. loyalty campaigns, promotion etc.) effect brand image, perceived 

quality and brand associations (i.eBE). They also stressed that marketing stimuli formulate consumer 

perceptions about value received for what it is given (i.e. VE) as well as the intensity and quality of customer’s 

relationship with the brand (i.e. RE). Thus, marketing practices lead to limited brand switching behaviour and 

managers should be aware of the most effective decisions in terms of Customer Equity (CE).   

On the other hand, the recent financial crisis inflicted the US in 2007 as well as the EU in 2009, unveiled a 

significant research gap related to the effects of recessions on consumer behaviour. Ou et al. (2013) tried to fill 

this gap in the customer equity area by introducing the idea of Consumer Confidence (CC) as a basic context 

needed to be addressed in order for service brands to apply case sensitive loyalty strategies and retain their 

customers. Inspired by the previous research of Rust et al (2000; 2004) and Vogel et al. (2008), Ou et al. (2013) 

developed a model by using CEDs as antecedents of loyalty intentions (LI) and more precisely they explored the 

moderating effects of CC on the relationship between CEDs and LI. They suggested BE and VE for non-

contractual services as core strategies in recessions, since CC is a significant moderator effecting loyalty 

intentions.  

However, the model of Ou et al. (2013) has three major flaws. First and foremost, consumer behaviour is 

complex in nature (Zinkhan and Braunsberger, 2004). Thus, CC should not be considered as an exclusive 

moderator of brand related behaviour. Second, Ou et al. (2013) did not distinguish their sample between 

domestic and foreign brands. According to Shimp and Sharma (1987), consumers may be concerned about the 

morality of consuming foreign products, which harms national economy. This concern may result in a 
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‘’tendency’’ of consuming domestic products instead of import ones referred to as Consumer Ethnocentrism 

(CET). Diamantopoulos et al., (2011) unveiled patriotism as a major antecedent of CET, which in turn differs in 

separate cultures and foreign markets. As a result, managers should address not only CC but also CET. Third, 

Siamanga&Balabanis (2015) further stressed that CET may not be triggered for brands in which domestic 

production is poor in terms of value for money assessments. Hence, Ou et al. (2013) failed to stress industries 

dominated by import or domestic products.    

Hence, in this research the basic aim is to stress case sensitive CEDs in foreign markets related to the above-

mentioned CC and CET. Our ultimate goal is to develop a theoretical model, proposing clear strategies in 

foreign markets (see Figure 2 below).Thus, a basic objective is to examine the moderating effects of CET on the 

relationship between CEDs and Purchase Intentions for import brands. An additional basic objective is to 

explore interaction effects of both CET and CC on purchase intentions. Figure 1 that follows, illustrates the 

basic research objectives of our study. A quantitative research will be followed in which more than 500adult 

consumers are planned to participate in a mall/street surveymethod,using a semi-structured questionnaire of 

previous research.The consumers to be participated will be adult customers of import brands in the FMCG 

sector in Greece. The data collected will be analyzed by using IBM AMOS application. Structural Equation 

Modeling (SEM) will be the core quantitative methodology in order to validate a reliable and consistent research 

model.  As far as the expected findings, we expect that CEDs’ effects on ethnocentric consumers’ purchase 

intentions will be less potent comparing to the intentions of non-ethnocentric consumers. Alternatively, non-

ethnocentric consumers are expected to be highly influenced by CEDs, whereas ethnocentric consumers may be 

less influenced by these drivers. Furthermore, it is yet unknown to what extend does CET combined with CC 

interact in the relationship between CEDs and Purchase Intention (PI) for tangible branded offerings. We expect 

that ethnocentric consumers with low confidence may react differently towards import brands than ethnocentric 

consumers with high confidence.  Hence, this study fills a considerate gap in the literature as it explores brand 

related behaviour associated to both interactions of ethnocentrism and consumer morale on purchase 

intentions.The implications of this study concern the implementation of case sensitive strategies and tactics 

needed to improve purchase intentions in different contexts of CET and CC in foreign markets. Thus,the 

proposed paper highly contributes to the marketing literature, since it introduces the CET-CC matrix ® that 

suggests the implementation of different mix of branding strategies case sensitive to the foreign market (See 

Figure 2 below).  CET and CC could also suggest alternative segmenting variables necessary for 

internationalized firms to decide upon export and entry strategies to new markets.     

Acknowledgements:The publication of this paper has been partly supported by the University of Piraeus 

Research Center 

Keywords: Consumer Ethnocentrism, Consumer Confidence, Purchase Intentions, Branding Strategies 
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Figure 1: Conceptual Framework 

 

 

Figure 2: The CET-CC matrix ® 
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Abstract 

The way consumers experience brands has come to the forefront of contemporary business landscape and is 

becoming increasingly critical for marketing practitioners. Business success requires much more than just 

developing a strong brand identity; it demands creating a total brand experience. Brand experience is the major 

source of all internal and behavioral consumer responses generated by all both tangible and intangible aspects of 

a brand, such as design, identity, packaging and marketing communications. Brand experience inextricably 

affects customer satisfaction, trust and loyalty toward brands. The present study investigates how each of the 

four brand experience dimensions-sensory, affective, intellectual and behavioral- influence brand loyalty.  

A questionnaire survey has been conducted, based on a sample of 172 users of Apple products. Findings have 

brought to light thatpleasurable outcomes generated by satisfyingbrand experiences, highly motivate consumers 

to buy a brand again and recommend it to others. Conclusions have been drawn and practical implications have 

been suggested.    

Keywords: Brand experience, Brand loyalty, Consumer responses, Consumers’ attitudes 
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Abstract 
A brand’s past in many cases positively influences consumers’ attitudes, preferences and finally brand choice. A 

customer’s affective reaction to a brand’s heritage is reflected in the construct brand nostalgia. Literature 

uncovers that nostalgia does influence brand-related attributes and preferences especially with older consumers. 

This paper examines the impact of brand nostalgia on brand trust, brand authenticity and purchase intention in 

the Generation Y. Investigating three product segments each of which impliesboth a nostalgicas well as a non-

nostalgic brand we find that brand nostalgia influences to a significant extent brand trust, brand authenticity as 

well as purchase intention. Our research shows that the brand oldness alone is not sufficient to evoke brand 

nostalgia. In addition, personal memories linked to the brand that serve to relatethe young consumers to passed 

happy times raise brand nostalgia. The findings suggest the use of brand arguments putting forward nostalgic 

cues in a personalized setting for Generation Y. 

Keywords: Brand authenticity, brand nostalgia, brand trust, Generation Y, purchase intention 

 
1. A BRAND’S HERITAGE AS COMPETITIVE ADVANTAGE 

 

There is a consensus that brands are a key trigger for a competitive advantage. Beside brand awareness and 

brand loyalty, brand associations form a key brand asset (Aaker, &McLoughlin, 2010). A brand association is 

anything a consumer links directly or indirectly to a brand. Those links can be created, yet there are brands 

possessing,by their nature,unique associations. Brand heritage is such an inherent attribute. Brand heritage is “a 

dimension of a brand’s identity found in its track record, longevity, core values, use of symbols and particularly 

in an organizational belief that its history is important” (Urde, Greyser, &Balmer, 2007, p.5). Referring to a 

brand's past differentiates the own offering from competition. Brand heritage triggers affective and cognitive 

consequences including positive emotions, trust, and purchase intention (Rose, Merchant, Orth, &Horstmann, 

2016). To separate the company-focused view from customer’s affective reactions to brand heritage the term 

brand nostalgia is in use (Bartier, 2011). 

 

Academic attention paid to nostalgia increased considerably in the past years. Empirical studies prove that 

consumers respond positively to brands with a history (Brown, Kozinets, & Sherry, 2003; Orth, & Gal, 2012). 

This is attributed to those brands’ ability to evoke positive feelings and reconnect consumers with the past 

(Braun-LaTour, LaTour, &Zinkhan, 2007; Sierra, &McQuitty 2007). However, previous research indicates that 

the preference for nostalgic brands is linked to a consumer’s generation. Baby-boomers and seniors are more 

inclined towards nostalgic products than members of the Generation Y (Lambert-Pandraud,& Laurent, 2010). 

Generation Y is of increasing interest for companies as their spending growsrelative to other age groups. Having 

grown up with the new media as omnipresent media channels showing latest fads and trends at an ever 

increasing speed, the question how representatives of Generation Y react towards brand nostalgia is our point of 

interest. First, we present the relevant literature focusing on brand nostalgia and attitudinal reactions (brand 

authenticity and brand trust) as well as behavioral intention (purchase intention) and derive respective 

hypotheses. Then we discuss the research methodology and present the empirical findings. The paper concludes 

with implications, limitations of the own and suggestions for future research. 

 

2. LONGING FOR THE PAST AS DAWN OF PREFERENCE 

 

Nostalgia is defined as a “preference (general liking, positive attitude, or favorable affect) toward objects 

(people, places or things) that were more common (popular, fashionable, or widely circulated) when one was 

younger (in early adulthood, in adolescence, in childhood, or even before birth)” (Holbrook,& Schindler, 1991, 

p.330).It reflects personal experiences as well as historic events (Stern, 1992; Havlena, &Holak, 1996). Personal 

nostalgia expresses a longing for the lived past whereas historical nostalgia is evoked by historical or cultural 
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references which remind ofa period outside of the individual's living memory that was, however, never directly 

experienced by him or her (Baker, & Kennedy, 1994; Merchant, & Rose 2013; Rose et al., 2016). Empirical 

studies indicate that personal and historical nostalgia differ in terms of their impact on consumer attitude and 

behavior (Muehling, &Sprott, 2004; Muehling, & Pascal, 2011). 

Especially brands serve as reference objects to arouse nostalgic feelings (Brown et al., 2003; Leigh, Peters, & 

Shelton, 2006; Braun-LaTour et al., 2007; Loveland, Smeesters, & Mandel, 2010). Brand nostalgia can be 

defined as “positively valenced past feelings produced by an individual when a perceived old brand has the 

ability of recalling him positive past memories, lived or learned” (Bartier, 2013, p.1).Research in this area 

focused on how nostalgia as well as nostalgic contexts and stimuli, e.g. communication measures, influence 

customer behavior (e.g., Holak, &Havlena, 1998; Holbrook, & Schindler, 2003; Muehling, &Sprott, 2004; 

Merchant, & Rose, 2013; Muehling, Sprott, & Sultan, 2014; Davalos, Merchant, Rose, Lessley, &Teredesai, 

2015; Rose et al., 2016). Scholars researched nostalgic feelings invoked by brands and the nostalgic bond 

between consumer and brand including the influence on brand-related attributes and purchase intention (e.g., 

Brown et al., 2003; Leigh et al., 2006; Braun-LaTour et al., 2007; Loveland et al., 2010; Muehling, & Pascal, 

2011; Chen, Yeh, &Huan, 2014; Demirbag-Kaplan, Yildirim, Gulden, &Aktan, 2015).  

 

3. BRAND NOSTALGIA AS DRIVING FORCE BEHIND PURCHASE INTENTION AND AFFECTS 

 

There is a consensus in the marketing literature that brand nostalgia positively influences other brand-related 

attitudes as well as purchase intention. The latter relationship has been acknowledged by diverse researchers in 

different contexts and for different product categories, like automotive, clothes, household products, personal 

care, soft drinks, sports shoes, sweets and toys (Kessous, & Roux, 2010). Sierra andMcQuitty (2007) 

demonstrate for 15 product categories of daily use that nostalgia has a positive impact on the intention to 

purchase nostalgic products. Leigh et al. (2006), Wiedmann, Hennings, Schmidt, andWuestefeld (2011a) and 

Chumpitaz, Swaen, Paparoidamis, andBartier(2013) came to similar conclusions related to automotive brands. 

Kessoux and Roux (2010) showed the superiority of nostalgic brands in terms of brand attachment and the 

intention to purchase for the product categories candies, breakfast, maintenance, games/toys, clothes/shoes and 

vehicles. Consequently, there is sufficient academic foundation to postulate the hypothesis that brand nostalgia 

positively impacts the intention to purchase aparticular brand (Hypothesis 1). 

 

Authenticity has gained increasing attention in the marketing discipline in recent years as consumers demand 

more and more authenticity of the products they buy. This is seen as a reaction to the growing number of serious 

crises such as the financial crisis as well as progressing globalization (Fine, 2003; Bruhn, Schoenmüller, 

Schäfer, & Heinrich, 2012; Wiedmann, Hennings, Schmidt, &Wuestefeld, 2011b). Authenticity is linked to 

concepts like realness, naturalness, originality, individuality, integrity, reliability and credibility (Schultz, 2003; 

Beverland 2005; Bruhn et al.,2012). Faust and Householder (2009, p.47) describe an authentic brand as “a brand 

that’s clear about what it is and what it stands for”, therefore not pandering to trends, fads, or customer 

segments.Fritz, Schoenmüller, Schäfer and Bruhn (2013) uncover inter alia clarity, brand nostalgia and the 

similarity of the brand’s personality with the consumer’s self as requirements for an authentic brand 

image.Further authors confirm the strong link between brand nostalgia and the perception as an authentic brand 

(e.g., Brown et al., 2003; Sierra, &McQuitty, 2007; Kessous, & Roux, 2013). Rose et al. (2016) reveal that 

brands obtain their authenticity from sticking to their tradition and recommend to instrumentalize the past as a 

marker for legitimacy and authenticity. These findings lead to the hypothesis thatbrand nostalgia positively 

impacts the perceived authenticity of a brand (Hypothesis 2). 

 

With the shift from a transactional- to a relationship-oriented marketing approach the concept of trust has gained 

in importance (e.g. Ganesan, 1994; Geyskens, Steenkamp, Scheer, & Kumar, 1996). Nowadays, trust is 

considered as decisive in competition. Although definitions vary, there is a consensus that expectations and 

predictability play an important role in that context (Deutsch, 1958). Brand trust can be seen as the consumer’s 

confidence that the brand, product or company is reliable and competent (Matzler, Grabner‐Kräuter, &Bidmon, 

2008; Herbst, Finkel, Allan, & Fitzsimons, 2012). Trust positively influences perceived brand credibility 

(Erdem, &Swait, 2004), brand loyalty and commitment (Morgan, & Hunt, 1994; Chaudhuri, & Holbrook, 

2001).Research uncovered a positive impact of brand nostalgia on brand trust. Nostalgia confers credibility, 

security and stability, and thereby enhances the emotional bond of consumers towards the brand (Kessous, & 

Roux, 2013). Leigh et al. (2006) research brand nostalgia using the example of the automotive brand MG. 

Respondents perceived MG as a nostalgic brand characterized by longevity, continuity and authenticity which in 

turn causes trust and credibility. Wiedmannet al. (2011a) reveal that consumers are more likely to trust a brand 

with a genuine history. In consequence, we hypothesize that brand nostalgia positively impacts trust in a brand 

(Hypothesis 3). 
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4. THE DRIVING FORCE BRAND NOSTALGIA IN THE LIGHT OF EMPIRICS 

 

4.1. Research approach and sample characteristics 

 

Our survey resulted in 241 responses from members of Generation Y in Germany; the sample size was 

considered as appropriate. 37% of the respondents were between 20 and 25, 63% between 26 and 30 years old. 

Female respondents (66%) outweighed male participants (34%). Answers were collected via an online 

questionnaire. The email addresses were randomly drawn from a list representative of the target population. In 

preliminary in-depth discussions with 26 representative consumers, three categories (fruit gums, lingerie, skin 

cream) with two brands each – nostalgic (Haribo, Schiesser, Nivea) and non-nostalgic (Katjes, Victoria’s Secret, 

Bebe) – were selected for the quantitative survey. On top, comprehensibility, clarity and specificity of the 

statements presented in the subsequent sections were discussed. The statements were measured on a 7-point 

Likert scale from 1 (= strongly disagree) to 7 (= strongly agree). 

 

4.2. Operationalization of brand nostalgia  

 

Statements to measure brand nostalgia were introduced by Bartier (2013) (see Table 1). Since a scale with 14 

items was perceived as rather lengthy, consumers and experts were asked about its clarity and specificity. 

Especially the indicators reflecting personal memories were seen as redundant. In in-depth discussions the key 

words “positive feelings”, “happy times” and the idiomatic phrase “good old days” were identified as topics to 

be covered. Based on this finding, statements PM4, PM5, and PM 6 were excluded from the initial list. A 

similar level of redundancy was attributed to the items reflecting the perceived brand oldness. In essence they 

center on how long the brand is offered in the market and the degree to which the brand reflects tradition. As 

item BO1 was judged to represent the aspect mentioned first in the crispest way, it was – beside statement BO2 

– kept in the list. As doubts were raised regarding the comprehensibility of item HM3, historical memories was 

operationalized with statements HM1 and HM2. 

 

The brand nostalgia index (BNI) was quantified in two steps. As brand nostalgia is considered to be a three-

dimensional construct, an exploratory factor analysis was run in a first step. Applying the principal component 

method, requesting to extract three factors and rotating the initial solution with Varimax rotation led to the 

results summarized in Table 1. All items loaded on the factor they were expected to load on. Taken together, the 

three factors explained 82.5% of the total variance. Appropriateness of this model was reconfirmed by the 

goodness-of-fit values of a confirmatory factor analysis: comparative fit index (CFI) = .98; Tucker-Lewis index 

(TLI) = .96; incremental fit index (IFI) = .98; standardized root mean square residual (SRMR) = .04; and root 

mean square error of approximation (RMSEA) = .08. In a second step, the BNI was calculated as the sum of the 

three factor scores weighted by the relative sums of squared loadings. That is, personal memories contributed 

43.4%, perceived brand oldness 31.0% and historical memories 25.6% to the index value. BNI ranged from -.90 

to 1.38 (M = .00, SD = .59), did not follow a normal distribution (p< .01), was skewed to the right (skewness = 

.31) and its tail was lighter than the one of a normal distribution (kurtosis = -.98). 

 
Table 1: Factor loadings of items reflecting brand nostalgia (exploratory factor analysis) 

Component Item Indicators of brand nostalgia (Bartier, 2013) Factor 1 Factor 2 Factor 3 

Personal 

memories 

(PM) 

PM1 The brand calls up positive feelings related to the past .897 .209 .189 

PM2 This brand reminds me of warm and happy times with my family .876 .216 .194 

PM3 This brand reminds me of the good old days .816 .297 .271 

PM4 This brand reminds me of pleasant memories with my family    

PM5 This brand reminds me of the good times I had as a child    

PM6 This brand reminds me of happy times I have experienced    

Perceived 

brand 

oldness 

(BO) 

BO1 This brand is an old brand .195 .898 .164 

BO2 This brand is a traditional brand .301 .874 .094 

BO3 This brand has been around for a long time    

BO4 This brand has existed for a long time    

BO5 This brand has been around for years    

Historical 

memories 

(HM) 

HM1 This brand reminds me of positive memories that are not tied to my own past .113 .197 .856 

HM2 This brand makes me think of a time I would like to have experienced .353 .040 .750 

HM3 This brand makes me think of a real-life or fictional character I would like to 

have known 

   

Sum of squared loadings (rotated) 2.503 1.790 1.478 

Note: The highest factor loading per item is highlighted. An empty cell indicates that the item was not included in the factor 

analysis. 
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4.3. Establishing of contrasting groups 

 

To investigate the impact of brand nostalgia on brand authenticity, brand trust, as well as the purchase 

intentionthe sample was broken down into contrasting groups. Distribution of BNI suggested selecting the index 

values of -.50 and .50 as cut points between groups characterized by a low, a medium, and a high BNI 

respectively.Table 2illustrates how the brands considered in the study were allocated across the three groups. All 

in all, the quantitative findings support the categorization in nostalgic and non-nostalgic brands from the 

preliminary study. Nonetheless, 11 cases related to a brand ex ante classified as nostalgic achieved a low BNI 

and 18 cases representing a brand pre-classified as non- 

 
Table2:Distribution of brands considered across BNI categories 

BNI 

category 

Nostalgic 

brands 

Non-nostal-

gic brands 

Haribo Katjes Nivea Bebe Schiesser Victoria’s 

Secret 

Low 11 (9%) 48 (41%) 1     (2%) 14   (35%) 2     (4%) 12   (31%) 8   (26%) 22   (55%) 

Medium 67 (54%) 52 (44%) 20   (46%) 18   (45%) 27   (56%) 20   (53%) 20   (64%) 14   (35%) 

High 45 (37%) 18(15%) 23   (52%) 8   (20%) 19   (40%) 6   (16%) 3   (10%) 4   (10%) 

Sum 123 (100%) 118 (100%) 44 (100%) 40 (100%) 48 (100%) 38 (100%) 31 (100%) 40 (100%) 

nostalgic achieved a high index value. The relation between the binary variable nostalgic vs. non-nostalgic 

brand and the BNI category were statistically significant (χ
2
(2, N = 241) = 36.58; p < .01). Brands classified ex 

ante as nostalgic were overrepresented in the categories “medium BNI” and “high BNI”; in contrast, the share of 

their counterparts exceeds in the category “low BNI” (81.4%) the one in the entire sample (49.0%) by more than 

30 percentage points. 

 

On top, there is a connection between the BNI category and the variable brand (χ
2
(10, N = 241) = 62.88; p < 

.01). For two product categories (skin cream and fruit gums) the picture fits perfectly to the expectation: brands 

pre-classifiedas nostalgic achieve an above-average share in the category “high BNI“, brands pre-classified as 

non-nostalgic are overrepresented in the cluster labeled “low BNI”.In contrast, lingerie does not fit into the 

picture. About two thirds of the respondents locate brand nostalgia of Schiesser on a medium level, and 2.7-

times as many consumers associate thismore than 140-years-old brand with a low level, compared to a high 

level of brand nostalgia. Figure 1 illustrates the main reason for the relatively low BNI attributed to Schiesser. 

Respondents associate neither personal nor historical memories with this brand. The mean of the five statements 

reflecting the two mentioned components of brand nostalgia is lower than for the five remaining brands. In 

contrast, Schiesser is perceived as a relatively old brand. 

 

 
Figure 1: Evaluation of statements reflecting brand nostalgia for selected brands 

 

4.4. The impact of socio-demographics on brand nostalgia 

 

As Table 3 illustrates, the gender of a respondent does not have a statistical significant impact on the evaluation 

of brand nostalgia (χ
2
(2, N = 236)= 1.92; p = .38). This conclusion is confirmed by a comparison of the mean for 

the BNI for males to the BNI for females. Although the mean for males (M = -.04; SD = .60) is slightly lower 

than the one for females (M = .03; SD = .59)this difference might be explained by a random influence (t(234)= -
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.78; p = .44). Furthermore, age does not influence the perceived brand nostalgia statistically significant (χ
2
(2, N 

= 238)= 2.35; p = .31). A similar conclusion holds true for the highest educational achievement (χ
2
(4, N = 239)= 

7.43; p = .12). 
 

Table 3: Distribution of respondents across the BNI categories depending on gender, 

age, and highest educational achievement (in no. of respondents) 

Variable Characteristic Low BNI Medium BNI High BNI 

Gender Male 23 38 18 

Female 34 78 45 

Age 20 to 25 17 45 26 

26 to 30 42 71 37 

Highest educational 

achievement 

Vocational baccalaureate diploma 3 16 10 

Baccalaureate 12 36 16 

University degree 44 65 37 

 

4.5. The impact of brand nostalgia on brand authenticity, brand trust and purchase intention 

 

To evaluate the impact of brand nostalgia on brand authenticity, a brand authenticity index (BAI) was 

established using an approach similar to the one applied for calculating the BNI. The principal component 

method summarized the four reflective indicators of brand authenticity (see Table 4) based on the Eigenvalue 

criterionin one factor explaining 71.9% of the total variance. BAI ranged from -2.84 to 1.35 (M = .00, SD = 

1.00), did not follow a normal distribution (p < .01), was skewed to the left (skewness = -.80) and more peaked 

than a Gaussian distribution (kurtosis = .12).Cases characterized by a low BNI achieved a BAI-value of -.62 (SD 

= 1.09). This index value is not only considerably lower than the BAI of.51 (SD = .69) for brands rated as highly 

nostalgic, it is also lower than the respective index value of -.16(SD = 1.00) for the group with a medium BNI. 

All differences are statistically significant. Brands with a high BNI are perceived as statistically significantly 

more authentic than brands with a low (t(69)= -6.13; p< .01) as well as brands with a medium (t(157)= -5.05; p< 

.01) BNI. A similar null hypothesis can on top be rejected for a comparison of cases with a low and a medium 

level of brand nostalgia (t(144)= -2.49; p = .01). As illustrated by Table 4,brand nostalgia impacts all four 

reflective indicators of brand authenticity and most of the differences are statistically significant. BA2and BA4 

are exceptions as the difference between the categories low and medium brand nostalgia can be explained by a 

random influence (BA2: t(159)= -1.51; p = .13; BA4: t(75) = -1.76; p = .08). In summary, there is strong 

empirical evidence that brand nostalgia positively impacts brand authenticity (Hypothesis 2). 

 
Table 4: Evaluation of statements reflecting brand authenticitydepending on brand nostalgia index 

Item Indicators of brand authenticity (Schallehn, 2012) Low BNI Medium BNI High BNI 

BA1 This brand does not pretend something but is always itself M = 4.15 

SD = 1.76 

M = 4.81 

SD = 1.71 

M = 5.75 

SD = 1.22 

BA2 This brand knows precisely what it stands for and does not promise anything 

not fitting to its brand personality 

M = 4.50 

SD = 1.85 

M = 4.93 

SD = 1.58 

M = 5.75 

SD = 1.16 

BA3 This brand is characterized by a specific philosophy determining its brand 

promise 

M = 3.55 

SD = 1.87 

M = 4.73 

SD = 1.70 

M = 6.03 

SD = 1.17 

BA4 The brand does not curry favor with its target group but demonstrates self-

confidence 

M = 4.09 

SD = 2.18 

M = 4.72 

SD = 1.84 

M = 5.63 

SD = 1.46 

 

A similar result can be observed with regard to brand trust. The brand trust index (BTI) represents the factor 

score (principal component method) summarizing the three variables reported in Table 5.Based on Eigenvalue, 

one factor explaining 89.6% of the variance was extracted. The factor scores ranged from -2.04 to 1.32 (M = 

.00, SD = 1.00), did not follow a normal distribution (p< .01), were skewed to the left (skewness = -.63), and the 

tail was lighter than the one of a normal distribution (kurtosis = -.55). BTItook on a relatively low value of -.71 

(SD = .94) in case brand nostalgia is perceived as low. In case BNI is rated as medium, BTI increases to a value 

of -.13 (SD = 1.04) and for brands evaluated as highly nostalgic to .50 (SD = .74). The differences between the 

three BNI categories are without exception statistically significant (low vs. medium BNI: t(147)= -3.19; p< .01; 

low vs. high BNI: t(79)= -7.08; p < .01; medium vs. highBNI: t(157)= -4.51; p< .01). Brand nostalgia seems to 

impact all three reflective indicators of brand trust. The differences shown inTable 5 are without exception 

statistically significant (Hypothesis 3). 
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Table 5: Evaluation of statements reflecting brand trust depending on brand nostalgia index 

Item Indicators of brand trust (Schallehn, 2012) Low BNI Medium BNI High BNI 

BT1 I rely thereupon that the brand fulfills its brand promise also in the future M = 3.78 

SD = 1.88 

M = 4.52 

SD = 1.88 

M = 5.62 

SD = 1.46 

BT2 I trust in the brand M = 3.60 

SD = 1.91 

M = 4.60 

SD = 1.94 

M = 5.76 

SD = 1.29 

BT3 I feel comfortable about relying comprehensively on the brand  M = 3.02 

SD = 1.80 

M = 4.17 

SD = 1.93 

M = 5.16 

SD = 1.63 

 

Finally, the impact of brand nostalgia on purchase intention was assessed. In cases where brand nostalgia was 

evaluated as low, respondents rated the statement “I would purchase that brand” with on average 3.86 (SD = 

2.19), whereas brands with a medium BNI achieved a value of 5.37 (SD = 1.85), those with a high BNI a value 

of 6.27 (SD = 1.53) on a 7-point Likert scale. The differences as to the purchase likelihood between the three 

groups were without exception statistically significant (low vs. medium BNI: t(99)= -4.49; p< .01; low vs. high 

BNI: t(101)= -6.97; p< .01; medium vs. high BNI: t(149)= -3.51; p< .01). In conclusion, being perceived as 

nostalgic incorporates acompetitive advantage in comparison to rivalling brands missing this perception. As 

illustrated by Figure 2, 73.0% of respondents evaluating a highly nostalgic brand strongly agree to the statement 

“I would purchase that brand”. In case of a medium BNI this rate is reduced to 38.3%, and only 19.0% of 

respondents assessing nostalgia as low strongly intend to purchase this brand.Mirroring these findings, the share 

of respondents indicating that they are unlikely going to consider the brand in a purchase situation (value of 3 or 

less) decreases from 50.0% (low BNI) via 18.3% (medium BNI) to 6.3% (high BNI). In consequence, a brand 

capable of invoking nostalgic cues addresses a much bigger market than a brand missing out on this opportunity 

(Hypothesis 1). 

 

 
Figure 2: Evaluation of the statement “I would purchase that brand” depending on brand nostalgia index 

5. IMPLICATIONS FOR MARKETING PRACTICEAND SUGGESTIONS FOR FUTURE 

RESEARCH 

 

This study confirms the hypothesized impact of brand nostalgia on brand authenticity, brand trust and purchase 

intention for Generation Y. This is especially interesting for marketers who might question the suitability of 

nostalgic cues targeting this customer group. Hence, it can be recommended to further exploit brand nostalgia as 

a valuable brand asset. Nevertheless, analysis revealed that perceived brand oldness is not sufficient to raise 

nostalgic feelings among Generation Y. The brand Schiesser, being the oldest in our sample, received the lowest 

BNIof all nostalgic brandsdue to the fact that the respondents were able to reconnect neither personal nor 

historical memories with this brand. This indicates the importance of marketing measures to infuse the brand 

image with positive signals revivingthe past, e.g. through story telling in marketing communications about 

situations reminding the target group of the own lived past or an attractive historical period 

orsituation.Considering the three dimensions of the brand nostalgia constructs, the factor analysis (see Table 1) 

uncoveredthatpersonalmemoriesclear most of the variance,followed by perceived oldness and lastly historical 

memories. Further analyses of the brand nostalgia items support the conclusion that personal memories and 

perceived brand oldness are more important by far for Generation Y than references to past situations that, to 

them, are rather fictitious. 

 

Although the present study examined three product segments and per product category two brands, supporting a 

certain degree of generalizability, research focusing on additional product segments and / or additional brands is 

desirable. Hence, future research could extend the scope of this study in three directions: (1) investigate other 

age groups, e.g., Generation Z, (2) cover additional product segments and (3) include additional brands. In 

addition, the importance of personal memories seems worth to be further explored. Discovering in more detail 

how marketing measures should be designed in order to address or evoke personal memories most effectively 

within this target group would provide valuable insight for marketing practitioners. 
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The effect of brand personality on brand attitudes: the role of symbolic and 

utilitarian product categories 

Oklevik O., Western Norway University for Applied Science, Norway 

Abstract 

Brand personality, the set of human characteristics associated with a brand, has become a central 

concept in the marketing literature (Aaker, 1997; Keller 2008). The personality of brands provide social signals, 

such as “competence”, “sophistication” or “upper-class”. However, research on the effects of brand personality 

has focused too narrowly on this construct without including other relevant predictors, such as functional 

benefits into the models (Batra and Athola, 1990). Functional brand benefits refer to the problem-solving 

capacity of brands, such as the ability of Surf to remove stains or the ability of BonAqua to quench thirst. This 

type of benefit is different from the one provided by brand personalities. Could there still be an interplay 

between the two in attitude formation processes? Would this interplay, and the independent effects of the benefit 

types, depend on the product category? We develop a model to answer these questions. To make the model 

more complete, and to answer the call for more research on the antecedents of brand personality, we also 

include product interest in the model.     

Two pre-tests were used to identify relevant brands and brand personality associations. In the first pre-

study we used a thought-listing procedure to identify products which were either clearly utilitarian or symbolic. 

In total, six product categories were selected, three utilitarian and three symbolic categories. The utilitarian 

product categories were refrigerator, headache pills, and delivery truck. The three social identity product 

categories were beer, luxury cars and jeans. 

For each of the 6 product categories, a well-known international brand was selected;  Electrolux 

(refrigerator), Paracet (headache pill), Toyota Hiace (delivery truck), Guinness (beer), Mercedes (luxury car) 

and Levis (jeans). The purpose of the second study was to identify important brand personality traits for each of 

the six selected brands. A sample of 294 respondents described their trait associations on a standard thought-

listing format (Caccioppo and Petty, 1981). Two judges used the 42-item Aaker scale as a coding scheme. The 

two judges agreed on 74.1% of classifications. Undecided classification were handled by a third judge.      

For the main study, we used a random sample of 1061 participants recruited from a web panel of a 

professional market research agency. The sample was divided into two groups, with 536 and 525 participants in 

each group. Each group was exposed to three brands. The measure of brand personality consisted of 7-13 

questions according to which brand it pertained to. Using a five-point scale (1= not at all descriptive, 5=very 

descriptive) participants were asked to rate the extent to which the personality traits described each brand 

(Aaker 1997). We used standard scales to measure functional benefits (Huang and Zhang 2008), brand attitude 

(Helgeson and Supphellen 2004), and product category interest (Kapferer and Laurent 1993). 

The model was analysed using a standard two-step approach (Anderson and Gerbing, 1988): First, we 

tested the measurement model and secondly the structural relationships.  Because this study incorporates six 

brands with different personalities, we used LISREL 8.72 (Joreskog and Sorbom, 2005) to evaluate each 

measurement model before we tested the causal relationships. In this study, we find support for the prediction 

that brand personality have both direct and indirect effects on brand attitudes. For brands in symbolic categories 

(but not in utilitarian categories), brand personality has a direct effect on brand attitude. Across categories, we 

find that brand personality has an indirect effect on brand attitudes. Specifically, we find that brand personality 

influences functional brand benefits, which in turn affects brand attitudes.  This general indirect effect of brand 

personality is new to the literature and have important managerial implication. Due to the indirect effect, brand 

managers should not focus exclusively on the effects of brand personality in terms of providing desired social 

signals (Aaker 1997). Rather, brand managers need to consider the positive effect of brand personality on 

functional benefits in addition to optimizing the traditional effect of brand personality: Which traits have the 

largest potential of differentiating the brand’s functional benefits? For brands in utilitarian product categories, 
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the indirect role is the only role of brand personality in influencing brand attitudes. Finally, we find that product 

category interest has positive effects on brand personality and functional benefits as well as positive direct 

effects on brand attitudes.  
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Abstract 

It is widely suggested that if an organization wishes toimprove its external image then it needs to focus on its 

internal identity (e.g. Hatch and Schultz,2001; de Chernatony, 2001; Harris and de Chernatony, 2001) as each 

contact with the employeesimpacts the way customers perceive the brand (Keller 2003). The main goal of any 

internal branding strategy is to ensure that behaviors exhibited by employeeslead to a level of service consistent 

with what is expected by both the firm and its customers (BakerT., Rapp A., Meyer T. 2013). Accordingly, 

firms shouldactproactively and ensure that an alignment exists between external and internal branding.In NPOs, 

the delivery of the corporate brand or “brand covenant” (Balmer and Gray, 2003) isfrequently dependent on 

employees effectively delivering the core values of the company to thecustomer. 

Although for profit sector internal branding is a familiar concept, for non-profit sector brand and brand 

management issues, in the search for differentiation and the communication of services and values, are in an 

early stage (Sargeant, 1999; Hankinson, 2000).The purpose of this paper is to explore the internal branding in 

NPOs and identify ways foremployees to become brand champions and achieve superior brand performance. 

For the purposes of this study, a survey was conducted in the Local Committeeof one of the largest global 

student organization, established more than 40 years ago. The research model was the result of the synthesis of 

two separate models, developed and evaluated in the for-profit sector (Löhndorf& Diamantopoulos 2014, King 

& Grace, 2010). The measures were adopted from existing scales and the final questionnaire was administered 

via email.The majority of the committee members (63%) completed the questionnaire. For the analysis of the 

received data, a PLS SEM approach was preferred, using the SmartPLS 3software (Ringle, Wende& Becker, 

2015), due to our relatively small sample size. In addition, PLS serves best the needs of an exploratory research 

as the nature of the reported study. 

From descriptive analysis, it is deduced that overall, employees of the organization are satisfied with the firm 

and enjoy their work. They believe in the brand and recommend it to others.We also found that employees who 

have clear understanding of brand values, seem to perceive them as more consistent to their own values and tend 

to be more emotionally engaged with the brand. In order to establish whether employees who feel supported and 

valued from their colleagues and management, believe that they can effectively deliver the brand promise and 

tend to show a positive word-of-mouth, SEM analysis needed to be carried out. 

In total the proposed model explains 77% of the variance in employees’ Organizational Identification (OI), 45% 

of Brand Congruent Behavior, 52% of Customer Oriented Behavior and 72% of positive Word-of-Mouth, 

confirming the appropriateness of the Löhndorf& Diamantopoulos (2014) model for the NPO setting. Similar 

findings are obtained for the King & Grace (2010) framework. More specifically, our unified proposed model 

explains 60% of Information Generation, 69% of Knowledge Dissemination, 43% of Brand Knowledge, 65% of 

Employee Brand Fit, 53% of Employee Belief in the Brand and 45% of Employee Role Clarity. The overall 
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model fit is suggesting a good overall predictive power and the successful amalgamation of the two models. 

However, contrary to previous research findings, the moderating effect of OI to the influence of Perceived 

Organizational Support to Employee Brand-building Behaviors has not been established.  

The substitution of Brand Commitment from mechanisms of social identity and social exchange as represented 

by Organizational Identification and its antecedence, enriches our understanding of the importance of employees 

for developing a strong brand in a mature NPO. Our study reaffirms the significance of employees’ 

identification with their organization as a considerable motivational factor. Building on previous solid research, 

our findings extend current knowledge on NPO internal brand-building behaviors. The low relevance of 

employees’ role clarity to positive WOM may be an indication that, in a NPO environment, comprehension on 

how to deliver the brand promise does not affect external employee behavior. This is perhaps the result of the 

self-evident nature of brand value in a NPO, which falsie reassures employees of the worthy content of their job.  

Keywords: internal branding, brand commitment, employee behavior, NPO. 
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Abstract  

 

Brand personality refers to the set of human characteristics or traits that can be associated with a brand 

(Aaker, 1997) and gives consumers something with which they can relate to which effectively increases brand 

awareness, popularity and brand loyalty. By establishing a brand personality, businesses can form emotional 

bonds with their consumers. Empirical research on brand-consumer relationships has shown that brand 

personality enables consumers to express their self, forming and strengthening the relationship between brands 

and consumers (e.g. Aaker, Fournier, and Brasel 2004).In the present study, in order to delineate and highlight 

the role and the impact of brand personality in e-marketing, dimensions of personality and parameters of 

emotional intelligence are being studied.   

For the data collection, three self- report questionnaires were administered:Brand Personality Appeal [BPA], 

Eysenck Personality Questionnaire [EPQ] and Emotional Intelligence Questionnaire [TEIQue]. There were 

being created their electronic versions through Google Forms service and posted through the website 

“http://www.cicos.gr/iccmi2017/rbpm”. Then the collected data were selected for analysis, with relevant 

transformations in order to have a suitable form for the implementation of the respective machine learning 

algorithms included in the software package R.  

The results of the present study show among others that emotions, personality dimensions can serve as outcome 

variablesand can be prevalent in the marketing literature covering a wide range of topics, including evidence 

that emotions and personality traits of the consumers are generated by the use of specific products in specific 

mostly known brands. 

 

Keywords: Brand Personality, Emotional Intelligence, Consumers, Social Networks, R, Computational Methods 
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1. INTRODUCTION 

Realizing that brand personality plays an important role in the success of a brand, this study explores the impact 

of brand personality expression on the quality of brand relationship and WOM transmission in relation to the 

personality and emotional intelligence dimensions of the consumer. It is one of the first researches on this issue 

that applies to Greek populism. Also, in this study we look at the role of consumers in advertising, 

recognizability and psychological proximity to a particular brand as a case study, Apple. 

 

1.1. Brand Personality Appeal (BPA) 

The personality of a trademark consists of a combination of human features associated with a brand. Consumers 

use the personality of a brand name as a means of personal identification but also positioning on the product in 

question, with the result that it often appears as a personality identity with the personality of that trademark. 

Within a consumer society, a brand is no longer the subject of financial exchange, recognition, and consumers 

themselves. Consumers use the brand when their personality helps them identify, place, and recognize 

themselves. Such an adaptation of course also depends on the ability of the mark to make it attractive to 

consumers. For this reason, the brand personality must be discreet, attractive and recognizable to all consumers. 

These brand features determine its personality, the ability of a brand to reach consumers by combining the 

human characteristics associated with it. 

Many empirical researches on brand-

consumer relationships has shown that brand 

personality allows consumers to express 

themselves by shaping and enhancing the 

relationship between brands and consumers. 

For this reason, consumers tend to build, 

develop and strengthen their relationship with 

the brand. 

 

The Conceptual Model of Brand Personality 

Appeal Scale: 

 

 H1: Brand relationship quality has a positive effect on WOM transmission. 

 H2: Brand personality appeal has a positive effect on brand relationship quality. 

 H3: Brand personality appeal has a positive effect on WOM transmission. 

 H4: Attitudes toward advertising have a positive effect on brand personality appeal. 

 H5: Attitudes toward advertising have a positive effect on brand relationship quality. 

 H6: Attitudes toward public relations have a positive effect on brand personality appeal. 

 H7: Attitudes toward public relations have a positive effect on brand relationship quality. 

 

 

1.2. Eysenck Personality Questionnaire (EPQ) 

The personality dimensions introduced by Eysenck are 

separate types of people, each of which involves a set of 

features traced back to their habits and their specific 

reactions. In particular, what is proposed is the 

detection of specific reactions of the individual, which 

will give evidence of his usual reactions and hence of 

his usual behavior. This will allow conclusions to be 

drawn for some key features of his personality. These 

attributes are considered as the factors that make up 

each of the three dimensions of personality (types). The 

relationship between the reactions and their regular 

appearance makes them reliable criteria for rendering 

certain characteristics to the personality of the person. 

That is, dimensions or types of personality are notions 

that include a group of related characteristics, which we 

deduce from the study of reactions and behavior of the 

individual.In detail, the three dimensions of the 

personality that are proposed have the following 
Image 1 

Figure 1 Conceptual Model 
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characteristics: 

 Extraversion-introversion[Activity, Sociability, Assertiveness, Expressiveness, Ambition, Dogmatism, and 

Aggressiveness]: One who is defined as extrovert is social, loves gatherings, has many friends, and does not 

like reading and studying. Also, has a keen desire for emotion, does not lose opportunities, likes danger, 

reacts immediately and is generally impulsive. 

 Neurotism - Instability - Emotional Stability[Inferiority, Unhappiness, Anxiety, Dependence, 

Hypochondria, Guilt, Obsessiveness]: Neurotism refers to the general emotional instability of the individual, 

to its emotional hyperactivity and to the tendency to develop neurotic symptoms under stress. 

 Psychoticism[Risk-taking, Impulsivity, Irresponsibility, Manipulativeness, Sensation-seeking, Tough-

mindedness, Practicality]: Further exploration of Eysenck's personality dimensions has led to the observation 

that there is one more personality variable that manifests in the population as a whole - that is, in healthy and 

divergent - in the form of reaction patterns and is indicative of the possible appearance of psychotic elements. 

This variable was the third personality dimension, called "Psychotism" (P) and also refers to subjective 

personality traits. This predisposition exists to varying degrees in all individuals, and only its very high value 

may be an indication of some form of psychosis. The result of these observations was the development of a 

measurement scale of the three dimensions of the personality (E, N, P) and a complementary dimension of 

the L, which measures the falsehood of the answers given by the person questioned during the questionnaire. 

The new scale, presented by the Eysenck couple in 1975, was named the Eysenck Personality Questionnaire 

(E.P.Q.). 

 

1.3. Trait Emotional Intelligence (EI) 

The Trait Emotional Intelligence Questionnaireis a self-report questionnaire that has been developed to cover 

the trait EI sampling domain comprehensively. Questionnaire measures of EI have been proliferating over the 

past few years, and it is important to mention three 

advantages of the TEIQue over them to justify the focus 

of this research. First, the TEIQue is based on a 

psychological theory that integrates the construct into 

mainstream models of differential psychology.Second, 

the TEIQue provides comprehensive coverage of the 15 

facets of the trait EI sampling domain.Several 

independent studies have demonstrated the ability of the 

TEIQue to predict criteria (outcomes) significantly 

better than other questionnaires. Third, the fullTEIQue 

has excellent psychometric properties. Finally, the 

TEIQue has been used in numerous studies wherein the 

assessment of affective aspects of personality was 

required. These include research in the areas of 

neuroscience, relationship satisfaction, 

psychopathology, addictions, reaction time, general 

health, and behavioral genetics.The TEIQue provides an 

operationalization for the model of Petrides and colleagues that conceptualizes EI in terms of personality. The 

test encompasses 15 subscales organized under four factors: well-being, self-control, emotionality 

and  sociability.  

 

 Well being: The Well-being factor comprises three different traits: Happiness, Optimism and Self-

esteem. They measure how people judge their general level of life satisfaction. 

 Self control: The Self-control factor describes how far people think they can control their impulses or 

are controlled by them. It comprises three different traits: Impulse Control, Stress Management and 

Emotional Regulation. 

 Emotionality: The Emotionality factor comprises four different traits: Empathy, Emotion Perception, 

Emotion Expression and Relationships. Together they indicate how aware you may be of your own 

Image 2 

https://en.wikipedia.org/wiki/Quality_of_life
https://en.wikipedia.org/wiki/Self-control
https://en.wikipedia.org/wiki/Emotionality
https://en.wikipedia.org/w/index.php?title=Sociability&action=edit&redlink=1
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emotions and feelings, as well as those of other people. Scores on these traits tend to reflect how highly 

you value this 'emotional literacy' and when and how you make use of it. 

 Sociability: The Sociability factor describes how comfortable people feel in different social contexts, 

from parties and social gatherings to formal business meetings.  

2. METHODOLOGY 

In this paper were applied Machine Learning and Data Mining methods in order to evaluate and associate the 

Brand Personality Appeal (BPA)with Personality Dimensions (EPQ) andEmotional Intelligence (TEIQue) of 

social network consumers. The methodology, that was adopted, consists of three concrete phases. During the 

first phase electronic questionnaires were created and posted through the website http://www.cicos.gr. 

Subsequently, data were collected and preprocessed from the questionnaires. The data set for analysis was 

consisted of demographics elements of responders, such as the gender, the birth-place, the place of present 

residence, educational background of both the respondents and their parents, professional occupation of parents 

and also of subscales of the BPA, EPQ and TEIQue tests. During the third phase, the data set was analyzed 

based on Data Mining techniques and evaluate the results. More specifically, we utilized classification 

algorithms so as to manage to describe the hidden patterns underlying in the data. Decision trees are a powerful 

way in order to represent and facilitate statements analysis (psychological) principally, comprising successive 

decisions and variable results in a designated period. 

 

2.1. Brand Name as a tool in Consumer Behavior 

Developing a personality in a brand is to the benefit of the company. However, the challenges presented in this 

process are many but also complex. The goal for companies is to develop a way to meet their customers' needs 

better and to create long-lasting consumer-brand relationships. To accomplish this, it presupposes that the 

company needs to establish its own trademark a unique personality based on human characteristics. This creates 

a strong link between the brand and the consumer. These strong relationships may promote consumer 

engagement in that brand. Brand personality can even explain how consumer-brand relationships affect 

consumer behavior as the concept of personality is based on the idea that a consumer attraction appears and is 

enhanced by depicting a personality similar to the personality of the consumer. 

 

There are three specific conditions where the brand works and relates to consumer behavior. 

 

 The first treaty concerns the personality of the brand as a means to express the benefits of a trademark. 

It is easier for a brand to create a personality that implies the operational benefits of trying to get these 

benefits directly into the consumer. 

 The next treaty deals with the personality of the brand as a reflective symbol of the consumer's self. 

Trademarks are often used by consumers as a means of expressing their identity. This identity can be 

either their true identity or a preferred or ideal self that they desire. Consumer personalities can express 

themselves through consumption and choice of specific brands. Consumers often make purchases for 

products that can make sense. The concept of a trademark can be an important factor in making 

decisions from consumers and acquiring a symbolic meaning creates a connection with the consumer. 

Through this connection a symbolic meaning of the product develops with the consumer. In this way 

the brand satisfies the consumer's desire and creates an emotional value through the simulation. 

Emotional value can influence consumer behavior and, at the same time, symbolic meaning can serve 

as a means of social interaction and communication. Consumers want to express themselves and use 

brands as a form of communication to express themselves. 

 The latter treaty deals with the personality of the brand as a means of creating a consumer-brand 

relationship. This mode of action implies that all consumers do not choose brands that have similar 

personalities. Consumers prefer brands with different and opposing identities. Brand personality 

provides depth and feelings in the relationship between the brand and the consumer. Different 

consumers may have different types of relationships with a trademark based on the consumer's 

perception of the brand.  

 

Personality and Emotions in Consumers 
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In international literature, the importance of emotion and traits of personality in decision making has been 

studied. The research is about to fully understand how consumers’ use emotional information to make effective 

decisions according to their traits of personality. A growing body of research continues to focus on the emotions 

present in consumption situations, however a better understanding of emotional processing abilities can have 

important effects on consumer performance outcomes. Consumer emotional intelligence is defined here as a 

person’s ability to use emotional information to achieve a desired consumer outcome, comprised as a set of first 

order emotional abilities that allow individuals to recognize the meanings of emotional patterns that underlie 

consumer decision making and to reason and solve problems on the basis of them. A better understanding of 

emotional ability can have considerable value in extending knowledge of consumer behavior. For example, it 

can provide answers to questions such as; how does emotional processing influence purchase decisions; which 

decisions do high vs. low EI consumers more readily make; how might EI influence relationships between key 

consumer variables such as impulsivity and purchase intention? Additionally, with this knowledge of emotional 

ability, we may be able to identify those consumer’s who make the highest (and lowest) quality consumer 

decisions. For instance, consumers with high levels of nutrition knowledge who lack the emotional ability to 

understand which emotions are important and how to manage those emotions toward unhealthy eating, are likely 

to make poor quality decisions. Understanding these emotional deficiencies can provide a means to 

subsequently improve the quality of consumption decisions. 

 

As far as the repercussion of personality traits in consumer behavior, recent advances in personality psychology 

can help us predict consumer motivation. Traits are defined as enduring and stable patterns of behavior, 

attitudes, emotions, that vary between individuals. Traditionally, researchers were interested 

in understanding how individuals differ, and so they put a great deal of effort into discovering how to measure, 

map, and define personality traits. An effort was made through trait theory in order to define personality traits. 

Trait theory suggests that personality is made up of a set of quantitative measurable characteristics or units 

known as traits. Traits are pre-dispositional attribute and are relatively stable. Every personality has a unique 

combination of traits and given its stability, people with a given combination of traits can be expected to behave 

consistently across situations and over time. Researchers are now reconceptualizing what traits are and where 

they come from--with traits being understood as chronic motivators that drive their decision-making. For 

example, researchers have linked personality traits to diverse outcomes such as experiential buying 

tendencies, political orientation, natural language use, preference in pets, the state of one’s personal living 

space, and even more important life outcomes such as divorce, morbidity, and occupational attainment. Some 

recent data suggests that people who find themselves in disease-ridden environments tend to be less open and 

extraverted, presumably because this makes them less motivated to explore and interact with others (which 

reduces the chance they will become infected). 

2.2. Data Mining Techniques 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining 

tasks.Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge 

which can be used to classify data into predefined classes, described by a set of attributes. The extracted 

knowledge can be represented using various schemas. Decision trees, "if-then" rules and neural networks are the 

most popular such schemas. A lot of algorithms have been proposed in the literature for extracting classification 

rules from large relational databases, such as symbolic learning algorithms including decision trees algorithms 

(e.g. C4.5) and rule based algorithms (e.g. CN2), connectionist learning algorithms (e.g. back{propagation 

networks), instance-based algorithms (e.g. PEBLS) and hybrid algorithms. Association rules can be used to 

represent frequent patterns in data, in the form of dependencies among concepts attributes. In this paper, we 

consider the special case, that is known as the market basket problem, where concepts-attributes represent 

products and the initial database is a set of customer purchases (transactions). 

 

3. RESULTS 

3.1. Mining Association Rules 

 Association Rule Mining is a common technique used to find associations between many variables. 

In Data Mining, Apriori is a classic algorithm for learning association rules. Apriori is designed to operate on 

databases containing transactions (for example data collected from surveys in this case). As is common in 

https://www.psychologytoday.com/basics/motivation
http://www.beyondthepurchase.org/explore.php#personality
https://www.psychologytoday.com/basics/empathy
https://www.psychologytoday.com/basics/decision-making
http://www.beyondthepurchase.org/blog/09/can-money-buy-happiness-yes-when-spent-correctly/
http://www.beyondthepurchase.org/blog/09/can-money-buy-happiness-yes-when-spent-correctly/
http://www.sciencedaily.com/releases/2010/06/100609111312.htm
http://cdp.sagepub.com/content/10/3/90.short
http://www.2ndchance.info/toxoplasmosis-Gosling2010.pdf
http://personal.stevens.edu/~ysakamot/175/paper/roomwithacue.pdf
http://personal.stevens.edu/~ysakamot/175/paper/roomwithacue.pdf
http://projects.ori.org/lrg/PDFs_papers/Roberts_etal_2007_Power_of_personality_PPS.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf
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association rule mining, given a set of item sets, the algorithm attempts to find subsets which are common to at 

least a minimum number C of the itemsets.  

 Apriori uses a "bottom up" approach, where frequent subsets are extended one item at a time, and 

groups of candidates are tested against the data. The algorithm terminates when no further successful extensions 

are found. Apriori uses breadth-first search and a tree structure to count candidate item sets efficiently. It 

generates candidate item sets of length k from item sets of length k − 1. Then it prunes the candidates which 

have an infrequent sub pattern. According to the downward closure lemma, the candidate set contains all 

frequent k-length item sets. After that, it scans the transaction database to determine frequent item sets among 

the candidates. 

 Association rules present association or correlation between item sets. An association rule has the 

form of A B, where A and B are two disjoint item sets. 

  

 The Goal: studies whether the occurrence of one feature is related to the occurrence of others. 

 Three most widely used measures for selecting interesting rules are:  

 Support is the percentage of cases in the data that contains both A and B,  

 Confidence is the percentage of cases containing A that also contain B, and  

 Lift is the ratio of confidence to the percentage of cases containing B. 

3.2. Apriori rules visualization  

 

 

 Grouped Matrix plot 

 Antecedents (columns) in the matrix are 

grouped using clustering. Groups are represented 

as balloons in the matrix. 

 

 

 

 Graph 

 Represents the rules (or itemsets) 

as a graph. Specifically of our use, the 

parameters that were altered are:  

control=list(type="items") 

 

 

 

 

 Paracoord 

 Parallel coordinate charts are a 

visualization that consists of N amount 

of vertical axes, each representing a 

unique data set of 61 rules, with lines 

drawn across the axes. The lines show 

the relationship between the axes, much 

like scatter plots, and the patterns that 

Figure 1 

Figure 2 

Figure 3 
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the lines form indicates the relationship. We can also gather details about the relationships between the axes 

when you see the clustering of lines. Let’s take a look at this using the chart below as an example. Specifically 

of our use, the parameters that were altered are: 

 control=list(reorder=TRUE) 

Apriori rules 

For the top 24 rules that were extracted from the apriori the following parameters were altered: 

 support: A numeric value for the minimal support of an item set 

 confidence: A numeric value for the minimal confidence of rules/association hyperedges 

Specifically of our use: Support: 0.6, Confidence: 0.9 

 

After the extraction, the top 10 rules, also, presented lift approximately 1. 
 

id lhs   rhs  support    confidence  lift 

414 {Do.you.think.it.is.necessary.for.your.purchases.to.be.followed.by.a.fashion.to.be.socially.acceptable=No, 

EPQ_L_Lie.Social.Desirability=HIGH}     => {Prefer.your.purchases.to.be.made.from.only.one.particular.company=No}       0.5555556  0.9090909 1.105651 

300 {Prefer.your.purchases.to.be.made.from.only.one.particular.company=No, 

BPA_Intimacy=LOW}  => {BPA_Commitment=LOW}                                                                                         0.4888889  0.9166667 1.269231 

301 {BPA_Self.connection=LOW, 

BPA_Brand.personality.appeal=LOW}  => {BPA_Attitudes.toward.public.relations=LOW}            0.4111111  0.9024390 1.269055 

302 {BPA_Interdependence=LOW, 

BPA_Brand.personality.appeal=LOW}     => {BPA_Attitudes.toward.public.relations=LOW}   0.4111111  0.9024390 1.269055 

303 {BPA_Intimacy=LOW}  => {BPA_Commitment=LOW}                           0.6000000  0.9152542 1.267275 

304 {BPA_Interdependence=LOW, 

BPA_Attitudes.toward.public.relations=LOW}    => {BPA_Commitment=LOW}                0.4444444  0.9090909 1.258741 

305 {EI_self_control=HIGH, 

EI_sociability=HIGH}        => {EI_well_being=HIGH}                                                                                         0.4333333  0.9069767 1.255814 

306 {BPA_Self.connection=LOW, 

BPA_WOM.transmission=LOW}         => {BPA_Commitment=LOW}                                                               0.4333333  0.9069767 1.255814 

307{Prefer.your.purchases.to.be.made.from.only.one.particular.company=No,   BPA_Self.connection=LOW}     => {BPA_Commitment=LOW}0.4111111  1.0000000 1.250000 

309 {BPA_Interdependence=LOW  BPA_Attitudes.toward.advertising=LOW}  => {BPA_Commitment=LOW}         0.4111111  0.9024390 1.249531 

 

 

 

3.3. CorrelationAnalysis 

Correlation is any of a broad class of statistical relationships involving dependence, though in common usage it 

most often refers to the extent to which two variables have a linear relationship with each other. Formally, 

random variables are dependent if they do not satisfy a mathematical property of probabilistic independence. In 

informal parlance, correlation is synonymous with dependence. However, when used in a technical sense, 

correlation refers to any of several specific types of relationship between mean values. There are several 

correlation coefficients, often denoted ρ or r, measuring the degree of correlation. 

Correlation Matrix 
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Figure 4 

The correlation matrix of n random variables X1, ...,Xn is the n × n matrix whose i,j entry is corr(Xi, Xj). If the measures of correlation used 

are product-moment coefficients, the correlation matrix is the same as the covariance matrix of the standardized random variables Xi / σ(Xi) 

for i = 1, ..., n. 

 

Table 1 

 

  

4. CONCLUSION 

This study substantiates an important role in linking the personality of the brand name to the personality and 

emotional intelligence of the consumer. In this way, as found in this study, marketers have to step up their 

efforts to make brand personality more appealing to their target consumers. This study has some limitations such 

as the fact that it was tested with consumers from Greece in times of economic crisis. It is also necessary to test 

consumers from other markets in order to improve the generalization of the results of this research. Additional 

components of the marketing mix, such as pricing, promotion and product quality, can be added as part of the 

brand's personality. These are also directions for future research. 
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Abstract 

 

Purpose: This study sought to investigate the impact of changes in the strategic environment on the role of 

branding in the industrial purchase decision for agricultural tractors in the UK. 

Design / methodology / approach: The fieldwork involved a series of depth interviews and a survey that 

generated data for a subsequent conjoint analysis. 

Findings: The research found that the evoked set of tractor buyers had changed since a previous study and that 

buyers now also attached different utility values to both the key attributes and the major tractor brands. 

Research limitations / implications: The main limitations of the research are that the fieldwork was confined to 

the United Kingdom and that itwas based on a sample. 

Practical implications: The findings should inform management decisions relating to the marketing, advertising 

and supply of agricultural tractors in the UK. 

Originality / value: The paper provides insight into the long-term dynamics of branding in the industrial context. 

 

Keywords: Industrial branding; Industrial brands; Tractors; Conjoint analysis 

 

1. INTRODUCTION 

 

A brand may be defined as “a distinctive identity that differentiates a relevant, enduring and credible 
promise of value associated with a product, service or organisation and indicates the source of that promise” 
(Ward et al, 1999). Brands are normally associated with products and services but the concept can also be 
applied to other entities such as countries (Dinnie, 2008), political parties (Campbell and Lee, 2016), and 
people (Polevoi, 2014).Brands and branding initially developed in consumer rather than industrial 
markets (Zhang et al, 2015), however, contemporary thinking (Keller and Kotler, 2012) suggests that 
while they may operate differently brands play just as important a role in the industrial context as the 
consumer context. Indeed, with industrial branding attracting new customers and nurturing long-term 
relationships (Strong and Bolat, 2016), Rahman et al (2014, p67) postulate that “strong brands may be 
considered as key sources of sustainable competitive advantage in business-to-business environments”.Many 
commentators (eg Strong and Bolat, 2016) believe, however, that branding research has mirrored the 
popular focus on consumer markets and there is still something of a paucity of research into branding in 
the industrial context. As a consequence, this paper will report the findings of a study into branding in an 
industrial context. The results of research carried out in the UK market for agricultural tractors will be 
presented and the implications for industrial branding discussed but to begin it is apposite to first 
consider the concept of industrial branding in greater depth. 
 

2. INDUSTRIAL BRANDING 

 

Historically, it was believed that industrial purchasing was a highly rational process (de Chernatony, et al, 2011; 

Ghosh, 2012) that focused on tangible factors associated with performance, product quality, delivery, service 

and price (Shipley and Howard, 1993; Keller and Kotler, 2012). It was, therefore, very different to consumer 

purchasing which was believed to focus on intangible and emotional factors (Sandbacka et al, 2013) and 

according to the traditional view brands did not play an important role in the purchase decision for industrial 

products and services (Mudambi et al, 1997). 

 

Industrial purchasing does, however, still involve people and while their formal role may require them to focus 

on tangible performance factors, they are still human beings who have emotions that influence all of their 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

64 
 

decision making including the purchase decision for industrial products and services (Sandbacka et al, 2013). In 

this situation brands serve to simplify the purchase decision for industrial products and services (Mukherjee and 

Shivani, 2011). Indeed, Ghosh (2012) goes further by noting that “…rationality declines with the increase in 

product similarity or commoditization” which suggests that the influence of branding increases. As a 

consequence, it is now recognised that industrial purchasing is based on tangible functional factors and 

intangible emotional factors (Strong and Bolat, 2016) and that not exploring the role of emotions in industrial 

purchasing is a failure to take advantage of a significant marketing opportunity (Keller and Kotler, 2012). 

 

An important concept in understanding consumer and industrial brands and branding is that of brand equity. 

According to Aaker (1991) brand equity is a “…set of brand assets and liabilities linked to a brand, its name 

and symbol, that add to or subtract from the value provided by a product or service”. The value of the assets 

and liabilities that together constitute brand equity may be measured in terms of “several inter-related 

dimensions” (Zhang et al, 2015, p48) such as brand awareness, perceived quality, brand association, and brand 

loyalty which Van Riel et al (2005) believes should be regularly measured from the industrial buyers 

perspective in order to monitor and maintain their value through astute management of the individual attributes 

and this paper presents the findings from a study of industrial branding in the UK market for tractors. 

 

3. THE UK TRACTOR MARKET 

 

In recent years the number of farms in the UK has fallen and so too has demand for tractors although the AEA 

(2014) still report 10,598 tractor sales, worth some £3.8 billion, in 2014. However, as farm numbers in the UK 

have fallen the average farm size has increased such that it currently stands around 87ha (DEFRA, 2015) with 

14% of UK farms now accounting for 65% of available agricultural land (UKFG, not dated) meaning that the 

market requires larger, more expensive machinery in smaller volumes. 

 

The market for agricultural tractors is considered a good example of an industrial market and has been the 

subject of several past studies (Foxall, 1979; Walley et al, 2007; and Sivakumar and Kaliyamoorthy, 2014) and 

both Foxall (1979) and Walley et al (2007) concluded that brand name is the most important factor impacting 

the purchase decision for agricultural tractors. Moreover, Walley et al (2007) highlighted the brand name John 

Deere as a marketing asset and the Valtra brand as a marketing liability. This finding may well be explained by 

Sharp’s (2010) double jeopardy law whereby brands with less market share have fewer buyers, who are less 

loyal to the brand, as Valtra’s market share is just 3.2% compared with John Deere at 29.8% (AEA, 2015). 

 

More recently, however, the strategic environment of the UK tractor market has been subject to change as the 

UK economy has suffered a major recession and there has been significant technical development in the sector. 

The latter change is particularly interesting as not only has the technology used in the tractors themselves 

advanced significantly but, in common with many other industrial sectors, advances in digital technology have 

created additional opportunities (Strong and Bolat, 2016) for positioning industrial brands in topical 

conversations using social media (Lipiainen and Karjaluoto, 2015) as well as buying and selling online 

(Mukherjee and Shivani, 2011) where industrial brands appear to have an enhanced role to play (Lipiainen and 

Karjaluoto, 2015) in reducing the perceived risks associated with various types of uncertainty as well as 

simplifying and speeding-up buying. With these changes in mind, it appears a good point at which to re-

investigate the role of branding in this sector. 

 

4. RESEARCH METHOD 
 

In the first instance, the literature was used to generate the projects objectives which are presented in Figure 1. A 

decision was taken to use a conjoint methodology because it had been successfully usedto generate data for a 

similar study in the past (Walley et al, 2007) and this then served to provide parameters for the design of the 

fieldwork. The field work was then conducted in two phases; Phase 1 was qualitative and designed to ensure the 

findings had validity and Phase 2 was quantitative and intended to ensure reliability. 

 

Figure 1 – Research Objectives 

 

1. To identify the key attributes in the purchase decision for agricultural tractors in the UK; 

2. To value the key attributes in the purchase decision for agricultural tractors in the UK; 

3. To value the key brand names used in the market for agricultural tractors in the UK. 

 

A range of attributes impacting the purchase decision for agricultural tractors was initially identified from a 

review of the literature. In Phase 1 of the fieldwork, the list of attributes was validated and the most important 
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attributes identified via a number of informal conversations and three in-depth interviews with farmers, 

contractors and dealer sales representatives. Each interview was recorded andsystematically reviewed to both 

confirm the attributes involved and also determine the most important. 

 

Phase 2 of the field work was based on a survey to generate data for a conjoint analysis. In order that the 

respondents are not overwhelmed with information Auty (1995) and Green and Srinivasan (1990) argue that no 

more than five attributes should be used to create product profiles. In this instance, the five attributes used were 

brand name, price; quality of dealer aftersales service; distance to dealer; and delivery lead-time. The chosen 

attributes were subsequently assigned levels using information from the in-depth interviews and various 

published statistics for the UK tractor market. Brands were carefully selected to include both premium and 

standard names. Prices were based on Redman’s (2015) guide for 150-180hp tractors corresponding with the 

AEA’s (2015) latest published statistics, illustrating the average tractor size for the UK based on 2015 sales 

(157hp). 

 

SPSS was used to generate an orthogonal array for the attributes and levels and a corresponding set of profile 

cards created.The questionnaire and card exercise was tested in a pilot exercise with six participants. The 

participants were all tractor buyers identified by the general manager of an agricultural machinery supplier. 

Feedback provided by the participants led to modifications in the levels of price and distance to dealer as well as 

a decision to use two sets of 8 cards. The first set of cards focused on standard priced brands and the second 

pack focused on premium priced brands. This design produced more realistic profiles as well as reducing 

participant fatigue. The attributes and levels used to create the final version of the research instrument are shown 

in Table 1. 

 

Table 1 - Conjoint design 

 

 Standard Brands Premium Brands 

Attribute Levels  

Brand Claas / Massey Ferguson / McCormick / 

Valtra 

Case IH / Fendt / John Deere / New 

Holland 

Price £57,000 / £62,000 £88,400 / £93,400 

Quality of dealer 

aftersales service  

Good aftersales service / Unreliable 

aftersales service 

Good aftersales service / Unreliable 

aftersales service 

Distance to dealer <25 miles / >25 miles <25 miles / >25 miles 

Delivery lead time <2 months / >2 months <2 months / >2 months 

 

The fieldwork comprised a survey that was conducted using face-to-face intercept interviews at a leading UK 

agricultural machinery show. Participants were asked to complete a short questionnaire to gather background 

information as well as to take part in two card sorting exercises. For the card sorting exercises an A4 magnetic 

board was used with the two card sets printed onto magnetic material allowing respondents to arrange the cards 

with ease. Participants were offered entry into a prize draw for a year’s subscription to profi farm machinery 

magazine as an incentive to take part in the survey.In the event a total of 301 people completed the survey 

which, according to West (1999), gives the findings 90% confidence with ±5% accuracy. 

 

4. RESULTS AND DISCUSSION 

 

Objective 1: To identify the key attributes in the purchase decision for agricultural tractors in the UK; 

 

Some ten years before this study, Walley et al (2007) determined that the most important attributes in the 

purchase decision for agricultural tractors in the UK were brand name, price, dealer proximity, quality of 

dealer’s service, and buyer’s experience of the dealer. However, this study found that the most important 

attributes in the purchase decision for agricultural tractors in the UK are now brand name, price; quality of 

dealer aftersales service; distance to dealer; and delivery lead time. It is readily apparent that while some 

attributes appear on both lists (brand, price, distance to dealer / dealer proximity), and therefore, remain 

important in the purchase decision for agricultural tractors in the UK, others do not. So while quality of dealer’s 

service and buyer’s experience of the dealerwere important attributes ten years ago, now quality of dealer 

aftersales service and delivery lead timeare more important. These changes are possibly because with the 

increased technology incorporated into modern tractors there has been a shift in emphasis toward the aftersales 

element of service in order to keep machines running and as modern communication has rendered efficiency 

ever more important in modern society then speed and delivery lead time has also become more important. In 

the mind of the buyer, therefore, there is what Rahman et al (2014, p67) refer to as “a strong association 
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between logistics service performance (LSP) provided by the third party logistics provider (TPLP) and the 

development and support of a mutual brand image for both the TPLP and the manufacturer”.It would appear, 

therefore, that changes in the external environment have led to changes in the evoked or consideration set of 

attributes that customers consider important in the purchase decision for agricultural tractors in the UK. 

 

Objective 2: To value the key attributes in the purchase decision for agricultural tractors in the UK; 

 

Once the key attributes in the purchase decision for agricultural tractors in the UK were identified data was 

collected that permitted conjoint analysis and the calculation of the utility that customers attached to each of 

these attributes (see Figure 2). The quality of dealer aftersales service is the most important attribute accounting 

for 47.11% and 53.75%of the purchase decision for standard and premium brands respectively, while delivery 

lead time is the least important attribute for both accounting for just 1.65% and 3.68%respectively. Interestingly, 

price is not a particularly important attribute for both standard and premium brands accounting for 8.16% and 

9.32% respectively, which suggests that neither segment is particularly price sensitive. 

 

Figure 2 – The importance of purchase attributes 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Brand name was perceived to be the second most important attribute in the purchase of both standard and 

premium tractor brands accounting for 36.11% and 33.46% respectively which appears to confirm that 

brandremains an important component in the industrial purchase decision for industrial products. However, 

participants in this study attached even greater importance to dealer service qualitythan to brand and so this is a 

different ordering of attributes than ten years previously when Walley et al (2007) found that brand and price 

ranked above dealer service quality. It would appear, therefore, that changes in the market environment have 

caused customers to not just change the attributes that comprise their evoked set but to also cause them to 

reprioritise the importance of attributes that have remained part of their evoked set. 

 

Objective 3: To value the key brand names used in the market for agricultural tractors in the UK. 

 

The overall brand utility respondents attached to tractor brands in the UK is displayed in Figure 3. The brand 

names John Deere (0.456), Fendt (0.818), Massey Ferguson (0.635), and Claas (0.620) produce positive scores 

while the brand names New Holland (-0.621), Case IH (-0.653), Valtra (-0.140), and McCormick (-1.115) 

attract negative utility scores. A cursory examination of this data might suggest that the former brand names are 

marketing assets and the latter marketing liabilities but Orme (2010) cautions against such a simplistic 

interpretation arguing instead that those brand names with a negative utility score are simply less favoured than 

those with a positive utility score. However, what this data does show is that within both the premium and 

standard market segments, there are brands that customers prefer which will have implications for the purchase 

decision. 

 

5. CONCLUSION 

Despite the inherent limitations of using data collected from a sample, the need to focus on just the key 

attributes in order that the conjoint analysis functions correctly, and the fieldwork being conducted in the UK, 

this research project makes a useful contribution to knowledge for both academics and managers. In the first 

instance, an important finding for both academics and managers is that while it may not be the most important 

attribute in the purchase decision for agricultural tractors in the UK the research underpinning this paper serves 

to reconfirm Shipley and Howard’s (1993) claim that branding does have an important role to play in the 

industrial context. A second point that is particularly important for managers is that the key attributes 
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influencing the purchase of agricultural tractors in the UK have changed over the last ten years. Specifically, 

quality of dealer aftersales service and delivery lead time have replaced quality of dealer’s service and buyer’s 

experience of the dealer in the customers evoked set. This has important implications for the manner by which 

tractor manufacturers engage with their customers especially with regard to the advertising and promotion that is 

employed as well as the distribution strategy and dealership network. Finally, it is readily apparent that 

customers attach different utility scores to the various brand names currently in use in the UK market for 

agricultural tractors. While not advisable to simply refer to the specific brand names as being marketing assets 

and marketing liabilities it is apparent that within both the premium and standard market segments, there are 

brands that customers prefer which will have implications for the purchase decision. 

 

Figure 3 – Brand Utility 
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1. Introduction & Objectives  

 

The business world is recognizing the importance of controlling personal brands and offering strategic 

advice about how to project a desired personal brand identity through the use of different social and digital 

media (e.g., Safko and Brake 2009; Schwabel 2009).Similar to product branding, personal branding entails 

capturing and promoting an individual's strengths and uniqueness to a target audience (Kaputa 2005; Schwabel 

2009; Shepherd 2005) 

However, traditional approaches to branding that put emphasis on mass media techniques 

seemquestionable in a marketplace where customers have access to massive amounts ofinformation about 

brands, products and companies and in which social networks have, insome cases, supplanted brand networks 

(Keller, 2009).Extant literature examines how companies can use theinternet to build their brands (e.g. Holland 

and Baker 2001;Thorbjørnsen et al. 2002), and highlights consumermotivations for using the internet (e.g. 

Ambady, Hallahan, andRosenthal 1996; Cotte et al. 2006; Miceli et al., 2007; Schau andGilly 2003). 

Building on this knowledge we attempt to develop and enhance the brand of a well-known artist 

(singer, hereinafter GM) combining traditional and internet tools for identifying the current status of the brand 

and expanding this brand. Specifically the purpose of this project is to (a) define the brand identity, (b) propose 

the brand positioning, (c) assess the brand image, and (d) optimize the brand.  

In the ensuing sections of the paper we briefly present the relevant key points of the literature review, 

we describe the methodology that was applied for meeting the project objectives and we discuss our key 

findings and actions regarding these objectives.  

 

2. Brief Literature Review  

 

The premise for personal branding is that everyone has the power to be their own brand and a person's 

main job is to be their own marketer (Peters 1997). Especially for celebrities active participation in social media 

and internet in general could be a powerful tool since (a) they provide a low cost platform on which to build 

your personal brand, (b) they allow to engage rapidly to the broader public, especially younger generations, and 

(c) they give the opportunity to learn from instant information and unvarnished feedback (Dutta 2010).  

The phenomenon of branding online has growingimportance and has been examined from a personal 

perspective, regarding the process that people use, explicitly or implicitly,to brand themselves digitally, and the 

challenges that people face in attempting tocreate a personal brand, especially when considering marketfeedback 

(Labrecque et al. 2011). Literature also considers personal branding decisionsonline in light of their 

accompanying image concerns, sincethere is work whichdetermines how people react to judgments of their 

onlineidentities, which they have crafted to reach their personalbranding goals through specific actions and 

informationdisclosure choices(Miceli et al. 2007; Keller 2009; Dutta 2010;Labrecque et al. 2011).  

 

3. Method  

 

This project sets four key objectives: (a) define the brand identity, (b) propose the brand positioning, (c) assess 

the brand image, and (d) optimize the brand, for GM. GM is a well-known singer with more than 20 years of 

presence in the marketplace. To explore our objectives so as to provide relevant suggestions we followed a 

combination of traditional and online methods. Specifically, we used in depth personal interviews with GM and 

five of his key associates, we performed eight focus groups(8 persons per group) with followers and non-

followers of GM, and we executed observations (3 over a 4 month period) during GM live performances. 

Additionally, we performed on line monitoring by using sentiment analysis incorporating 33,712 comments 

during a six-month period over the Facebook page of GM (200,000 followers), the Instagram page of GM 

(74,000 followers), and the Twitter account of GM (16,000 followers). We also investigated YouTube, Web 
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news sites, Blogs and Forums regarding comments. We used as mood indicators factors such as pleasure, 

displeasure, anxiety, anger, calmness, anticipation and surprise.  

 

4. Discussion   

Our analysis indicated that social media and digital environment should be embraced for building 

person branding. Specifically we propose that in an online context, personal brand identity relies on self-

presentation, as identities are created in computer-mediatedenvironments using social networking profiles, 

blogs, and personal Web pages, intentionally crafted theironline profiles through information management to 

maintaintheir brand identity.  

Although GM is the proprietor of his profile, we realized that others contributed to the creation ofhis 

identity through content they provided in the form ofcomments, engagement and photo-content 

tagging.Regarding the four objectives of this project, we put forward the following suggestions.  

 Brand identity of GM should be evaluated and measured at least once every year by using a 

combination of traditional and online research tools so as to be redesign, if needed, on the basis of audience 

reactions and trends.  

Brand positioning of GM should be the outcome of active communication ofhis brand identity to 

specific target markets. GM should use brand positioning to highlight his positive attributes that are ofvalue to 

their target audience while at the same timedifferentiating GM from other individuals in themarketplace. This 

may occur through impression management. In an online context,this may be done by maintaining a consistent 

image through choicesto reveal pieces of personal information through blogs anddisclosure on sites such as 

socialnetworks. A key challenge here is to decide what information to post online,after filtering out information 

that was not aligned with the branding strategy. 

Regarding brand image assessment, this seem to depend on information posted by the focalperson, 

information posted by others, and the marketplacereaction to the presented information, which generally is 

basedon visible behavior, nonverbal behavior, and other observablecues (Ambady, Hallahan, and Rosenthal 

1996). 

Finally, for optimizing the brand of GM, the key point is for the person to aim tobe authentic. This 

suggestion is parallel with recent work that revealsthat realistic (opposed to overly idealistic) identity 

representationsare common practice for social networking site users(Back et al. 2010). Therefore, following 

Keller’s (2009) suggestions, five points seem to have a strong impact for GM strategic branding. First, brand 

salience in terms of how easily and often the audience think of the brand under variouspurchase or consumption 

situations. Second, brand performancein terms of how well GM meets customers’ functional and 

emotionalneeds. Third, brand imagery of GM which describes the extrinsic properties of the person, 

includingthe ways in which the brand attempts to meet customers’ psychological or socialneeds. Fourth, brand 

judgments which focus on customers’ own personal opinions and evaluations. Finally, brand feelings which are 

customers’ emotional responses and reactions with respect to thebrand. 
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Extended Abstract 

Purpose – The aim of this paper is to investigate consumer’s behavior towards delicatessen products. This is 

achieved using both market experts’and consumers’ opinionson the effect of branding on consumers’ behavior. 

Design-Methodology – For attaining the above aim, two different types of questionnaires were developed and 

completed by 10 market experts’ and 300 consumers in the area of Thessaloniki respectively. For the purpose of 

this research both qualitative and quantitative methods were used. However, it has also been necessary to 

conduct a thorough primary research, in order to obtain information on consumer tastes, attitudes, and 

preferences on delicatessen products and also to determine the driving forces behind consumers’ choices when 

buying delicatessen products. The primary research has also been very important in evaluating market experts’ 

opinions of the delicatessen sector, in terms of service and products being offered, in relation to actual consumer 

expectations and satisfaction levels. The advantage of using 10 different semi-structured interviews in the 

qualitative research is that various views can be obtained from the breadth of knowledge and experience in the 

delicatessen sector.Regarding the quantitative research, the method of simple random sampling was employed. 

The data were analyzed with SPSS software and the results came up with a further use of descriptive statistics, 

parametric and non-parametric analysis. The methods used for the investigation of the hypotheses were the x
2
 

(chi-square)- crosstabs and Spearman correlation. 
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Research Matrix 

     First Aim 

  

 

 

 

 

 

   Second Aim              Third Aim Fourth Aim 

 

 

 

 

 

 

 

 

 

 

Qualitative research 

Semi-structured interviews took place in early December 2016, in Thessaloniki. Theresults led to the drafting of 

the questionnaire for the quantitative research. Regarding the businessstatus of the participants, 100% were 

retailers, with one case being part of a larger group globally, and their annual turnover was approximately 

between 50.000-500.000 euros.8 out of 10 respondents defined delicatessen products as “unusual” and 

“processed differently products” and 7 out of 10 defined them as products of “rare ingredients”,“quality 

products” and “products with different production methods”.100% of the respondents mentioned that their 

products were local and only 10% imported as well.The majority of the percentage stated 80% local and 20% 

imported delicatessen products in their stores. 

In a question concerning the most important impact factors influencing the purchase of delicatessen regarding 

themselves and their customers, 70% chose “quality” as a driving factor and 60% suggested the “support to the 

local economy”. The majority of the respondents believe that they influence their customers in an average 

percentage of 52,5% which is very interesting based on the fact that 25,3% of the consumers are informed from 

the retailers. Both market experts and consumers agreed that the most common and preferred promotion method 

is that of the “word of mouth”, which consists the most powerful non-digital method that can be used by 

everyone without expenses. 
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understanding of 
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food market trends 

SecondaryRes

earch 

Primary 

Research 

To investigate market 
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views towards the 

development of 
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expectation 
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Ten semi-structured 
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Quantitative research 

through questionnaires to 

consumers 

Analysis methods: 

x2 (chi-square)- crosstabs 

and Spearmancorrelation. 
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Quantitative research 

Regarding consumers, the survey took place during the period of January to March 2017 in Thessaloniki 

involving 300 consumers. As a percentage, the participants were 40% men and 60% women. The majority were 

private employees (44%) and freelancers (24,7%) of high education (65,4%). Concerning the marital status, 

54% of the participants were married with household size of 3. Their monthly personal income as a whole was 

slightly satisfactory regarding this difficult period of time (Greek debt crisis). The majority of the respondents 

have an income between 500-1500 euros (74%) and they purchase delicatessen products on a weekly basis 

(55,4%) with a monthly amount spent on deli reaching 100 euros (76,6%).  

In a question concerning the most important impact factors influencing the purchase of delicatessen from deli 

stores, “quality” and “prestige” were the most popular (26,3%) while their desired changes over deli stores 

concentrated on the “price reduction of the products” (24,5%). When asked about the definition of deli, 

“quality” came first (16%) followed by “healthy” (12,8%), “artisanal” (10,5%) and “small production” (10,2%). 

The less chosen definition was that of “innovative” with 3,7%.  

Further findings emerged from the investigation of the hypothesis. 

 

Findings – Both the qualitative and quantitative research showed many similarities regarding results. The 

general definitions that the consumers and market experts offered for their understanding of delicatessen 

products were quite similar. Both groups characterized delicatessen products either as these that require a 

“unique process of manufacturing” or as “goods that are not readily available”. Particular ingredients and 

production methods make delicatessen products unique with special characteristics. On the other hand, 

communication has been essential therefore to inform consumers proactively about the specific products 

attributes so that they will appreciate the difference and fully enjoy the products. In this case, branding 

establishes the link between delicatessen products attributes and consumer recognition. 

Research limitations/implications –The number of respondents, from the market experts’ side, is relativesmall 

for further statistical analysis to be conducted. However, the present case study may provide a basis for a further 

research including delicatessen firms nationwide.   

Practical Implications – The study highlights the need for businesses to gain more knowledge about 

consumers’ preferences and behavior, and to develop branding strategies based on consumers’ needs. 

Originality/value – Research is scarce on trends in delicatessen food firms and on the effect of branding on 

delicatessen products. Moreover, to the best of our knowledge there are no previous studies referring to 

branding of delicatessen products in the area of Thessaloniki. Therefore, a contribution to literature is 

provided.Additionally, this study enhances further development in the delicatessen sector and in the 

management and marketing approach of the Thessaloniki market. 

Keywords:Thessaloniki, branding, delicatessen products, consumer behavior 

Paper type: Case study 
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Abstract: Profiling of consumers on the Internet begins with the identification of Internet users. Contact with 

the customer is realized via the Internet, thanks to the development of electronic retailing, which creates 

conditions for easier communication and personalized approach to the consumer. The key to success of 

electronic retailers is related to the consideration of the capacity of Internet and characteristics of Internet users, 

win new consumers, and then follow consumers who tend to buy a variety of categories of products on-line, as 

well as loyal customers. Dynamism of virtual environment affects the profile of online consumers in the global 

electronic retail market. Internet becomes an easy, fast and accessible information source on the global market, 

with offer of products that exceeds the physical availability of consumers. The countries with the largest Internet 

population are considered to be among those which have the most developed electronic retailing, both on the 

demand and the supply side. Growth in the number of Internet users has a positive impact on the development 

of electronic retailing and growth in the number of consumers. The rapid growth of the Internet is a force that 

pulls the expansion of the use of electronic retailing globally. Its mass use and innovative potential of the 

Internet has an impact on further globalization of markets and participation in global flows. 

 

Keywords: global markets, electronic retailing, consumer, identification, profiling 

1. INTRODUCTION 

 

Growth of electronic retailing is linked to the growth of the Internet use and the availability of infrastructure, 

which will facilitate the use by consumers. Internet environment with its wide availability provokes mistrust of 

potential consumers, and this is reflected precisely in the low or virtually impossible online sales of certain 

categories of products. Also, due to the complexity in use, due to consumer’s bad experiences with certain 

electronic retailers, as a result appears certain aversion to online shopping and avoider of buying on the Internet. 

Thanks to the Internet, consumers are becoming much more informed which increases their bargaining power in 

relation to retailers. Retailers that would lead consumers to the supply are forced to provide certain comparative 

advantages over the competition i.e. in the form of reduced prices, favorable terms of purchasing, encouraging 

loyalty, and the like. Some retailers even allow consumers to choose their price on the website that they would 

pay for the product, based on the comparison of bids of competitors. Because of these changes in electronic 

retailing, it is necessary to know the consumer, their characteristics and features and ways of making the 

purchase on the Internet. With the increase of use of the Internet by the users, users ignore the rest of the media, 

because it includes the content of all other media (television, newspapers, radio, etc.). In this way, the Internet 

has become not just an easy, quick, accessible source of information, but also part of the global market, with 

offer of products that goes beyond physical accessibility to consumers. In defining performance and sales on the 

Web, electronic retailers must bear in mind the following questions: 

 

- How many Internet users are there, what is the trend of using the Internet on a global level, and also 

on the market where they want to sell their products?  

- What are the characteristics of Internet users in the market where they want to sell their products? 

- Who are the consumers on the Internet in the global market and in the market where they want to sell 

their products? 

- At what point does the Internet user become a consumer? 

 

The commercial success of the Internet depends on whether the existing users will continue or even increase 

their use of the media for buying in the future. Assumptions of the research show a higher level of primary 

Internet users (who use the Internet for information) which have an impact on increase in the level of Internet 
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use for ordering products. Stressing the benefits of the Internet for retailers (in the form of low start-up costs and 

the ease of entry on a relatively large market) and for consumers (such as convenience and low cost of 

research), there are challenges that are put before electronic retailers. 

2. IDENTIFICATION OF CONSUMERS IN ELECTRONIC RETAILING 

 

In terms of electronic retailing contact with the customer is realized via the Internet, which on the one hand 

means that the consumer can be any Internet user, and on the other hand it means easy communication and 

personalized approach to the consumer. Knowledge of the consumer is as necessary as the technology, if not to 

a greater extent (Albesa, 2007, p. 502). The key to success of electronic retailers is to define the target market, 

understand the capacity of Internet users, win new customers, and take care of customers who have purchased in 

electronic stores and especially the loyal customers who have purchased in the past and those who have the 

habit of buying a variety of categories of the product on-line. The following table shows the growth in the 

number of Internet users in the previous period. 

 

Table 1: Growth in the number of Internet users and the share in total population 

 

Years World population Growth % of population Growth % Internet users Internet users % of the total population 

2016.* 7,432,663,275 1.13% 3,424,971,237 7.5% 46.1% 

2015. 7,349,472,099 1.15 % 3,185,996,155 7.8 % 43.4 % 

2014.  
7,243,784,1

21   
1.14
%  2,925,249,355 7.90% 40.40% 

2013. 7,162,119,430 1.16%  2,712,239,573 8.00% 37.90% 

2012. 7,080,072,420 1.17%  2,511,615,523 10.50% 35.50% 

2011. 6,997,998,760 
1.18
%  2,272,463,038 11.70% 32.50% 

2010. 6,916,183,480 
1.19
%  2,034,259,368 16.10% 29.40% 

*estimate for July 1, 2016 

Source: World Internet Usage and Population Statistics, December 2016 

   

       

 

The virtual environment is characterized by high dynamics, so it is necessary to consider the profile of online 

consumers on a daily basis to monitor the variables that affect its behavior, the process of making purchasing 

decisions, variables that are subject to change and adapt to those that cannot be changed and which cannot be 

affected. With mass use of the Internet by consumers and retailers, there was a change of attitude in the new 

channel marketing. One of the changes that brought by electronic retailing is shifting power between retailers 

and consumers (Dunne, Lusch, 2008, p. 7). Until introduction of electronic retailing and transparency of data 

on offer in one place with easy data search, the retailer is a participant in the marketing channel, which is 

controlled by information about the offer, especially on prices, thereby not leaving much room for consumers 

in the negotiation process. 

 

Until the advent of electronic retailing and transparency of data on offer in one place with easy data search, the 

retailer was a participant in the marketing channel which controlled information about the offer, especially on 

prices, thereby not leaving much room for consumers in the negotiation process. In terms of wider use of the 

Internet, consumers are largely informed on all the elements of offer that form the competitors in the market. 

With this new position, they are able to constantly change sources of procurement and to give priority in the 
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selection of a particular marketing channel. Consumers play an active role in creating reverse marketing 

channels, in which the process of the formation of marketing channels is not preceded from producers to 

consumers, but the other way around, from consumers to distributors and manufacturers (Ловрета, et al. 2011, 

p. 34). 

 

The analysis of the total number of Internet users in the world in table 1 shows that 46.10% of the population 

uses the Internet, while looking at regions in Africa this percentage is lower, so that region has not reached 

saturation in Internet use and above-average growth rates are expected in the coming period, and that is 

noticeable in the period from 2000 to 2016 with greater intensity than in other parts of the world. There is 

always a small part of the population that uses the Internet in Africa, while the largest part of the world's 

Internet population lives in Asia, and with the expected growth in the coming period, the percentage will be 

higher. 

 

Table 2: Number of Internet users in the global market 

 

Part of the world 

Estimated 

population in 

2016 

Number of 

Internet users 

12/31/2000 

Number of 

Internet users 

in 2016 

% Internet 

users 

Growth from 

2000 to 2016 

Participation in 

the global 

Internet 

population 

Africa 1185529578 4514400 340783342 28.7 % 7,448.8% 9.3 % 

Asia 4052652889 114304000 1846212654 45.6 % 1,515.2% 50.2% 

Europe 832073224 105096093 614979903 73.9 % 485.2% 16.7 

Middle East 246700900 3284800 141489765 57.4 % 4,207.4% 3.8 % 

North America 359492293 108096800 320067193 89.0% 89.0 % 8.7% 

Latin America/Caribbean 626119788 18068919 384751302 61.5 % 2,029.4% 10.5 % 

Oceania/Australia 37590820  27540654 73.3% 261.4% 0.8% 

Total 7,182,406,565 360,985,492 3,035,749,340 42.30% 741.00% 100.0 

 Source: World Internet Usage and Population Statistics, June 30, 2016  

 

The structure of Internet users in different parts of the world, in comparison to the number of Internet users at 

the end of 2000 and 2016, indicates that the percentages in the growth of Internet use had great value in 

adoption in the global marketplace. 

3. METHODOLOGY AND RESEARCH RESULTS 

 

In order to answer the first research question we examined the difference between the number of Internet users 

in these parts of the world, in 2000 and 2016, and applied the Wilcox sign rank test. The results suggest that in 

2016, there are significantly more Internet users than the number of Internet users in 2000 (Z = -2.36; p <.05), 

indicating the apparent increase in Internet users in comparison to the growth of the population. In order to 

investigate the relation between the numbers of inhabitants, the number of Internet users and the percentage of 

the total population that uses the Internet, Pearson product-moment correlation coefficient were applied. 

Results suggest that there is an extremely high positive and significant correlation (r = .97 to .99, p <.001) 

between all three variables. In order to examine all the relations between all the variables shown in Table 2 
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Pearson correlation coefficient was applied. There is positive and significant correlation between the number 

of Internet users in 2016 and the population in 2016. 

 

Table 3: Relations between population, the number of Internet users and the percentage of the total population 

that uses the Internet 

  1 2 3 4 

1 – Population (2016) 1.00    

2 – Internet population (2000) 0.51 1.00   

3 –Internet population (2016) .975
** 

0.65 1.00  

4 – percentage of Internet users -0.50 0.38 -0.32 1.00 

** p< .001 

 

In recent years there is a noticeable increase in the intensity of use and versatility of use of Internet by the user 

as well as greater acceptance and use of technology and tools on the Web. Starting from the population that 

uses Internet next analysis is identification of the part that buys on the Internet. The answer to the question of 

who the consumer on the Internet is may receive a response through "IDIC" model, which means (Chaffey, 

2002, p. 490–491): 

 

1) Identification – the emphasis is on identifying each customer who visited the electronic store; 

2) Differentiation – building profiles of consumers to determine the major segments of the consumer; 

3) Interactions – has the purpose of offering a unique offer that will attract consumers to continue to buy 

and become a loyal customer;  

4) Customization – customizing and personalizing content of messages in accordance with the defined 

segments of consumers. 
 

Customer profile can be defined using this model, on the basis of which it is possible to consider interests of 

consumers, their needs, demographic and social characteristics and the way they make decision to buy in 

electronic retailing. The user profile defines customer preferences, behaviors, and demographics (Turban, et 

al., 2012, p.441). The country with the largest Internet population can be seen in the following table 4. Of 

these countries, seven are considered as the most developed markets of electronic retailing, both on the 

demand and the supply side. 

 

Table 4: Countries with the largest Internet population 

 

  

Number of 

% The annual 

% change in 

% of 

The country's The country's 

  

participation in the total participation in the 

Rank Country annual growth in the Internet 

Internet users population number of population in total number of   

growth number of users users     

the world Internet users        

1 China 641,601,070 4% 24,021,070 0.59% 46.03% 19.24% 21.97% 
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2 USA 279,834,232 7% 17,754,869 0.79% 86.75% 4.45% 9.58% 

3 India 243,198,922 14% 29,859,598 1.22% 19.19% 17.50% 8.33% 

4 Japan 109,252,912 8% 7,668,535 -0.11% 86.03% 1.75% 3.74% 

5 Brazil 107,822,831 7% 6,884,333 0.83% 53.37% 2.79% 3.69% 

6 Russia 84,437,793 10% 7,494,536 -0.26% 59.27% 1.97% 2.89% 

7 Germany 71,727,551 2% 1,525,829 -0.09% 86.78% 1.14% 2.46% 

8 Nigeria 67,101,452 16% 9,365,590 2.82% 37.59% 2.46% 2.30% 

9 UK 57,075,826 3% 1,574,653 0.56% 89.90% 0.88% 1.95% 

10 France 55,429,382 3% 1,521,369 0.54% 85.75% 0.89% 1.90% 

Total  360,985,492 - - - - - - 

Source: World Internet Usage and Population Statistics, June 30, 2016 

 

Countries that are not in group of the most developed in the electronic retailing have above average increase in 

the number of Internet users, suggesting the potential development in the future, while developed countries 

show stagnation in the previous period. Although the total number of Internet users in India and Nigeria is 

high, however, a small part of the overall population uses Internet 19.19% and 37.59%, respectively. All other 

countries exceed the percentage of the total world population that uses the Internet. China, as the most 

populous country leads the world in relation to other countries in the percentage of the population that uses the 

Internet. In order to prove the second question of the research, comparisons were made in the profile of 

Internet users in two most developed countries when it comes to the development of electronic retailing 

(China and USA), and the most developed country in Europe (Germany). 

 

Table 5: Comparison of the profile of Internet users in the United States, China and Germany 

 

 Internet users in the US (in% Internet users in China (% Internet users in Germany 

 of the population) of the entire population) (in% of the population) 

% of Internet users out of a population 86.75% 46.03% 86.78% 

Females 85% 44.9% 71.1% 

Male 84% 55.1% 83.5% 

 15-34 77.7% <20 28% 14-19 100% 

 35-44 82.5% 20-30 30% 20-29 97.5% 

Age 

45-64 78.8% 30-40 28% 30-39 95.5% 

>65 58.3% >40 16% 40-49 88.9% 
 

       50-59 82.7% 

       >60 42.9% 

 Less than secondary 53.7% Basic 2.8%  - 

 Medium 69.7%  Polytechnic 5%   
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Educational level College 82.4%  Medium 9.1%   

 High and higher 91.5% Over 12.3%   

    High + 70.8%   

 Source: ARD/ZDF-Medienkommission, May 2016    

 

In order to reply to the second research question, we came to the conclusions that the largest part of the 

population in Germany used the Internet in relation to these two countries. In the US, 85% of women use the 

Internet, which is about the same percentage as in the male population, while this difference is much higher 

in Germany, and 83.5% of men use the Internet, compared with 71.1% of women. When it comes to whole 

Internet population in China, 55.1% of the population is men. In terms of age structure, the youngest Internet 

population is in Germany, where those younger than 20 years used Internet the most, while the oldest Internet 

populations are in US. The educational structure of Internet users in the available data suggests that highly 

educated use the Internet the most. Up until 2000, single, white, young, college -educated males with high 

incomes dominated the Internet (Laudon and Traver, 2015, p. 372) . Moving of female consumers from 

traditional retailing to electronic retailing is primarily linked to the lack of time and new roles that women 

have taken in modern conditions, so this type of purchase is considered acceptable and gladly turn to online 

shopping. There is also difference in the customer experience that is held by women, or men. Men have a lot 

of interest when it comes to use of different technologies in the process of purchasing (Internet, mobile 

phone, interactive kiosks), while women have expressed interest of the purchasing process to the catalogs, 

with a greater focus on prices, promotion and promotional purchase in all marketing channels, than men 

(Burke, 2002, p. 424). Demographic characteristics of consumers have changed since the beginning of the 

growth in use. In order to prove the last research question the aim is to determine the characteristics of the 

average Internet users and consumers in individual countries and the specifics of using the Internet or the 

habits of consumers in the purchases
1
. 

 

Table 6: Demographic and social profile of Internet users in the global market 

 

No. Country Gender   Age     Education     Residence   

1 2 

 3   4     5      6    

F M 15- 25- 35- 45- 55+ b e s H  h+ Capital - 5000-  20000- 100000+ 

    24 34 44 54        city 4999 19999  99999  

1. Austria 57 51 69 78 64 57 46 - - - -  - - - -  - - 

2. Bulgaria 49 51 23 23 24 17 13 1 9 57 4  30 29 11 12  18 11 

3. Croatia 53 47 33 20 23 15 9  7 49  25 - 31 18  18 19 

4. Germany 84 71 - - - - - - - - -  - - - -  - - 

5. Hungary 49 51 23 24 22 17 14 - 13 64 15  - 22 23 18  24 14 

6. Romania 46 54 26 26 25 13 10 1 14 45 21  10 - 33   15 34 

7. Slovakia 50 50 28 25 20 16 11 8 10 50  22 - 40 16  30 13 

8. Ukraine 28 52 28 28 20 13 9  8 42 41  - - 18 -  - 21 

9. Serbia 66 58 23 25 25 15 11 - 88 72  30 - 16 18  18 35 

Source: Statistik Austria, Plominska and Waledziak, 2013a, pp. 8–25, Plominska and Waledziak, 2013b, pp. 15–26, 

Plominska and 

Waledziak, 2013c, p. 25, Вукмировић et al. 2014, pp. 23–27. 
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Number of Internet users in the Republic of Austria is above the European average, which shows the high 

technology implementation by the population, while barely 15% of the population has never used the Internet 

(well below the European average of 21%) (European Commission, 2014, June 2016). In terms of gender 

structure of Internet users in 2013, 84.3% of men in the last 12 months used the Internet, while the percentage is 

77% for women. Consumers on the Internet are 57% men and 51.1% women in Austria (Statistics Austria, June 

2016). It can be concluded from the above that there is a greater potential of male consumers in Austria. 49% of 

consumers from Austria shopped online in the past year in 2012 (which is also above the European average), but 

compared to the leading countries in the development of electronic retailing in the world, it is still considered as 

not sufficiently accepted way of purchasing. Buying from Austrian electronic retailers is 34%, 35% of purchases 

are from electronic retailers from member countries of EU (the European average is 41% of the local electronic 

retailers, and 11% of retailers in other member’s countries) (European Commission, 2012, June 2016). The 

same indicator for 2013 indicates that 54% of the population shopped online in Austria (European average 

47%), and from electronic retailers from other countries 39% (12% Europe) (European Commission, 2014, June 

2016). 

1
Analysis of countries conducted in alphabetical order, as last analyzed country is the Republic of Serbia 

The largest part of the consumers on the Internet is between the ages of 16 and 34, and older than 55 years are 

persons who are not buying on the Internet in 2014 (table 6). Men in the age group between 16 and 24 years are 

those who purchase the most, and in 2014 were even 84.1% of men in the age group of 16 to 24 years who had 

purchased online, while 34% of the age group over 45 to 54 years have never purchased online. Female 

consumers dominantly buy in the age group of 25 to 34 years in the presented period, while those who have not 

bought are in the oldest age group in 2014. 

CONCLUSION 

 

Identification and profiling of consumers in electronic retailing on the global market is influenced by the 

implementation of technology by the retailers and adoption of technology by potential consumers. The 

introduction of new marketing channel before competitors is a precondition to achieve a competitive position in 

the market and the condition for the further development of electronic retailing. The global market for electronic 

retailing in its characteristics has a different level of development. Retailers in the existing marketing channel 

add new channels for consumers, thereby building multichannel retail strategy. Internet becomes an easy, quick, 

accessible source of information as well as part of the global market, with offer that exceeds the physical 

accessibility of consumers. Among the population, the number of Internet users and the total percentage of the 

population that uses the Internet there is a very high positive and significant correlation to the global electronic 

market. The growth of Internet users conditions growth of purchase on the Internet, but also countries that have 

the highest proportion of the population that uses the Internet have a high percentage of those users who buy on 

the Internet. The countries with the largest Internet population are considered to be among countries with the 

most developed electronic retailing. Internet users from countries with above-average percentage of the total 

population that uses the Internet buy significantly more products and services in relation to Internet users from 

countries with below average percentage of total Internet population. 

REFERENCES 

1. Albesa, J. (2007). “Interaction channel choice in a multichannel environment, an empirical study”, 

International Journal of Bank Marketing, Vol. 25, No. 7, pp. 490-506. 
2. Dunne P. M., Lusch R. F. (2008). Retailing, 6

th
 Edition, Mason: Thompson. 

3. Ловрета С., Кончар Ј., Петковић Г. (2011). „Стратегије изградње структуре канала маркетинга у 

функцији јачања српске привреде“, Нови методи менаџмента и маркетинга у подстицању 

конкурентности српске привреде, Уредници: Јанићијевић Н.; Ловрета С., Београд, ЦИД Економског 

факултета Универзитета у Београду, Научно друштво економиста Србије, Економски факултет у 

Суботици. 
4. Laudon K. C., Traver C. G. (2015). E-Commerce 2015. Business. Technology. Society, 11

th
 Edition, 

Pearson Education Limited. 
5. Chaffey D. (2002). E-Business and E-Commerce Management, Strategy, Implementation and Practice. 4

th
 

Edition, Essex: Prentice Hall. 
6. Turban E.; King D.; Lee J.; Liang T-P.; Turban D. (2012). Electronic Commerce 2012. A Managerial and 

Social Networks Perspective. 7
th

 Edition. Pearson.  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

83 
 

7. Burke, R. R. (2002). “Technology and the customer interface: What consumer want in the physical and 

virtual store”, Journal of the Academy of Marketing Science, Vol. 30, Issues 4, pp. 411-432.  

8. Plominska N., Waledziak P. (2013a). Online Landscape South-East Europe. Warszawa: Gemius. 

9. Plominska N., Waledziak P. (2013b). Online Landscape Central Europe. Warszawa: Gemius. 

10. Plominska N., Waledziak P. (2013c). Online Landscape Russian speaking countries. Warszawa: Gemius. 

11. ВукмировићД., Павловић К., Шутић В. (2014). Употреба информационо-комуникационе технологије 

у Републици Србији, 2014 – домаћинство/појединци, предузећа. Београд: Републички завод 

застатистику Србије 

12. ARD/ZDF-Medienkommission, available at: http://www.ard-zdf-onlinestudie.de/index.php?id=423 

(accessed May 2016).  

13. European Commission (2014). Digital agenda scoreboard 2014: Austria, available at: 

www.ec.europa.eu/digital-agenda/en/scoreboard (accessed June 2016). 

14. Statistics Austria, available at: http://www.statistik.at/web_en/statistics/index.html (accessed June 2016). 

15. European Commission (2012). Austria: Internet usage and digital skills, available at: 

www.ec.europa.eu/digital-agenda/en/scoreboard/austria (accessed June 2016). 

16. European Commission (2014). Digital agenda scoreboard 2014: Austria, available at: 

www.ec.europa.eu/digital-agenda/en/scoreboard (accessed June2016).  

17. World Internet Usage and Population Statistics (June 30, 2015), available at: 

http://www.internetworldstats.com/stats.htm (accessed May 2016).  

18. World Internet Usage and Population Statistics (June 30, 2016), available 

athttp://www.internetworldstats.com/stats.htm (accessed November 2016).  

19. Statistik Austria, available at: 

http://www.statistik.at/web_de/statistiken/energie_umwelt_innovation_mobilitaet/informationsgesellschaft/i

kt-einsatz_in_haushalten/index.html (accessed August 2016).  

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

84 
 

Antecedents of purchase intentions in growing and declining markets: 

empirical evidence from China and Greece 

Ding Q. S.  
University of Huddersfield, United Kingdom 

Niros M. I.  
University of Piraeus, Greece 

Pollalis Y. A.  
University of Piraeus, Greece 

Zhou Y.  
Sun Yat-Sen University, China 

Niros A. I. 
Athens University of Economics and Business (AUEB), Greece 

 

Abstract 

This study investigates consumer ethnocentrism, brand equity, brand origin confusion and customer 

involvement’s impact on purchase intentions between domestic and import shampoo brands amongst Chinese 

and Greek consumers. It seeks to validate a new measurement scale–CEESCALE and test political event’s 

influence on consumer ethnocentrism. Street surveys were conducted in Guangzhou and Athens with a total of 

257 and 211 questionnaires collected respectively. Regression analysis and structural equation modeling were 

employed for the data analysis. The findings validate the CEESCALE as a reliable multidimensional scale to 

measure consumer ethnocentrism in China and Greece. The sub-dimensional impact of consumer ethnocentrism 

on purchase intentions varied between Chinese and Greek consumers. Compare to consumer ethnocentrism, 

product involvement and brand origin confusions, brand equity’s effect on purchase intentions are more 

consistent. Political event only strengthened Chinese consumers’ ethnocentric beliefs. 

Keywords: Consumer Ethnocentrism, Brand Equity, Brand Origin Confusions, Product Involvement, 

CEESCALE    

INTRODUCTION  

Since the financial crisis in 2008, the world’s major trading nations all experienced various difficulties. As the 

economy continues to slow down, living standard suffers and unemployment rate on the rise, a number of 

countries are starting to witness the increase of protectionism and isolationism rhetoric. The United Kingdom’s 

decision to leave European Union and Donald Trump won the United States presidency based on isolationistic 

policies are latest reminders that the global economies are facing unprecedented challenges. This inevitably 

raised the question of whether globalisation that underpinned by free trade and economic integration has reached 

a new juncture and extreme protective measures are becoming of a more frequent occurrence between 

international trade. If nation states are becoming more isolationistic, it is logical to ask whether individual 

consumers are becoming more aware of the need to buy domestic brands and reject imports as well. One of the 

central factors explains consumers’ preference between domestic and foreign products is Consumer 

Ethnocentrism (CE). Introduced by Shimp and Sharma (1987), although CE has been investigated extensively in 

the past 30 years, there is still a research gap has yet to be thoroughly examined. Majority of past comparative 

studies on CE focused on the differences between developed and developing economies, or culturally different 

countries. However, limited research has investigated the effects of CE on domestic and import brands in terms 

of growing and declining economies. China and Greece were selected as suitable countries to carry out this 

study to fill this particular research gap. Since the financial crisis in 2008, Greece’s economy has shrunk by 

close to 30%. By contrast, China has maintained relatively strong economic growth, with a reported GDP 

growth of 6.7% in 2016. Two of the well established factors that influence purchase intentions, Brand Equity 

and Customer Involvement, were included in this study to examine the impact in relation to CE. Brand origin, as 

suggested by Usunier (2011) has became the most important information cue to determine the real origin of a 

product, has been incorporated into this study to determine how brand origin confusions affect purchase 

intentions between domestic and import brands. Despite been highlighted by Shankarmahesh (2006) as an 

important antecedent, the impact of political event on CE is under researched. This study seeks to determine 

whether significant political event will strengthen consumers’ ethnocentric beliefs.      
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THEORETICAL BACKGROUND & CONCEPTUAL DEVELOPMENT  

Brand Equity, Customer Involvement & Purchase Intention 

Christodoulides and de Chernatony (2010) suggested brand value is measured by the view of customers and is 

labelled in marketing research as Customer Based Brand Equity (CBBE). It is the sum of brand related 

perceptions, attitudes and behaviours resulting on superior brand utility. The concept of CBBE is originated 

from both cognitive psychology and information economics, Rust et al. (2000 & 2004) developed the concept of 

customer equity drivers who proposed three dimensions of equity; brand equity, value equity and relationship 

equity. CBBE could be also defined as the value of a brand signal provided to both existing and potential 

customers (Erdem and Swait, 1998). Christodoulides and de Chernatony (2010) proposed that CBBE 

conceptualization as well as scale measurement should combine cognitive psychology with information 

economics. In our research, we proceed on a cross-country analysis of brand related behaviour in China and 

Greece to unveil to what extend brand equity differs between these countries. Purchase intention concerns a 

basic metric of consumer behaviour, since it indicates the intention of a consumer to buy a specific product or 

brand (Posavac et al., 2014). Purchase intention is imperative to explain and forecast actual consumer behaviour 

that includes product choice, brand choice, dealer choice purchase timing and amount (Posavac et al., 2014). As 

far as intentions are concerned, they are capable of explaining actual behaviour (Cronley et al., 2010). 

According to Yoo and Donthu (2001), who developed and explored the validity of a brand equity construct, 

indicated that brand equity is separate construct from purchase intention (PI) construct and more specifically 

they found that brand equity is positively related to PI. These findings are similar to Rust et al. (2004), Pappu et 

al. (2005), Verhoef et al. (2007) and Vogel et al. (2008). Thus, the following hypothesis should be developed:  

H1: Brand Equity is positively associated to purchase intention for both domestic and import brands 

However, purchase intention is not the same in every context (e.g. industry, personal characteristics) and this is 

the case of customer involvement or product involvement (Ou, et al., 2013). Dholakia (2001) defined 

involvement as “an internal state variable that indicates the amount of arousal, interest or drive evoked by a 

product class”. The research of Dholakia (2001) unveiled the distinction of two involvement types; enduring 

involvement and situational involvement. In low involvement situations consumers generate a fast purchasing 

process by limiting buying process stages and vise versa (Schiffman and Kanuk, 1997). As a result, in low 

involvement product situations consumers tend to be less loyal towards brands (Bloemer and de Ruyter, 1999; 

Bennett et al., 2007).  Hence, we suggest the following hypothesis: H2: Customer Involvement is positively 

associated to purchase intention for both domestic and import brands 

Consumer Ethnocentrism and Brand-related Behaviour 

Shimp and Sharma (1987) were the first to explore the moral issues deriving from the preference of foreign 

products at the expense of domestic products and they used the term Consumer Ethnocentrism (CE). 

Ethnocentric consumers consider purchasing foreign products potentially damages domestic economy and 

causes job loess, therefore is morally wrong. CE will lead consumers to evaluate domestic products more 

positively and negatively affect purchase intention of foreign products. Since 1987 the effect of CE has been 

examined and validated in many different countries, the majority of the research regarded antecedents and 

effects of CE on consumer behaviour (Balabanis et al., 2001; Balabanis and Diamantopoulos, 2004; Vida et al., 

2008; Diamantopoulos et al., 2011). However, there is limited research on the impact of CE in relation to brand 

equity. Rosenbaum & Wong (2009) found that brand equity and perceptions on quality effects on behavioural 

intentions were stronger for low-ethnocentric customers and vise versa. He and Wang, (2015) indicated that CE 

has negative effects on preference for foreign brands and no effects concerning local brands. In addition, BE 

effect on preference and purchasing is favourable for both foreign and local brands. Balabanis et al. (2001) 

stressed that CE mechanism is activated through national identification. Similar to the outcome of social 

identification, national identification concerns a prominent part of an individual (Tajfel and Turner, 1985). This 

kind of social identification triggers lower levels of accessibility and utilization for import brands and higher 

levels of accessibility and utilization for domestic brands.  Thus, consumers feel reluctant to pay the required 

attention to the import brand, which suggests a vital antecedent of purchase intention. In addition, Siamagka and 

Balabanis (2015) stressed the need of considering CE as a multifaceted phenomenon rather than a tendency of 

preferring domestic products. These authors further developed five dimensions of CE; prosociality, cognition, 

insecurity, reflexiveness and habituation. This implies that the following Hypotheses could be formed: 
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H3a: Prosociality is positively associated to purchase intention for domestic brands 

H3b: Prosociality is negatively associated to purchase intention for import brands 

H4a: Cognition is positively associated to purchase intention for domestic brands 

H4b: Cognition is negatively associated to purchase intention for import brands 

H5a: Insecurity is positively associated to purchase intention for domestic brands 

H5b: Insecurity is negatively associated to purchase intention for import brands 

H6a: Reflexiveness is positively associated to purchase intention for domestic brands 

H6b: Reflexiveness is negatively associated to purchase intention for import brands 

H7a: Habituation is positively associated to purchase intention for domestic brands 

H7b: Habituation is negatively associated to purchase intention for import brands 

Brand Origin and Brand Origin Confusions  

 

Country of Origin (COO) research in the past 30 years has firmly established the origin of product will affect 

product evaluation and purchase intention. Some recent studies have started to highlight the importance of brand 

origin. Thakor and Kohli (1996) defined brand origin as the place, region or country to which the brand is 

perceived to belong by its target customers. Samiee et al. (2005), Usunier (2006), Phau and Chao (2008) and 

Samiee (2010) concluded that country of manufacture (COM) has become less relevant. Koubaa (2008) 

indicated that brand origin appears to be of significant impact on consumer perception. Thanasuta et al (2009) 

confirmed brand origin played an important role in Thai consumer evaluation and purchase intention of foreign 

cars. Usunier (2011) suggested that brand origin is becoming a more important information cue than COO or 

COM, in signalling product origin. Brand origin plays a crucial role in determining product origin, quality 

evaluation and purchase intention. Magnusson et al. (2011a) agreed with Usunier (2011) that brand origin 

perception appears to be more important than “made in” labels. Magnusson et al. (2013) further concluded that 

brand origin strongly affect brand attitude. Paswan and Sharma (2004) concluded that accuracy of brand-country 

of origin is important, inaccurate knowledge leads to confusing and somewhat negative COO image. Chansarkar 

and Kondap (2006) suggested that most Indian consumers can recognise the brand origin correctly, however, but 

the accuracy decreases when the brand has a long history of localization. Zhang et al. (2008) confirmed that 

when competing with foreign brands, local brands in China are likely to be in an advantageous position when 

there is a high degree of Brand Origin Confusion (BOC) Magnusson et al. (2011b) highlighted the issue of 

brand origin recognition accuracy that many consumers misidentify the real origin of a product. Tjiptono (2016) 

further confirmed that Indonesian consumers are more likely to misidentify than correctly recognize the true 

brand origin. Hence, we suggest the following hypothesis:     

H8a: Brand Origin Confusion is positively associated to purchase intention for domestic brands 

H8b: Brand Origin Confusion is negatively associated to purchase intention for import brands 

 

Consumer Ethnocentrism and Political Event  

Despite Shankarmahesh (2006) underlined the importance of political antecedents, the impact of relevant 

political event on CE is under researched. Al Ganideh (2011) investigated Jordanian’s CE level following the 

Arab Democratization Movement and emphasized the importance of studying CE after major political events. Bi 

et al. (2012) highlighted Chinese consumers’ politically motivated rejection of foreign goods after China’s 2008 

Beijing Olympic torch replay was disrupted abroad. Tsai et al. (2013) discussed relevance and importance of 

political events such as the aftermath of 911 in the United States and Chinese government issuing calls to “buy 

China” in 2009 after the financial crisis. Hence, we expect Political events to impact CE dimensions. As a result, 

the following hypotheses could be developed: 

 

H9: Political Event is positively associated to Prosociality for the buyers of both domestic and import 

brands 

H10: Political Event is positively associated to Cognition for the buyers of both domestic and import 

brands 

H11: Political Event is positively associated to Insecurity for the buyers of both domestic and import 

brands 

H12: Political Event is positively associated to Reflexiveness for the buyers of both domestic and import 

brands 

H13: Political Event is positively associated to Habituation for the buyers of both domestic and import 

brands 
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RESEARCH METHODS 

Sample and Data Collection  

The collection of research data were conducted in one of the biggest cities in both China and Greece. Big city 

has consumer culture and infrastructure that often a rich variety of domestic and import brands. Guangzhou in 

China and Athens in Greece were considered to be suitable locations for this study. Survey questionnaires were 

distributed and collected by the researchers in both countries. Potential shoppers in busy retail and shopping 

destinations were randomly approached by the researchers to participate and complete the questionnaire. This is 

known as a street survey or mall-intercept technique that was widely adopted in consumer research. In total, 257 

valid questionnaires were collected in China, and a further 211 were gathered in Greece. The samples contain a 

good spread of respondents in terms of demographic characteristics. For the China study, 50.2% of the 

respondents were males and 49.8% were females. In addition, 65.8% of the sample was composed of people 

aged above 56 years. As far as educational attainment is concerned, 66.1% and 19.5% reported that possess a 

high school (or lower) and technical diploma, respectively. For the Greek sample, 51.7% of the sample is female 

and 48.3% is male. The majority of respondents are aged above 56 years (38.9%), and 43.1% and 21.8% of the 

sample possess a high school (or lower) and a bachelor’s degree diploma, respectively. 

Political Events and Brand Selection   

As discussed in the theoretical background, the impact of political event on CE is under researched. A recent 

political event was selected in both China and Greece to test whether sentiments triggered by this particular 

event will strengthen CE beliefs. The Greek Financial Crisis in 2015 was selected as the triggering political 

event in Greece. As many Greeks blamed Germany, other EU states and international financial institutions for 

insisting very strict conditions imposed on extending bailout funds and imposing harsh austerity measures (The 

Telegraph, 2015), this political event was considered to be significant that could strengthen ethnocentric beliefs. 

The ongoing South China Sea territorial dispute between China and neighbouring countries such as Vietnam and 

Philippines has sparked the increase of nationalism amongst Chinese consumers. Many also accused United 

States for stirring up tensions in the region for strategic gains, KFC and other American brands were subjected 

to demonstrations and boycott calls, (The New York Times, 2016). Therefore, the South China Sea dispute was 

selected as a political event that could potentially reinforce ethnocentric beliefs amongst Chinese consumers. 

The choice of product category was determined by two main factors: customer involvement and availability of 

domestic alternatives. Cars and mobile phones were initially considered, however, both product categories were 

considered as inappropriate for this study due to the fact that there were limited available domestic alternatives 

in Greece. Watson and Wright (2000) argued that the issue of availability of domestic alternative cannot be 

ignored in CE research. Hair shampoo was eventually selected as the testing category, as it could be considered 

as both a high and low involvement product and there are wide varieties of domestic and import brands 

available in Greece and China.            

Questionnaire, Measurement & Pilot Testing   

Since CE was introduced by Shimp and Sharma (1987), the 17 items CETSCALE was widely adopted by 

subsequent studies. However, Balabanis and Diamantopoulos (2004) and Hsu and Nien (2008) suggested the 

CETSCALE is unnecessarily repetitive, both studies had reduced it into a 10 items scale. Upadhyay and Singh 

(2006) and Hsu and Nien (2008) started to question whether CE is a single dimensional construct and therefore 

the measurement scale needs to be updated. Sharma (2015) and Siamagka and Balabanis (2015) both proposed a 

new measurement scale is required. Siamagka and Balabanis (2015) developed a five dimensional scale consists 

of ethnocentric prosociality, cognition, insecurity reflexiveness and habituation. This study adopted Siamangka 

& Balabanis (2015)’s multidimensional CEESCALE. Brand equity was measured by the scale developed by 

Verhoef et al. (2007). This 4 items scale facilitates the overall perception focus on brand image. We further 

added two items measuring the liking of the brand as Rust et al. (2000 & 2004) proposed on customer equity 

drivers (CEDs). For the Customer Involvement measurement, we incorporated the two item scale of Bloemer 

and de Ruyter (1999) and the two items scale of Posavac et al. (2014). The Likert scales ranged from 1 

(Strongly Disagree) to 7 (Strongly Agree) was adopted for all above measurements. To measure Brand Origin 

Confusions, respondents were asked to indicate origin of chosen brands and examine whether they have 

identified the real brand origin in the data analysis process. The questionnaire was initially developed in English 

and then translated into Chinese and Greek respectively. The research team which contains native Mandarin 

Chinese and Greek speakers carried out the translations, and the questionnaires were back translated by 

university colleagues to ensure accuracy. Pilot testing among 20 Greek and 20 Chinese consumers were carried 

out and the research instrument was adjusted to maximise reliability and accuracy. The questionnaire contains 4 
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sections: first section tests CE, second section examine brand choice, brand equity and customer involvement, 

and final section collect views on political event and demographic information.     

RESULTS & ANALYSIS  

Reliability and Validity of Constructs 

An exploratory factor analysis (EFA) was employed on the construct measures (maximum likelihood extraction 

with promax rotation). As a preliminary step, items that failed to meet the .30 cutoff point were eliminated. 

After this step, a confirmatory factor analysis (CFA) on data was performed in AMOS 21. To evaluate model 

goodness of fit, the comparative fit index (CFI, recommended ≥ .93), the goodness of fit index (GFI, 

recommended ≥ . 90), the root mean square error of approximation (RMSEA, recommended ≤ .08) and the 

adjusted chi-square test (χ2/degrees of freedom, recommended between 1 and 5) was examined. In order to 

examine construct validity, the composite reliability estimate (CR) and the average variance extracted indicator 

(AVE) were tested.  

Results  

In Study 1, brand equity (BE) has a positive and significant impact on purchase intention (PI) regarding both 

domestic (β = .53, p < .001) and import (β = .45, p < .001) brands. As a result, the expected positive link 

between BE and PI is supported, confirming H1 for China. In Study 2, BE positively and significantly affects PI 

of domestic (β = .47, p < .001) and import (β = .35, p < .001) products, thus confirming H1 for Greece. Brand 

equity suggests the most important factor of (re)purchase intention for domestic and import brands for both 

Countries. However, the intensiveness of this effect is higher for domestic brands than for import brands for 

both countries. According to the regression's findings in Greece, Brand Origin Confusion (BOC) receives part of 

this effect. The latter hinders the development of negative attitudes towards the import brands. As a result, the 

greater the BOC for ethnocentric consumers the higher the (re)purchase intention. In Study 1, customer 

involvement (CI) does not affect the PI of neither domestic (β = .05, p > .05) nor import shampoo brands (β = -

.06, p > .05). Thus, H2 is rejected for China. On the other hand, in Study 2 CI is positively and significantly 

related to the PI of both domestic (β = .30, p < .001) and import products (β = .30, p < .001). As a result, H2 is 

accepted for Greece. 

In Chinese sample, prosociality negatively and significantly affects the PI of import (β = -.29, p < .05), but not 

for domestic brands (β = -.16, p > .05). Hence, ‘’H3a: Prosociality is positively associated to purchase intention 

for domestic brands’’ should be rejected for China and ‘’ H3b: Prosociality is negatively associated to purchase 

intention for import brands’’ should be accepted for China. On the other hand, prosociality has a negative and 

significant impact on both domestic (β = -.48, p < .001) and import (β = -.34, p < .001) products in Greece. 

Thus, H3a should be rejected and H3b should be accepted for the Greek sample. As a result, prosociality has a 

slight, but statistically significant negative impact on (re)purchase intention for import shampoo brands in China 

that is similar to Greece. In Study 1, cognition is positively and significantly related to PI only for import brands 

(β = .25, p < .05), but not for domestic ones (β = -.03, p > .05). Hence, we reject both ‘’H4a: Cognition is 

positively associated to purchase intention for domestic brands’’ and ‘’H4b: Cognition is negatively associated to 

purchase intention for import brands’’ for China. However, in Study 2 cognition positively and significantly 

affects the PI of domestic (β = .25, p < .001) and import shampoo brands (β = .30, p < .001). Thus, we accept 

H4a and we reject H4b for the Greek sample.  

As far as the impact of insecurity on PI in Study 1 and Study 2 is concerned, there is a negative but significant 

effect only for domestic brands in China (β = -.18, p < .05) and no effect in Greece. As a result, we reject both 

‘’H5a: Insecurity is positively associated to purchase intention for domestic brands’’ and ‘’H5b: Insecurity is 

negatively associated to purchase intention for import brands’’. The results in Table 4 provide support for the 

link between insecurity and PI. In addition, reflexiveness is found not to have any effect on PI for both domestic 

and import brands in China and Greece, allowing us to reject both ‘’H6a: Reflexiveness is positively associated to 

purchase intention for domestic brands’’ and ‘’ H6b: Reflexiveness is negatively associated to purchase intention 

for import brands’’. As for the CE dimension of habituation, this dimension proved to exert a slightly positive, 

though significant effect on the PI of domestic brands in both China (β = .27, p < .001) and Greece (β = .35, p < 

.05). Hence, we accept ‘’ H7a: Habituation is positively associated to purchase intention for domestic brands’’ for 

both studies. On the contrary, habituation is not significantly and negatively related to the PI of import brands in 

China (β = .19, p > .05) and Greece (β = .20, p > .05). As a result, we may conclude that ‘’ H7b: Habituation is 

negatively associated to purchase intention for import brands’’ should be rejected for both markets. CET is a 

multidimensional phenomenon that each dimension either positively or negatively impacts domestic or import 

branded offerings. As for domestic brands in study 1, habituation positively impacts purchase intention, whereas 
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insecurity is negatively related to purchase intention. In study 2, cognition and habituation positively affects 

purchase intention for domestic brands, whereas prosociality negatively impacts purchase intention.  Hence, 

habituation’s positive effects are similar to both studies. As for import brands in study 1, prosociality exerts a 

negative effect on purchase intentions, whereas cognition a positive impact. In study 2, prosociality exerts a 

negative effect and cognition a positive effect on purchase intentions that is similar to study 1 for import 

offerings.          

Brand Origin Confusions (BOC) significantly affects the PI of import brands in Greece (β = .30, p < .001). This 

is very important, since BOC hinders the development of CE negative effect on import brands. However, BOC 

has no effect at all in China, meaning that Chinese consumers do not punish import brands for actions and 

political issues of foreign governments. The results do not support either ‘’H8a: Brand Origin Confusion is 

positively associated to purchase intention for domestic brands’’ or ‘’ H8b: Brand Origin Confusion is negatively 

associated to purchase intention for import brands’’, therefore H8a and H8b are both rejected. In China, political 

events significantly strengthen insecurity for domestic products' buyers (β = .16, p < .05), but they greatly 

increase prosociality (β = .23, p < .05), cognition (β = .23, p < .05) and reflexiveness (β = .27, p < .05) for 

buyers of import brands. In Greece, political events reduce prosociality (β = -.24, p < .05) and habituation (β = -

.22, p < .05) for buyers of import brands. This may be true due to the fact that the profile of import brands' 

buyers becomes more and more cosmopolitan and rational due to better quality perception for import brands. 

Thus, H9 to H13 should be rejected.   

DISCUSSIONS  

The findings suggest Brand Equity is the most important factor that influencing purchase intention for Domestic 

and Import brands for both China and Greece. This is consistent with Rust et al. (2004), Ou et al. (2013) and 

Yoo & Donthu (2001). However, the intensiveness of this effect is higher for domestic brands than for import 

brands for both countries. The latter can be attributed to the fact that between two brands of the same brand 

equity, domestic brands are more attractive. According to the regression's findings in Greece, Brand Origin 

Confusion (BOC) receives part of this effect. The latter barriers the development of negative attitudes towards 

the import brand. As the BOC increases, the higher is the purchase intention for import brands. This finding 

contradicting with the conclusions of Zhuang et al. (2008) that local Chinese brands are likely to be in an 

advantageous position when there is a high level of BOC.  

Prosociality has a slight, but statistically significant negative impact on purchase intention for import branded 

shampoos in China, which is similar to Greece. This finding is consistent to the prior research of Siamagka & 

Balabanis (2015) who used the same multidimensional CEESCALE in both UK and the US, along with the 

research of Diamantopoulos et al. (2011) and He and Wang (2015) who used the reduced version of 

CETSCALE measure. Prosociality associates negatively with purchase intention for domestic products in 

Greece. According to Siamagka & Balabanis (2015; p78) this is consistent in cases where "consumers might be 

emotionally driven to domestic products but might be cognitively discouraged from purchasing them because of 

concerns with quality or price". As far as the impact of cognition on purchase intention in China and Greece is 

concerned, there is a weak but significant positive effect for import brands in Greece and no effect for China. 

The findings for Greece are in accordance to Siamagka & Balabanis (2015; p78). It is notable that in Greece 

there is a respective positive association of cognition with purchase intention for import brands. These findings 

support findings of Supphellen & Rittenburg (2001), who noted that CE has a reverse effect on import brands as 

soon as consumers perceived import brands as much better comparing to their cost. Reflexiveness has no effect 

at all on purchase intention for both import and domestic brands for both countries, which is contrary to 

Siamagka & Balabanis (2015), because of the same evaluations of quality to cost assessments. With regards to 

political events’ impact on CE dimensions in China, they strengthen consumer’s insecurity related to domestic 

brands, but greatly increase prosociality, cognition and reflexiveness for buyers of import brands. As for the 

case of Greece, political events reduce prosociality and habituation for buyers of import brands. This may be 

true due to the fact that the profile of import brands' buyers become less and less ethnocentric, meaning those 

more ethnocentric customers flee to domestic brands leaving less ethnocentric consumers to import brands 

(Makanyeza, 2015).  
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Abstract 

The main purpose of the current study is to analyze how desire, perceived-self, social values and involvement 

are related to consumer engagement into the fashion luxury industry. A sample of 295 luxury fashion consumers 

participate in the study. Findings suggest that perceived-self is not one of the most significant driver to 

consumer engagement. Subjective well-being may also act as an outcome of consumer engagement. The article 

also provides managerial implications, limitations and further research. 
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1. INTRODUCTION 

Luxury is a world that attracts everyone.  It has been luring people since the beginning of times, with its sense of 

being unattainable and unreachable to the ‘normal’ client. Being a synonym of prestige, the wearing of a luxury 

piece holds intrinsic value, not only for the user but also for the onlookers (Miller and Mills, 2012). Luxury 

goods provide a sense of pleasure and status, and a notion of hard to obtain, which is why the consumption of 

these products creates worth for the individual and the others surrounding them (Shukla and Purani, 2012). 

Today, there are more customers for the luxury market because of the product quality and the hedonic factor. 

That being so, the phenomenon of new luxury is emerging. This new offer targets the masses, proposing lower 

prices. The brands maintain a prestige positioning, but offer prices only slightly higher than middle-range 

brands. This strategy acquired the name of Masstige, and combines the positioning of a luxury brand with lower 

prices, reaching a much broader audience. Brands like BMW, Swarovski or Ralph Lauren Polo are some of the 

examples of luxury companies using this strategy in some of their products (Truong, McColl and Kitchen, 

2009). Masstige brands are brands with a premium image, brands with history and heritage, that create an 

aspiring uniqueness and status feeling that justifies the product’s premium price tag as an illustration of luxury. 

(Keller, 2009). These brands also provide high level of customer service, such as frequently providing 

personalized assistance, offering personal shopping services, direct phone callsand make the shopping 

experience as easy as possible. The flagship stores of these brands also provide an experience through retail 

space masterpieces, beautiful architectures, and the latest technology, conveying the splendor of the brand 

(Fionda and Moore, 2009). As far as the authors know, the literature on consumer engagement has not been 

devoted to the fashion luxury context, particularly the drivers to engage in luxury fashion consumption. This 

study attempts to contribute to fulfill this gap by exploring the effect of four potential drivers: desire, perceived-

self, social values and involvement. In this regard, the objectives of the current study are to: (i) analyze how 

desire, self-expression, social values and involvement are related to consumer engagement in the fashion luxury 

industry; (ii) analyze the role of subjective well-being as the outcome of consumer engagement.  

The remainder of this paper is composed by the literature review, followed by reporting of the methodology and 

results. In the end we present the conclusions, managerial implications, limitations of the current paper and 

suggestions for further research.  

2. LITERATURE REVIEW AND THEORETICAL DEVELOPMENT 

2.1 Consumer Engagement 

Bowden (2009) conceptualizes engagement as a psychological process developed through customer-brand 

relationships contributing to customer loyalty. Later, Brodie et al. (2011 & 2013) describe engagement as an 

iterative process involving a multidimensional construct comprising cognitive, behavioral and emotional 

dimensions, emerging from an interactive and co-creative process between a customer and a brand. Kumar et al. 
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(2010) embrace relationship marketing field to conceptualize customer engagement to claim the interactions 

customer-firm and customer-customer. However, only recently Hollebeek et al. (2014) strongly emphasize the 

brand as the key focal object in the interaction process. For them, brand engagement is a customer cognitive, 

emotional and behavioral positive activity related to focal consumer/brand interactions. In the current study, we 

follow the Kumar et al. (2010) and Kumar and Pansari (2016) perspective regarding engagement as the attitude, 

behavior, the level of connectedness among customers and the firm/brand (Kumar and Pansari, 2016, p. 499). 

Thus, four dimensions are : purchases (this transitional process contribute to firm value and to be connected to 

the firm/brand), incentivized referrals (contribute to attract consumers who does not feel persuaded by the 

traditional communication channels), social influence (refers to the impact of some customers could have on 

other´s activities within social media, and knowledge sharing (achieved when a customer is actively involved in 

improving the products of a firm/brand by providing suggestions; firms can use this knowledge to effectively 

improve the products). 

2.2 Drivers of engagement in luxury fashion  

2.2.1 Desire  

The luxury fashion industry is a world that incites passions. Desire is one of the many, if not the biggest factor 

that leads someone to buy luxury pieces, as it represents a deep-rooted want for something. There is no need to 

buy a Prada bag, however many have a deep desire for it: in an economically developed society, where the basic 

needs are frequently satisfied, consumerism is derived by desire. (Boujbel and d’Astous, 2015). Luxury 

consumers desire not only the products, but also the experience and the feeling that the ownership of that 

product allows (Fionda and Moore, 2009). If the experience provides good feelings, the consumer is going to 

have the desire to repeat it, and to create a relationship with the brand, to be engaged with it, allowing for the 

increase in the frequency of the experience. Hence : 

H1: Desire is positively related to engagement.  

2.2.2 Perceived Self and Ideal Self  

Luxury purchasing is hedonistic. Not being a basic need, luxury goods are purchased with the purpose to 

enhance one’s self-image. Having prestige, high quality, high price exclusivity, and uniqueness as features, 

these brands provide positive psychological and emotional values, appealing to the user’s self-concept and 

worth, which doesn’t occur frequently in middle-class brands (Lee and Brandi, 2016). Kalla (2016) claims that 

between one’s actual self and their ideal self constantly acts as a driver to the purchase of luxury goods and the 

interaction with the brand. Many brands use the idea of ideal self-image in their marketing as a way of creating a 

strong emotional connection with the consumers, as it represents an aspiration (Malär, et al., 2011). Therefore,  

H2: Perceived-self is positively related to experience and engagement.  

2.2.3 Social Values 

Customers consume luxury brands in a way of, either, distinguishing themselves from or emulating significant 

others, besides giving significance to the self-image (Vigneron and Johnson, 2004). As these brand’s exclusivity 

frequently brings an intense desirability, the ownership of luxury goods leads to a portrayed image that passes a 

symbolic value to others. This fact leads the consumption of these items to become almost a social experience, 

as many times, social environment and interactions deeply influence the same (Shukla and Purani, 2012). Thus, 

social values are connected to personal issues, wants and desires, showing social position and status. Some 

consumers may use luxury goods to impress others. In this case, social values are closely linked to what others 

say and reflect the participation of the community and society in general (Loureiro and Araujo, 

2014).Consequently,  

H3: Social values is positively related to experience and engagement.  

2.2.4 Involvement  

Involvement has been defined as an integral factor in the process of consumer engagement towards specific 

brands, together with satisfaction, commitment, trust and delight, by being a mediator “between satisfaction and 

commitment most significantly for repeat purchase customers.” (Bowden, 2009, p. 69).  

Moreover, the concept of involvement has been used to designate the degree of concern and interest a consumer 

demonstrates towards a product which may relate to his or her ego, self-concept, general interest or value system 

(Coulter et al., 2003). Furthermore, an involved customer is also unlikely to have a great level of brand 

rejection, as they possess a lower repertoire of preferred brands: uninvolved clients are expected to switch 

brands on a more frequent basis as the brand or the provider of the service is not regarded as important to their 

decision-making process (Bowden, 2009).  

Thus,  

H4: Involvement is positively related to experience and engagement.  

2.3 Subjective well-being as a consequence of engagement  

Subjective well-being (SWB) is a concept related with happiness and its central role in the evaluation of a 

person’s life (Etkin, 2016). This is a concept that entails the experience of pleasant and exciting emotions, while 
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enjoying a high level of satisfaction with life and a lack, or a low level of negative moods. Experiencing a high 

level of well-being and pleasant experiences are two of the factors that indicate a rewarding life (Jalloh, et al., 

2014). Like many, subjective well-being is a concept conditioned by culture, also demonstrated when comparing 

the level of happiness and life satisfaction. That being so, a piece of information can affect someone’s well-

being and life satisfaction, not affecting other’s, depending on the salience of the moment and information. As 

subjective well-being is affected by someone’s judgement about their life, and the purchasing and engagement 

with luxury brand has been proved to provide positive emotional and psychological values, then,  

H5: Brand engagement is positively related to subjective well-being. 

3. METHOD 

The survey was spread through the Facebook pages communities of luxury brands: Guess, Gucci, D&G, Prada, 

Louis Vuitton, Dior, Chanel. Trussardi, Burberry, and Coach. For such the authors asked permission to collect 

data using a structured questionnaire. The sample is a portion of general population who is enthusiastic about 

luxury fashion products. Before launch the questionnaire, a pilot-test (with ten luxury fashion consumers) was 

used to ensure that thewording of the items was clear. Very few adjustments weremade and the language 

professors reviewed the finalquestionnaire, ready for data collection.We employed multi-item scales to measure 

the constructs of the proposed model as follows: All items were measured using a 7-point Likert-type scale. In 

this vein, we used 19 items to measure Desire:Boujbel and d’Astous (2015), Perceived-self: Shukla and Purani 

(2012) and Miller and Mills (2012), Social values:Wiedmann et al. (2009) and Loureiro and Araujo (2014), 

Involvement: Choo et al. (2014), Engagement:Kumar and Pansari (2016). Finally, we employed two questions 

to access subjective well-being based on Etkin (2016).The structure of the questionnaire took several aspects 

into consideration to avoid common method bias: (i) the items and questions were prepared to avoid ambiguity; 

(ii) the physical distance between measures of the same construct was also considered.  

4. RESULTS 

The brands employed in the survey are mainly, Guess, Gucci, D&G, Prada, Louis Vuitton, Dior, Chanel. 

Trussardi, Burberry, and Coach. The sample (n=295) is composed mainly of female (69.2%) and most of the 

respondents have between 18 and 34 years old (53.5%). The average number of times that participants bought 

luxury brands in the last year is 6.7 (standard deviation= 1.874) 

Before employing the PLS (Partial Least Squares) to analyze the hypotheses, we performed the exploratory 

factorial analysis (principal component and Varimax rotation) to analyze the dimensionality of the constructs. 

Only factors with eigenvalue equal to or greater than one were considered significant. An item with factor 

loading equal to or greater than 0.5 was considered significant and included in the analysis (Hair et al., 2012). 

All constructs reveal to be unidimensional, except desire and social values. When regarding engagement, we 

consider the four dimensions proposed by Kumar and Pansari (2016).Therefore, desire items generated four 

dimensions that accounted for 62.765% of the total variance (KMO= 0.843; Bartlett's Test=2591.870; p<0.001). 

The 13 items of social values generated 2 dimensions that accounted for 62.765% of the total variance (KMO= 

0.888; Bartlett's Test=1500.074; p<0.001).The adequacy of the measures at the first-order construct level was 

measured through item reliability (all of them exceed the value of 0.707). All constructs were reliable since the 

composite reliability values exceeded the threshold value of 0.8. The measures demonstrated convergent 

validity,and was tested for multi-collinearity.  In this study a non-parametric approach, known as Bootstrap (500 

re-sampling), has been used to estimate the precision of the PLS estimates and support the hypotheses (Fornell 

and Larcker, 1981). All path coefficients have been found to be significant at the 0.001or 0.01 levels, except for 

hypothesis H2and these results are presented in Figure 2. 

Figure 1. Results of the PLS Analysis 
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5. CONCLUSION 

5.1 Summary and main findings 
The results of the current study are summarized as follows. First, desire is found to be the most significant driver 

of engagement. Luxury fashion consumers have a strong motivational inductor of be engaged to the luxury 

brand, particularly keep interacting and purchase the brand. Moreover, the control dimension contributes very 

less to the construction of the index “desire”. This dimension comprises items that appeal for the control of the 

impulse of desire and purchase of the luxury brand, which suggests that consumers perceive having control over 

their impulse. We call the first dimension as obsession/anger because the items express the addictive desire to 

possess a luxury brand. The second dimension of desire is considered to be pleasure- the pleasure felt when 

acquiring a luxury brand. The third dimension,control-refers to the perception of control over the desire to buy a 

luxury brand. Finally, the last dimension,guilt- indicates the feeling of guilt when acquiring a fashion luxury 

brand that could put at risk family and friends (due to the expensive price).Second, involvement emerges as the 

second most significant driver. This finding is acceptable because Hollebeek et al. (2014) had already regarded 

involvement as a driver to engagement in online context. Third, the influence of others is not so significant as 

the previous drivers. Based on Wiedmann et al. (2009) and Loureiro and Araujo (2014), this means that luxury 

fashion consumers do not care or at least do not admit that they are aware and concerned about what others say 

about their luxury consumption. These dimensions have been obtained from the research of Loureiro and Araujo 

(2014).Fourth, compared to the other three drivers, perceived-self does not significantly influence engagement.  

Once again, the desire to have something unique (luxury brands) is more important to make consumers that 

actions than their inner identification with the features of the products and experiences behind the brands. 

Finally, luxury fashion consumers engaged in the consumption process tend to become happier, and enhance 

their subjective well-being.  

5.2 Theoretical contributions 

The current study contributes to the extension of the conceptualization of drivers of luxury fashion engagement. 

None of previous studies explored the four variables such as involvement, perceived self, social values, and 

desire as drivers of engagement into the luxury context, and also did not regard desire and engagement as a 

second-order formative constructs. The present study also extends our knowledge of the engagement process by 

considering and testing SWB as an outcome in the context of luxury branding.  

5.3 Practical implications 

Regarding the practical implications, this is probably the first time, consumption of luxury has been associated 

with SWB through involvement and luxury brand engagement. It is not only important to motivate the desires of 

luxury consumers and involve them with the brand, but also essential to engage them with positive experiences 

which they can remember. These experiences, in turn result in SWB of luxury brand consumers. On the contrary 

to the altruistic pursuits such as environmental activism and corporate social responsibility, which improve the 

brand perceptions, luxury brand consumers’ personal SWB is associated with their favorable and unique 

experiences provided by luxury brands. In the context of luxury branding, it is interesting that ‘control’ 

dimension contributes very less to the second order construct, ‘desire’. This indicates when consumers indulge 

in luxury consumption, they have less control over themselves. Hence, it is essential to design effective 

customer relationship management activities which frequently remind luxury consumers about the brands. 

Furthermore, the luxury brand firms can also promote cross-selling and up-selling of luxury products to these 

consumers. The desired communication channels also have to be considered along with the frequency of 

communication and a customized message may also play an important role in rekindling the desires. 

5.4 Limitations and future scope 

Nevertheless, the findings of the present study should be interpreted with caution. First, the study used a 

convenience sample. Even though, the sample represent the common shopping population of luxury fashion 

brands, they may not have represented all the luxury customers. Future research should use other approaches to 

consolidate the findings. In the future other motivational drivers should be explored, as well as outcomes. For 

instance, it will be interesting to analyze the influence of experience on engagement, or how relationship quality 

variables may interact with fashion consumer engagement. 
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Abstract 

The Greek Banking sector has faced significant challenges during the last 6 years. The unprecedented 

downsizing of the sector combined with capital controls, has risen the importance of electronic payments and 

boosted their use by consumers, overcoming their hesitance in using these ways of payments. In this paper we 

are investigating the attitudes of consumers towards electronic payments during capital controls. Our sample 

consisted of 484 bank customers, who completed a questionnaire concerning the ways they use and their 

perceptions of the benefits and downfalls of electronic payments. Our results showed that trust, perceived 

usefulness has been the major factor affecting the use of electronic payments, while ease of use seems to be 

perceived not in terms of usage, but in terms of availability. 

Keywords :Electronic Payments, Consumer Behaviour, Capital Controls, Perceived Usefulness, Greece.  

1. INTRODUCTION 

The explosive growth of users and new platforms, along with the new security technologies, and the 

increased internet access and safety capabilities that mobile devices offer, affect consumer behaviour and the 

way transactions are performed of almost every socio-demographic group in all countries around the world. 

(Belch and Belch, 2014).  

This is especially important forthe banking sector as well. The growing importance of alternative 

channels of customer service, and electronic commerce (Kim et al. 2010), has led banks to enter this new field 

of activity by expanding their services into electronic payments and transactions in order to satisfy the rapidly 

changing nature and needs of their customers. Banks continuously provide their customers with various choices 

of services that does not require the use of cash or the physical presence in a bank branch such as contactless 

credit and debit cards, ATMs, e-banking, m-banking through smartphones and applications, and more recently 

the use of social media. 

That changes however pose significant challenges to both banks and the other providers of electronic 

payments, and to their customers alike. Consumers have to adopt to the new reality imposed by the rapid spread 

of electronic payments and the decline of traditional means of payment, like cash, and familiarize themselves 

with the new forms of electronic payments, and self service banking services. 

This transition however is not without difficulties. Issues like the security of electronic payments and 

transactions, protection of personal data, trust, usefulness for the customer, easiness of use, and efficiency are 

only some of the factors that have to be considered and have to be overcome in order to achieve further spread 

of electronic payments and e-banking(Stoborn et al., 2004; Tsiakis and Sthephanides, 2005). In order to face 

these challenges, marketers are obliged to measure the attitudes of customers towards these matters and reassess 

customers’ decision-making process in using electronic payments and e-banking. 

The purpose of the present paper is to investigate the attitudes and the basic factors of Greek consumers 
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towards electronic payments. The contribution of this research in the field is important both for academics, 

practitioners and policy makers, as electronic payments are considered to be an efficient way of fighting tax-

evasion. The restructuring of the Greek Banking Sector, the continuous shrinkage of the number of branches as 

a result of the declining economy, and the capital controls imposed in 2015, have made the usage of alternative 

service channels and electronic payments imperative, as a way of reducing costs and gaining new sources of 

revenues, as research has shown in other countries that faced similar problems in their banking sector 

(Chiemeke et al., 2006).  

The rest of the paper is structured as follows. Section 2 presents the situation of electronic payments in 

Greece and Europe and reviews the relevant literature in electronic payments. Section 3 presents the 

methodology of our research. In Section 4 the main findings of our research are presented. Finally, section 5 

discusses the marketing implications of the findings of the paper for banks and marketers, and offers suggestions 

for further research.  

2. LITERATURE REVIEW 

Electronic paymentsaredefined by Weir et al. (2006) and Lim (2008) as “the transfer of an electronic 

value of payment from a payer to a payee through an e-payment mechanism”, where e-Payment mechanismscan 

take the form of a web-based user-interfaces that allows customers to remotely access and manage their bank 

accounts and transactions. 

The main categories and channels of electronic payments according to relevant literature (Kim et al., 

2010) are the following: 

 

 Electronic-cash  

 Pre-paid card  

 Credit cards  

 Debit cards  

 Electronic checks  

 

According to data provided by Eurostat for 2015, e-banking penetration is higher in Norway (90%), 

followed by Finland (86%), and Denmark and Netherlands with 85%.Greece before the enforcement of capital 

control in June 2015 had the biggest percentage of using cash for retail transactions (95%) in the European 

Union, and was between the countries with the lower levels of usage of credit and debit cards. Since that period 

a significant increase was observed in the usage of all kind of electronic payments, as debit and credit cards, and 

also e-banking, where there was an increase not only in the total number of users but also in the number of 

active users of the electronic platforms of the Greek banks (ELTRUN, 2015). 

However, Greece still remains in the last positions in the usage of electronic payments in the European 

Union (IOBE, 2015). This low levels of usage of electronic payments also have a negative effect in e-commerce 

development especially for the young people who do not have knowledge and access to the electronic payment 

systems (Antoniadis et al., 2014)  

The reasons of these low levels of adoption and usage of electronic payments in Greece should be 

investigated. The main model that helps explain the acceptance of information technology is Technology 

Acceptance Model (TAM) proposed by Davis in 1989. TAM suggests that there are two main factors that 

influence the usage of IS/IT, namely perceived usefulness and perceived ease of use.  Doll and 

Torkzadeh(1988)also proposed fivefactors that affect the satisfaction of users from an electronic platform that 

can be extended in electronic payment systems, namely content,format,accuracy,ease of use, and timeliness. 

They suggest that these five factors must be inseparable characteristics in the design of electronic payment 

systems. Chiemeke et al. (2006) found that the downsizing of the banking sector in Nigeria, boosted the 

development of electronic payments, and security of the performed transactions is of extreme importance.  
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Kim et al. (2010) categorizecategorize the factors that influence consumers’ perceptions of security and 

trust in the use of electronic payments into three categories: security statements, transaction procedures, and 

technical protections. The theoretical model they propose focus on perceived security and trust, both objectively 

and subjectively. 

Hussain et al. (2013), used the Technology Acceptance Model (TAM) to examine the acceptance of 

online banking and electronic payments by users in Pakistan. Their results indicated that perceived usefulness, 

and perceived ease of use, and trust explained 45.7% of the variance in intended acceptance behaviour.  

Zoyros and Spinthiropoulos, (2014),examined a sample of 1000 customers of customers of the e-bnaking 

service of a Greek Bank, investigating the level of usage and satisfaction by the electronic payments and the 

alternative channels of self services of the bank. Their results also indicated the importance of trust and 

perceived usefulness by users of electronic payments. These two variables affect 62% of consumer satisfaction 

from electronic payments.  

3. RESEARCH METHODOLOGY 

The sample we have examined consists of 484 users of bank services, with a structured questionnaire that 

was distributed both electronically and hardcopy. Special care has been taken to avoid double entries by the 

respondents. The survey was conducted in March 2017 and the majority of the answers came from the region of 

Western Macedonia. 

The questionnaire used consisted of 32 questions regarding the knowledge of digital payments, the 

perceptions of consumers towards digital payments provided by banks, and of course the necessary questions 

regarding the demographic characteristics of the respondents. The value of Cronbach alpha for the 76 items of 

the questionnaire was found to be 0.797, which is an acceptable value.  

In the section that follows the descriptive statistics for the questions regarding the the way that 

respondents use Facebook and their attitudes towards the Facebook group run by the students, are offered along 

with a factor analysis concerning the last category of questions.  

4.  RESULTS 

484 bank customers completed our questionnaire, where 53.5% of them are women and 46.5% are men. 

The age of the respondents is bigger than 15 years old, with 4.5% are between 15 and 19 years old, 21.5% are 

20 to 29, 45.0% fall in the age group 30-39, 22.5% are 40 to 49 , and finally 6.4%  of the respondents are older 

than 50. As far as the education of the sample, 0.4% are Primary School graduates, 1.9% have finished High 

School, 20.7%., 31.8% are TEI graduates, and 23.1% are University graduates. A very substantial portion 

(22.1%) of our sample holds a postgraduate degree.  

As far as income is concerned the effect of the financial crisis is evident, as 47.2% answered that their 

income is below 9,000 €, 44.3% said that their income is between 9,001- 27,000 €, 6.0% replied 27,001-

43.000€, andjust 1,9% has income above 43,001 €. 

In the following graphs selected statistics are given concerning the electronic payments performed by 

consumers. In Graph 1 shows the frequency of usage of digital payments. 29.8 % of the respondents use every 

day a form of digital payment, and 31.2% at least once a week. Only 7.2 % of the participants in the survey 

replied that they never use a form of electronic payment. 
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Graph 1 :Frequency of performed digital payments. 

 

 

 

In Graph 2 the answers concerning the preferred way of payments in retail shops are presented. The most 

famous way of payment in the sample is through the use of debit card with 35.1%, while credit and prepaid 

cards account for the 11.6% and 3.4% respectively. Despite the fact that during the time of research, Greece is 

currently in the second year of capital controls, 34.7% of the sample still prefer cash for everyday shopping 

transactions. Another interesting finding is that 12.0% prefer e-banking transfers. Finallyonly 3.2% use 

smartphones and relevant applications, since these services have not been available only till recently. 

 

Graph 2 :Preferred way of payment for transactions. 

 

 

 

In Table 1 we test forthe relationship between consumer attitudes and digital payments with the use of 
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electronics payments and trust. There is a negative relationship between education and problems that consumer 

face while using electronic payments, but this relationship is only significant at a 5% level. Age is also not a 

deterring factor in using electronic payments by consumers, both in using cards and e-banking and mobile 

banking alike. That should be attributed to the capital controls that have been imposed in the Greek economy 

since June 2015, and are still in place.  

 

Table 1 :Relationship between electronic payments attitudes and consumer characteristics. 

 

Pearson 

Correlation 

Value 

Sig.  

(2-tailed) 

Easiness of Usage - Trust  0.688 .000 

Education – Problems with digital payments -0.111 .015 

Age – Knowledge of digital payments -0.053 .244 

Age - Usage of mobile banking / Smartphone App  0.045 .320 

Reward Programs as a motive for electronic payments  - Usefulness for the 

consumers. 0.680 .000 

 

An important aspect that is important for the marketing in the banking sector in Greece are the reward 

programs associated with the usage of electronic payments. These programs enhance customer loyalty, that is 

especially important in the current period, where capital controls have boosted the use of electronic payments, 

fuelling the competition between the remaining Greek banks for a share in this new market. All major Greek 

banks have reward programs for electronic payments (Piraeus Bank – Yellow, Eurobank – Return, Alpha Bank 

– Bonus, and National Bank of Greece - Go4More), that provide incentives for customers to use the electronic 

payment products of each bank. Consumers feel that reward programs as a motive to use electronic payments 

are useful for them and that is reflected to the positive and high value of the Pearson Correlation (0.680) that is 

statistical significant.   

In order to explore more the patterns of usage and perception ofconsumers towards digital payments we 

have conducted a factor analysis using the answers in 16 questions regarding the experience and the perceptions 

of consumers towards digital payments. The Kaiser-Meyer-Olkin measure for sampling adequacy was found to 

be of a very high value (KMO=0.916) that literature characterizes as “marvellous”, while the Bartlett’s 

sphericity test gave a significance level of 0.000 (Sharma, 1999).The extraction technique chosen was principal 

components and the rotation method was Oblimin with Kaizer Normalization. Three factors were identified that 

account for the 62.58% of the total variance explained.  

 

 

 

 

 

 

 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

101 
 

Table 2 :Factors affecting the use of digital payments. 

 

Factor 

1 

Factor 

2 

Factor 

3 

They are useful to me  .815 .104 .225 

They are easy to use .799 .079 .253 

I trust them  .797 .029 .300 

They are safe .788 .028 .277 

I prefer digital payments to traditional payments .781 .054 .143 

My experience of using digital payments was better than 

expected.  
.727 .280 .233 

Digital payments are fast .696 .247 .235 

They can contribute in fighting tax evasion .655 .511 -.081 

I am satisfied by digital payments .635 .029 .408 

The future of banking is digital payments. .619 .459 -.029 

The use of digital payments rely on your income. -.040 .752 .142 

I am satisfied by the transactions  performed live in a bank 

branch 
.107 .622 .437 

They are useful to build the tax deductible limit .564 .569 -.038 

The number of the available ATM is satisfactory .167 .169 .751 

The number of the available POS is satisfactory .228 .356 .627 

I use mobile banking/App Smartphone .374 -.129 .478 

 

The above table shows the loadings of each variable for each one of the three identified factors. The three 

identified factors can be characterised as: 

7. Perceived Usefulness, meaning the effect of digital payments and the improvement, in the overall 

everyday experience and performance of operations of the users. It is important to note that the  

8. Practical Usefulness, meaning the direct and indirect benefits acquired by the current usage of traditional 

payments, and the use of digital payments for transactions conducted with tax authorities. 

9. Satisfaction of users by the available alternative channels of banking and digital payments that are 

available to them, such as ATM, POS in retail and services, and the usage of smartphone applications, 

as the perceived easiness of use and availability of electronic payments and transactions systems. 

 

5. CONCLUSIONS 

This paper examined the attitudes of bank customers towards electronic payments in Greece. The wide 

adoption of electronic payments as a side effect of the imposed capital controls in Greece creates opportunities 

and challenges for the banking sector, marketers, and policy makers. The introduction of new technologies like 

NFC, apple Pay, the use of social media to perform digital payments etc. will change dramatically the way 

payments are going to be made in the years to come.  
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From that perspective the Greek market poses a number of challenges for the implication of electronic 

payments since only recently have been accepted by users as an alternative way of payment to cash, and not 

voluntarily. Our findings show that age and education are not prohibitive factors for the usage of electronic 

payments. On the other hand, perceived usefulness and the easiness of use are important factors that affect 

positively the adoption of electronic payments by bank customers. Another importance aspect of our finding is 

the positive effect that reward programs of banks have on the perceived usefulness of electronic payments by 

consumers.  

Our results however come with some limitations. First of all, the majority of the people included in our 

survey are from a specific geographic region (Western Macedonia), and second the technical approach 

suggested by the TAM model does not include other factors of economic, sociological and psychologicalnature 

that may hinder the adoption of electronic payments in Greece. Further research should shed light in these 

factors, including issues concerning the privacy of the users, the economic motivation of not using electronic 

payments, etc. Another interesting issue that should be also examined from a marketing point of view is the 

relationship between reward programs and the perceived usefulness of electronic payments, as the competition 

for that market is going to intensify in the years to come.   
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Abstract 

Brand stories are increasingly becoming a part of companies’ marketing communications since they are 

considered as having a significant impact on consumer behavior. Storytelling can reinforce positive brand 

responses and help consumers better understand the benefits of the brand. At the same time, nostalgia and brand 

heritage can be regarded as two additional critical factors strongly motivating consumers to buy certain products 

and brands. The present study investigates the combined impact of nostalgia and storytelling on consumer 

responses. The originality of this inquiry lies on the fact that it is the first attempt to explore the relationships 

among these variables. 

An experiment was conducted with a sample of 137 subjects; the storytelling was written by the researcher for a 

fictitious brand, whereas primary data were collected with the aid of an online questionnaire. The main findings 

(Table 1) reveal that fantasies about past eras evoked by storytelling positively affect brand heritage and this 

relationship is mediated by attitude towards storytelling. Moreover, attitude towards brand mediates the 

relationship between fantasies about past eras and brand heritage, while the association between fantasies about 

past eras and brand heritage is sequentially mediated by attitude towards the storytelling and attitude toward the 

brand. 

Keywords: Storytelling, Experimental design, Fantasies about past eras, Consumers’ attitudes, Brand heritage 

 

Table 1: The Conceptual Model 
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Abstract: 

This paper aims at illustrating the interpretive and methodological potential of collage visual data for gaining a 

better understanding of consumers’ multiple identity positions. Our starting point is that traditional research 

designs are not very powerful for eliciting the ways with which individuals experiencing consumption realities 

and make decisions in the marketplace through the lenses of multiple selves. A process of collage analysis is 

therefore proposed, which allows for the investigation of the dialogical relationships developed between 

consumers’ multiple I-positions and the movements of these positions. This proposed process of collage 

analysis contributes to the methodological exploration of consumer multiple selves, which despite their 

importance and wide use in contemporary consumer research, their methodological investigation has remained 

silent.  

 

Keywords:Collage, Visual Data, Multiple Selves, Visual Metaphors, Consumer Research  

1. INTRODUCTION  

The examination of consumer identity has been an important topic in consumer research and especially 

in interpretive consumer research, since it contributes to an understanding of the processes through which 

consumers make sense of the meanings of consumption objects and experiences (Ahuvia, 2005; Bahl& Milne, 

2010; Belk, 1988).Belk’s seminal paper on ‘Possessions and the Extended Self’ (1988) shifted the attention of 

consumer researchers into how consumption objects and experiences help consumers to shape their sense of 

self. Accordingly, a vast majority of consumer behaviour studies have focused on the examination of 

consumers’ identity projects from different viewpoints, including symbolic consumption (e.g. Wattanasuwan, 

2005), experiential consumption (e.g. Goulding, Shankar, & Elliott, 2002), brand attachment (e.g. Fournier, 

1998), ethnic identity (Oswald, 1999), subcultures of consumption (e.g. Schouten &McAlexander, 1995) and 

virtual possessions (Schau& Gilly, 2003). In this body of work there are three main assumptions underpinning 

the investigation of consumer identity. First, the relationship between consumption and identity is conceived as 

a two-way relationship, namely ‘consumers are what they consume, and conversely that consumers consume 

what they are’ (Schau, 2000). Second, the marketplace is conceived as an experiential reality that offers to 

consumers an array of symbolic and mythic meanings, through which consumers can recreate their identities 

(Arnould&Thompon, 2005). Third, the process of identity (re)creation through consumption is conceptualized 

as a dynamic process marked by points of conflicts and inner tensions and as such, leads consumers to use 
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‘myriad coping strategies, compensatory mechanisms, and juxtapositions of seemingly antithetical meanings 

and ideals’ (Arnould&Thompson, p. 871). 

This dynamic process of identity (re)creation denotes an identity that is neither singular nor core, but 

instead represents an identity that is multiple, fluid and/or malleable (Belk, 2014). Consumer researchers have 

used different (and alternative) notions in order to describe this multiplicity in consumers’ selves, such as 

situational self, malleable self, multifrenic self and dialogical selves (Bahl& Milne, 2010). Despite the existence 

of these different conceptualizationsregarding the multiplicity of selves, consumer behaviour scholars argue that 

the nature of the self is dynamic and shifting, which in turn provides a new lens for examining consumers’ 

relationships with their possessions, consumer decision making and the sense-making process of consumption 

experiences (Bahl& Milne, 2010; Belk, 2014; Kahle et al., 2000). According to Bahl and Milne (2010), the 

multidimensional and shifting nature of consumer selves that has been theorized in contemporary consumer 

research can be captured and understood through the Dialogical Self Theory (Hermans, Kempen, & Van Loon, 

1992). This theory conceives the self as a decentralized entity that is composed by independent identity 

positions, labelled as I-positions. Each of these I-positions, by having its own voice and viewpoint, can enter 

into a dialog with other identity positions of the same self. Dialogical Self Theory, by acknowledging the 

multiple and multivoiceddimensions of consumers’ selves, allows for the examination of the plurality of 

consumers’ identity positions that in turn,provide a better understanding of various consumption phenomena, 

such as consumption experiences and decision making in the contemporary marketplace.  

Given this significance of multiple and dialogical selves in contemporary consumer research as well as 

the methodological complexity of investigating this multiplicity in consumers’ selves that has been discussed in 

the relevant consumer behaviour and psychological literature (e.g. Salgado, Cunha, & Bento, 2013), in the 

current article we suggest a methodology for capturing and understanding consumers’ multiple voices and 

perspectives, namely the collage methodology. Therefore, the purpose of this study isto illustrate the 

methodological and interpretive potential of collages for eliciting multiple identity positions that represent 

individuals’ diverse inner worlds (van Schalkwyk, 2010) thus,contributing to a better understanding of the ways 

with which individuals experiencing consumption realities and make decisions in the contemporary marketplace 

(Bahl& Milne, 2010; Belk, 2014; Khale et al., 2000).This study contributes to the methodological exploration of 

consumer multiple selves, which despite their importance and wide use in contemporary consumer research, 

their methodological investigation has remained silent (Salgado et al., 2013).  

2. COLLAGE VISUAL DATA 

Collage constitutes an artistic technique (Butler-Kisber&Poldma, 2011) that its origins can be traced in 

the works of Picasso and Braque in the beginning of the 20
th

 century (Vaughan, 2005). It signals a ‘glued work’ 

that is generated by the usage of fragments of images that are juxtaposed on a flat surface and is a practice in 

which each component of the collage acquires a new life and meaning through its relation toother images that 

compose a collage (Kilgard, 2009). Beyond this arts-based origin of collage, the technique of collage has been 

also used as a form of inquiry in qualitative research (Butler-Kisber, 2010). A great number of qualitative 

consumer researchers argue that collages constitute a visual interpretive tool, which elicits information that lies 

in the black box of consumers (e.g. introspection, inner conflicts) (e.g. Belk, Ger, &Askegaard, 2003; Koll, von 

Wallpach, &Kreuzer, 2010). This potential of collages to enter the private worlds of subjects /consumers and to 

uncover inner thoughts, feelings and perspectives, contributed to the methodological conception of collage more 

as a projective technique rather than as an arts-informed mode of inquiry. This is evident in a vast majority of 

consumer studies, in which the aesthetic nature of collages is suppressed by their methodological categorization 

as a projective technique that aims at disclosing the emotional aspects of consumption (Costa et al., 2003), the 

consumption imagery and its meaning (Havlena&Holak, 1996), the richness and complexities of consumers’ 

lived experiences (Hogg, Bruce, &Hill, 1999; cf. Koll et al., 2010) and the unconscious desires and feelings 

(Belk et al., 2003).  

Despite this prevailing view of collage as a projective technique and following Belk’s (1998) premise 

that consumer researchers should become better artists to better represent consumers with visual methods, in this 

study we approach collage visual data as an arts-informed inquiry (Butler-Kisber, 2010; Davis & Butler-Kisber, 
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1999; Vaughan, 2005). Arts-informed inquiry is rooted in qualitative research (Rolling, 2010) as it employs 

artistic methods within a research process and acknowledges the unique characteristics of these artistic methods 

(Eisner, 2008). Moreover, the ‘interdisciplinary’ nature of collages (i.e. operating both as an aesthetic technique 

and as a form of visual data)manifests their value as a heuristic for gaining in-depth and new understandings of 

key perceptual notions; for disclosing conceptual connections that lead to novel and even to paradoxical 

insights/meanings; for eliciting multiple narratives that represent individuals’ inner worlds (van Schalkwyk, 

2010) and for providing a decentering technique (for instance collage representations unsettle expected views of 

understanding) for understanding the ways in which individuals experiencing the world (Butler-

Kisber&Poldma, 2011; Poldma& Stewart, 2004).  

This heuristic value of collages evolves from the artistic strategies of juxtapositions and visuals 

metaphors (Butler-Kisber&Poldma, 2011; cf. Cornelissen, 2004). Specifically, juxtapositions (i.e. the act of 

placing of one image in the context of another as well as the connection of one idea to another) evolve from the 

interplay of fragments of images that can be found on a collage surface (Vaughan, 2005). Juxtapositions 

constitute a discrete creative strategy in which every collage work is built on and are also considered as a 

strategy that generates collages’ heuristic value for revealing conceptual connections and tacit understandings 

(Butler-Kisber, 2007, 2008; Butler-Kisber&Poldma, 2011). Therefore, juxtapositions manifest the 

embeddedness of images in a shared world and thus, the deeper connection of these disparate images which 

unveils ‘the body of collage’ (Kilgard, 2009), namely the metaphorical interconnection between the disparate 

image fragments.  

Next, metaphors constitute another discreteartistic strategy of collages. Metaphors are conceived as 

visual compositions of dissimilar elements that propose anomalous relationshipsevolving from the juxtaposition 

of physically noncompossible elements(Butler-Kisber&Poldma, 2011; Carroll, 2001).These anomalous 

relationships create visual metaphors, namelyvisual expressions of metaphorical thoughts (el Refaie, 2003). In 

this respect, metaphors reveal features of a collage work that might otherwise have missed (cf. Gaut, 1997). 

Thus, metaphors not only express a creator’s attempt to develop his/her idea but also urge both viewers and 

creators of a collage work to ‘look beyond the literal and to tap deeper levels of meaning’(Feinstein, 1982, p. 

45). 

3. COLLAGE VISUAL DATA AND THE MULTIPLICITY IN CONSUMERS’ SELVES   

Interpretive consumer behaviour scholars have used different methodologies in order to investigate 

consumers multiple and dialogical selves, such as in-depth interviews (Ahuvia, 2005; Schau& Gilly, 2003), 

mixed methods (Bahl&Milne, 2010) and diaries (Hemetsberger, von Wallpach, & Bauer, 2012). Although the 

important insights that these methodological designs have generated regarding the examination of the 

multiplicity in consumers’ selves, these designs mainly focus on examining inner conflicts and the co-existence 

of multiple selves. Visual methodologies and more specifically collages are considered as a more powerfuldata 

form for the investigation of consumers’ multiple selves for the following two reasons(van Schalkwyk, 2010). 

First, collage methodology allows for the examination of dialogical relationships developed between consumers’ 

multiple selves. Particularly, juxtapositions, created during a collage composition, by representing different 

meanings in a shared world (i.e. diverse images in one collage composition) disclose the contextual interplay of 

the different identities, or I-positions, emerging during a consumption act (e.g. experience, decision making). By 

doing so, they elicit the unconscious interactions and possible dialogs between the different identities. Secondly, 

the visual metaphors evolving from collages contribute to a deeper understanding of the (re)positioning 

practices of a multiple and dialogical self. One of the main principles of the Dialogical Self Theory is that 

individuals are involved in a process of (re)positioning in relation to themselves (Hermans&Hermans-Konopka, 

2010). The (re)positioning process describes the fluctuation of the self to diverse I-positions (e.g. identity 

position A – identity position B – identity position C) but most importantly the (de)composition of meanings 

emerging from the dialogical interaction between the different identity positions, i.e. the creation of new identity 

meanings or the preservation of existing identity meanings. Thus, collage visual data facilitate consumers’ 

reflections on the dialogical relationships developed between their multiple I-positions and the movements of 
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these positions and by doing so, they elicit deep contextual meanings of consumption acts which are 

inaccessible through traditional research designs.  

4.AN ILLUSTRATIVE COLLAGE ANALYSISFOR DISCERNING THE MULTIPLICITY IN 

CONSUMERS’ SELVES 

The majority of the consumer studies that have employed the methodology of collage have used 

various methods of analysing this form of visual data, such as content analysis in order to interpret its visual 

content (e.g. Hamrouni&MahaTouzi, 2011; Havlena&Holak, 1996; Hogg et al., 1999) and semiotic approaches 

(e.g. MacKenzie& Wolf, 2012), which allow for the interpretation of the literal meaning of the images that 

compose collages and for the description of the plurality of meanings that an image holds. On the contrary, the 

authors of this study illustrate a different process of collage analysis, which by capturing the richness of 

meanings generated by the aesthetic qualities of collages elicits rich representations of a multiple self’s various 

inner states that are activated in and connected with a consumption act. This process is based on the creative 

strategies of collages and illustrates the steps that we followed in order to identifythe emerging 

juxtapositionsand visual metaphors whichin turn reveal the dialogical relationships between consumers’ 

multiple I-positions occurring below the level of awareness (van Schalkwyk, 2010).  

Collages presented in this study were collected during a case study research that took place inthe 

Biennale of Contemporary Art Exhibition, held in Greece. Informants of the current research were invited to be 

engaged in a process of collage making, in which they would depict their inner states connected with the 

Biennale exhibition. Each participant created the collage individually and was provided with the necessary 

materials (e.g. scissors, paper, paste and magazines) in order to complete the task. When participants completed 

their collages, they were invited by the researchers to compose a written narrative, in which they were asked to 

elaborate both on the associations and on the themes, ideas, and texts that were presented in the collage work 

(e.g. Koll et al., 2010).  

The analysis of collagesisbased on the identification of the creative strategies of each collage (namely 

juxtapositions and visual metaphors) as well as on the themes, ideas, and texts that are presented in collages. 

This initial stage of collage analysisentails thedeconstructionof each collage and the transcription of literal and 

symbolic meaning(s) of each image, as they were interpreted by our informants (van Schalkwyk, 2010). An 

example of this is demonstrated in collage 1.  
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Collage 1: Deconstructing and transcribing the literal and symbolic meanings of collage’s images. 

 

Next, the body of each collage, which is based on the recognition of the repetitive theme that connects 

the image fragments, and the juxtapositions, is identified (Markham, 2005; Vaughan, 2005). This identification 

evolved from participants’ written narratives regarding the essence of their collages. Particularly, in collage 1 

the theme that connects the image fragments was interpreted by the authors as the ‘different nuances of life’. 

This theme signals informant’s shifting identity perspectives surfaced during the Biennale experience and is 

manifested in the employment of images that depict different aspects of the creator’s identity. This employment 

of images also reveals the contextual conflicting interaction between thesedifferent I-positions, that is the 

interaction between this participant’s ordinary self, represented by the images of watch and the evzone, and free 

self, signified by the man outside the bus. Moreover, this participant by juxtaposing the images of the evzone 

and the man outside the bus (i.e. see the text ‘escape’ that connects these two image fragments) creates a 

relationship between these images. Through this juxtaposition, the informant creates a metaphorical relationship 

(i.e. the metaphor of escaping from his ordinary self, which discloses his fluctuation from one identity position 

to another), that implies a process of comparison between these images (Carroll, 2001; Marshall, 2005). 

In order to analyze the metaphorical relationships that this participant’s juxtaposition proposed, we 

follow Carroll’s (2001) argument regarding the interpretation of these relationships as parts of metaphor, 

namely as a comparison in which one image (i.e. image A - the topic) is seen in terms of another image (i.e. 

image B - the vehicle). Within the relationship A is B, the vehicle (B) transfers its features to the topic (A) and 

by doing so the vehicle changes the normal form of the topic (Kaplan, 1990). In the current research, we 

interpreted the relationships as parts of metaphor (i.e. topic and vehicle) and their operationalization was 

founded on each informant’s interpretation of their collages and in relation to the juxtapositions and the 

body of each collage (cf. Lynn & Lea, 2005).For instance, in collage 1 the man with open hands is used by 

the participant as the vehicle, whichtransfer to the topic (i.e. evzone) the meaning of ‘being released’.  

Collage 2 illustrates further this process of analyzing the metaphorical relationships. In this collage its 

creator uses fragments of newspaper clippings to symbolize the messy world of contemporary art and the image 

of the candle to connote his entrance to a new reality. These images have been placed by the creator in a 

parataxis on the collage surface in order to gain a shared meaning and inform each other. Particularly, the 

fragments of the newspaper clippings are the vehicle and the candle is the topic. In this relationship, the vehicle 

transfers the meaning of messiness to the topic, which according to its creator symbolizes an experience of 

gaining access to a different reality. The meaning of this metaphorical relationship arises in the development and 

elaboration of the blend that takes place between the information that the topic and the vehicle import into the 

blend (Cornelissen, 2004).  
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Collage 2: Analysis of collage’s metaphorical relationships.  

 

 

 

 

 

 

Going back to our examples, the contextual meaning structure that emerged from collage 1 was 

interpreted as the visual metaphor of being released, which conceives the experience of contemporary art as a 

communicative act through which this informant separates himself from prominent identity positions (i.e. I as 

disciplined) and foregrounds an identity position (i.e. I as free) through which he can perform over the Biennale 

experience. This visual metaphor by stressing this participant’s fluctuation to a neglectedidentity position 

manifests a repositioning process, through which the participant experienced feelings of transformation of his 

identity meanings (Hermans, 1996, 2003).Collage 2 was interpreted as the visual metaphor of messy play, which 

conceptualizes the Biennale experience as amessy experience, through which this informant by (re)searching 

(see the eyes in the collage) and feeling (see the thigh in the collage) the content of the exhibits, he felt that he 

revolutionized his current identity meanings (see the images of the turtle and candle, which symbolize a slow 

transition to a new bright reality).  

5. Conclusions 

The aim of this paper is to illustrate the interpretive and methodological potential of collage visual data 

for gaining an in-depth understanding of consumers’ multiple identity positions. In this vein, we propose a 

process of analyzing collage visual data which captures the creative properties of collageswhich (i.e. creative 

strategies) in turn allow for the investigation of the dialogical relationships developed between consumers’ 

multiple I-positions and the movements of these positions (cf. Salgado et al., 2013; van Schalkwyk, 2010). We 

have suggested that the analysis of collages should be based on the identification of the themes, ideas, and texts 

that are presented in a collage work and as they are being interpreted by their creators as well as on the 

juxtapositions and the visual metaphors. The process of collage analysis presented in this study not only 

contributes to the methodological exploration of consumers’ multiple selves, thus aiding consumer researchers 

in their use of them, but also complementsother qualitative methodologies that have been proposed in the 

literature for investigating the multiplicity in consumers’ selves (e.g. diary research, in-depth interviews). 

Moreover, this process by providing a detailed explication and analysis of two collages demonstrates how 

juxtapositions and visual metaphors work. It has been shown that the metaphorical associations evolving from 

juxtapositions can be operationalized as parts of metaphor, and this operationalization can be based on 

informants’ interpretation of their collages and in relation to juxtapositions and the body that characterize each 

collage (cf. Lynn & Lea, 2005). Thus, we argue that when collages are interpreted in light of these creative 

strategies can provide more insightful inferences regarding consumers’ multiple identity positions, thus 

contributing to a better understanding of the ways with which individuals experiencing consumption realities 
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and make decisions in the contemporary marketplace (Bahl& Milne, 2010; Kahle et al., 2000; van Schalkwyk, 

2010). 
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Abstract  

During the last years, companies face the decrease of traditional marketing strategies, since consumers respond 

to these messages with low participation. Hence, new marketing communication strategies are introduced, in 

order to enhance consumer’s participation. Under these new developments, event marketing becomes a 

successful tool, which creates interaction and strengthens the relations with the target-group.Event marketing 

aims to create emotional connections through personally designed and holistic experiences where consumers’ 

needs and expectations are fulfilled (Wood & Masterman, 2007:4). The authenticity of the events is derived 

through the specially designed contentthat appeals to the consumers’ feelings and senses (Schmitt, 1999:53). As 

a result, they become active participants as they experience the reality of the brand, instead of being passive 

recipients. These combined characteristics, constitute an effective interaction tactic, as consumers participate in 

pleasurable experiences, rather than only satisfying their consumer needs and companies promote their interests 

of associating themwith a particular activity (Wohlfeil & Whelan, 2006:125). 

Keywords:  event marketing, experiential marketing, senses, experience, consumers’ interaction  

1. INTRODUCTION 

Event marketing is a communication process that assembles the target group in a specific time and place, 

transmits the organization's message and creates an event with the target’s audience participation in the 

experience (Kose, 2011:1). It creates live brand experiences and satisfies the human need for communication 

(Wohlfeil & Whelan, 2006:125).Event marketing is oriented in providing authentic experiences with a specially 

designed content and it incorporates entertainment, recreation, a social or a cultural experience out of the 

consumers’ everyday routine (Berridge, 2007:5). Personal experiences tend to have a stronger impact and 

consumers are encouraged to experience the reality of a brand as active rather than passive recipients (Wohlfeil 

& Whelan, 2006:127).A combination of sensory elements and leisure activities is implemented which trigger 

emotional reactions (Martensen & Grønholdt, 2008:44, Kose, 2011:2). It also offers a personal and interactive 

communication platform among its participants and the brand (Wohlfeil & Whelan, 2006:127). The attendees 

are exposed to emotional stimuli the experiences provided are strictly personal and involve the rational, 

emotional, sensory, physical and mental participation (Schmitt, 2010: 63). The paper analyses the use of event 

marketing and how interactivity and two-way communication with the consumers is achieved.  

2. PROPOSED FRAMEWORK 

The proposed framework presented in this study proposed five core concepts and components of event 

marketing strategy:  

Objectives: Event marketing objectives are aimed to increase brand awareness, improve brand image or bring 

the personality of a brand to life, demonstrate accountability and good will to the community, differentiate from 

its competitors and build relationship with the various target groups (Gupta, 2003: 88-89). One of the most 

important objectives is “buzz” creation, as live brand experiences initiate word of mouth (Aronne & 

Vasconcelos, 2009:6). Objectives serve as the basis to select the appropriate event, as that the ultimate goal is to 

create pleasant experiences, positive emotions in connection with the event and the brand (Smilansky, 2009:82).  

The use of social media:The combination of event marketing and social media creates a friendly environment 

of valuable discussion that aims to develop a deeper relationship between the brand and its target group before, 

during and after the event. Social media are used to build communities around the event, create discussions on 

popular or controversial issues, give feedback, publish videos and photos and promote competitions or special 

privileges. They also allow live broadcasts and the opportunity to actively interact with the users, identify which 

topics generated more interest and which social media had the greatest impact (Rothman, 2012:49, Solaris, 

2014:20, 84-85). 
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Schmitt’s Strategic Experiential Model:Experiential marketing emphasizes to the sensory, emotional, 

cognitive and social aspects of the human behavior. According to the perspective of experiential marketing, 

consumer behavior is motivated by logical and by emotional criteria. Consumers are in search not only to satisfy 

their consumption needs but also to activate their emotions and feelings and participate in pleasant experiences 

(Schmitt, 1999:53-60, Sharma & Sharma, 2011:4).The strategic experiential model analyzes the interaction 

between the consumers and the brand through different types of experiences. These experiences are (Schmitt, 

1999:53-60, Sharma & Sharma, 2011:4)Sensory experiences (sense marketing), Affective experiences (feel 

marketing)Innovative cognitive experiences (think marketing), Physical experiences & lifestyle (act marketing): 

and Social identity experiences (relate marketing). 

The strategy “S.T.R.A.T.E.G.I.E.S”:According to Smilansky (2009), one of the strategies applied in 

experiential marketing is “S.T.R.A.T.E.G.I.E.S”, an acronym that allows to pick the elements and combine them 

in the experiential strategy. According to Smilansky, 2009: 123-127,these elements areService,Theatre, 

Research: Advert, Televised or broadcast, Entertainment, Game or competition,Interactive technology, 

Education: and Set 

The 7 “I”s that increase event experience: Every experience implemented in event marketing should be 

remarkable and contain the element of surprise, novelty or challenge. There are seven characteristics that 

increase the success of events which are (Wood & Masterman, 2007:5, Aronne & Vasconcelos, 2009:5): 

Interaction, Involvement: Immersion, Intensity: Innovation and Integrity:  

3. METHODOLOGY  

This paper aims to clarify the way companies use event marketing to achieve interactivity with the consumers. 

The methodology used is the content analysis of fivesuccessful case studies during 2015, which have been 

awarder from ExAwards in 2016, the world’s largest recognition program for experiential marketing. Thechosen 

case studies refer toas follows (table 1). 

Table 1. Case studies  

1. Mercedes-Benz - Evolution tour, 23/06
/
2015: Mercedes-Benz created a campaign the Evolution 

Tour, first kicked off in 2014 and again in 2015, in order to demonstrate CLA & GLA, two luxury 

vehicles designed to appeal to the next generation of Mercedes-Benz customers. The tour kicked of 

in New York and continued in four other cities. These free events were created to showcase the 

connection between music, cars and the evolution of the Mercedes-Benz brand. 

2.Progressive insurance- Flo’s Chop Shop, 10/2015: In 2015, Progressive Insurance, as the official 

sponsor of the nonprofit organization Movember Foundation, created the “Flo’s Chop Shop”, a series 

of motorcycle events across the U.S.A in order to boost fundraising for the men’s health 

improvement 

3. Hormel- The Black Label Bacon Strip Show, 6/10 2015: Hormel Black Label Bacon presented the 

first ever Bacon Strip Show, a bacon-themed burlesque with a Broadway style production in Las 

Vegas. The event included live theater, dances and bacon-themed songs.  

4. Prudential- 4.01K Race for Retirement, 15/102015: Prudential, a financial service company 

launched the Race for Retirement campaign, which was a 4.01K road race, in the hope of 

encouraging people to save 1% of their annual earnings for retirement. After the run, a post festival 

was held, where the attendees participated in interactive activities and learnt about financial planning. 

5. Lexus, Pandora- Pop-up Concerts, 28/052015: Lexus, an automobile brand, partnered with 

Pandora, a radio station, in order to produce pop-up concerts in Los Angeles that targeted fans based 

on a mix of listener data and Lexus’ own target demo data 

 

Every case study presented, is analyzed according to the criteria that resulted from the event marketing strategy 

discussed in the theoretical part of the paper. Thereby, it is examined how the theory of marketing event applies 

to the modern event marketing strategy. The criteria include the presentation of the objectives, the use of social 

media, the analysis of the strategic experiential modules and the use of the tactic “S.T.R.A.T.E.G.I.E.S” and 

how interactivity is being created through its compounds and the examination of the 7 “I”s and how they are 

used to enhance the participants’ experience. 

4. RESULTS  

The following tables present the analysis of each event marketing criteria for the five case-studies. Table 1 

analyzes the objectives, table 2 the use of social media, table 3 the sensory experiences, table 4 the affective, 
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cognitive, physical and social identity of the strategic experiential model, table 5 the "S.T.R.T.A.T.E.G.I.E.S" 

and table 6 the 7 “I”s that increase the success of event marketing. Table 1 presents the objectives of each event 

marketing case-study. 

Table 2. Objectives 

1 Overcome an image created by its competitors as “old luxury”  and establish brand affinity and 

loyalty among the 18 to 34 year olds long before they are financially prepared to purchase a 

luxury vehicle 
2 Raise awareness to fight men’s health issues, deepen its relationship with the motorcyclists and 

assure them that the company can meet their insurance needs 

3 Promote four new flavors of bacon using live entertainment and create the next level bacon 

eating experience 
4 Raise awareness about the importance of saving money for retirement and motivate people to 

donate an extra 1% of their annual salary to their savings 

5 Build awareness for the luxury car brand’s new line of performance vehicles among younger, 

affluent consumers 
 

Table 2 presents the use of social media by the brand/the attendees before, during and after the event. 

Table 3. Social media 

1. The users had to upload a photo that captured the spirit of the program or a note about why they 

should be chosen to the event. The brand created promotional videos to make the people 

experience the best music performers and the best in automotive performance. A social media 

wall was implemented with the feeds by attendees who shared the experience to their digital 

communities 

2. The attendees  who shaved down their mustache  posted a photo to their social channels 

Progressive worked with local and social media influencers in the motorcycle community and 

recorded the shavings for a series of short videos on YouTube 

3.  Before the event, Hormel was uploading videos that invited people to the show with the 

#Baconstripshow 
4. Social media was used for the event registration and to encourage to run a 4.01K on their own. 

The brand unveiled  www.RaceForRetirement.com, where users took a pledge and save an 

additional 1% on their retirement savings  

5. Lexus branded selfie sticks and the attendees that took a selfie with it, kept it. 

 

Table 3 presents the way each event marketing strategy stimulated the five senses of the attendees by providing 

a real sense of the productsor services, while creating sensory experiences. 

Table 4. Strategic Experiential Model-Sensory experiences 

1. Visual: surprise fireworks show and the live interactive art exhibition by a street artist, who 

created a freestyle design on the exterior of the GLA using buckets of colorful paint , Auditory: 

musicians, artists, local music performers and DJs, Tactile: vehicle displays , Gustative & 

olfactory: cocktails and snacks 

2. Visual: motorcycles that converted into barber chairs,Auditory: live rock bands, Gustative & 

olfactory: drinks, flapjacks & waffles 

3. Visual: acrobatic & aerial acts, magic tricks and four dancers named after the variety of bacons: 

Cherrywood, Pecanwood, Brown Sugar and Jalapeño, Auditory: musical performances, Tactile: 

touch of the product, Gustative & olfactory: smell of bacon and bacon treats 

4. Visual: the race road with the start and finish line, t-shirts and billboards branded by Prudential, 

Auditory: live performance by a pop star, Gustative & olfactory: cooperation with ten different 

food trucks that offered special menus 

5. Visual: display vehicles, Auditory: music performances by 36 artists of various genres , 

Gustative & olfactory: signature Lexus cocktails, named after vehicles it wanted to promote 

 

Table 4 presents the way each event marketing strategy provided affective, cognitive, physical or social identity 

experiences in order to create a pleasant atmosphere and communicate with the attendees. 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

117 
 

Table 5. Strategic Experiential Module 

1. Affective: the attendees felt that the brand represents their lifestyle, Cognitive: got informed 

about the features of the car, Physical: CLA & GLA test drives, Social identity: the attendees 

related to the brand  

2. Affective: attendees had a refreshed feeling after the grooming, Cognitive: 81% said they were 

likely to consider Progressive for their insurance needs, and 45% planned to get a quote from the 

company, Physical: free shaves, beard trims, manicures and boot shines, Social identity: the 

event had a philanthropic character and gave donations and  made attendees part of it 

3. Affective: the attendees were entertained by the combination of the dark, smoke and indulgent 

experience, Cognitive: the audience was informed about the four new flavors  

4. Cognitive: the attendees learnt about the hidden savings everyday utilities have, Physical: 

participation in activities that promoted financial planning, Social Identity: thanks everyone who 

participated, the brand donated $200,000 for low-income families 

5. Cognitive: learnt about the new aggressive styling of the brand, Physical: the attendees interacted 

with the new car line and saw their favorite artists 

 

Table 5 presents the use of the "S.T.R.A.T.E.G.I.E.S" and how each element is combined in order to create the 

event marketing strategy.  

Table 6. S.T.R.A.T.E.G.I.E.S 

1. Service: company representatives, barmen, body artists , Research: incorporating musicians, 

artists and social media is a commendable way of connecting with the target group, Advert: 

promotional events were held, where the guests viewed behind the scenes videos from the tour, 

Televised or broadcast: local TV stations, Interactive technology: selfies station that captured the 

party moments, Education: timelines illustrated the brand’s 128 year history evolution 

2. Service: manicurists, barbers, company representatives, Education: the attendees got informed 

about men’s’ health risks, Set: wooden salon with logos and billboards of the brand, VIP parking 

and a reception desk to welcome the attendees 

3. Service: magicians, dancers, artists, and a special appearance of a guest star from Dancing with 

the Stars, Theatre: combination of bacon and burlesque, including scripted material, production 

and choreography, Televised or broadcast: the show was live streamed on the largest billboard in 

Las Vegas and viewed in over 30 countries, Interactive technology: a high video wall displayed a 

40-foot digital curtain that showcased custom, Set: the four new flavors of bacon were turned 

into burlesque stars. Jalapeno wore a tasseled tube dress, Brown Sugar performed from inside a 

seven-foot tall popcorn bucket, wearing a bacon skirt, Cherrywood wore a regal brown and 

cherry blossom headdress and Pecanwood a bacon bodysuit 

4.  Research: many Americans lack the basic knowledge about personal finance, 52% of families in 

the U.S. will not be able to support their pre-retirement lifestyle and 40% of millennials are not 

putting any retirement money aside, Televised or broadcast: captured footage from the race was 

used in two TV spots, Entertainment: one of the activities was a basketball arcade game where 

the final  score represented the  money people can add up for retirement, Game: the game of 

odds, was a card game where the attendees guessed the odds of things happening to them, 

Interactive technology: MapMyFitness was an application that tracked the personalized 4.10K 

race & encouraged people to contribute to their savings, Education: money, work and life 

advices were given, to help everyone make the most of the time people have now 

5. Service: product specialists that provided information about the new car line, Research: the 

artists were selected by Pandora’s algorithm, which determines which artists resonate best with 

local listeners, Interactive technology: photo booth tied to #LexusPopUpConcerts, Set: blue 

lighting, Lexus & Pandora billboards, music & dance stage 

 

Table 6 presents the 7 “I”s that increase the success of event marketing by creating surprise, novelty or 

challenge. 
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Table7. The 7 “I”s that increase the success of event marketing 

1. Interaction: with the brand while attending an alternative music program, Involvement: through 

the social media posts, Individuality: personalized t-shirts, tee bags and silver tattoos with the 

MB logo were given to the attendees  

2. Interaction: between the brand and the motorcycle enthusiast target, Involvement: the campaign 

served more than 10.000 people, Individuality: personalized grooming, Innovation: combination 

of the motorcyclist culture and the awareness of men’s health benefits, Integrity: the event 

successfully created awareness and raised $97,280  

3. Interaction: between the brand and the bacon lovers, Individuality: a one-night-only event 

available for 400 guests, Innovation: original burlesque show with a sensory bacon experience 

4. Interaction: activities that showed how much money people need to live the city after they retire  

Involvement: personalized temporary tattoos from the attendees’ hobbies and interests  

Individuality: caricatured pictures of the attendees about how they dream their retirement 
5. Intensity: the brand connected artists with their biggest fans, Individuality: each concert 

included different artists, according to what people preferred according to their local city, 

Innovation: combination of artists that are favorable among Pandora listeners and the target 

group of Lexus,, Integrity: incorporation of the cars’ premium sound system and the target 

group’s favorite Pandora stations 

 

5. CONCLUSIONS 

The paper presented how event marketing strategy achieves interactivity and two-way communication with the 

consumers. The way each company implemented the objectives, social media, strategic experiential model and 

the "S.T.R.A.T.E.G.I.E.S"createdemotional connections and holistic experiences. The main conclusions of this 

paper are that events are used as an opportunity to acquire personal contact with the consumers while raising 

awareness for the brand. Events are also implemented as a celebration of a unique moment in time, taking the 

form of entertainment programs, product presentations and cultural events. It also contributes to the active 

participation of the attendees through the creation of pleasant experiences and emotions. The objectives were 

correlated with brand affinity and awareness and all the strategies integrated social media and the active 

participation of the attendees during the events.  All the senses were activated and affected the attendees with 

the product presence and product interaction, special decorations, music and special treats and drinks. The event 

experience offered feelings of satisfaction, happiness, excitement and pleasure, while attendees were informed 

about the brand products and related the product to a particular lifestyle. Most companies conducted research 

and included the element of theatre and education in order to give life advices, entertain the audience or inform 

about the brand history. Interaction and participation were achieved in the form of dialogue between brand 

ambassadors and the attendees, while innovation was achieved with the appropriate setting, location and the 

combination of recreational and educational activities. 
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Purpose 

Contemporary communications involves a move from just traditional media to an increase in digital media, 

especially by Millennials.  A variety of consumer decision making models exist and many of these were 

developed in a pre-internet era.  These need to be reconsidered in view of increased use of digital media and 

increased availability of information, recommendations etc.  The paper reviews a variety of models both outside 

and within Higher Education (HE) and explores how students make decisions for postgraduate study. 

Design/methodology/approach 

An exploratory and qualitative approach, consisting of seven focus groups of postgraduate students (UK, EU 

and International).  Focus Groups were transcribed and analysed using thematic coding. 

Findings 

Some evidence exists of both rational and emotional decisions and that students do not always start with an 

initial wide choice set.  WOM/eWOM is an important influencer from past/existing students, family and friends.  

Online forums were also important.  Students started to think about postgraduate study from one month to four 

years prior to starting on a course, and demonstrated a wide variety of universities within their choice set, many 

across different countries and/or regions with a particular country.  

 

Implications 

Possible modification of existing models needs to be considered for HE.  A clearer understanding of how 

students select universities is needed, along with mapping their whole individual decision making process or 

journey. 

 

Keywords: consumer decision making models; Millennials; Higher Education 

 

1.  Contemporary Communications and Millennials  

The marketing communications landscape has seen massive change in recent years, with developments in 

communications and information technology (Kitchen, 2005).  This has led to the emergence of new channels 

and shifting viewer media habits.  Marketing spend has continued to increase on digital media (e.g. web, email, 

mobile) at the expense of more traditional media (e.g. TV, radio, cinema, outdoor and direct mail) (Warc, 2015), 

leading to more real time communications with instant responses (Tuten & Solomon, 2013).   However, some 

have suggested that this has led to marketing being viewed more negatively than previously, with growing 

cynicism towards it, due to not being seen as a fulfilling relationship and out of control (Parsons & Maclaran, 

2009; Sheth & Sisodia, 2005).  Consumers are faced with so much conflicting advice that they often ignore or 

resist most of it (Wilkie, 2005) and are therefore engaging with brands differently (Mix & Katzberg, 2015).  For 

example, McCabe (2015) discusses the importance of brands providing inspiring content and stories that draws 

consumers to the brand, rather than pushing out brand controlled messages. Smith (2012: 86) however, simply 

states that “marketing strategies must be appealing to the consumer”. 

In order that organisations can effectively reach their target audience during the decision making process, they 

need to understand the level of expectation that consumers have regarding communications by brands with them 

(Tuten & Solomon, 2013).  Moreover, the era in which a person is born can exert significant influence on their 

behaviour as consumers (Solomon, 2009), with Generation Y (suggested born after 1981), and Generation Z 

(suggested born after 1991) being highly digitally literate (Sessa, Kabacoff, Deal, & Brown, 2007).  Grouped 

together, known as the Millennial Generation (born 1982-2004), they are a primary focus for marketers due to 
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the size of the segment (Moore, 2012), and the majority of postgraduate students will be Millennials.  Some 

research is starting to emerge, regarding how organisations should change their marketing approach (for 

example, Smith (2012) look at online shopping of Millennials and preferences for certain forms of online 

advertising and the importance of online reviews; Hofacker et al. (2016) look at Big Data and its potential to 

provide greater understanding of each stage in the consumer decision-making process).  Therefore, this suggests 

there is a need to understand how this changing use, by various groups of consumers, of marketing 

communications, impacts upon their buyer decisions.   

There are many studies that explore consumer decision making, and a variety of consumer decision making 

models have been suggested.  However, Darley et al. (2010) state further research is needed into online 

consumer behaviour and the decision making process.  Some research is starting to emerge that suggests 

consumer decision making models need to adapt due to the influence of digital media.  Furthermore, previous 

research within Higher Education (HE) not only lacks focus at postgraduate level, but appears to be clinging 

uncritically to outdated models, and Taylor (2002) states increasing numbers of postgraduate students mean they 

are an import revenue stream to understand.  There appears, therefore, to be a gap in decision making models 

within higher education, that consider the influence of digital media within it.  Whilst, generalising can avoid 

“researching consumer behaviour in unnecessarily minute detail…. it is not proper to generalize findings across 

products or decision situations” (Kollat, Engel, & Blackwell, 1970: 330).  The aim of this paper is therefore to 

explore the decision making process of prospective postgraduate students and explore the factors that can 

influence the process when selecting a UK university.     

2. Higher education and postgraduate students 

Higher education contributes significantly to the UK economy, estimated at £39.9bn or 2.7% of GDP by 

Universities UK, which is four times more than agriculture (Lock, 2015).  Over 400,000 people are employed at 

UK universities (UniversitiesUK, 2016), and new graduates created 4,600 new start-ups and over 18,500 full-

time jobs (Lock 2015).  The UK higher education sector is therefore a highly lucrative and important part of the 

UK economy. However, higher education institutes (HEIs) are now operating within a rapidly changing 

environment with, inter alia, deregulation and increased competition.  Most recently, the UK vote to leave the 

EU is likely to further impact on higher education and creates uncertainty for universities in areas such as loss of 

EU funding and possible changes to systems/regulations for EU students wishing to study in the UK 

(Universities UK, 2016).  HEIs can compete in a number of different areas: funding, reputation, research grants, 

research output and for students (Frolich & Stensaker, 2010).  This has led to a great deal of debate regarding 

what many see as the marketization of HE, as a result of this increased competition and a need to be more 

effective in student recruitment.  Moreover, the fairly recent introduction of Higher Education fees could be 

linked to university applicants behaving more like consumers and value for money becoming an increasingly 

important part of an applicants’ decision making process (Maringe, 2006: 467; Petruzzellis & Romanazzi, 2010: 

143). There has also been discussion as to whether students can be considered as consumers, customers or 

clients (for example see Conway et al. (1994), Gibbs (2008), Barnett (2011), Svensson and Wood (2007), 

Maringe(2011) ).  At postgraduate level, the recent introduction of student loans of up to £10,000 for those on 

taught masters is a positive step for university recruitment.  However, although there has been a 54% increase in 

students on taught postgraduate courses since 2002-3, much of this is a result of the 200% increase in 

international postgraduate enrolment (Higher Education Commission, 2012), with as many as 54% being 

international students within the area of Business and Administration (Universities UK, 2014).   Furthermore, 

the UK share of the international student market has recently fallen from 12.6% to just under 10%, in a period 

where foreign students worldwide increased by almost 8%, suggesting the UK is becoming less attractive as a 

study destination (Morgan, 2016).  Postgraduate students in particular are now an important and potential 

growth area and revenue stream for UK universities (Taylor, 2002), but they are becoming increasingly difficult 

to attract.  Therefore, it is imperative that universities have an up-to-date view of how these important group of 

students make decisions in this highly digitally literate world that they now live in.   

3. The decision making process 
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The cognitive paradigm has a focus on thought processes and decision making stages of activities, with the 

original 1968 Engel, Kollat and Blackwell model undergoing a number of revisions (Darley et al., 2010).  Entry 

to the model is via recognition of a need, followed by search, evaluation of alternatives, purchase, consumption, 

post purchase evaluation and divestment.  The model also includes environmental and individual differences 

that are said to influence the process.  The left-hand side of the model links with what is commonly known as 

the hierarchy-of-effects models, which state that audiences respond to messages in a cognitive, affective and 

conative sequence (Barry & Howard, 1990).  Lye et al., (2005: 218) state that “the purpose of the early 

consumer decision models was to illustrate conceptually an integrated decision model rather than develop a 

precise, comprehensive research roadmap”.  Moreover, these models support rational behaviour through a 

logical and linear set of steps and there continues to be discussion regarding how relevant and appropriate this is 

in today’s communications environment (see Mix and Katzberg 2015).   

The consumer decision process has also been viewed as a purchase funnel, proposed by Lewis in 1903, and 

changed/adapted by a number of people (Vazquez et al., 2014).  These models again all suggest a fairly logical 

and linear approach and assumes consumers have a wide initial choice set, which is then narrowed down.  

However, some research suggests that modern day communications and the vast array of available information 

have changed the initial choice set (Court, Elzinga, Mulder, & Vetvik, 2009).  Consumers may not narrow 

down, but have an initial narrower choice set that they later add to, or may take multiple decisions at the same 

time.  For example, Lye et al., (2005) suggest that consumer decision making should be seen as decision waves, 

with multiple decisions taken within a single decision process, and seen as a sequence of activities, rather than 

stages (Lipshitz, 1993).  More recently research suggests a more circular process better illustrates decision 

making.  The customer life cycle by Forrester suggests discover, explore, buy and engage within the sequence 

(Nobel, 2010), and Court et al., (2009) suggests initial consideration set, active evaluation, moment of purchase 

and postpurchase experience.  Whilst similarly, Hudson & Hudson (2013) suggest the stages are initial 

consideration set, consider, evaluate and purchase stage and states that social media is extremely important at 

the evaluate and advocate stages of the decision journey.  Moreover, Mix and Katzberg(2015) suggest that this 

is a “back and forth” approach, often involving online and offline, without any sort of plan regarding approach, 

illustrating a high degree of emotion rather than rationality.  This supports the three shopper journeys developed 

by Wolny and Charoensuksai(2014) showing emotion and a more circular approach, and highlighting the 

influence of social media and influential groups within the process.  Moreover, past research has focused on 

many of the decision making stages highlighted in some of the original models, but there appears to be a 

complete lack of studies at the problem recognition stage (Darley et al., 2010).   

Research into decision making within higher education does not seem to have progressed in the same way as 

that outside of the sector.  Decision making is still presented around a series of stages, such as that provided by 

Maringe(2006) of pre-search behaviour, search behaviour, application stage, choice decision and registration, 

along with many others that suggest similar stages (for example see Kotler (1976), Perun (1981), Litten(1982), 

Kotler and Fox (1985), Foskett(2001), Vrontis(2004), Brown et al., (2009) ).  This suggests that decision 

making within education is still based upon a rational and linear approach.  Rational decision making is closely 

related to decisions that have a high level of risk (such as education), and is said to play a key role in the search 

for information.  Perceived risk is said to increase where there is the potential for a negative outcome from 

buying a product or service (Shek, Sia, & Lim, 2003).  Services, because of their intangibility, lead to an 

increased search for information also (Moutinho, 1987).  Hodkinson and Sparkes(1995: 33) found that 

“decisions were only partly rational, being also influenced by feelings and emotions”, and Foskett&Hemsley-

Brown (2001) also suggest that choice consists of both rational and irrational or random elements, and that it is a 

complex process.   

With such a vast array of models representing the consumer, the student and their decision making process or 

decision journey, and so many differences of opinion regarding what best illustrates this, it needs to be 

considered if the models are at all useful.  Models allow marketers to think strategically about what they should 

be doing at different stages of the consumer decision journey, however Wind et al., (2004) state that we are 

suffering from “marketer myopia” and are failing to recognise changes in the environment and therefore 

questions whether modelling is of any value to business executives.  For example, we now live in a highly 
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complex world, with vast amounts of decisions often on a daily basis, therefore consumers can switch and 

become highly irrational (Mix & Katzberg, 2015).  Decisions under time pressure leads to hypervigilant 

decision making where a selective search takes place, without an extensive consideration or appraisal of 

alternatives (Johnston, Driskell, & Salas, 1997).  The Millennial population are highly influenced by their peers 

and are always connected (Euromonitor International, 2011) and therefore eWOM is likely to be increasingly 

important to this group.  Furthermore, within this digital era “friends” may have a much wider definition with 

people connected to many hundreds of “friends” through social media sites such as Facebook, and online 

product ratings and online reviews have recently taken on a much larger role in the consumer decision process 

(Moe & Trusov, 2011).  Finally, mainstream decision making suggests that the typical consumer may not now 

start with a wide choice set, but may start with a more narrow initial consideration set with more brands 

considered at a later stage (Hudson & Hudson, 2013).   

In Summary, within mainstream marketing, consumer decision making, within the context of the digital era, has 

been researched by a number of people, with new models that illustrate a more circular process.  However, 

within higher education, models continue to illustrate decision making as both rational and linear.  Research is 

therefore required to provide greater understanding of students as they progress through their decision making 

regarding HE selection. Also, exploring if there has been any change to the process within HE, as a result of the 

increased use of digital media. 

4. Factors that influence the process 

A wide range of factors, such as environmental influencers (e.g. culture, social class) and individual differences 

(e.g. attitudes, personality and lifestyle) are known to influence how decisions are made (Blackwell, Miniard 

and Engel, 2001).  Consumers also perceive higher levels of risk for high involvement decisions such as HE, 

and are likely to search for more information to reduce this (Maringe & Carter, 2007).  WOM/eWOM has been 

found to play a key role to help reduce risk (Mazzarol, J., & Soutar, 2007; Sweeney, Soutar, & Turner., 2008), 

and is known to have much higher levels of credibility, empathy and relevance to customers (Bickart & 

Schindler, 2001; Katz & Lazerfield, 1955).  Social media sites also facilitate the publishing of consumers 

evaluations (Chen, Scott, & Qi, 2011).   Furthermore, the influence of ‘significant others’ such as friends, class 

mates, family and teachers in the decision process has been well documented (for example see (Harket, Slade, & 

Harker, 2001; Hemsley-Brown, 1999; Soutar & Turner, 2002; Vaughn & Hansotia, 1978; Veloutsou, Paton, & 

Lewis, 2005).  However, within this digital era, ‘friends’ may have a much wider definition, with people 

connected to many hundreds of ‘friends’ through social media sites such as Facebook. More traditional 

promotional tools (e.g. university web site, prospectus) are seen as inadequate, misleading or untrustworthy 

(Bennet, 2006; Soilemetzidis, Bennett, & Leman, 2014), and Wolny and Charoensuksai(2014) state product 

reviews, ratings, and blogs are taking on a much larger role in the consumer decision process.  Furthermore, 

research has highlighted what criteria students use to select their university and course (for example see: 

(Foskett, Maringe, & Roberts, 2006; Maringe, 2006; Soutar & Turner, 2002; Worthington & Higgs, 2004).  

Soilemetzidis et al. (2014)  highlight the most important criteria (in order of importance) for postgraduate 

students as: location of the institution, overall reputation of the institution, content of the course and reputation 

in chosen subject area/department.   

To conclude the review of existing research, the changing nature of marketing communications presents an 

opportunity to explore how various factors influence students in 2017 and onwards.  Changes in the amount, 

type and use of various information sources, changes in the influence of ‘significant others’ and generally what 

levels of credibility are attached to these are increasingly important.  The HE environment is much more 

competitive (Universities UK 2016), and postgraduate students are an increasingly important income stream 

(Taylor 2002) and therefore HEIs need to have an up-to-date view of how they make decisions, and what factors 

are important.  

5. Methods 

A phenomenological approach was undertaken with this initial stage of research.  It seeks to explore the views 

and experiences of only those that have lived the experience that is under study (Goulding, 2005; Spiegelberg, 
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1982).  Focus groups enabled the researcher to explore how they came to select study at the university.  This 

exploratory research involved seven focus groups of postgraduate students at one English university in the North 

of England.  Focus groups (FG) allow a quick, easy, cost effective way of carrying out research, and allows 

people within the group to agree or disagree with others within their FG (Stokes & Bergin, 2006).  Only one 

university was involved initially, as a further stage is planned later with in-depth interviews to allow individual 

journeys to be mapped.    The university is a post-92 university in Manchester, and therefore does not 

necessarily represent students at all English universities. Respondents were selected via non-random methods, 

utilising judgemental, convenience and purposive sampling methods.   Purposive sampling is where participants 

are selected based upon their eligibility to meet certain criteria (Easterby-Smith, Thorpe, & Jackson, 2015), and 

ensured that the sample selected represented postgraduate students: home, European Union and International, 

both male and female.  Each FG consisted of between 5 – 9 postgraduate students, both male and female, and 

contained a mix of home, European Union, and international students.  All FGs were digitally audio recorded, 

transcribed and recurrent meaningful themes were established from the participants stories (Strauss & Corbin, 

1998).  Each transcript was reread and appropriate significant statements were extracted for each theme in order 

to provide a thick description of the phenomenon under study. 

6. Results and discussion 

6.1 The decision making process 

Previous research within HE suggests that decision making is both linear and rational (for example Maringe 

(2006); Vrontis et al (2004); Litten 1982), although outside HE some suggest a multi-phase perspective 

(Lipshitz (1993); Court et al. (2009); Wolny&Charoensuksai (2014).  There was some evidence that suggested 

the process in HE was not necessarily linear.  

“I applied one week before induction,because I had already gotten accepted at two others, but then I 

discovered this one and the course was better.  I asked them to tell me if I was getting accepted so I 

knew what to tell the other guys.  The answer came in three days”. FG6 

 

“My friends suggestion I change to here.  I was surely going to Edinburgh”  FG2 

 

“It took a long time to get my acceptance, I got really nervous and that is why I applied to another 

university”  FG1 

 

The last quote above demonstrates that not all high involvement decisions go through the same process, 

especially those under time pressure that leads to hypervigilant decision making, where a more selective search 

takes place, and a limited number of alternatives are considered (Johnston et al., 1997). 

There was also some evidence to support decision making containing some emotional aspects, in addition to 

rational ones,as suggested by Hodkinson and Sparkes (1995). 

“For me it was a decision even before I started my undergraduate course, because I wanted to be here 

doing this.  I even thought about Manchester.  I have always had passion for English people, because of 

the game on Commodore 64 when I was young.  The only game I had was about Manchester United.  I 

was really young, about 8”.  FG6 

 

“I started to say OK I want to go to England and I just looked at the map and I had my mind set on 

Manchester, I can’t say why.  And then I started looking through courses and I played around with a 

few ideas and I thought OK I’m going to do this and I’m going to do it in Manchester and nowhere 

else”  FG4 

 

Regarding what time period was involved during the process, respondents were asked when they had started to 

think about postgraduate study and courses.  The majority of responses fitted into one or two years before the 

course started.  Two responses suggested three to four years prior to starting.  There were some last minute 
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decisions however, with five students indicating time periods nine months before, down to just one month prior 

to starting.  Some of the reasons for later applications can be seen below. 

“ Less than a month before the course started.  I finished my degree, looked for a job, didn’t have much 

success and thought how am I going to increase my success of doing what I want to do”  FG 2 

 

“I did my undergraduate in IT, I thought when I graduated I would do the same sort of thing, but after 

working init, I decided I didn’t”  FG5 

 

“I was working in industry with a lot of designers and decided it wasn’t what I wanted to do” FG5 

 

Postgraduate study for some is essential if they are unable to either secure an appropriate position, or to enable 

them to change direction.  What is not yet known is whether applicants at earlier and later stages follow the 

same decision process, although in mainstream literature Johnston et al., (1997) suggest that those under time 

pressures undertake a more selective search.  

Considering how far and wide they looked, the number of universities applied to varied considerably.  Some just 

applied to one university, others a few, at the higher end eight was the largest number discussed by one student, 

and fifteen to twenty by another student.  However, most were up to three or four. 

Figure 1: Universities applied to 

“I applied to quite a few in America, but then 

decided that I wanted to stay in England” FG 4 

“I applied for two courses in Chester and two at MMU… 

in fashion marketing and creative advertising”  F6G 

“My agency and my company have a close 

relationship with this university, so I didn’t apply 

anywhere else”  FG5 

 

“I only applied here, mostly because I saw the 

qualification and knew I would get in!  I figured if I 

exceeded what was asked it wouldn’t be a problem.  I 

considered another school in Scotland, but I preferred 

England” FG6 

“I applied to one in England and two in Germany”  

FG4 

“I applied to three universities – one in Cornwall, one in 

Southampton and here” FG6 

“They (the agent) gave me eight universities 

around Manchester and I applied to two” FG1 

“I applied to three: University of Manchester, MMU and 

Salford” FG1 

“I applied to Leeds Metropolitan, I think Glasgow, 

but I chose the Manchester one” FG 1 

 

 

In addition to the number of universities applied to, it is interesting to note the range of countries, destinations 

within countries, and areas.  Some students did not appear to have made their minds up about which country 

they wanted to study in, others clearly knew the country, but hadn’t focused on a particular location, whilst 

others were very focused and their choices were regional.  Soilemetzidis et al. (2014) suggests that location is 

important within the process, however, clearly at application stage a number of  locations are considered, but it 

isn’t yet clear how a decision is finally made from the locations selected.  Furthermore, a number of statements 

above support the hypothesis that students start with a wider choice set and narrow down.  However, examples 

are seen where students have a narrow initial choice set and do not appear to increase this.  This suggests that 

decision making models within HE need to be able to cater for these differences.  

5.2 Factors that influenced them 

Respondents were asked about how they became aware of the university, which centred around it being known 

by family and friends, recommended by people, already aware of it and finally through searching.  Previous 

research has shown that WOM/eWOM, product reviews/ratings/blogs are all important influencers 

(Wolny&Charoensuksai (2014); Mazzarol&Soutar (2007); Veloutsou, Paton & Lewis 2005); Soutar& Turner 

(2002) ); as seen below   

 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

126 
 

 

Figure 2: How students became aware of the university   

“Through a website, Find a UK university, MMU was 

at the top, a reviewed one” FG2 

 

“I started searching for marketing courses, found the 

Chartered Institute of Marketing, and through that 

started searching on courses accredited by the CIM” 

FG5 

“My friends have been studying in the Uni of 

Manchester and they didn’t have an interesting course 

and they knew about this uni”  FG2 

“I was expecting to do something in Canada, then I 

put Advertising Masters and this came up, through 

some third party search engine.  I have family here”  

FG6 

“My brother and sister they study here, so I just come 

here” FG1 

“My agent recommended the UK and MMU” FG5 

“I was just on Google and was on Advertising masters 

and this just came up” FG 6 

“I decided to come to this city, I came here and 

researched for what I can do” FG5 

 

Clearly professional bodies and links with them are important for some students.  Agents also seem to be a key 

part for international students.  What is not known however, is whether the use of a key influencer in the process 

actually means a student bypasses the search for information, or if the search is reduced and this needs to be 

explored further. 

A number of people online and offline influence students throughout the decision process.  People clearly play a 

significant role in influencing where prospective students look, and also which universities they end up coming 

to.  These influencers can be categorised into three main groups:  past and existing students, family and friends, 

those within education.  A more recent influencer is that of online forums (Wolny&Charoensuksai 2014), and 

their role within the process needs to be understood more, as it appears to be a strong influencer within the 

process. 

Figure 3: Student influencers 

Past & existing students Family and friends Within education 

“I would rather talk to past students 

than talk to tutors, because from the 

students perspective it is more real” 

FG2 

“My brother convinced me of this course” 

FG5 

“The person at the 

open day/evening, 

and I talked to Mel 

and she seemed 

nice” FG4 

“When I applied, I came to the 

interview, and talked to some of the 

students working on their projects” FG2 

“A lot of friends were positive about 

Manchester” FG5 

“The teacher 

recommended to go 

to MMU” FG1 

“My friend, she is Japanese, she went to 

MMU.  She told me if you want to go to 

England you can try my university.  She 

said nice things about it” FG6 

“My parents are very supportive and they 

have also heard good things about 

Manchester.  I went to Chester for my 

degree, and it is quite a small city.  They 

thought Manchester would be broadening 

my horizons“ FG6 

“Because I was 

interested in graphic 

advertising, they 

(college) said 

MMU” FG2 

“After talking to my friend who studied 

here last year I definitely decided to 

come here” FG5 

“I showed my friend the course itinerary 

and he said go for it” FG5 

“My agent 

recommended the 

UK and MMU” FG5 

“I was looking in forums” FG3 “After talking to my friend who studied here 

last year, I definitely decided to come here” 

FG5 

 

“Student Room forum, that is where (I 

looked) before coming here” 

“My friends suggestion I change to here, I 

was surely going to Edinburgh” FG2 

 

“Just going through like seeing how like 

great reviews the university has” FG2 

“My friends have been studying in the Uni 

of Manchester and they didn’t have an 

interesting course and they knew about this 
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uni”. FG2 

“I think I found it through a website 

Whatuni or something.  It’s like a UK 

find a university and you kind of look for 

the course you want to do and they will 

recommend.  MMU was the top, a 

reviewed one” FG2 

“My brother and sister they study here, so I 

just came here” FG1 

 

 

The criteria used to make decisions for HE course is a widely researched area, and specifically at postgraduate 

level the Postgraduate Taught Experience Survey provides a lot of specific information in this area for the UK 

(Soilemetzidis et al., 2014).  However, it is useful to explore to see whether any new criteria appear.  A variety 

of factors were selected including: price, course content, location of Manchester, a new building, quick 

response, reputation, opportunities for internships/work placements, accredited by professional body and 

practical nature of course.  One student mentioned they had been on a taster course that was run at the 

University in Greenwich and that was why they had come to the course.  Price, course content and location were 

the most frequently mentioned factors though.  Two areas were mentioned that had not previously been covered 

in the literature, that of availability of internships, and also links with professional bodies and/or accreditations.  

The applied nature of the course was another important factor, although in existing research this may be covered 

within the area of content of the course. 

Each of the focus groups were asked about what Word Of Mouth(WOM)/electronic Word Of Mouth (eWOM) 

had taken place since starting on the course.  Focus groups 2 (International Creative Advertising students) and 4 

(Public Relations students) had undertaken more than the other two groups.  Examples in this area can be seen 

below: 

Figure 4: examples of WOM/eWOM 

Back home, where I come from, the 

university…. I have told them about 

the uni, and recommended it FG2 

I have posted about the building.  I 

have posted a link to MMU 

explaining a lot of it and stuff and 

a picture FG2 

I’ve done a blog post about 

postgraduate courses at MMU 

FG5 

I have spoken to my old tutors FG2 I have Tweeted a lot of things I 

have been doing in classes and 

things FG4 

 

I’ve updated my profile to show I 

am studying at Manchester 

Metropolitan, that’s all FG5 

I have spoken to the 

undergraduates that went on 

placement year, and say come here 

FG2 

I have used Twitter a few times to 

talk about the course FG2 

I have posted Facebook status and 

things about how the course is 

going FG4 

I just wrote personal messages to 

people who are interested in here 

and I told them how I found the 

university and actually one guy 

said he would consider coming 

here because he thought it sounded 

really good FG4 

I have taken a picture of my class 

and posted it on Foursquare and 

posted content on that link… and 

the view from the postgraduate 

common room FG2 

The only thing I have done is my 

Facebook profile saying that I am 

starting in this university FG3 

 

There appears to be a large amount of eWOM posting taking place, along with more traditional WOM, which 

has previously been associated with risk reduction (Mazzarol&Soutar (2007); Sweeney, Soutar& Turner 92008), 

and has higher levels of credibility (Bickart& Schindler (2001); Katz &Lazerfield (1995).  Therefore, this final 

stage is likely to have increasing influence on other stages, by other students going through the decision process.  

So for example, when searching for information, the comments made by existing/past students may be used.  

Also, this stage is increasingly linking to “significant others” – for example, an updated Facebook profile, and 

any other postings are likely to influence other friends that may be considering which university to study at.  
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Further research should therefore explore the links between these different stages and influences in order to 

determine how they are illustrated within a model. 

5 Implications 

There is some evidence to suggest that decisions within HE, although high involvement decisions, may not 

always be rational and that emotion plays a part.  Furthermore, the research demonstrates that a purely linear 

representation of the decision process is not accurate, and some evidence exists to suggest that prospective 

students may start with a narrow choice set, may not add further choices, but also may have this back-and-forth 

approach demonstrated in mainstream literature.  The time period each student starts on their journey appears to 

vary greatly, but how this impacts upon their decision journey is not yet known. The importance of 

eWOM/WOM within the process is very evident, from both a perspective of students commenting during their 

time on a course, but also their exposure to it throughout their own decision journey.  This can take many forms, 

appears to be highly influential, and because some of this is online can reach a much wider audience than 

through traditional WOM.  This suggests that universities increasingly need to focus on the student experience 

in order to generate positive eWOM/WOM at postgraduate level.   

Considering existing models, both within HE and in mainstream literature, the stages appear to be still highly 

relevant, with digitally connected students demonstrating both rational and emotional elements during their 

decision journey.  A post purchase evaluation stage is increasingly an important part of the process, with 

positive eWOM/WOM a useful marketing tool to attract further interest in universities and courses.  More 

recent, existing models, outside HE, have moved towards a circular illustration, as this is said to better illustrate 

this back-and-forth approach.  Within HE, a purely linear approach is still presented, and this research 

demonstrates that whilst the stages are highly relevant, not all students appear to progress through these stages 

in a rational and linear way, and therefore suggests that students might move back and forth between 

information search, evaluation of alternatives stage and decision stage.  Most importantly, after the decision 

stage at postgraduate level, some students appear to search for further information and evaluate further 

alternatives. 

6. Limitations 

This research was conducted at one English post-92 university, in the Department of Marketing, and therefore 

does not necessarily represent the views of all postgraduate students, throughout the UK.  Furthermore, focus 

groups allow views to be obtained at various points within the students’ decision journey, but do not allow each 

unique decision journey to be plotted. 

7. Future research 

Future in-depth interviews are required in order to map each students’ unique decision journey, especially to 

explore how searching, evaluation and decisions actually happen in reality.  A wider student population would 

also assist in looking at whether viewpoints are consistent across different course types and universities. 
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The purpose of this exploratory research is to empirically examine the mediating effect of consumer engagement 

and, in turn, brand satisfaction on the relationship between brand involvement and brand loyalty (Table 1). 

Involvement is defined as “a person’s perceived relevance of the object based on inherent needs, values and 

interests” (Zaichkowsky, 1985). Brand involvement plays a crucial role on forming a customer’s behavioral 

profile, as it deals not only with perceived physical, socio-psychological and time-related risk, but also with the 

individual’s self-expression ability (MacWilliam, 1997). Consumer engagement is one of the most prominent 

concepts in contemporary marketing and has attracted significant attention among academics. Consumer 

engagement is defined as “the level of a customer’s cognitive, emotional and behavioral investment in specific 

interactions with the brand” (Hollebeek, 2012). Consumers express their engagement through recommendations, 

word-of-mouth activity, helping other consumers, participation in customer or brand communities and through 

other customer to customer interactions (Bolton, 2011). Satisfaction is a consumer’s fulfillment response 

(Oliver, 1997). The extent to which the company is able to satisfy its customers is an indicator of its general 

health and prospects for the future (Fornell, 1992). Brand loyalty is an old marketing concept, originally 

reported almost a century ago (Foyrnier and Lao, 1997). The two main operationalizations of brand loyalty are: 

buying frequency and share of category requirements (Romaniuk and Nenyzc, 2011).  

 

Table 1: The Conceptual Model 

 
 

To test the research hypotheses, a survey among 515 Greek participants was conducted. Data was analysed 

using SPSS macro (PROCESS tool). Findings indicate that brand involvement is related to brand loyalty 

through consumer engagement and, in turn, brand satisfaction. The present study extends the relevant literature 

by providing indirect links between brand involvement and brand loyalty. It increases marketers’ understanding 

of the effects of brand involvement on brand loyalty and leads to practical suggestions and implications. Brand 

loyalty is one of the key variables that can affect a brand’s short-term, medium-term and long-term profitability. 

To date there is no evidence that brand involvement can influence brand loyalty through the mediating variables 

of consumer engagement and brand satisfaction. 
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Abstract 
 

The present study aims to investigate personality traits and emotional intelligence in young adults’ consumers 

who use social networks to make shopping. Consumer behavior has long been of interest to researchers. 

Contemporary research on Consumer Behavior considers a wide range of factors influencing the consumer, and 

acknowledges a broad range of consumption activities beyond purchasing. Νowadays, since online purchases is 

a daily practice, it is useful to study the behavior of online consumers who are social network users and make 

shopping via social media. Two basic components that influence consumer behavior are personality and 

emotional intelligence. Emotional intelligence is both characteristic of personality and intellectual capacity, 

which a person inherits from the genetic material of its parents and evolves - develops throughout lifetime. 

Personality’ refers to the pattern of thoughts, feelings and behavior that makes each individual separate from 

others. These affect the way of think, feeling and behaving towards itself and others. 

The data were collected by completion of the self-report questionnaire Trait Emotional Intelligence (TEIQue), 

as far as emotional intelligence concerned, and the Eysenck Personality Questionnaire (EPQ) as far as 

personality traits of personality disorders concerned. Specifically, for the collection of data electronic 

questionnaire TEIQue and EPQ were being created through Google Forms service and posted through the 

website “http://www.cicos.gr/iccmi2017/aptei”. Then the collected data were selected for analysis, with 

relevant transformations in order to have a suitable form for the implementation of the respective machine 

learning algorithms included in the software package R.  

Furthermore, the parameters of the corresponding set of algorithms were determined depending on the case of 

application to produce inference rules. Some of the algorithms implemented according to specific research 

questions that were applied, were the classification algorithms for the production of decision trees, regarding 

the four more general factors (welfare, self-control, emotionality and sociability) of emotional intelligence and 

also personality traits of social network consumers. The results obtained, after weighing and criteria basis, 

present consumers' rates, which in turn analyze the degree of emotional intelligence and personality traits. 

Personality and emotional intelligence index can play a crucial role in clarifying consumer behavior of social 

network users. 

Keywords: Personality Traits, Emotional Intelligence, Consumers, Social Networks, R, Data Mining 
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1. INTRODUCTION 

Contemporary research on Consumer Behavior considers a wide range of factors influencing the consumer, and 

acknowledges a broad range of consumption activities beyond purchasing. Two basic components that influence 

consumer behavior are personality and emotional intelligence. Personality’ refers to the pattern of thoughts, feelings 

and behavior that makes each individual separate from others. These affect the way of think, feeling and behaving 

towards itself and others. Emotional intelligence (EI) can be defined as the ability to monitor one's own and other 

people's emotions, to discriminate between different emotions and label them appropriately and to use emotional 

information to guide thinking and behavior. Trait EI is "a constellation of emotional self-perceptions located at the 

lower levels of personality." In lay terms, trait EI refers to an individual's self-perceptions of their emotional abilities. 

 

1.1. Eysenck Personality Questionnaire (EPQ) 

Various personality theories have been proposed. Of these, special mention has already been made in so-called 

"theories of traits". Such have been formulated by Allport, Guiiford, Cattell and Eysenck. These are different theories 

with common trait the factorial analysis of the characteristics and traits of the personality, as these are derived from a 

person's behavior. In this spirit, Eysenck's theory is about. It came from a combination of the description of Kant's 

personality traits in relation to Wundt's four idiosyncrasies and system dimensions and to some elements of Galen's 

theory and can be represented schematically as follows: 

The diagram proposed by Eysenck in 1947 distinguished 

the two basic dimensions of the personality, represented 

by two intersecting axes. At the two poles of the vertical 

axis, the maximum and minimum values of the 

dimension that Eysenck called "Emotionality or 

Instability or Neuroticism" were placed. The maximum 

value represented the existence of characteristics of 

instability, neuroticism, while the minimum referred to 

the existence of characteristics of emotional stability. On 

the horizontal axis, the other dimension of the 

personality was placed, the Inwardness - Extraversion. 

As on the vertical axis, the maximum value was 

referring to the personality traits of the extroverted type, 

as opposed to the other pole, that of the minimum value, 

which set the characteristics of introversion. 

The personality dimensions introduced by Eysenck are 

separate types of people, each of which involves a set of 

features traced back to their habits and their specific reactions. In particular, what is proposed is the detection of 

specific reactions of the individual, which will give evidence of his usual reactions and hence of his usual behavior. 

This will allow conclusions to be drawn for some key features of his personality. These attributes are considered as 

the factors that make up each of the three dimensions of personality (types). The relationship between the reactions 

and their regular appearance makes them reliable criteria for rendering certain characteristics to the personality of the 

person. That is, dimensions or types of personality are notions that include a group of related characteristics, which we 

deduce from the study of reactions and behavior of the individual. 

1.1.1. Description of psychometric scale EPQ 

In detail, the three dimensions of the personality that are proposed have the following characteristics: 

Extraversion-introversion: One who is defined as extrovert is social, loves gatherings, has many friends, and 

does not like reading and studying. Also, has a keen desire for emotion, does not lose opportunities, likes 

danger, reacts immediately and is generally impulsive. The typical introvert is quiet, isolated, intuitive who 

prefers books from people, is restrained and stays in a distance, except for very close friends and does not love 

intense emotions, also treats everyday problems seriously and prefers well-planned life, controls his feelings, is 

trustworthy, pessimistic and attaches great importance to moral values. Extroverted and introverted differ in 

their behavior and beliefs. 

 

Neurotism - Instability - Emotional Stability: Neurotism refers to the general emotional instability of the 

individual, to its emotional hyperactivity and to the tendency to develop neurotic symptoms under stress. People 

with high neurotic values are anxious, sad, sad, and often sad. When neurotism is accompanied by high 

Image 3 
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extroversion then the person is irritable, restless, even aggressive. Low prices, on the contrary, refer to an 

emotionally stable person with mild reactions and a generally stable system of values, attitudes and behavior. 

 

Psychoticism: Further exploration of Eysenck's personality dimensions has led to the observation that there is 

one more personality variable that manifests in the population as a whole - that is, in healthy and divergent - in 

the form of reaction patterns and is indicative of the possible appearance of psychotic elements. This variable 

was the third personality dimension, called "Psychotism" (P) and also refers to subjective personality traits. This 

predisposition exists to varying degrees in all individuals, and only its very high value may be an indication of 

some form of psychosis. The result of these observations was the development of a measurement scale of the 

three dimensions of the personality (E, N, P) and a complementary dimension of the L, which measures the 

falsehood of the answers given by the person questioned during the questionnaire. The new scale, presented by 

the Eysenck couple in 1975, was named the Eysenck Personality Questionnaire (E.P.Q.). 

 

1.2. Trait Emotional Intelligence (EI) 

For recording, tracing and evaluation concerning the emotional intelligence was used the standardized scale 

Trait Emotional Intelligence (TEIQue) which examines the Trait model of EI as proposed by K.V. Petrides. The 

Trait Emotional Intelligence Questionnaire is a self-report questionnaire that has been developed to cover the 

trait EI sampling domain comprehensively. Questionnaire measures of EI have been proliferating over the past 

few years, and it is important to mention three advantages of the TEIQue over them to justify the focus of this 

research. First, the TEIQue is based on a psychological theory that integrates the construct into mainstream 

models of differential psychology. Second, the TEIQue provides comprehensive coverage of the 15 facets of the 

trait EI sampling domain. Several independent studies have demonstrated the ability of the TEIQue to predict 

criteria (outcomes) significantly better than other 

questionnaires. Third, the full TEIQue has excellent 

psychometric properties. Finally, the TEIQue has been 

used in numerous studies wherein the assessment of 

affective aspects of personality was required. These 

include research in the areas of neuroscience, 

relationship satisfaction, psychopathology, addictions, 

reaction time, general health, and behavioral genetics. 

The TEIQue provides an operationalization for the 

model of Petrides and colleagues that conceptualizes EI 

in terms of personality. The test encompasses 15 

subscales organized under four factors: well-being, self-

control, emotionality and  sociability.  

 

1.2.1. Description of psychometric scale EI 

Well being: The Well-being factor comprises three 

different traits: Happiness, Optimism and Self-esteem. 

They measure how people judge their general level of life 

satisfaction. Well-being reflects people's perceptions of how cheerful and content they usually feel, whether they 

are optimistic about the future and how much they value themselves. 

Self control: The Self-control factor describes how far people think they can control their impulses or are 

controlled by them. It comprises three different traits: Impulse Control, Stress Management and Emotional 

Regulation. 

Emotionality: The Emotionality factor comprises four different traits: Empathy, Emotion Perception, Emotion 

Expression and Relationships. Together they indicate how aware you may be of your own emotions and 

feelings, as well as those of other people. Scores on these traits tend to reflect how highly you value this 

'emotional literacy' and when and how you make use of it. Self-aware people, who use emotionality in a 

balanced way, respond compassionately towards the emotions and feelings of others at the right time. 

Sociability: The Sociability factor describes how comfortable people feel in different social contexts, from 

parties and social gatherings to formal business meetings. In completing the questionnaire, you have suggested 

how confident you feel in dealing with diverse sorts of people, how far you believe you influence others, and 

how comfortable you are in arguing your corner. The Sociability factor is a combination of Emotion 

Management, Assertiveness and Social Awareness traits. 

Image 4 
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2. METHODOLOGY 

In this paper were applied Machine Learning and Data Mining methods in order to evaluate the personality 

dimensions (EPQ) with emotional intelligence quotient (TEIQue) of social network consumers. The 

methodology, that was adopted, consists of three concrete phases. During the first phase electronic 

questionnaires were created and posted through the website http://www.cicos.gr. Subsequently, data were 

collected and preprocessed from the questionnaires. The data set for analysis was consisted of demographics 

elements of responders, such as the gender, the birth-place, the place of present residence, educational 

background of both the respondents and their parents, professional occupation of parents and also of subscales 

of the EPQ and TEIQue tests. During the third phase, the data set was analyzed based on Data Mining 

techniques and evaluate the results. More specifically, we utilized classification algorithms so as to manage to 

describe the hidden patterns underlying in the data. Decision trees are a powerful way in order to represent and 

facilitate statements analysis (psychological) principally, comprising successive decisions and variable results in 

a designated period.  

 

2.1. Personality, Emotions and Decision-Making in Consumer Behavior 

In international literature, the importance of emotion and traits of personality in decision making has been 

studied (Gohm and Clore, 2002; Luce 1998; Ruth 2001). The research is about to fully understand how 

consumers’ use emotional information to make effective decisions according to their traits of personality. A 

growing body of research continues to focus on the emotions present in consumption situations; however a 

better understanding of emotional processing abilities can have important effects on consumer performance 

outcomes. The current research focuses on emotional intelligence, in personality of consumer and in consumer 

behavior of young adults who are social network users.   

Consumer emotional intelligence is defined here as a person’s ability to use emotional information to achieve a 

desired consumer outcome, comprised as a set of first order emotional abilities that allow individuals to 

recognize the meanings of emotional patterns that underlie consumer decision making and to reason and solve 

problems on the basis of them (Mayer and Salovey 1997). A better understanding of emotional ability can have 

considerable value in extending knowledge of consumer behavior. For example, it can provide answers to 

questions such as; how does emotional processing influence purchase decisions; which decisions do high vs. 

low EI consumers more readily make; how might EI influence relationships between key consumer variables 

such as impulsivity and purchase intention? Additionally, with this knowledge of emotional ability, we may be 

able to identify those consumer’s who make the highest (and lowest) quality consumer decisions. For instance, 

consumers with high levels of nutrition knowledge who lack the emotional ability to understand which emotions 

are important and how to manage those emotions toward unhealthy eating, are likely to make poor quality 

decisions. Understanding these emotional deficiencies can provide a means to subsequently improve the quality 

of consumption decisions. 

 

As far as the repercussion of personality traits in consumer behavior, recent advances in personality psychology 

can help us predict consumer motivation. Traits are defined as enduring and stable patterns of behavior, 

attitudes, emotions, that vary between individuals. Traditionally, researchers were interested 

in understanding how individuals differ, and so they put a great deal of effort into discovering how to measure, 

map, and define personality traits. An effort was made through trait theory in order to define personality traits. 

Trait theory suggests that personality is made up of a set of quantitative measurable characteristics or units 

known as traits. Traits are pre-dispositional attribute and are relatively stable (McLeod, 2014). Every personality 

has a unique combination of traits and given its stability, people with a given combination of traits can be 

expected to behave consistently across situations and over time. The development of trait theory is attributed to 

the pioneering works of psychologists such as, Gordon Alport, Henry Odbert Raymond Cattell and Hans 

Eysenck (Myers, 1995; Burger, 2000; Franzoi, 2002). The trait theory that is being examined through the 

current paper is Eysenck’s theory. Eysenck (1947) developed a model of personality based on three traits: 

“introversion/extroversion, neuroticism/emotional stability, and psychoticism” (Franzoi, 2002: 398). 

Researchers are now reconceptualizing what traits are and where they come from--with traits being understood 

as chronic motivators that drive their decision-making. For example, researchers have linked personality traits to 

diverse outcomes such as experiential buying tendencies, political orientation, natural language use, preference 

in pets, the state of one’s personal living space, and even more important life outcomes such as divorce, 

morbidity, and occupational attainment. Some recent data suggests that people who find themselves in disease-

ridden environments tend to be less open and extraverted, presumably because this makes them less motivated 

to explore and interact with others (which reduces the chance they will become infected). 

https://www.psychologytoday.com/basics/motivation
http://www.beyondthepurchase.org/explore.php#personality
https://www.psychologytoday.com/basics/empathy
https://www.psychologytoday.com/basics/decision-making
http://www.beyondthepurchase.org/blog/09/can-money-buy-happiness-yes-when-spent-correctly/
http://www.sciencedaily.com/releases/2010/06/100609111312.htm
http://cdp.sagepub.com/content/10/3/90.short
http://www.2ndchance.info/toxoplasmosis-Gosling2010.pdf
http://www.2ndchance.info/toxoplasmosis-Gosling2010.pdf
http://personal.stevens.edu/~ysakamot/175/paper/roomwithacue.pdf
http://projects.ori.org/lrg/PDFs_papers/Roberts_etal_2007_Power_of_personality_PPS.pdf
http://projects.ori.org/lrg/PDFs_papers/Roberts_etal_2007_Power_of_personality_PPS.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf


5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

137 
 

2.2. Data Mining Techniques 

 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining tasks. 

Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge which 

can be used to classify data into predefined classes, described by a set of attributes. The extracted knowledge 

can be represented using various schemas. Decision trees, "if-then" rules and neural networks are the most 

popular such schemas. A lot of algorithms have been proposed in the literature for extracting classification rules 

from large relational databases, such as symbolic learning algorithms including decision trees algorithms (e.g. 

C4.5) and rule based algorithms (e.g. CN2), connectionist learning algorithms (e.g. back{propagation networks), 

instance-based algorithms (e.g. PEBLS) and hybrid algorithms. Association rules can be used to represent 

frequent patterns in data, in the form of dependencies among concepts attributes. In this paper, we consider the 

special case, that is known as the market basket problem, where concepts-attributes represent products and the 

initial database is a set of customer purchases (transactions). 

 

3. RESULTS 

Classification methods aim to identify the classes from some descriptive traits. They find utility in a wide range 

of human activities and particularly in automated decision making. Decision trees are a very effective method of 

supervised learning. It aims is the partition of a dataset into groups as homogeneous as possible in terms of the 

variable to be predicted. It takes as input a set of classified data, and outputs a tree that resembles to an 

orientation diagram where each end node (leaf) is a decision (a class) and each non- final node (internal) 

represents a test. Each leaf represents the decision of belonging to a class of data verifying all tests path from the 

root to the leaf. The tree is simpler, and technically it seems easy to use. In fact, it is more interesting to get a 

tree that is adapted to the probabilities of variables to be tested. Mostly balanced tree will be a good result. If a 

sub-tree can only lead to a unique solution, then all sub-tree can be reduced to the simple conclusion, this 

simplifies the process and does not change the final result. Ross Quinlan worked on this kind of decision trees. 

Decision trees are built in "ctree (Conditional Inference Trees)" by using a set of training data or data sets. At 

each node of the tree, "ctee" chooses one attribute of the data that most effectively splits its set of samples into 

subsets enriched in one class or the other. Its criterion is the normalized information gain (difference in entropy) 

that results from choosing an attribute for splitting the data. The attribute with the highest normalized 

information gain is chosen to make the decision. During the construction of the decision tree, it is possible to 

manage data for which some attributes have an unknown value by evaluating the gain or the gain ratio for such 

an attribute considering only the records for which this attribute is defined. Using a decision tree, it is possible to 

classify the records that have unknown values by estimating the probabilities of different outcomes. Ctree builds 

decision trees from a set of training data in the same way as ID3 or C4.5, using the concept of information 

entropy.  

The training data is a set  of already classified samples. Each sample  consists of a p-

dimensional vector , where the  represent attribute values or features of the sample, 

as well as the class in which  falls. At each node of the tree, "ctree" chooses the attribute of the data that most 

effectively splits its set of samples into subsets enriched in one class or the other. The splitting criterion is the 

normalized information gain (difference in entropy). The attribute with the highest normalized information gain 

is chosen to make the decision.  

 

The "ctree" algorithm then recurs 

on the smaller sublists. In order 

to specify the best result, it was 

necessary to fit the data to the 

model in a proper way. This task 

was carried away by changing 

and testing the controls of 

"ctree". 

 

The parameters in the control 

function that were altered are: 

Figure 5 

https://en.wikipedia.org/wiki/ID3_algorithm
https://en.wikipedia.org/wiki/Entropy_(information_theory)
https://en.wikipedia.org/wiki/Entropy_(information_theory)
https://en.wikipedia.org/wiki/Information_gain
https://en.wikipedia.org/wiki/Entropy_(information_theory)
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 mincriterion: The value of the test statistic (for testtype == "Teststatistic"), or 1 - p-value (for other 

values of testtype) that must be exceeded in order to implement a split. 

 minsplit: The minimum sum of weights in a node in order to be considered for splitting. 

 mtry: The number of input variables randomly sampled as candidates at each node for random forest 

like algorithms. 

 maxdepth: The maximum depth of the tree.  

Tree 1 

 Depended variable: birthyear 

 Independed variables: sex, 

well_being, sociability, 

emotionality, self_control  

 ‘mincriterion’ value: 0.09 

 ‘minsplit’ value: 50L 

 ‘mtry’ value: Inf (Infinite) 

 ‘maxdepht’ value: Inf 

(Infinite) 

Tree 2 

 Depended variable: birthyear 

 Independed variables: Rest  

 ‘mincriterion’ value: 

0.009 

 ‘minsplit’ value: 50L 

 ‘mtry’ value: Inf (Infinite) 

 ‘maxdepht’ value: Inf (Infinite) 

 

 

3.1. Mining Association Rules 

Association Rule Mining is a common technique used to find associations between many variables. In Data 

Mining, Apriori is a classic algorithm for learning association rules. Apriori is designed to operate on databases 

containing transactions (for example data collected from surveys in this case). As is common in association rule 

mining, given a set of item sets, the algorithm attempts to find subsets which are common to at least a minimum 

number C of the itemsets.  

Apriori uses a "bottom up" approach, where frequent subsets are extended one item at a time, and groups of 

candidates are tested against the data. The algorithm terminates when no further successful extensions are found. 

Apriori uses breadth-first search and a tree structure to count candidate item sets efficiently. It generates 

candidate item sets of length k from item sets of length k − 1. Then it prunes the candidates which have an 

infrequent sub pattern. According to the downward closure lemma, the candidate set contains all frequent k-

length item sets. After that, it scans the transaction database to determine frequent item sets among the 

candidates. 

 

 Association rules present association or correlation between item sets. An association rule has the 

form of A B, where A and B are two disjoint item sets. 

  

 The Goal: studies whether the occurrence of one feature is related to the occurrence of others. 

 Three most widely used 

measures for selecting interesting 

rules are:  

Support is the percentage of cases in 

the data that contains both A and B,  

Figure 6 

Figure 7 
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Confidence is the percentage of cases containing A that also contain B, and  

Lift is the ratio of confidence to the percentage of cases containing B. 

3.2. Apriori rules visualization 

 Grouped Matrix plot 

 Antecedents (columns) in the matrix are grouped 

using clustering. Groups are represented as balloons in the 

matrix. 

 Graph 

 Represents the rules (or itemsets) as a graph. 

Specifically of our use, the parameters that were altered 

are:  

 control=list(type="items") 

 Paracoord 

 Parallel coordinate charts 

are a visualization that consists 

of N amount of vertical axes, each 

representing a unique data set of 61 

rules, with lines drawn across the 

axes. The lines show the relationship 

between the axes, much like scatter 

plots, and the patterns that the lines 

form indicates the relationship. We 

can also gather details about the 

relationships between the axes when 

you see the clustering of lines. Let’s 

take a look at this using the chart 

below as an example. Specifically of 

our use, the parameters that were 

altered are: 

 control=list(reorder=TRUE) 

Apriori rules 

For the top 61 rules that were extracted from the apriori the following parameters were altered: 

 support: A numeric value for the minimal support of an item set 

 confidence: A numeric value for the minimal confidence of rules/association hyperedges 

Specifically of our use: Support: 0.5, Confidence: 0.9 

After the extraction, the top 12 rules, also, presented lift approximately 1. 
 

lhs      rhs  support    confidence           lift     

Age=[18-23],  L_Lie.Social.Desirability=LOW, self_control=HIGH,sociability=LOW => {E_Extraversion.Introversion=LOW} 0.1097561  0.9000000 1.447059 

{Age=[18-23],  Mother_job=Housekeeping,  well_being=HIGH, sociability=LOW}    => {E_Extraversion.Introversion=LOW} 0.1097561  0.9000000 1.447059 

Sex=Female, Mother_edu=Higher Education,  self_control=HIGH}   => {E_Extraversion.Introversion=LOW} 0.1097561  0.9000000 1.447059 

{Mother_job=Public Servant,  self_control=HIGH} => {E_Extraversion.Introversion=LOW} 0.1097561  0.9000000 1.447059 

{Education=Higher Education, P_Psychoticism.Socialisation=LOW,  N_Neuroticism.Stability=HIGH,  sociability=LOW} => {E_Extraversion.Introversion=LOW} 0.1219512  0.909090

9 1.461676 

{City=CEPHALONIA,  L_Lie.Social.Desirability=LOW,  self_control=HIGH} => {E_Extraversion.Introversion=LOW} 0.1219512  1.0000000 1.607843 

{Education=Higher Education,  N_Neuroticism.Stability=HIGH, self_control=LOW,   sociability=LOW} => {E_Extraversion.Introversion=LOW} 0.1219512  1.0000000 1.607843 

Figure 8 

Figure 9 
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{Sex=Female, Age=[18-23], City=ATHENS, sociability=LOW}  => {N_Neuroticism.Stability=HIGH} 0.1219512  1.0000000 2.050000 

 

{Sex=Female,  Age=[18-23], self_control=HIGH,  emotionality=HIGH}  => {N_Neuroticism.Stability=LOW}  0.1341463  1.0000000 1.952381 

{Age=[18-23],  City=ATHENS,   sociability=LOW}  => {N_Neuroticism.Stability=HIGH} 0.1341463  0.9166667 1.879167 

{City=ATHENS,  Father_job=Retired,well_being=HIGH,  self_control=HIGH} => {N_Neuroticism.Stability=HIGH} 0.1219512  0.9090909 1.863636 

Age=[18-23],  City=CEPHALONIA, self_control=HIGH, emotionality=HIGH} => {N_Neuroticism.Stability=LOW}  0.1219512  0.9090909 1.774892 

  

 

 

4. CONCLUSION 

One general determination of the results can be exported in order to conclude and explain the consumer 

behavior of young adults in social networks. This paper can be a useful tool in the field of Marketing in order to 

decode psychological issues of young adulthood in the sector of emotional intelligence between males and 

females. 
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Abstract  
 

Despite the importance of emotion in decision making (e.g., ohm and Clore 2002; Luce 1998; Pham 1998; Ruth 

2001), research has yet to fully understand how consumers’ use emotional information to make effective 

decisions. A growing body of research continues to focus on the emotions present in consumption situations, 

however a better understanding of emotional processing abilities can have important effects on consumer 

performance outcomes. The current research focuses on the impact of emotional intelligence onconsumer 

decision making and evaluates the consumer emotional ability in a sample of social network users. Additionally, 

through the present project, empathy, personality and emotional intelligence are being measured as intrusive 

variables that mediate and determine the consumer decision making.  

The innovative element of the current project was the application of data mining methods in psychometrics. 

Specifically, in order to clarify the consumer emotional decision making, were administered to the participants’ 

five scales that have been created through Google Forms service and posted through the website 

“http://www.cicos.gr/iccmi2017/epeim”. Then the collected data were selected for analysis, with relevant 

transformations in order to have a suitable form for the implementation of the respective machine learning 

algorithms included in the software package R. The administered scales were: a) Consumer Emotional Ability 

Scale-Revised by the present authors in order to define how emotional intelligence affected performance among 

consumer relationships, b) Empathy Quotient a new self-report questionnaire, for use with adults of normal 

intelligence, c) Balanced Emotion Empathy Scale in order to assess the emotive component of empathy, d) 

Eysenck Personality Questionnaire, measuring personality traits, e) Emotional Intelligence Questionnaire, 

defining four aspects of emotionally thinking. 

Findings of the present research indicated that emotional ability predicts consumer performance beyond the 

effects of cognitive ability, supporting the importance of the emotional ability construct in consumer behavior. 

 

Keywords: Consumer Ability, Emotional Intelligence, empathy, decision making, R, Machine Learning 
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1. INTRODUCTION 

Emotions and personality are a key element of judgment and decision-making, as they bring important 

information about who we are and how we interact with others. Little is known about how emotions affect 

performance in marketing. Applying emotional theories to marketing has led to research centered on: 1) 

Emotion as a precursor to behavior, 2) Emotion as a consequence, and 3) Emotion as mediated or moderate 

influence on marketing relationships. What is the role of emotions in exchanges and relationships and how do 

consumers use emotional information to make marketing decisions? These questions remain to be scrutinized. 

The cognitive framework of emotional intelligence and its association with the personality dimensions of a 

person (consumer) has been applied in this research to give some possible answers. 

 
1.1. Consumer emotional ability scale (CEAS) 

The Consumer Emotional Ability Scale examines the contribution of emotional influences as prognostic, results, 

moderators and behavior mediators, trying to explore how individuals use real emotions and emotional 

information to perform desirable behaviors in a context of consumption. The use of emotional (or cognitive) 

information to achieve a desired result implies the ability to process and use this information. The CEAS 

controls the concept of emotional 

competence and the way it relates to 

behavioral performance in marketing. Scale 

based on four underlying emotional abilities 

(i.e., perceiving, facilitating, understanding, 

managing). This instrument allowed for 

further examination of how emotional 

intelligence affected performance among 

consumer relationships. The Four-Branch 

Model of Consumer Emotional Intelligence 

Branch name Brief description of skills: 
 

 Perceiving Emotion (Branch 1) 

The ability to perceive emotions in oneself, and 

others as well as in faces, objects, products, packaging and other stimuli. 

 Facilitating Emotion (Branch 2) 

The ability to generate, use, and feel emotion as necessary to communicate feelings, or employ them in other 

cognitive processes. 

 Understanding Emotion (Branch 3) 

The ability to understand consumer-related emotional information and understand how emotions combine, blend 
to get her and change. 

 Managing Emotion (Branch 4) 

The ability to be open to feelings, and to modulate them in oneself and others so as to promote understanding 

and growth of consumer applications and relationships. 

 

1.2. The Empathy Quotient (EQ) 

The emotional approach defines empathy as the 

emotional response of the observer to the emotional 

state of another. Empathy allows us to understand the 

intentions of others, to predict their behavior and to 

experience a feeling caused by their movement. As a 

result, our sympathy allows us to interact effectively in 

the social world, push us to help others and prevent us 

from harming others. 

Image 2: A simple model showing the two overlapping 

components of empathy and how sympathy is a special 

case of the affective component of empathy
1
. 

                                                           
1 + Feeling an appropriate emotion triggered by seeing/learning of another’s emotion. 

Image 5 

Image 6 
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The Empathy Quotient (EQ) was designed to be short, easy to use, and easy to score. The EQ comprises 60 

questions, broken down into two types: 40 questions tapping empathy and 20 filler items. The 20 filler items 

were included to distract the participant from a relentless focus on empathy. Empathy is an essential part of 

normal social functioning, yet there are precious few instruments for measuring individual differences in this 

domain. In this paper we applied this self-report questionnaire for use with adults of normal intelligence. 

1.3. The Balanced Emotional Empathy Scale 

(BEES) 

The Balanced Emotional Empathy Scale (BEES) is designed 

to assess the emotive component of empathy. Typically, the 

empathy construct has been separated into two types: 

cognitive and emotional. Cognitive empathy refers to 

imaginatively understanding another person’s thoughts, 

feelings and actions. Emotional empathy is feeling the 

emotion of another person, but maintaining a 

compassionate, other-focused perspective. The above 

questionnaire provides an indication of five components of 

emotional intelligence. 

Self-awareness: This component provides the basis for all 

the other components of emotional intelligence. Self-

awareness means being aware of what you are feeling, being 

conscious of the emotions within yourself. 

Managing emotions: The second key component of emotional 

intelligence is managing emotions. This means you are able to balance your moods so that worry, anxiety, fear, or 

anger does not get in the way of what needs to be done. People who manage their emotions perform better because 

they are able to think clearly. 

Motivating oneself: This ability to be hopeful and optimistic despite obstacles, setbacks, or even outright failure is 

crucial for pursuing long-term goals in life or in business.  

Empathy: The fourth component is empathy, which means being able to put yourself in someone else’s shoes–to 

recognize what others are feeling without them needing to tell you. 

Social skill: The ability to connect to others, build positive relationships, respond to the emotions of others and 

influence others is the final component of emotional intelligence. 

1.4. Eysenck Personality Questionnaire (EPQ) 

The personality dimensions introduced by Eysenck are 

separate types of people, each of which involves a set of 

features traced back to their habits and their specific 

reactions. In particular, what is proposed is the detection of 

specific reactions of the individual, which will give 

evidence of his usual reactions and hence of his usual 

behavior. This will allow conclusions to be drawn for some 

key features of his personality. These attributes are 

considered as the factors that make up each of the three 

dimensions of personality (types). The relationship between 

the reactions and their regular appearance makes them 

reliable criteria for rendering certain characteristics to the 

personality of the person. That is, dimensions or types of 

personality are notions that include a group of related 

                                                                                                                                                                                     
# Understanding and/or predicting what someone else might think feel, or do. 

* Feeling an emotion triggered by seeing/learning of someone else’s distress. 

Image 7 

Image 8 
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characteristics, which we deduce from the study of reactions and behavior of the individual. 

In detail, the three dimensions of the personality that are proposed have the following characteristics: 

 Extraversion-introversion: One who is defined as extrovert is social, loves gatherings, has many 

friends, and does not like reading and studying. Also has a keen desire for emotion, does not lose 

opportunities, likes danger, reacts immediately and is generally impulsive. 

 Neurotism - Instability - Emotional Stability: Neurotism refers to the general emotional instability of 

the individual, to its emotional hyperactivity and to the tendency to develop neurotic symptoms under 

stress. 

 Psychoticism: Further exploration of Eysenck's personality dimensions has led to the observation that 

there is one more personality variable that manifests in the population as a whole - that is, in healthy 

and divergent - in the form of reaction patterns and is indicative of the possible appearance of psychotic 

elements. This variable was the third personality dimension, called "Psychotism" (P) and also refers to 

subjective personality traits.  

 

The result of these observations was the development of a measurement scale of the three dimensions of the 

personality (E, N, and P) and a complementary dimension of the L, which measures the falsehood of the 

answers given by the person questioned during the questionnaire. The new scale, presented by the Eysenck 

couple in 1975, was named the Eysenck Personality Questionnaire (E.P.Q.). 

 

1.5. Trait Emotional Intelligence (EI) 

For recording, tracing and evaluation concerning the 

emotional intelligence was used the standardized scale 

Trait Emotional Intelligence (TEIQue) which 

examines the Trait model of EI as proposed by K.V. 

Petrides. The Trait Emotional Intelligence 

Questionnaire is a self-report questionnaire that has 

been developed to cover the trait EI sampling domain 

comprehensively. Questionnaire measures of EI have 

been proliferating over the past few years, and it is 

important to mention three advantages of the TEIQue 

over them to justify the focus of this research.  

First, the TEIQue is based on a psychological theory 

that integrates the construct into mainstream models 

of differential psychology.  

Second, the TEIQue provides comprehensive 

coverage of the 15 facets of the trait EI sampling 

domain. Several independent studies have demonstrated the 

ability of the TEIQue to predict criteria (outcomes) significantly better than other questionnaires.  

Third, the full TEIQue has excellent psychometric properties.  

 

Finally, the TEIQue has been used in numerous studies wherein the assessment of affective aspects of 

personality was required. These include research in the areas of neuroscience, relationship satisfaction, 

psychopathology, addictions, reaction time, general health, and behavioral genetics.  

The TEIQue provides an operationalization for the model of Petrides and colleagues that conceptualizes EI in 

terms of personality. The test encompasses 15 subscales organized under four factors:  

 

Well being: The Well-being factor comprises three different traits: Happiness, Optimism and Self-esteem. They 

measure how people judge their general level of life satisfaction.  

Self control: The Self-control factor describes how far people think they can control their impulses or are 

controlled by them. It comprises three different traits: Impulse Control, Stress Management and Emotional 

Regulation. 

Emotionality: The Emotionality factor comprises four different traits: Empathy, Emotion Perception, Emotion 

Expression and Relationships. Together they indicate how aware you may be of your own emotions and 

feelings, as well as those of other people. 

Image 9 
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Sociability: The Sociability factor describes how comfortable people feel in different social contexts, from 

parties and social gatherings to formal business meetings.  

 

2. METHODOLOGY 

In this paper were applied Machine Learning and Data Mining methods in order to evaluate the Consumer 

Emotional Ability Scale (CEAS), the Empathy Quotient Scale (EQ), the Balanced Emotional Empathy Scale 

(BEES), Eysenck Personality Questionnaire (EPQ) and Emotional Intelligence Quotient (TEIQue) of social 

network consumers. The methodology, that was adopted, consists of three concrete phases. During the first 

phase electronic questionnaires were created and posted through the website http://www.cicos.gr. Subsequently, 

data were collected and preprocessed from the questionnaires. The data set for analysis was consisted of 

demographics elements of responders, such as the gender, the birth-place, the place of present residence, 

educational background of both the respondents and their parents, professional occupation of parents and also of 

subscales of the CEAS, EQ, BEES, EPQ and TEIQue tests. During the third phase, the data set was analyzed 

based on Data Mining techniques and evaluate the results. More specifically, we utilized classification 

algorithms so as to manage to describe the hidden patterns underlying in the data. Decision trees are a powerful 

way in order to represent and facilitate statements analysis (psychological) principally, comprising successive 

decisions and variable results in a designated period.  

 

2.1. Personality, Empathy, Emotion Ability/ Intelligence in Consumer Behavior 

In international literature, the importance of emotion and traits of personality in decision making has been 

studied (Gohm and Clore, 2002; Luce 1998; Ruth 2001). The research is about to fully understand how 

consumers’ use emotional information to make effective decisions according to their traits of personality. A 

growing body of research continues to focus on the emotions present in consumption situations; however a 

better understanding of emotional processing abilities can have important effects on consumer performance 

outcomes. The current research focuses on emotional intelligence, in personality of consumer and in consumer 

behavior of young adults who are social network users.   

Consumer emotional intelligence is defined here as a person’s ability to use emotional information to achieve a 

desired consumer outcome, comprised as a set of first order emotional abilities that allow individuals to 

recognize the meanings of emotional patterns that underlie consumer decision making and to reason and solve 

problems on the basis of them (Mayer and Salovey 1997). A better understanding of emotional ability can have 

considerable value in extending knowledge of consumer behavior. For example, it can provide answers to 

questions such as; how does emotional processing influence purchase decisions; which decisions do high vs. 

low EI consumers more readily make; how might EI influence relationships between key consumer variables 

such as impulsivity and purchase intention? Additionally, with this knowledge of emotional ability, we may be 

able to identify those consumer’s who make the highest (and lowest) quality consumer decisions. For instance, 

consumers with high levels of nutrition knowledge who lack the emotional ability to understand which emotions 

are important and how to manage those emotions toward unhealthy eating, are likely to make poor quality 

decisions. Understanding these emotional deficiencies can provide a means to subsequently improve the quality 

of consumption decisions. 

 

As far as the repercussion of personality traits in consumer behavior, recent advances in personality psychology 

can help us predict consumer motivation. Traits are defined as enduring and stable patterns of behavior, 

attitudes, emotions, that vary between individuals. Traditionally, researchers were interested 

in understanding how individuals differ, and so they put a great deal of effort into discovering how to measure, 

map, and define personality traits. An effort was made through trait theory in order to define personality traits. 

Trait theory suggests that personality is made up of a set of quantitative measurable characteristics or units 

known as traits. Traits are pre-dispositional attribute and are relatively stable (McLeod, 2014). Every personality 

has a unique combination of traits and given its stability, people with a given combination of traits can be 

expected to behave consistently across situations and over time. The development of trait theory is attributed to 

the pioneering works of psychologists such as, Gordon Alport, Henry Odbert Raymond Cattell and Hans 

Eysenck (Myers, 1995; Burger, 2000; Franzoi, 2002). The trait theory that is being examined through the 

current paper is Eysenck’s theory. Eysenck (1947) developed a model of personality based on three traits: 

“introversion/extroversion, neuroticism/emotional stability, and psychoticism” (Franzoi, 2002: 398). 

https://www.psychologytoday.com/basics/motivation
http://www.beyondthepurchase.org/explore.php#personality
https://www.psychologytoday.com/basics/empathy
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Researchers are now reconceptualizing what traits are and where they come from--with traits being understood 

as chronic motivators that drive their decision-making. For example, researchers have linked personality traits to 

diverse outcomes such as experiential buying tendencies, political orientation, natural language use, preference 

in pets, the state of one’s personal living space, and even more important life outcomes such as divorce, 

morbidity, and occupational attainment. Some recent data suggests that people who find themselves in disease-

ridden environments tend to be less open and extraverted, presumably because this makes them less motivated 

to explore and interact with others (which reduces the chance they will become infected). 

2.2. Data Mining Techniques 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining tasks. 

Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge which 

can be used to classify data into predefined classes, described by a set of attributes. The extracted knowledge 

can be represented using various schemas.  

 

3. RESULTS 

3.1. Association Rule Learning 

Association rule learning is a rule-based machine learning method for discovering interesting relations between 

variables in large databases. It is intended to identify strong rules discovered in databases using some measures 

of interestingness. They are usually required to satisfy a user-specified minimum support and a user-specified 

minimum confidence at the same time. Association rule generation is usually split up into two separate steps: 

 

i. A minimum support threshold is applied to find all frequent itemsets in a database. 

ii. A minimum confidence constraint is applied to these frequent itemsets in order to form rules. 

iii. While the second step is straightforward, the first step needs more attention. 

 

 

Three most widely used measures 
2
for selecting interesting rules are:  

Support 

Support is an indication of how frequently the itemset appears in the dataset. 

Confidence 

Confidence is an indication of how often the rule has been found to be true. 

Lift 

Is the ratio of the observed support to that expected if X and Y were independent. 

 

Apriori is an algorithm for frequent item set mining and association rule learning over transactional databases. It 

proceeds by identifying the frequent individual items in the database and extending them to larger and larger 

item sets as long as those item sets appear sufficiently often in the database. The frequent item sets determined 

by Apriori can be used to determine association rules which highlight general trends in the database. 

 

Visualizing Extracted Rules 

Visualization has a long history of making large data sets better accessible using techniques like selecting and 

zooming. In this paper we use the R-extension package “arulesViz” which implements several known and novel 

visualization techniques to explore association rules. Below, we represent the extracted rules in a variety of 

ways with different techniques. 

                                                           
2
Every rule is composed by two different sets of items, also known as itemsets, X and Y, where X is called antecedent or 

left-hand-side (LHS) and Y consequent or right-hand-side (RHS). 

 

https://www.psychologytoday.com/basics/decision-making
http://www.beyondthepurchase.org/blog/09/can-money-buy-happiness-yes-when-spent-correctly/
http://www.sciencedaily.com/releases/2010/06/100609111312.htm
http://cdp.sagepub.com/content/10/3/90.short
http://www.2ndchance.info/toxoplasmosis-Gosling2010.pdf
http://www.2ndchance.info/toxoplasmosis-Gosling2010.pdf
http://personal.stevens.edu/~ysakamot/175/paper/roomwithacue.pdf
http://projects.ori.org/lrg/PDFs_papers/Roberts_etal_2007_Power_of_personality_PPS.pdf
http://projects.ori.org/lrg/PDFs_papers/Roberts_etal_2007_Power_of_personality_PPS.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf
http://www2.psych.ubc.ca/~schaller/MurraySchaller2010.pdf
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Graph-based visualization 

 

 

 

Graph-based visualization offers a 

very clear representation of rules 

but they tend to easilybecome 

cluttered and thus are only viable 

for very small sets of rules 

 
 

Grouped Matrix Visualization 

 

 

 

Antecedents (columns) in the 

matrix are grouped using 

clustering. Groups are represented 

as balloons in the matrix. 

 
 

Parallelcoordinates visualization 

 

 

Parallel coordinates plots are 

designed to visualize 

multidimensional data where each 

dimension is displayed separately 

on the x-axis and the y-axis is 

shared. Each data point is 

represented by a line connecting 

the values for each dimension 

 
 

Apriori rules 

Specifically of our use we altered the Support and Confidence values to 50% and 90% respectively 

A sample of the extracted rules (Top 10) 
 
lhs                                             rhs                                            support confidence     lift 

1  {Sex=Woman,                                                                                                                

    Educational.level=Higher education,                                                                                       

    CEAS_Q8=Content,                                                                                                          

    CEAS_Q13=Hopelessness, Loneliness, Sadness} => {CEAS_Q11=Nervousness, Rebellion, Shooting.} 0.4024390  0.9166667 1.252778 

2  {Sex=Woman,                                                                                                                

    Educational.level=Higher education,                                                                                       

    CEAS_Q13=Hopelessness, Loneliness, Sadness} => {CEAS_Q11=Nervousness, Rebellion, Shooting.} 0.4390244  0.9000000 1.230000 

3  {CEAS_Q19..Hostility.=1}                     => {CEAS_Q22..JOY.=1}                           0.4268293  0.9210526 1.144338 

4  {CEAS_Q22..JOY.=1,                                                                                                         

    emotionality=MID}                           => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.4756098  0.9750000 1.142143 

5  {Sex=Woman,                                                                                                                

    emotionality=MID}                           => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.4268293  0.9722222 1.138889 

6  {CEAS_Q4=Guilt,                                                                                                            

    CEAS_Q11=Nervousness, Rebellion, Shooting.} => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.4146341  0.9714286 1.137959 

8  {CEAS_Q22..JOY.=1,                                                                                                         

    well_being=MID}                             => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.5000000  0.9318182 1.091558 
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9  {CEAS_Q8=Content,                                                                                                          

    emotionality=MID}                           => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.4756098  0.9285714 1.087755 

10 {Educational.level=Higher education,                                                                                       

    well_being=MID}                             => {CEAS_Q13=Hopelessness, Loneliness, Sadness} 0.4390244  0.9230769 1.081319 

12 {CEAS_Q6=Disappointment,                                                                                                   

    CEAS_Q11=Nervousness, Rebellion, Shooting.,                                                                               

    CEAS_Q13=Hopelessness, Loneliness, Sadness} => {CEAS_Q8=Content}                            0.4024390  1.0000000 1.078947 

 

  

According to the basic three age categories, the exported rules after data mining analysis of the results are 

analyzed below: First, females (age range: 18-21) have shown lower sociability and emotionality rather than 

males of the same age range. Males (age range: 22-24) indicate normal rates in the factors of emotionality, 

sociability and well-being, whereas females of this particular age range, tend to present high sociability. Both 

males and females (age range: above 25 years) present normal rates in the four factors of TEIQue. 

 

3.2. Principal Component Analysis 

Principal component analysis (PCA) is a statistical procedure that uses an orthogonal transformation to convert a 

set of observations of possibly correlated variables into a set of values of linearly uncorrelated variables called 

principal components (or sometimes, principal modes of variation). The number of principal components is less 

than or equal to the smaller of the number of original variables or the number of observations. This 

transformation is defined in such a way that the first principal component has the largest possible variance (that 

is, accounts for as much of the variability in the data as possible), and each succeeding component in turn has 

the highest variance possible under the constraint that it is orthogonal to the preceding components. PCA is 

sensitive to the relative scaling of the original variables. 

 

 
 

  
 

 

3.3. Regression Analysis 
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To extract relations between emotionality and images, a linear regression model was used because of the 

possibility of presenting statistical significance through p. The p-value is defined as the probability of obtaining 

an effect equal to what was actually observable when the zero hypothesis is true. 

 

To shape the values of each subset of each image, the emotionality index has a specific role. The aim is to find 

out to what extent this role exists. 

The base measurement (p-value) steps are: 

• Very High Significance 

• High Significance 

• Normal Significance 

• Limit Importance 

• Not at all important 

 

Image 14 

Normal significance in the "Concern" index 

Image 15 

Normal significance in the "Fear" index and high 

significance in the "Anger " index 

Image 16 

Normal significance in the index "Abnormality" 

Image 17 

Normal significance in the "indifference" index and 

high significance in the index "Disgust" 

Image 18 

No significance 

Image 23 

No significance 

Image 24 

Marginal significance in the "Fraud" index and high 

significance in the "Anger" index 

Image 25 

Marginal significance in the "Enthusiasm" index 

Image 26 

Normal significance in the "Infertility" index 

Image 27 

Normal significance in the "Enthusiasm" index 

Image 28 

No significance 

Image 29 

Marginal significance in the Relaxation Index 

Image 30 

Normal significance in the "Aggressiveness" index 

Image 31 

Normal significance in the "Enthusiasm" index and the 

"Inconvenience" index 

Image 32 

Marginal significance in the "Enthusiasm" index and 

normal significance in the "Discomfort" index 

Image 33 

High significance in the "Enthusiasm" index and the 

"Inconvenience" index 

Image 34 

Marginal significance in the "Infertility" index 

Image 35 

No significance 

Image 36 

No significance 

Image 37 

Normal significance in the "Enthusiasm" index 

Image 38 

Normal significance in the "Infertility" index 

Image 39 

Normal significance in the "Enthusiasm" index 

 

 

4. CONCLUSION 

One general determination of the results can be exported in order to conclude and explain the consumer 

behavior of young adults in social networks. This paper can be a useful tool in the field of Marketing in order to 

decode psychological issues of young adulthood in the sector of emotional ability, personality and empathy 

between males and females. 
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Abstract  

 

Compulsive shopping and spending is described as a pattern of chronic, repetitive purchasing that becomes 

difficult to stop and ultimately results in harmful consequences.  It is defined as an impulse control disorder and 

has features similar to other addictive disorders without involving the use of an intoxicating drug. There has 

been described as Compulsive buying disorder which occurs when obsessive buying — basically a shopping 

addiction — leads to negative consequences. The condition affects nearly six percent of the population of the 

United States. In addition to the distress that arises from the disorder itself, compulsive buying disorder is also 

strongly indicative of a co morbid condition. Through this paper, shopping addiction is combined with emotion 

based decision making in order to study emotional empathy and generally consumer behavior of social media 

users. Emotion-based decision-making, the ability to use emotions when making decisions is a prerequisite for 

sound judgment in human beings. Emotional empathy is a capacity which allows an appreciation of 

separateness of human beings and at the same time allows them to connect by attending to and feeling the 

emotional experiences of others (Hanson, R., (2007). Emotional empathy builds on one’s tendency of emotional 

awareness. Individuals who make compulsive shopping maybe lack in emotional empathy and the decision 

making is more emotional rather than rational.  

The data were collected by completion of the self-report questionnaires "Bergen Shopping Addiction Scale" the 

"Emotion-Based Decision-Making Scale", "Balanced Emotional Empathy Scale" and used for the application of 

data mining methods. Specifically, for the collection of data electronic versions of the above scales were created 

through Google Forms service and posted through the website “http://www.cicos.gr/iccmi2017/saeb”. Then the 

collected data were selected for analysis, with relevant transformations in order to have a suitable form for the 

implementation of the respective machine learning algorithms included in the software package R. The results 

of the present study represent among others, that the emotion based decision making in combination with low 

levels of emotional empathy can be important predictive factor for the shopping addiction behavior. 

Keywords: Shopping Addiction, Decision-Making, Emotional Empathy, Consumers, Social Networks, R, Data 

Mining 
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1. INTRODUCTION 

Shopping can be an important source of self-expression, self-definition or therapy. However, if it becomes 

uncontrolled or excessive, it becomes problematic. Compulsive buying is an uncontrollable urge that repeatedly 

compels a person to buy in order to bring temporary relief from psychological distress arising from bad mood, if 

everyday circumstances of life are deserted. As a result, compulsive shoppers buy items that they do not need 

and cannot afford. Afterwards, usually they feel guilty about their decision about succumbing to their urges. Not 

a few times that they have undergone financial damage for which their decisions are responsible. 

Current research has focused on the causes of compulsive buying and particularly on the factors that contribute 

to its etiology. There are few studies that have dealt with the cognitive processes that lead a consumer to be an 

compulsive buyer. Decision-making and especially emotion-focused strategies are a process that can provide 

efficient framework for the explanation of compulsive behavior that leads on shopping addiction.  

1.1. Decision-making 

Decision-making is a field of interest for philosophers, 

economists, psychologists, and neuroscientists, among 

others. A fundamental question that drives research in 

this area is why do people who are presented with the 

same options make different choices? What is it about 

the cognitive and neurological processes that lead 

people to different outcomes? Why do rational models 

such as those used in economics and the classical 

decision-making theory not always accurately predict 

an individual’s behavior? These questions and others 

are particularly true of decision-making under risk, 

uncertainty, and ambiguity. These questions are 

addressed by the emerging field of neuroeconomics 

which is the combination of the different perspectives 

and theories of psychology, economics, and neuroscience. 

1.2. The role of emotion in decision-making 

Until recently, decision researchers have not focused on the role of emotion as a separate factor in the decision 

process. Emotion was viewed only as a negative influence and hindrance to the rational decision process. More 

recently, some researchers have stressed the importance of environmental, social, and emotional influences on 

decision-making. 

There has been a continuous debate over the independence of cognition and emotion, and the conflict between 

rational and emotional reasoning. Current theories suggest there are two dominant systems people use to 

understand and assess risk: the ‘‘analytic system’’ and the ‘‘experiential system.’’ The ‘‘analytic system’’ 

involves conscious and deliberate cognitive processes that employ various algorithms and normative rules to 

produce logical, reason-oriented, behavior. In contrast, the ‘‘experiential system’’ uses past experiences, 

emotion-related associations, and intuitions when making decisions. The experiential system relies more on 

unconscious rather than conscious processes. Most models of decision-making assume the process to be 

rational, which would exclude the possibility of emotion playing a role, other than of a hindrance. The truth is 

that the two systems emotional and rational decision-making must work in collaboration in order for the 

decision-maker to reach a rational decision. 

1.3. Emotion-Based strategies in Consumers 

Emotion is a key element of judgment and decision-making, as they bring important information about who we 

are and how we interact with others. Little is known about how emotions affect performance in marketing. 

Applying emotional theories to marketing has led to research centered on: 1) Emotion as a precursor to 

behavior, 2) Emotion as a consequence, and 3) Emotion as mediated or moderate influence on marketing 

relationships. What is the role of emotions in exchanges and relationships and how do consumers use emotional 

information to make marketing decisions? 

Image10: Pyramid outline 
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Emotion-based decision-making, the ability to use emotions when making decisions is a prerequisite for sound 

judgment in human beings. Emotional empathy is a capacity which allows an appreciation of separateness of 

human beings and at the same time allows them to connect by attending to and feeling the emotional 

experiences of others 

Empathy is the ability to understand the emotions, thoughts, behaviors, and actions of others and respond 

appropriately in order to assist someone in need. Empathy is also seen as a measure of an individual’s other-

oriented thinking and responsiveness over self-oriented responses. It is widely agreed that empathy is a 

multifaceted construct with two dimensions: cognitive empathy and emotional empathy. One distinction 

between the two dimensions is that emotional empathy relates to the emotional arousal one experiences when 

they see or identify with someone else’s misfortunes, while cognitive empathy pertains to the mental 

understanding of someone else’s misfortune without having experienced it before. Emotional empathy builds on 

one’s tendency of emotional awareness. Individuals who make compulsive shopping maybe lack in emotional 

empathy and the decision making is more emotional rather than rational.  

 

1.4. Bergen Shopping Addiction Scale (BSAS) 

The Bergen Shopping Addiction Scale (BSAS) is a brief screening psychometric tool for assessing the severity 

of shopping addiction. It consists of 28 statements. The participant is asked to rate how strongly each of the 

statements relates to their thoughts and behavior in the last 12 months. Each item is rated on a 5 point continuum 

of agreement: completely disagree, disagree, neither disagree, nor agree, agree, completely agree. Groups of 4 

items are targeted toward each of 7 addiction criteria (salience, mood modification, conflict, tolerance, 

withdrawal, relapse, and problems). Higher scores indicate higher levels of shopping addiction. 

 

1.5. Emotion-Based Decision-Making Scale (EBDMS) 

The Emotion-Based Decision-Making Scale (EBDMS) attempts to measure a person’s tendency to rely upon 

emotions and “gut reactions” in making decisions. It has 10 items that use a 5-point Likert response scale. Five 

items are reverse-coded. 

 

1.6. The Balanced Emotional Empathy Scale (BEES) 

The Balanced Emotional Empathy Scale (BEES) is designed to 

assess the emotive component of empathy. Typically, the 

empathy construct has been separated into two types: cognitive 

and emotional. Cognitive empathy refers to imaginatively 

understanding another person’s thoughts, feelings and actions. 

Emotional empathy is feeling the emotion of another person, 

but maintaining a compassionate, other-focused perspective. 

The above questionnaire provides an indication of five 

components of emotional intelligence. 

Self-awareness: This component provides the basis for all the 

other components of emotional intelligence. Self-awareness 

means being aware of what you are feeling, being conscious of 

the emotions within yourself. 

Managing emotions: The second key component of emotional 

intelligence is managing emotions. This means you are able to 

balance your moods so that worry, anxiety, fear, or anger does not get in the way of what needs to be done. People 

who manage their emotions perform better because they are able to think clearly. 

Motivating oneself: This ability to be hopeful and optimistic despite obstacles, setbacks, or even outright failure is 

crucial for pursuing long-term goals in life or in business.  

Empathy: The fourth component is empathy, which means being able to put yourself in someone else’s shoes–to 

recognize what others are feeling without them needing to tell you. 

Social skill: The ability to connect to others, build positive relationships, respond to the emotions of others and 

influence others is the final component of emotional intelligence. 

Image11 
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2. METHODOLOGY 

In this paper were applied Machine Learning and Data Mining methods in order to evaluate the Bergen 

Shopping Addiction Scale (BSAS), the Emotion-Based Decision-Making Scale (EMDMS), the Balanced 

Emotional Empathy Scale (BEES) of social network consumers. The methodology, that was adopted, consists 

of three concrete phases. During the first phase electronic questionnaires were created and posted through the 

website “http://www.cicos.gr/iccmi2017/saeb”. Subsequently, data were collected and preprocessed from the 

questionnaires. The data set for analysis was consisted of demographics elements of responders, such as the 

gender, the birth-place, the place of present residence, educational background of both the respondents and their 

parents, professional occupation of parents and also of subscales of the BSAS, EMDMS, and BEES tests. 

During the third phase, the data set was analyzed based on Data Mining techniques and evaluate the results. 

More specifically, we utilized classification algorithms so as to manage to describe the hidden patterns 

underlying in the data. Decision trees are a powerful way in order to represent and facilitate statements analysis 

(psychological) principally, comprising successive decisions and variable results in a designated period. 

 

 

2.1. Shopping Addiction, Emotion-focused Decision Making, Emotional Empathy 

 

Shopping addiction is a chronic, repetitive purchasing behavior that becomes a primary response to negative 

events and feelings. It includes classical symptoms of addiction equivalent to craving and withdrawal. A key 

feature distinguishing shopping addiction from normal consumption is the focus on the buying process itself, 

rather than the items bought. Items bought during shopping addiction episodes are usually used less than 

expected, hidden, or thrown away. Recent studies showed that up to 5% of adult Americans have shopping 

addiction. This behavioral addiction results in adverse consequences, including financial and legal problems, 

psychological distress (depression, guilt), and interpersonal conflict. The behavior is focused on the act of 

buying itself, which provides a short-term sense of pleasure or relief from negative mood and continues even if 

individuals repeatedly experience negative consequences, such as marked distress, social problems, financial 

bankruptcy, or delinquency. 

 

On a cognitive level, impaired decision-making abilities (emotion-focused rather than rational) have been 

pointed out as potential etiological factor, because people suffering from pathological buying, decide to engage 

in buying which is immediate rewarding, but implies negative long-term consequences.  

 

Emotional empathy plays an important role in social communication and reflects how we share basic emotions, 

like happiness, sadness, anger, and fear. The ability to recognize and empathize with others is necessary for 

fostering and maintaining relationships, including romantic relationships. The value of emotional empathy in 

social relationships can perhaps best be evidenced in circumstances when there is an empathic imbalance such 

as shopping addiction. For example, a lack of emotional empathy in shopping maybe is associated with low 

cognitive flexibility, self-awareness and emotion management.  

 

Overall, shopping addiction behavior maybe explained by the use of emotion-focused strategies in decision-

making and also emotional empathy maybe contribute as a mediating factor in the impulsivity of shopping 

behavior.  

 

2.2. Data Mining Techniques 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining tasks. 

Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge which 

can be used to classify data into predefined classes, described by a set of attributes. The extracted knowledge 

can be represented using various schemas.  
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3. RESULTS 

3.1. Association Rule Learning 

Association rule learning is a rule-based machine learning method for discovering interesting relations between 

variables in large databases. It is intended to identify strong rules discovered in databases using some measures 

of interestingness. They are usually required to satisfy a user-specified minimum support and a user-specified 

minimum confidence at the same time. Association rule generation is usually split up into two separate steps: 

 

iv. A minimum support threshold is applied to find all frequent itemsets in a database. 

v. A minimum confidence constraint is applied to these frequent itemsets in order to form rules. 

vi. While the second step is straightforward, the first step needs more attention. 

 

 

Three most widely used measures 
3
for selecting interesting rules are:  

Support 

Support is an indication of how frequently the itemset appears in the dataset. 

Confidence 

Confidence is an indication of how often the rule has been found to be true. 

Lift 

Is the ratio of the observed support to that expected if X and Y were independent. 

 

 

Apriori is an algorithm for frequent item set mining and association rule learning over transactional databases. It 

proceeds by identifying the frequent individual items in the database and extending them to larger and larger 

item sets as long as those item sets appear sufficiently often in the database. The frequent item sets determined 

by Apriori can be used to determine association rules which highlight general trends in the database. 

 

 

Visualizing Extracted Rules 

Visualization has a long history of making large data sets better accessible using techniques like selecting and 

zooming. In this paper we use the R-extension package “arulesViz” which implements several known and novel 

visualization techniques to explore association rules. Below, we represent the extracted rules in a variety of 

ways with different techniques. 

 

 

Graph-based visualization 

 

 

 

Graph-based visualization offers a 

very clear representation of rules 

but they tend to easily become 

cluttered and thus are only viable 

for very small sets of rules 

 

                                                           
3
Every rule is composed by two different sets of items, also known as itemsets, X and Y, where X is called antecedent or 

left-hand-side (LHS) and Y consequent or right-hand-side (RHS). 
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Figure 10 

 

 

Grouped Matrix Visualization 

 

 

 

Antecedents (columns) in the 

matrix are grouped using 

clustering. Groups are represented 

as balloons in the matrix. 

 
Figure 11 

 

Parallel coordinates 

visualization 

 

 

Parallel coordinates plots are 

designed to visualize 

multidimensional data where each 

dimension is displayed separately 

on the x-axis and the y-axis is 

shared. Each data point is 

represented by a line connecting 

the values for each dimension 

 
Figure 12 

 

Apriori rules 

Specifically of our use we altered the Support and Confidence values to 50% and 90% respectively 

A sample of the extracted rules (Top 8) 
 

lhsrhs                 support   confidence lift     

2   {BSAS_Conflict=HIGH}                              => {BSAS_overall=HIGH} 0.3448276 1.0000000  1.611111 

18  {BSAS_Relapse=HIGH}                               => {BSAS_overall=HIGH} 0.5172414 1.0000000  1.611111 

25  {BSAS_Tolerance=HIGH,BSAS_Problems=HIGH}          => {BSAS_overall=HIGH} 0.3448276 1.0000000  1.611111 

30  {BSAS_Tolerance=HIGH,BEES_managing.emotions=LOW}  => {BSAS_overall=HIGH} 0.3103448 1.0000000  1.611111 

129 {BSAS_Problems=HIGH,EBDSMS_logic=LOW}             => {BSAS_overall=HIGH} 0.3103448 1.0000000  1.611111 

17  {BSAS_Problems=HIGH}                              => {BSAS_overall=HIGH} 0.4827586 0.9333333  1.503704 

16  {BSAS_Salience=HIGH}                              => {BSAS_overall=HIGH} 0.4482759 0.9285714  1.496032 

147 {BSAS_Withdrawal=HIGH,BEES_managing.emotions=LOW} => {BSAS_overall=HIGH} 0.3103448 0.9000000  1.450000 

  

The full spectrum of the exported rules (24) after data mining analysis of the results are analyzed below: 

Females (age range: 19-22) have shown high scores in the factors of conflict tolerance and problems rather than 

males of the same age range. Both males and females of every age indicate low rates in almost all the factors of 

EBDMS. Also, both male and female (age range: above 20 years) present high rates in the factors of BSAS. 

 

3.2. Correlation Analysis 

Correlation is any of a broad class of statistical relationships involving dependence, though in common usage it 

most often refers to the extent to which two variables have a linear relationship with each other.  
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Figure 13 

Aw it is shown above, the is high negative correlation between BSAS and BEES questionnaires and some low 

positive correlation between BSAS and the emotion factor of the EBDMS questionnaire. 

 

If the measures of correlation used are product-moment coefficients, the correlation matrix is the same as the 

covariance matrix of the standardized random variables Xi / σ(Xi) for i = 1, ..., n. 

 

 

4. CONCLUSION 

To conclude, emotion-focused decision making in combination with emotional empathy can contribute 

effectively in shopping addiction behavior and can provide a broader framework of investigations of the process 

of such behaviors. The emerged field of neuroeconomics with the combination of different perspectives and 

theories of psychology, economics, neuroscience and informatics can explain in a more comprehensive manner 

the crucial role of cognition and emotions in shopping behavior generally and its impulse features that 

characterize shopping addiction. 
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The Winery Visitor Experience 

P.Theodoridis  and  I. Leri 

University of Patras, Department of Business Administration of Food and Agricultural 

Enterprises, Greece 

 

Abstract 

This paper examines the relationship between the visitor experience and his post-visit experience behavior in the 

context of wine industry in Greece. Breaking the visitor experience down into the constituents of servicescape 

and other visitors, a path analysis was used to test survey data gathered from wine tourists in Greece. The main 

focus is the effect of winery experience on consumer post-visit behavior. Results indicated that winery visitors 

who have higher perceptions of the servicescape attributes are more likely to be more satisfied after the winery 

experience. More, findings suggest that an appropriate behaviour of the other winery tourists affect directly wine 

tourists to gain more satisfaction from their experience. Last the relationship between the visitor’s satisfaction 

and his future behavioural intention were also supported, suggesting that the more satisfied a winery tourist is, 

the more favorable his behavior intentions are. 

Keywords: Wine tourism, Winery experience 

Track: Tourism Marketing 

1. INTRODUCTION 

Wine tourism has been defined as “visitation to vineyards, wineries, wine festivals and wine shows for which 

grape wine tasting and/or experiencing the attributes of a grape wine region are the prime motivating factors 

for visitors” (Hall et al., 2000). According to Mitchell & Hall (2003), the wine tourism experience is composed 

of: anticipation time, travel experience, on-site participation, return travel and recollection phases. In the 

literature there are numerous studies focusing on wine tourism. In chronological order one finds; (Loubster, 

2004; Carmichael, 2005; Getz et al., 2005; Charters & Fountain, 2006; Roberts & Sparks, 2006; Getz & Brown, 

2006; Sparks, 2007; Carlsen, 2011;). Furthermore, on-site participation or the winery experience is usually the 

core service offered and this is why it has been widely discussed in tourism literature (e.g. Mitchell et al., 2000; 

Mitchell & Hall, 2004; Brooks et al., 2006; Charters & Fountain, 2006; O’Neill & Charters, 2006; Brown et al.,  

2007; Mason & O’Mahony, 2007; Pan et al., 2008; Galloway et al., 2008; Orsolini & Boksberger, 2009; 

Pikkemaat et al., 2009; Charters et al., 2009, Carmichael, 2010; Quadri-Felitti & Fiore, 2012). Despite all these 

studies, little research has related the consumer’s experience with satisfaction and behavioural intentions, in the 

field of wine industry (Quadri-Felitti, & Fiore, 2013; Yaun, & Jang, 2007). Hence, the purpose of this paper is 

to empirically examine the nature of the relationship between the winery experience, the visitor’s satisfaction 

and post experience behavioural intentions. The structure of the paper is organized as follows: first, we review 

the relevant literature in order to develop the research proposition of our study. Next, we present the conceptual 

model, the hypothesis, the methodology and the results of the empirical study providing the limitations of the 

study and suggestions for future research. 

2. THEORETICAL BACKGROUND 

Service experience is defined as “a customer’s subjective, cognitive and affective response to a particular 

service encounter” (Verhoef et al., 2009). According to Pine and Gilmore (1998), every experience is produced 

by the interaction between a staged event and the individual’s state of mind. This perspective emphasizes the 

importance of the customer’s perceptions of their interactions with both employees and environment. Since 

1990’s many researchers have devoted themselves to studying the components of service experience (Bitner et 

al., 1992; Johns, 1999; Grace & O’Gass, 2004). Moreover, many authors have pointed out that service 

experience is composed of both functional and emotional characteristics (Carbone & Haeckel, 1994; Berry et 

al., 2006). Also, in 1998 Grove et al. presented four key components of service experience: service personnel, 

other consumers, physical environment and service performance itself. Later, Chang & Hung (2010) found out 

that the concept of experience quality is composed of five dimensions: physical surroundings, service providers, 

other customers, customer’s companions and customer themselves. As Arnould et al. (1998) noted “Physical 

surroundings” and “Service providers” are both components of service environment or servicescape. According 

to them the key factors of servicescape are: internal setting, layout, external aspects and staff. 
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From the above discussion, it is clear that servicescape components may be effective in helping customers 

evaluate service environment (Nguyen, 2006; Walsh et al., 2011). Also, previous research shows that the 

servicescape has a strong impact on consumer inferences about service characteristics (e.g Baker, 1987; Bitner, 

1992; Lin, 2004; Ezeh & Harris, 2007; Spielmann et al., 2012). Although there have been numerous studies 

focusing on the influence of servicescape, a majority of them has focused on only one servicescape element, 

such as music (e.g Sweeney & Wyber, 2002; Jacob, 2006), aroma (e.g Spangenberg et al., 1996; Fiore et al., 

2000), light (e.g Areni & Kim, 1994; Summers & Hebert, 2001) and staff (e.g Ryu & Jang, 2008; Lacey et al., 

2009). However, only a few studies have incorporated the influence of more than one servicescape element (e.g 

Wakefield and Blodgett, 1999; Mattila & Wirtz, 2001; Spangenberg et al., 2005). Similarly, in wine tourism 

literature the empirical studies operationalize the wine tourism environment are limited (Bruwer, & Lesschaeve, 

2012; Quintal et al., 2014; Pan & Chiang, 2008; Thomas et al., 2010; Thomas et al., 2011). Delivering a positive 

wine tourist experience at the winery is crucial as it impacts on post-visit purchase behavior (O’Neill et al., 

2002; Johnson & Bruwer, 2007), instigating repeat wine purchases and increasing sales for the winery. Hence, 

there still seem to be areas calling for more study to understand the combined effect of physical environment. 

2.1 Servicescape, experience, satisfaction and behavioral intention 

In general, positive behavioral intentions have been the focus of many authors. At the same time, the conative 

loyalty model developed by Oliver (1997) has been used for the investigation of positive behavioral intentions. 

Among these positive intentions, re-purchasing or word-of-mouth (WOM) intentions are especially researched 

(Alcaniz et al., 2005; Han & Back, 2008; Han et al., 2009; Zabkar et al., 2010). 

In the services field, it is widely known that the physical environment is an important determinant of consumer 

satisfaction and behavior intentions, especially when a service is consumed primarily for hedonic purposes 

(Wakeheld & Blodgett, 1999; Ryu & Jang, 2008). It is always known that the servicescape plays an effective 

role in customers’ purchase decision as it leads their behaviors (Rapoport, 1982; Lin, 2004). Despite the 

importance of servicescape, there remains a lack of empirical research addressing its role in consumption 

settings. Also, the most studies focusing in the relationship between servicescape and behavioral intentions are 

in the context of restaurants (Harris & Ezeh, 2008; Kim & Moon, 2008; Ryu & Han, 20110) and hotels 

(Dedeoglu et al., 2015). For instance, Ryu & Han (2011), in their study of upscale restaurants, concluded that 

servicescape shows a high degree of positive correlation to customer satisfaction and satisfaction to loyalty.  

In tourism field, tourist loyalty intentions refer to his future behavioural intentions in relation to his tourism 

experience. Moreover, in tourism and leisure literature, loyalty intentions have received considerable attention 

(Lee et al., 2004; Lee et al., 2007; Chi & Qu, 2008), mostly reflected to consumer’s intention to revisit a 

destination, recommend it to others, pay more money and spread positive WOM. Also, leisure and tourism 

research has discussed that satisfaction positively impacts loyalty intentions (Lee et al., 2007). Consequently, 

tourist satisfaction is generally assumed to mediate behavioral models (Cole et al., 2002; Castro et al., 2007; 

Lee, 2009).  

2.2 Winescape, wine tourism experience, satisfaction and behavioral intention 

Lately, some empirical studies have extended servicescape theory to more specific contexts that have unique 

attributes. That resulted in festivalscape (e.g. Lee, Lee, Lee, & Babin, 2008), musicscape (Oakes & North, 2008) 

and winescape (e.g. Thomas et al., 2010a, 2011).  According to Johnson and Bruwer (2007), winescape is “an 

interplay of; vineyards, wineries and other physical structures, wines, natural landscape and setting, people 

and; heritage, towns and their architecture and artefacts within them”. The winescape has been conceptualized 

from two approaches. The macro approach views the winescape as a wine region or wine route and is more 

predominate in wine tourism literature (Getz & Brown, 2006). The micro approach focuses on the winescape as 

the environment at a specific winery (e.g. Carmichael, 2005; V.A. Quintal et al., 2015). In this survey the micro 

approach is adopted as it allows the examination of specific attributes, enabling an empirical study to be 

conducted. Also, researchers focus on a more holistic view of the winescape. That means that in the present 

survey all the servicescape attributes (and not only the winescape attributes) are examined on a winery context. 

The importance of the wine tourism experience is being constantly acknowledged, as the behaviour of a winery 

visitor is likely to be influenced not only by product samples, but also by experience provided (e.g. O’Neill, 

Palmer, & Charters, 2002; Hall & Mitchell, 2005). In 2009, Cohen and Ben-Nun indicated that the most 

important attributes of wine tourism experience are wine tasting and wine making. Moreover, Jaffe & Pasternak 

(2004) found out that a winery’s ability to provide services such as friendliness of staff and ample opportunities 

to experience wine tasting and wine making, reflects the service quality of wine tourism. Furthermore, survey 

findings indicate that wine tourists perceive the service quality that is experienced while visiting a winery 

(O’Neill & Charters, 2000) and they base their decisions about buying wine on service quality and satisfaction, 

rather than wine quality (O’Neill et al., 2002). At the same time, the majority of work concerning the services 
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field assumes that service quality is the determinant of satisfaction (Getz & Brown, 2006). This explains why 

good service quality remains a key factor in the winery experience and is seen as a significant determinant of 

onsite purchases (O’Neill & Charters, 2000) and post visit purchases (Mitchell, 2006). Also, satisfaction from 

the wine tourism experience was found to have a positive impact on future behavioral intentions in the cases of 

winery and wine festival visitors (Gill et al., 2007; Yuan, Morrison, Ca, & Linton, 2008). 

In the wine tourist literature, the interest in the effects of the winery experience on consumer behavioral 

intentions is growing steadily. Nowadays, the connection between winery experience and its effects on brand 

loyalty, awareness and post-visit consumer behavior has drawn attention of many researchers (e.g. Lee & 

Chang, 2012; Quintal et al., 2014). Brand loyalty can take the form of: on-site wine purchases, post-visit wine 

purchases, repeat visitation and positive word of mouth (Harris & Ezec., 2008). 

3. RESEARCH MODEL AND HYPOTHESES 

3.1 Servicescape, experience and satisfaction 

In the current study the servicescape is conceptualized as encapsulating attributes as: Physical Environment and 

Atmosphere; Signage; and Wine Service Staff (Arnould et. al, 1998). In the services field, it is widely known 

that the servicescape is an important determinant of consumer satisfaction (Wakeheld & Blodgett, 1999; Ryu & 

Jang, 2008).  

Figure 1. Research model 

 

Therefore, as can be seen in Figure 1, the research model tests the servicescape attributes for their ability to 

directly predict wine tourist satisfaction.  Consequently, it is hypothesized that:  

H1. Servicescape attributes has a positive effect on wine tourist satisfaction. 

Furthermore, according to Grove et al. (1998) except for servicescape, “other consumers” is a key component of 

service experience, too. Therefore, it is hypothesized that: 

H2. Other winery visitors have a positive effect on wine tourist satisfaction. 

3.2 Satisfaction and post-visit behavior 

Lastly, past research has indicated that there was a positive relationship between consumer’s satisfaction and 

behavioral intentions (Alcaniz et al., 2005; Han & Back, 2008; Han et al., 2009; Zabkar et al., 2010). 

Consequently, it is hypothesized that: 

H3. Wine tourist satisfaction has a positive effect on wine tourist future behaviour. 

4. METHODOLOGY 

The context of this study is the tourism sector in Greece and especially wine tourism. In literature the winery’s 

environment has been conceptualized from two approaches. The macro-approach views the winery environment 

as a wine region (e.g. Getz & Brown, 2006a). The micro-approach focuses on the winery environment as the 

environment at a specific winery (e.g. Carmichael, 2005). In this study we adopt the micro approach.  

4.1 Survey instrument and measurements 

The survey instrument, contained questions pertaining to winery’s servicescape, visitor’s experience at the 

winery, visitor’s satisfaction, visitor’s post-visit behavioral intentions and demographic variables. All items with 
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the exception of the demographic queries were probed with a seven-point Likert-type scale with 1 indicting 

“Entirely Disagree” and 7 equaling “Entirely Agree”. The winery’s servicescape 27-items were borrowed from 

Siu et al. (2012), Bitner (1992), Wakefield & Baker (1998), Matilla & Wirtz (2001), Spangenbery et al. (1996), 

Arnould et al. (1998), Brown et al. (2006) and Sharma & Stafford (2000). The experience’s component “Other 

Visitors” 11-items were borrowed from Chang & Hung (2010). Finally, the visitor’s satisfaction 4-items and the 

visitor’s post-visit behavioral intention 11-items, were borrowed from Han et al. (2011) and Maxham & 

Netemeyer (2002). The questionnaire items were originated in English and were translated into Greek by 

professional translator. Prior to being posted, the questionnaire was pilot-examined by 10 winery visitors and 

three academics with specialization on marketing, in order to increase the content validity of the research 

instrument.  

4.2 Sampling frame and data collection 

The survey instrument was self-administered in situ to wine tourists at six individual wineries in wine regions in 

Greece between June 2016 and September 2016. The researchers randomly approached and intercepted wine 

tourists as they exited a selected winery. A total of 480 questionnaires were collected and 435 were usable 

(response rate 91%). 

5. FINDINGS 

5.1 Sample characteristics 

The sample was slightly dominated by males (approximately 54%). Of the total sample, approximately 29 

percent were aged between 25 and 35 years old, while approximately 25 percent were aged between 35 and 44 

years old, approximately 19 percent were aged between 45 and 54 years old and approximately 12 percent 

indicating that they were between 16 and 24 years old or between 55 and 64 years old. Furthermore, about their 

highest level of education, most of the sample (about 32%) had senior high school qualifications, while 30 

percent of them had a bachelor degree and 17 percent a master degree. But only about 7% had a Phd degree.  In 

terms of previous visits to wineries, most of the respondents (about 39%) had visited a winery 1 to 2 times in the 

past, about 36 percent of them had never visited a winery before, about 17 percent had visited a winery 3 to 4 

times in the past and only 8 percent had visited a winery more than 4 times. Moreover, a great majority of the 

respondents (approximately 47%) had organized their visit to the winery, 24 percent at the last 24 hours; about 

14 percent at the last week; the same at last month’ and approximately 9 percent at last 6 months. Consequently 

only about 33 percent of wine tourists were just passing by. Lastly, in terms of the purpose of visiting the winery 

a 23 percent of the respondents indicated that their purpose was to buy wine; approximately 22 percent to taste 

wine; about 18 percent to experience a winery tour; about 16 percent to experience the winery’s atmosphere and 

about 12 percent for entertaining. 

5.2 Reliability and validity testing 

The exploratory factor analysis for the winery servicescape attributes yielded a five principal components 

solution: Senses, Signage, Interior Design, Facilities and Atmosphere (Table 1). Each one of these five factors 

had an eigen value which was greater than one. Also, the Cronbach’s alpha coefficients were calculated in order 

to check the internal consistency and reliability of each factor. Table 1 shows the resultant rotated factor 

loadings and the Cronbach’s alpha coefficients.The composite reliability values were well above the 0.70 level 

suggested by Nunnally (1978). All standardized factor loadings emerged fairly high and significant, ranging 

from 0.632 to 0.876. This suggested convergence of the indicators with the appropriate underlying factors 

(Anderson & Gerbing, 1988). Overall, these results indicate strong evidence of the uni-dimensionality, 

reliability, and validity of the measures. 

Moreover we proceed to examine Winery Service Staff, Other Visitors, Visitor’s Satisfaction and Wine Tourist 

Future Behaviour constructs. Executing the appropriate factor analyses, a mono-factor solution was yielded for 

each of the first four constructs. In the case of Wine Tourist Future Behaviour construct, the exploratory factor 

analysis indicated a two-factor solution which named Positive Word of Mouth (4 items) and Re-visit (3-items). 

Also, the Cronbach’s alpha coefficients were calculated for all the constructs in order to check their internal 

consistency. For all the constructs the Cronbach’s alpha coefficients were above the suggested level of 0,70 

ranged from 0,725 to 0,884. 
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Table 1. Exploratory Factor Analysis of the winery servicescape attributes 

Factors Produced by the Analysis 

(Varimax Method) 
Items Loading in Each Factor Loading

s 

Cronbach’s 

Alpha 

Coefficients 

Factor 1: Senses 

(explaining 33,646% of total variance) 

Heating/Cooling was sufficient in the winery 0,714 

0,863 

The background music in the winery was pleasant 0,824 

The background music -  appropriate volume 0,863 

There was a pleasant smell in the winery 0,797 

The aroma in the winery was fitting 0,632 

Factor 2: Signage 

(explaining 11,723% of total variance) 

The signs used were helpful to me 0,839 

0,878 
Signs of the winery were easily understandable 0,867 

Signs in the winery made it easier to find where I 

wanted to go 0,834 

Factor 3:  Interior Design 

(explaining 10,638%  of total variance) 

The colour scheme of the winery was attractive 0,615 

0,782 

The style of the decoration of the winery was 

fashionable 0,848 

The winery’s furnishing was of high quality 0,836 

There was appropriate room in the winery 0,681 

Factor 4: Facilities  

(explaining 7,850% of total variance) 

The winery has up-to-date facilities 0,809 

0,817 The facilities are maintained well 0,876 

The layout made the facilities easy to use 0,722 

Factor 5: Atmospere 

(explaining 6,931% of total variance) 

Lighting in the winery was sufficient 0,791 

0,810 The atmosphere of the winery was cheerful 0,853 

The winery was clean 0,739 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy: 0.812;  Bartlett's Test of Sphericity: X2 = 4073,556  significant 0.000; 

Total Variance explained: 70% 

 

5.3 Examining the Hypotheses  

 Next, a path analysis was formulated for the examination of the hypotheses, using the dimensions of 

the winery servicescape attributes, the visitor’s Satisfaction construct and the two fold dimensional solution of 

the visitor’s future behavioural intention i.e. Positive Word of Mouth and Re-Visit (Figure 2). The analysis was 

conducted using AMOS and the values for the dimensions were the factor scores which were obtained from the 

corresponding exploratory factor analyses. Results indicate that the three hypotheses are supported (Table 2).  
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Figure 2. Hypotheses testing  

The first hypothesized relationship (H1) between the servicescape attribute components and visitor’s satisfaction 

was significant. Results indicated that winery visitors who have higher perceptions of the servicescape attributes 

are more likely to be more satisfied after the winery experience. More, the path coefficient of the relationship 

between the Other Visitors construct and the winery visitor’s Satisfaction was also significant, and thus H2 was 

supported. These findings suggest that an appropriate behaviour of the other winery tourists affect directly wine 

tourists to gain more satisfaction from their experience. Furthermore, the relationship between the visitor’s 

Satisfaction and his future behavioural intention (H3) were also supported, suggesting that the more satisfied a 

winery tourist is, the more favorable his behavior intentions are. These results confirmed previous studies 

verifying that the customer satisfaction positively influences customers’ behavioral intentions.  

 

Table 2. Path analysis results  

   
Estimate S.E. C.R. 

Standardized 

Regr. Weights   

Satisfaction <--- Senses ,184 ,039 4,731 ,201 

Satisfaction <--- Signage ,198 ,039 5,089 ,216 

Satisfaction <--- Interior Design ,097 ,039 2,505 ,106 

Satisfaction <--- Facilities ,123 ,039 3,166 ,134 

Satisfaction <--- Atmosphere ,153 ,039 3,949 ,167 

Satisfaction <--- Service_staff ,225 ,039 5,800 ,246 

Satisfaction <--- Other Visitors ,119 ,039 3,067 ,130 

Positive WoM <--- Satisfaction ,671 ,039 17,270 ,639 

Re-Visit <--- Satisfaction ,278 ,050 5,529 ,257 

 

6. DISCUSSION AND CONCLUSIONS 

The influence of the servicescape attributes on customer satisfaction has received significant attention of 

researchers in the services field, especially when a service is consumed primarily for hedonic purposes 

(Wakeheld & Blodgett, 1999; Ryu & Jang, 2008). However, few studies have focused on the relationship 

between customer’s experience with satisfaction and behavioural intentions, especially in the field of wine 

industry (Quadri-Felitti, & Fiore, 2013; Yaun, & Jang, 2007). This study fills this gap by investigating the 

nature of the relationship between the winery experience, the visitor satisfaction and post experience 

behavioural intentions in the wineries in Greece. 
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These findings were consistent with previous studies identifying the role of servicescape on consumer’s 

satisfaction (Wakeheld & Blodgett, 1999; Ryu & Jang, 2008) and the role of satisfaction in consumers’ post-

consumption behaviors (Bitner, 1992; Ha & Jang, 2012; Jang et al., 2011; Wakefield & Blodgett, 1994). 

Moreover, the findings show that other customers who visited the winery also significantly influenced the 

previous literature (Grove et al., 1998; Chang & Hung, 2010). Finally, it is very surprising to see that despite the 

fact that wine tourism is one of the fastest growing tourist destinations, Greek tourist industry in general and 

Greek wineries in particular are overlooked by the researchers.  

7. LIMITATIONS AND FUTURE RESEARCH 

Although the results of the current study have shed light on several important issues, some limitations need to be 

considered in future research. Since the data of this study was only collected from wineries in Greece, the results 

of the study may not be directly applied to wineries in other countries as well as other types of experiences.  The 

results of this study may vary with winery’s size and geographical location, suggesting future research 

opportunities. In addition, this study looked at wine tourists’ perceptions after experiencing the winery. 

However, wine tourist’s perceptions before living the winery experience could are essential. Consequently, it 

would be interesting to study the same wine tourists at different moment in time – before entering the winery 

and after their winery experience-. 
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Cypriot audiences’ constructions of celebrity through media 

Poyiadjis S., Cyprus University of Technology, Cyprus 

ABSTRACT 

This paper is based on my diploma thesis about Cypriot audiences’ constructions of celebrity through media. 

This study draws upon the paradigm of Audience Reception Studies that belongs to the wider epistemological 

tradition of Cultural Studies and, in particular, explores the ways in which audiences construct the concept of 

celebrity and its gendered nature. Its purpose has been to study how audiences talk about celebrities through 

their experiences with them in media and new media. The sample studied has been men and women aged 20 to 

30 years old in Cyprus who were asked about how they perceive the notion of being a celebrity and about the 

ways they evaluate certain famous people. The subject was analyzed through thematic analysis of the data 

collected through semi-structured individual interviews. This study shows that audiences construct their own 

identities through the construction of celebrities, which are informed by social norms and the context they live 

in and grow up as well as the frequency of celebrities appearing through the media. 

 

Key Words: Celebrity Studies, Audience Reception Studies, Thematic Analysis, Media 
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Abstract: Web technologies are creating new opportunities for personalised information seeking and sharing. 

With the use of web we can get access to information worldwide from the confort of our office, business or 

home. Tools, like mobile applications offer new experiences and make it easier than ever to obtain the best 

information avaliable. In this context users’ information literacy is of great importance. The aim of this study 

was to investigate the ways aesteticians and cosmetologists in Greece seek and obtain information. This study is 

significant since there are no previous studies for Greek professionals in the beauty industry. A web- based 

questionnaire was the data collection method. The study’s main conclusion involves the lack of education on 

information literacy skills in aesteticians and cosmetologists.  

Keywords: Information seeking behaviour, information literacy, mobile technologies, health care 

professionals, evaluation information resources, aestheticians, beauty therapists and cosmetologists, beauty 

industry, beauty salons. 

1 Introduction  

Aestheticians and cosmetologists are a paramedical sector of health professionals that provide skin care 

treatments, depilation, beauty services for body and face, massages, make up, face and body permanent hair 

removal, aromatherapy, reflexology, hydrotherapy, pedicures, manicures etc. (Ondogan et al, 2012; Pak et al, 

2012; Halliday -Bell et al, 2009; Paulson, 2009; Tsigonia et al, 2009). Therefore, their main aim is to get the 

most updated information in order to provide high-quality services and assure safety and quality of the provided 

services through the use of high quality personalized information (Hider et al, 2009; Lambert et al, 2007; 

Greenhow et al, 2009). The aim of the research was to examine the information seeking practices of 

aestheticians, beauty therapists and cosmetologists in the region of Thessaloniki. The objectives of the study 

were: to specify aestheticians, beauty therapists and cosmetologists’ preferences and level of experience in the 

use of mobile technologies and the web for information seeking; to examine their knowledge of online 

information sources, relevant to their profession, and to investigate the criteria used in order to evaluate these 

sources. Finally, to evaluate the relationship between the level of information literacy skills and the information 

seeking practices.  

2  Literature Review 

Cosmetologists, aestheticians, beauticians, massage and beauty therapists are synonymous terms referring to 

people who work in the beauty industry (Tsigonia, 2009). Nowadays both sexes pay significant attention to their 

beauty spending a lot of money and time on beauty services (Ondogan et al, 2012). Little research has been 

conducted in this area. Research is mainly focused on the occupational risk due to use of certain types of 

chemicals (Pak et al, 2013; Tsigonia et al, 2010; Halliday- Bell et al, 2009; Gallicchio et al, 2009; Peretz et al, 

2009; Tsigonia et al, 2009; Kyle et al, 2007; Kreiss et al, 2006; Robinson et al, 1999). Our searches identified 

only three studies concerning the use of professionals in the beauty industry as Health- education portals for 

their clients (Lieberman et al, 2007; Lewis et al, 2002; Linnan et al, 2001). The above studies diagnosed poor 

health information literacy skills. As the information landscape is continually and rapidly changing (Weiler, 

2004) studies on the information seeking behavior of the healthcare professionals emerge aiming to find ways to 
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improve the efficiency and the effectiveness of patient care (Carroll et al, 2015; Dee et al, 2005; Eccles et al, 

2005; O’ Dawes et al, 2003;). University students in medical and paramedical studies use Google as their first 

choice when seeking for information (O’Carroll et al, 2015; Duran- Nelson et al, 2013; Hughes et al, 2009; 

Revere et al, 2007). Educational level and area of studies are factors influencing information seeking behaviors 

and require different information literacy skills. To sum up, graduate students begin their research from Internet 

and use libraries for services like interlibrary loans or document delivery. People seem to play a crucial role as 

many students consulted their faculty advisors before conducting a research (Vezzoni, 2008; Catalano, 2013). 

3  Methodology  

The main data collection method used for this research was a web-based questionnaire, which included both 

open and closed-ended questions. It was based on a methodology developed and used by Garoufallou et al. 

(2016a, 2016b). Research aimed to investigate the ways Greek Aestheticians and Cosmetologists look for 

information, their preferences and level of experience in use of technology and the web for information seeking 

and the level of awareness of online information sources and the criteria used for choosing them. The contents 

of the questionnaire were informed by relevant evidence in the context of health information seeking and 

information literacy research. The questionnaire was divided into four sections: a) Information of demographic 

nature:  i.e. sex, age, year of working experience, b) Computer use knowledge and library use, c) Use and 

evaluation of information sources: preference on information sources and evaluation criteria, information 

seeking strategies, d) Information literacy: referencing awareness and conformation. Data collection lasted from 

January to April of 2017. Aestheticians and Cosmetologists were informed by personal or business emails. All 

participants were graduates of the Aesthetics and Cosmetology departments of the TEI of Thessaloniki and 

Athens. Participants’ covering letter included information on the research, confidentiality issues and a privacy 

statement assuring the participants that data analysis will not harm either their profile as professionals or their 

own business. A total of 174 professionals participated in the survey. The SPSS software was used for the 

analysis of the data. 

4  Results 

The first section of the questionnaire consisted of demographic questions (sex, age, working experience and 

general experience on computer use). All participants graduated from the Aesthetics and Cosmetology 

Department of School of Health Sciences and Care, in both Alexander TEI of Thessaloniki (n=153, 87.93%) 

and TEI of Athens (n=21, 12.07%). Cross reference of the results between participants graduated from the 

department of Aesthetics and Cosmetology in Thessaloniki and Athens did not indicate any significant 

differences in the results. 27.02% of the participants (n=47) were aged between 23-30, 39,08% that was the 

largest percentage were between 31-40 (n=68), 30,46% were 41-50 (n=53) and 3.44% were more than 50 years 

old (n=6) All participants were women, a fact which is easily understandable since in Greece this is a profession 

that is female dominated. Participants did not receive training on information literacy since the curriculum of 

the Aesthetics and Cosmetology Department did not include relevant courses.58.6% of the participants and 

16.1% respectively characterized themselves as competent and beginner users but only 10.9% characterized 

themselves proficient users. The preferred starting point for conducting a search for the great majority of the 

respondents (89.1%, n=155) was Google search used on a daily basis for satisfying both personal and 

professional information needs. Participants also preferred looking for information in social media, mainly in 

Facebook, or asking help from other people that already had conducted similar searches. Participants who 

looked for information on a daily basis both in Google and Facebook commented that Facebook “invades [in 

their personal] life” and “sometimes it is beyond [their] control”, while Google is more “controlled”, can be 

“used more sensibly”, and “is more of a research tool than the Facebook”. 

 

Table 1 clearly shows that use of Social media is by far the preferred choice for aestheticians and 

cosmetologists as the most frequent tool for information seeking, with a dominant role in their everyday life. 

The “Web” use is the second most preferred choice. It is interesting, though, that almost half of the beauty 

therapists (45.9%) ask a colleague for a solution to a problem or for more information. This indicates that there 

is a very good collaboration and cooperation among the professionals working at beauty salons. Databases seem 

to be an unknown word for the beauty practitioners and 55.8 of the participants indicated that they do not use 

any kind of library services. The e- journals and printed material also scored low in the preferences of 

aestheticians at the researching proceedings. The new generation has turned Google in the most preferable tool 

for information seeking due to the vast availability in resources along with the wide range of information.  
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Table 1:  Frequency of use of resources 

 Always Very often Often Rarely Never 

 % - n= % - n= % - n= % - n= % - n= 

Library OPAC 0 - 0 0 – 0 8.6 - 15 35.6 - 62 55.8 - 97 

E-journals 0 - 0 2.3 - 4 8.6 - 15 33.3 - 58 55.8 - 97 

Printed material 5.8 - 10 3.4 - 6 19.5 - 34 24.7 - 43 46.6 - 81 

Databases 0 - 0 0 - 0 0 - 0 8.6 - 15 91.4 - 159 

World Wide Web 89.1 - 155 6.3 - 11 4.6 - 

8 

      0 – 0 0- 0 

Social media 96.6 - 168 3.4 - 6 0 - 0 0 - 0 0 -0 

Ask a colleague 45.9 - 80 31 - 54 12.7 - 22 5.8 - 10 4.6 - 8 

 

Professionals who used the library services mainly referred to the libraries of the Alexander TEI and the 

Aristotle University. Users were unaware of the fact that through the library they could gain access to full text 

papers. Research participants used keywords (100%) and only searched within the first page of the results 

(100%). Only 1.72% of the beauty professionals searched in the second page of results and finally 8.04% of 

professionals used the “exact phrase”. None of the participants used Boolean operators or truncation as a 

searching technique. As shown next on table 2, participants were also asked about the alternative search 

strategies used in cases of unsatisfactory results. 39.7% of the users stated that they always changed keywords 

and 11.5% very often. It is interesting to comment that rarely (7.2%) and never (92.5%) had they used different 

databases as an alternative strategy. Finally, it is common to ask someone else if they have trouble getting the 

satisfying results.  

 

Table 2: Alternative search strategies, when initial results are unsatisfactory 

 Always  Very often  Often  Rarely  Never  

 % - n= % - n= % - n= % - n= % - n= 

Change keywords 39.7 - 69 11.5- 20 28.7 - 50 17.2 - 30 2.9 - 5 

Use another search 

technique 

2.3 - 4 9.2 - 16 9.8 - 17 9.2 - 16 69.5 - 121 

Use different databases 0 - 0 0 - 0 0 - 0 7.5 - 13 92.5 - 161 

Stop the search 19 - 33 23 - 40 13.8 - 24 28.7 - 50 15.5 - 27 

Ask someone else 12.6 - 22 19 - 33 22.4 - 39 25.9 - 45 20.1 - 35 

 

96% of the users had chosen to see the first five results. Also, 93.1% of the participants had chosen from the 

retrieved items those that the title had a meaning for them. 85.6% of the participants admitted that they did not 

know how to use the relevant information, proving once more the need for training in information literacy 

skills. 63.8% had chosen the retrieved results by keyword, 26.4% by date and 5.2% by source. 

 

Information Literacy Issues 
The researchers contacted research at the curricula of the Aesthetics and Cosmetology Departments and found 

out that they did not include any information literacy, information seeking, information retrieval, social media 

and methodology or ICT lessons. The majority of professionals were not aware of the basic databases related to 

medical issues (e.g. PUBMed) (see table 2) and even if they were aware of these resources they stated that had 

difficulties in using them properly due to lack of training. Although the library of Alexander TEI of 

Thessaloniki provides a full online information literacy Programme via the information literacy platform 

Callisto most of the users stated that they were not aware of such a tool and service. The level of awareness 

related to the online information literacy services of ATEI Library is rather disappointing. This should probably 

compose evidence for further collaboration between the Library and the Aesthetics and Cosmetology 

Department aiming to inform and train users. Additionally, most of the participants stated that they visit the 

library only one to four times per year (10.9%). 79.3% did not visit their university library, or any other library 

in the city of Thessaloniki. Professionals who rarely use the library are those who contact research, prepare a 

conference paper or study for master’s degree. 

5  Conclusions 

As demonstrated by the current research and the relevant literature review Aestheticians and Cosmetologists 

enjoy the convenience and the ease of use of environments such Google. Library services, databases, e-journals 
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scored low in the preferences of use of the research participants. Results from the current study indicated that 

aestheticians and cosmetologists used only the first result page from Google results page. Information literacy 

programs in academic libraries need to emphasize on the professionals’ needs and on the formation of such 

conditions that will create independent and well-informed users.  Information professionals ought to teach their 

users how to effectively use and evaluate the available sources and tools. Then and only then users will cherish 

and value the trustworthiness and accuracy of the sources (Garoufallou et al., 2016a). The current study 

identified the lack and need for further education and formal training on information literacy skills in 

aestheticians and cosmetologists. Furthermore, information seeking and literacy and ICT courses need to be 

incorporated in the curricula of the Aesthetics and Cosmetology Departments. 
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Abstract 

The paper examined the differences between the alternative tourists and those who prefer mass forms of 

tourism. The existing literature concludes on the fact that alternative tourist is regarded as more thinking, 

conscious, better and more properly designed and locally controlled. This does not necessarily mean that mass 

tourism is always without proper planning or that the alternative is always designed and sometimes the 

alternative is accused of going for elite tourism, since in some cases addresses richest -which saw and from the 

literature and more educated tourists and may be even worse than the mass after contaminate pure areas that 

were never pressed by tourists, which may be the subject of future research. 

 
Key Words:  mass tourism, sustainable tourism, Greece, tourists, consumers 

JEL Classification: L83, L84, M31 

1. INTRODUCTION 

By the term “tourism”, it is meant a cross-border activity on the mobility of people from one country to another 

in order to satisfy personal needs or desires related to leisure, knowledge or experience but also due to some 

business needs. These individuals remain the destination for a particular period can be from a few hours up to a 

year. Tourism is a multidimensional phenomenon and is a social and economic phenomenon (Theobald, 1998). 

The influx of tourists to a destination implies economic inflows that largely affect the local economy. 

In particular, tourism is a major wealth feeders for the Greek economy and jobs, especially in regions such as 

the Aegean islands and mainland Greece that are not many alternative sources of income. Admittedly, tourism is 

the main industry in the development strategy of Greece and the 21st century (Tsartas, 2010). It is important 

however to note that the Greek tourism is facing opportunities arising from the shift to green tourism and threats 

from the economic crisis in Greece and abroad that has affected the tourism market. 

For this reason it is considered particularly important to explore new t rends in tourism and in particular 

alternative tourism as a tourist phenomenon, compared with mass tourism. We must not forget that the tourist 

phenomenon is related to the exercise of human activities that have an impact on natural ecosystems and natural 

resources. The paper’s methodology relies in the literature review. This means that this paper will rely only on 

previous researches not on primary data. Through the discussion made on this paper, the researchers will create 

the necessary background for a future research which will help the academia to draw further conclusions 

regarding the gaps and similarities on consumers who prefer mass tourist activities and those who prefer the 

alternative tourist activities. 

The paper is particularly important due to the fact that it has a critical view on the context of alternative tourism. 

The research that has been done shows that compared to other researches, the particular paper gives an insight 

on the short term economic returns of the mass tourism and the importance of sustainability. Sustainability is a 

process that underlines the importance of all three aspects it includes, the economic aspect, the social aspect and 

the environmental aspect. Thus, tourism destinations that want to be sustainable have to balance themselves 

between all three factors. 
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2. METHODOLOGY  

 

The methodology used in the present paper is the critical review of the literature. The sources of relevant 

literature investigation derived from popular online bibliographic databases, such as Science Direct, Emerald, 

EBSCO host and scientific search engines such as Google Scholar and Scirus. Τhe authors have used a variety 

of sources based on their accessibility provided from the institutions where they are working. Also, an important 

source of information has been the Greek Tourism Organisation and the SETE, which both carry their own 

online databases with material regarding tourism in Greece.  

General search engines such as Google have also been examined. The types of bibliographic sources included in 

the research are articles published  on scientific journals, books, conference proceedings, company papers and 

studies, white papers, online sites and online journals. The selection criteria of these literature sources were 

based on the relevance to the topic of the paper and this research is not exhaustive. 

  

3.LITERATURE REVIEW  

3.1. The context of mass and alternative tourism 

3.1.1 Mass tourism 

Mass tourism is characterized by rapid growth, with a strong emphasis on short-term economic returns and less 

sensitivity to environmental and social impacts. Historically, mass tourism leads to unplanned and uncontrolled 

development and growth. The focal center is more rapid increase than the correct and durable development. 

Mass tourism is characterized by teamwork involving tourists in the various phases of tourism. The collective 

team character refers to the organization and conduct of the movement (travel) and the concentration of tourists 

in the places of residence of the recipient country. The person falls, coincident or not, in groups more or less 

similar needs and desires, comply with certain behavior patterns, so while ensuring a minimum satisfaction 

offered by good organization and execution of the trip by the tour-operators (Page, 2006) 

Mass tourism is considered as one category of tourism that is characterized "by teamwork involving tourists in 

the various stages of tourism, but at no time connected exclusively with the holiday tourism - accommodation 

brand type recreation" (Igoumenakis et all, 1998). Mass tourism is a form of collective tourism that person, 

namely the tourist, part of groups more or less like tourist needs and desires. Characteristic mass tourism sample 

are all inclusive tours which are organized tourism packages that include a range of services such as 

transportation, lodging and meals, all within a single package. Concerns standard developed based package 

holidays. 

Tsartas (2010) states that often the tourist is treated as a "product" and not as "customer" and the tourist forum 

for the local community is very small so the tourist limited to pleasures associated with 3S (sun, sea, sand) 

without anything gained in cultural level or to interact with the local community. 

Mass tourism short- allows obtaining easy money but long-term harmful effect on the economy, society and 

environment (Tsartas, 2010) .The reason is that the large influx of tourists groups, often passes the carrying 

capacity of destinations leads to uncontrolled urban development and waste of resources. Also, a significant 

development of mass tourism is the dependence of the destinations of mass tourism by tour operators trying to 

compress the cost of services, often with using all inclusive packages the tourist loses contact with both the local 

micro- medium enterprises as foodservice, and culture which seriously undermines both the tourist experience 

and the local economy (Page, 2006). 

 

3.1.2 Alternative tourism 

In order to understand tourist behavior, it is important also to understand the motives that someone has so to 

travel. Hence, in order to better understand the incentives for tourist travel, Page (2006)  categorized the 

incentives into four groups. These groups are: 

• Incentives related to fleeing away. The modern man is seeking to flee. Essentially he needs the "escape" from 

everyday life so that he can live for a few days with a more peaceful lifestyle. The aims of these trips are to 

seek, relax, and engage with new cultures. Tourists are looking for renewal so they can return to their daily 

routine as the next trip. 
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• Incentives on education and culture. In this category we have trips that are the main motivation of education 

and culture. These two motivations remain strong even if the cause of the trip is another, such as holidays or 

business trips. 

• Incentives on imagination and nostalgia. Very often the willingness of people to live differently during their 

journey is the main motivation. The tourist seeks to live what he has imagined or desired, such as his childhood 

or his place of origin. Tourists may feel "rich" or "farmers", looking for similar infrastructure, services and 

activities such as agrotourism. In recent years, we have seen many infrastructures and new destinations 

associated with this kind of motivation, such as the nostalgic Disneyland  

• Incentives related to the social, institutional and organizational embedding of tourism in the modern world. 

These incentives arise from the fact that tourism has now become an integral part of modern social and 

consumer patterns. This of course affects the choices of tourists who see through tourism, a possibility to display 

their social prestige. So we can say that the incentive in this case is related to the social and professional 

mobility of tourists. 

At the same time, the institutional and organizational development of tourism is also a major cause of different 

types of travel such as cultural, business and holiday, creating standardized forms of tourism. For example, state 

policy such as licensing systems and any social benefits will directly affect individual choices when the trip will 

take place and how long it will last 

As we see above, the incentive approach relates not only to the personal choices of tourists but also to external 

factors such as the policies that each country has, but also their economic, professional and social status. All this 

affects the motives of a tourist trip. 

The concept of alternative tourism in recent years has dominated as a counterweight to the unpleasant 

consequences that brought mass tourism. The communities in an effort to preserve their cultural heritage and to 

enable them to protect their natural resources have turned sustainable development and alternative tourism. 

Butler (1999) gives a series of definitions in relation to the concept of alternative - sustainable tourism. Of the 

various definitions exist in the literature we can conclude that the alternative tourism can be analyzed from four 

different perspectives, which are: 

 

•  alternative tourism is treated as an economic activity related with sustainable development 

 

• from the ecological perspective that emphasizes the need for environmental protection 

 

• from the perspective of long-term benefits from tourism on the creation of competitive advantages  

over alternative tourism 

 

• and finally, from the point of acceptance of tourism as part of the strategy for sustainable development through 

the development that takes into account the natural and human environment (Butler, 1999). 

 

As an alternative tourism, we can also characterize the whole of integrated tourism services, with the main 

characteristic of specialization, according to the particular needs and preferences of their customers, as they 

appeal to the public who wants a different way of vacation, away from the established and standardized forms of 

organized mass Tourism. The main characteristics of alternative tourism are the search for authenticity and 

contact with nature, the denial of impersonal tourist packages, the combination of holidays with volunteer work, 

the protection of the natural environment, the interaction of man with the cultural monuments, the support of 

rural areas and finally contributes significantly to solving the problem of seasonal tourism (Tosoun (2001)). 

 Alternative forms of tourism are linked to the wealth resources of a site and meet specialized needs derived and 

motivated by specialized travel incentives. They are always accompanied by the appropriate infrastructure 

development respecting the natural environment and cultural heritage. They differ in how they are organized 

from other styles and prototype. They convert the relationship between the locals and the tourist in a friendly 

and cooperative way, always respecting the social values . 

Here it is useful to make a distinction between the terms specific and alternative forms of tourism. Special forms 

of tourism are a wider term than alternatives, characterized by the satisfaction of a particular incentive that has 

manifested itself in tourism demand and the parallel development of such infrastructure. Alternative forms of 

tourism also have the main characteristic of having a specific incentive and are accompanied by the creation of a 
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specific infrastructure for the satisfaction of tourists. They do not make use of the mass tourism infrastructure 

and are usually organized by the tourists themselves, largely respecting their autonomy (Velissariou, 2000). 

Alternative forms of tourism seek to reduce the seasonality of the phenomenon by increasing tourism in the 

remaining months of the year. It also normalizes regional inequality, as it also adds to areas that have not been 

paid attention to government tourism policy. The tourist taking part in alternative forms of tourism is different 

from the passive and unfathomour tourist of mass tourism, which is not interested in the deeper acquaintance 

with the place of reception and turns into an active tourist with active participation and desire to contact new 

cultures and customs (Velissariou, 2000). 

Indeed we see that there are different approaches to the concept of alternative tourism. Bimonte (2007) states 

that alternative tourism is the opposite of mass tourism, but without defined in reaching one form of tourism and 

starting the other. There are alternative forms of tourism, such as rural tourism, which often include forms of 

mass tourism such as beach tourism (beach tourism). 

Tsartaw (2010) writes that alternative forms of tourism are beginning to occupy a significant proportion of 

demand although a supply level in most forms of alternative tourism is lack of infrastructure and trained 

personnel. Alternative tourism shows a slower growth due to intense planning required for a proper and durable 

growth. It is more sensitive to local needs, especially environmental and social. He addresses the economic 

returns from a long term perspective. The International Academy for the Study of Tourism (1990) (from Gartner 

2001) identifies three elements which reveal the human dimension of alternative forms of tourism: 

 

• More sensitive and friendly host communities and the wider environment. 

 

• More aware of tourists and the quality of their experience. 

 

• More satisfactory for the people involved in the tourism functional structure. 

 

The alternative tourism in recent years has caught the attention of both the academic and the professional sector. 

However, as says Sharpley (2000) although concepts such as alternative tourism and sustainable development 

have dominated the tourist literature, there are many different views and opinions about what is ultimately the 

alternative tourism. Indeed Sharppley (2000) questions the relationship between sustainable development and 

alternative tourism. As with the objective of sustainable development is to raise standards of living for all 

people, in the case of the sustainable  alternative tourism is treated with a "tourist-centered»  approach that 

wants the tourism at the center of development, which but exclude groups of people who do not have the object 

engaged in tourism but other activities (Sharpley, 2000). 

Recent years have presented many studies as to whether alternative forms of tourism adds value to a destination. 

For example Tosoun (2001) studied the prospects of sustainable tourism in Turkey. The researcher highlighted 

the factors that appear to be necessary for the implementation of public infrastructure management, the priority 

in public decisions and choices about environmental issues against economic issues and end for the 

infrastructure of the global tourism system. Apart from the above the Tosoun (2001) considers that the benefits 

of sustainable tourism is enough, the adoption of this and the beginning of a difficult case as in conflict with the 

existing economic, social and political status in the country. For this reason, an increased political courage 

needed to implement it. In the end, Tosoun (2001) says that without the mediation of the World Tourism 

Organization is too difficult as implementation of Law principles of sustainable tourism. 

 

3.1.3 Sustainable tourism  

 

Tourism development based on the principles of sustainability has been related to the tourism and the tourism 

industry and has been the main theme researchers several times, who have been concluding that tourism 

development should be sustainable. It is a fact that every tourist market has to exploit its particular 

characteristics, thus it has to create a competitive advantage. The adoption of such a plan of development 

requires the active involvement of all stakeholders in the tourist business of the tourist market, from simple 

residents to tourists and state institutions (Cooper et al., 2008).  

Such a strategy is ecotourism and sustainable tourism, which protect the ecosystems, contribute to local 

economic development and improve the living standards of the local community. Unfortunately, there are cases 

where ecotourism and sustainable tourism are not always based on the principles of sustainability, thus, 

sustainable development is not achieved. New ways of promoting tourism, based on the idea of sustainability, 

include: 

1) The diversification of agricultural activities, in order to include the accommodation and the feeding of 

tourists, their participation in agricultural activities, and generally the daily life of farmers.  
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2) Developing businesses that will focus on outdoor activities such as climbing, hiking and other similar 

activities 

3) The efficient use of sites and natural resources such as Eco parks (Holloway, 2009). 

It is a fact that the mass tourism is confronted with major issues with regards to the 21st century, such as 

sustainable development, addressing inequalities in wealth and opportunities, and the proper and equitable 

allocation and management of existing natural resources has to be taken under consideration. That is why 

developed countries place particular emphasis on promoting the green market and are adopting green 

technologies so as to achieve sustainable tourism development, a sector where Greece is relatively behind (Page, 

2011). 

The sustainable tourism development is the development of tourism, which takes full account of its current and 

future economic, social and environmental impacts, addressing the needs of the visitors, of the industry, the 

environment and the host communities. The process of achieving a sustainable tourism development requires 

cooperation between all stakeholders but also a strong political leadership to ensure the broad participation and 

social consensus. The sustainable tourism is a perpetual process and it is therefore necessary to continuously 

monitor the impact, sometimes by introducing the necessary preventive and / or corrective measures whenever 

necessary. In addition, sustainable tourism must maintain a high level of satisfaction for tourists and at the same 

time provide a significant experience for tourists, raise awareness of all sustainability issues and promote 

sustainable tourism practices for everyone (Sâmbotin et al., 2011). 

 

 

 4. DISCUSSION  

 

Alternative tourism places emphasis not on quantity, as mass tourism does, but on quality. Alternative tourism 

differs from mass tourism and is indissolubly linked to the specific features of a place and the elements that 

differentiate it. The way of organizing and operating alternative tourism is the one that differentiates it every 

time as well as the fact that it does not target a passive tourist but an active and dynamic person who will 

actively participate in the everyday life of the inhabitants and their activities. 

The aim of alternative tourism is to offer quality services and respect for the society and the natural environment 

of the destination.  

For this reason, we refer to concepts such as "sustainability", "sustainable development" and "alternative 

tourism", based on triptych, environment, society and development. We should point out here that, contrary to 

the view of man that alternative tourism is not developmental, the reality is that alternative tourism focuses on 

economic growth, but in a sustainable, stable way . This means that there can be economic viability in the long 

run, without burdening the natural environment. For example, the creation of alternative forms of tourism 

beyond the traditional 3S (sun, sea, sand) of mass tourism, is also directed to actions that prolong the tourist 

season, such as conference tourism. In this way there can be a good relationship between tourism, the 

environment, society and development. 

Alternative tourism has developed as tourist activity in the last 20 years. Velissariou (2000) states that 

alternative tourism is the opposite of mass tourism which for many years imposed by the market model 

characterized by massiveness, environmental pollution and profit maximization at the expense of cohesion of 

local communities and the local economy. 

Alternative tourism can take many forms, the most characteristic of this rural tourism and mass tourism can not 

adjust on local environmental, cultural and economic circumstances of the destination. The differences in course 

limited to adaptation. Mass tourism requires the creation of large-scale investment in many cases the local 

community that participates in the development process. The concentration of these infrastructures in particular 

destination initially leads to wastage of productive resources and the degradation of the destinations can not 

accept these infrastructures (Coccossis, 1996). Extra mass tourism aims, like most mass consumption products, 

to tourists with limited financial resources, which means that although the mass tourism can bring to a 

destination considerable number of visitors, this does not mean that these visitors will support the local 

economy. Instead, in many cases tourists focus in all-inclusive type of hotel units, which means that the local 

economy has essentially limited benefits and instead has borne largely by the development projects that have 

taken place. 

However, because the differences are too many for the better management of the content of this study we 

present table showing the differences between mass tourism and soft tourism that highlight alternative tourism. 

Alternative tourism comes to heal a number of problems that has created the mass tourism. For example, mass 

tourism is externally controlled (mainly from tour operators as well as by economic interests) while alternative 

tourism is managed by the local community. Very important difference is also that development without 

planning and in alternative tourism planning is based on the carrying planning of destination but also by the 
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destination specified (Velissariou, 2000). If, for example, the destination specified in the wine or olive 

production can develop activities related to rural tourism. Another difference says Andriotis (2003) is to get 

away from the natural barriers to mass tourism unlike conservation of natural barriers to alternative tourism. 

Physical barrier may be a forest for mass tourism can be an obstacle to the expansion of a large hotel 

accommodation while in case of mass tourism can be an opportunity for growth and mild recovery. 

 

5. CONCLUSION  

 

It must be said that Greece lags behind its direct competitors to attract tourism throughout the year. An 

interesting example is Egypt, which has a 'zero' seasonality, while Spain, Turkey, Cyprus and Portugal are 

relatively similar. Alternative forms of tourism are distinguished by the particular motivation that motivates 

them and thus we perceive their multidimensional character, since our society is constantly changing and new 

needs and desires are being created. The dynamic character of tourism is the incentive to design sustainable 

development policies that will drive environmental protection. The answer is alternative tourism linked to 

sustainable development, ie the three-pronged economy, environment, local society. Hence this has been the 

driver behind this research so to create the necessary background for a further research. In conclusion, most of 

the criticism about the development of mass tourism was due to the unscheduled nature of development and the 

effects it causes. But there are ways of programming and management of mass tourism that make alternative 

tourism can not be seen as a substitute for but rather as a different development option mainly for areas under 

protection, or with controlled access, because of special environmental, historical, or cultural characteristics. 

However, there is a need to move on with a further research. This can be on the terms of having a future 

research which will aim on investigating the views and perceptions of tourists on this subject. 
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ABSTRACT 

Price promotions have become an important tool for marketing managers to encourage product trial, increase 

purchase frequency and encourage brand switching. However, the influence of price promotions on purchase 

decision and brand loyalty within newly self-dependent shoppers is not well understood. The aim of this 

preliminary research was to; explorethe role of price promotions on purchase intent; gain understanding of the 

effects of in-store grocery price promotions on brand switching; and, obtain insight into whether in-store price 

promotions can influence long-term brand relationships and habitual consumption within the specified market 

segment. The research was conducted through focus groups where key insights were developed around the 

central themes, providing a basis for further inquiry expanding on segment specific consumer responses to price 

promotions. The research found that price promotions can be an influential factor in both brand loyalty and the 

consumer decision making process. Additionally, that promotions had become expected and their absence had a 

negative impact on consumer brand perception. The concept of over-purchase emerged, with respondents 

favouring discount over multi-buy promotions as they felt a greater sense of control was awarded, however this 

was deemed psychological as over-purchase was evident.   

Keywords: Price Promotions, Loyalty, Consumer Brand Relationship, Purchase Decisions, FMCG 

 

1. INTRODUCTION 

 

Previous studies have identified that most supermarket purchases are unplanned and can be influenced by 

unexpected situational factors (Narhinen et al, 2000). Supermarkets and manufacturers have increasingly used 

price promotions to influence shoppers of consumer goods. By understanding the influence of price promotions 

on the customer journey brands have an opportunity to differentiate themselves from their competitors 

(Simpson, 2006), and strategically position products to maximize consideration opportunities and begin forging 

long-term relationships with consumers. Research has shown that price promotions are an effective device to 

improve sales in the short-term, however, price promotions may have long-term adverse consequences for firms 

such as increased consumer price sensitivity and decreased brand loyalty (Bogomolova et al., 2017).   

In light of the above, this research study sets to explore the impact of price promotions on the shopping habits of 

students, a strategically significant market demographic, within the FMCG market. This research is of 

significance as typically students are at the beginning stages of financial independence and self-dependency, and 

thus shopping habits are forming.  

The exploratory research focused on the types of in-store grocery promotions that are deemed to influence 

purchase intent, and sought to identify relationships between promotional incentives as an influential factor in 

establishing a foundation to long-term brand relationships and habitual consumption behaviours. The research 

further explored the relationship between promotional offers and brand switching, to identify the role that 

promotions may have on loyalty within a consumer-brand relationship when incentives offered alternative 

options that were perceived as greater in value. 

 

2. CONTEXT 

 

In 2017, 41% of all UK branded food sales in supermarkets were products on promotion (Nielsen, 2017), 
leading to supermarkets and FMCG brands becoming reliant on sales promotions. For the purposes of this 
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research, promotions are defined as ‘marketing events limited in duration, implemented to directly influence the 

purchasing actions of customers.’ (Felgate, et al, 2012). 
Millennials as a purchasing group are considered ‘low-loyal’ from a brand perspective (Wood, 2004). Research 

conducted into student’s grocery shopping habits revealed price plays a larger role in purchase decision than 

brand in most cases; with monetary promotions being ‘key motivators’ in on-the-spot purchase 

decisions,furthermore, no single major supermarket appeared to differentiate itself effectively among this 

market segment, with location being the most important ‘loyalty driver’ (Fuel Insight, 2013).For many young 

adults, starting University represents the first time they are managing their own budgets, particularly their 

grocery budget. It is at this point that shopping habits begin to form and FMCG brands should be trying to forge 

relationships, as students are of ‘high strategic significance’; consumers going through changes to their living 

environment are more likely to change their shopping habits, trialling both new/alternative brands (Thomson, 

2011). 

 

3. LITERATURE REVIEW 

 

Price promotions, used frequently within the FMCG marketplace, tend to be short-term and highly tactical. It is 

agreed that price promotions in this sector can result in a short-lived sales increase (Smith & Sinha, 2000; Banks 

&Moorthy, 1999). Seen to have a positive effect on immediate sales, they therefore present an enticing 

opportunity to managers to drive short term sales and revenue, resulting also in the benefit of category 

expansion and brand switching over the short term (Dawes, 2012). 
Although the promotional goals are to encourage product trial, increase purchase frequency, and encourage 

brand switching; it could be said that the abundance of deals available are ‘just white noise to most shoppers.’ 

(Moule, 2013). Earlier assessments in research that grocery purchases are low involvement and absent of any 

significant rational and affective decision making need appear to drastically over simplify the consumer decision 

making process. The positive and negative attributes of brands available are assessed in context by consumers, 

with this context set by their specific shopping goals. When a brand is presented with a contrast to competing 

brands within the context, such as price due to a monetary promotion, consumers are more likely to compare 

rather than assimilate brand attributes as part of the purchasing decision (Keel & Padgett, 2015). In fact, recent 

research has highlighted the need to further investigate and understand affective consumer responses and the 

role they have in this area (Allawayet al., 2011). 

Four main price promotions are implemented within FMCG retailing; according to Gilbert and Jackaria (2002); 

‘buy-one-get-one-free’ and discounted prices are more popular among consumers than sampling/free trial and 

coupons. ‘Buy-one-get-one-free’ and discounting have been found to influence consumers to switch brands, 

although again it is noted that this switching behaviour may be short lived, and that further research could 

investigate geodemographic factors and their influence on buying behaviour. It is for this reason that this 

research focusses on these two promotion types. 

 

4. METHODOLOGY 

 

At the preliminary stage, this exploratory study conducted qualitative research through two focus groups using a 

convenience sample of undergraduate students. It was essentialto gain understanding of participant’s 

interpretations in relation to the research objectives, and to develop any emerging themes and ideas to further 

understand the relationships participants have with brands, retailers, and the buying habits that are resultant of 

promotions.This participant selection aligns with the research problems posed, and seeks to be representative of 

those who are likely to be forming habits and opinions around consumption of FMCG’s and the stores in which 

they make purchases.  

Participants were asked to give consent to take part in line with ethical research considerations and agreed to the 

recording of the focus group sessions before sessions were initiated. Data was collected from participants upon 

agreement to take part in the research. Following each focus group, transcribed data was analysed to identify 

emerging themes. The data was grouped into top level themes and coded, with relevant statements in support of 

the applied codes. 
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5. FINDINGS 

 
Analysis of responses highlighted three key recurring themes, with clearly defined emerging sub-themes, giving 

rise to compelling qualitative evidence of areas for further research (see Appendix 1). The theme of ‘loyalty’, 

including the degree to which price promotions would encourage alternative brand trial, resultant levels of 

loyalty upon trial of a newly purchased brand, and conditional loyalty, was a significant finding.  Purchase 

intent and decision were also a prevalent theme within the data, which further divided exploring the sub-themes 

of price-sensitivity, over-purchase, and learned behaviours. Additionally, the data revealed insight into 

consumer expectations of frequency of price promotions, the brands perceived to be sold with a promotion, and 

the brand associations made as a result of depth and frequency of such promotions. 

 

5.1 Loyalty 
The most prominent aspect of the research centralised around the theme of loyalty to the brands purchased and 

critically it emerged that the brand relationship was more influential in a purchase decision than possible 

monetary benefits of promotional offers. The research identified that the loyalty was resultant of an individual’s 

familiarity with a brand and was aligned to the historical consumer-brand relationship within a product category. 

The identification of loyalty being generated through brand familiarity was of significance as respondents 

exhibited an unwillingness to consider alternatives and in doing so reduced cognitive dissonance, even when 

faced with lower priced alternatives. The respondents attitude towards ‘buying the known’ eliminated 

alternative brands from the consideration set, with promotional offers playing little or no role in the purchase 

decision. This trend in behaviour was more prevalent for regular consumables where,it can be assumed, 

consumption was increased through usage situations against items purchased less frequently. Respondents that 

enjoyed the taste of a product, were less likely to consider alternatives, and would be dismissive of strategies to 

encourage trial, again reflecting a sense of dissonance reduction through remaining loyal to a known product.  

The research identified that brand loyalty could be tested when a higher value product was offered at the same 

price as a product that was purchased habitually. The higher value product, although unfamiliar and typically 

untested, was deemed more attractive, demonstrating that perceived value could be attached to the cost and not 

necessarily to usage experiences.When promotional offers resulted in respondents trialling unfamiliar products, 

and where a fondness to the intrinsic qualities emerged, a sense of loyalty for the trialled brand emerged with 

reduced price sensitivity and a consensus that once outside of promotional offer the standard pricing would not 

undermine purchase intention.  

The perceived value of an offer divided the habitual shoppers from the price sensitive shoppers with the former 

stating that they would generally not be swayed by promotional offers, and the latter that the promotional offers 

would be an influential factor in the final purchase decision. The concept of conditional loyalty surfaced within 

the research, i.e. brand loyalty during promotional period taking precedence over a typical purchase, as brands 

could capitalise on the relationship to encourage continued growth outside of promotional periods.  

 

5.2 Purchase Decision 
Within the scope of the relationship between promotional offers and purchase intent several factors emerged 

that, for the most part, were driven by extrinsic characteristics. It was found that price sensitivity would play a 

significant role and may impact not only brand selection but store choice, with some respondents indicating that 

they would visit multiple shops in order of obtaining a lower priced item. This omni-store process was more 

frequent for items that the consumer deemed to contain fewer distinguishing intrinsic attributes, and were 

therefore of similar quality, and where price acted as a primary point of difference. 

The perception of value was weighted towards extrinsic characteristics of a product with suggestions that 

packaging played a vital role in selection between unknown brands. Judgements based on pricing strategies 

significantly decreased the consideration process and facilitated a sense of value, interestingly the original price 

was not considered within this process, and it was driven purely by the promotional pricing. Promotions offering 

money off to incentivise purchase, were in some cases harmful to the perceived value and a sense of distrust 

ensued with feelings the product may be flawed.  

Shelf life had not been a factor in the scope of the research design but themes emerged that signified its 

importance in receptiveness of offer uptake, and itsinfluence over the quantity of items that would be purchased, 

which in some cases led to over purchase.Over purchase was not restricted to items that had a long shelf life and 

acted as a driver in the adoption of promotions over the necessity to replenish products. Whilst some 

respondents were conscious of potential wastage, it tended to be outside the norm, a behaviour that is perhaps 

indicative of the disposable culture the UK is accustomed to. Furthermore, respondents failed to identify the 

financial implications of over purchase when an item was discarded due to lapsing expiration dates.  The 

terminology used by respondents supported the idea that monetary reductions had greater influence in excessive 
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purchase than multi-buy promotions, as respondents felt they retained greater control over final quantity 

purchased, although this appeared to be psychological as opposed to actual, as the tendency was still to purchase 

surplus to requirement.  

Promotions were deemed to be less of a consideration in purchase decisions when the respondents were 

unfamiliar with a brand or product type, a theme that interlinked with the loyalty towards a brand or product. It 

was further identified that, even at the relatively infancy of independent grocery shopping, learned behaviours 

were subconsciously impacting purchase decisions with selection stemming from items that the consumers had 

become accustomed to from their typical home lives, where they were not the primary customer of goods.  

 

5.3 Promotions 
It was noticed that when participants were more price sensitive, therefore possessing a greater tendency to 

respond to price promotions, there was an increased likelihood of visiting alternative outlets to maximise the 

opportunity of securing a better deal on the product purchased. There was general agreement that promotions 

were expected when shopping for FMCG’s, with certain brands being singled out as being the most likely to be 

available in promotion. In the case of brands being outside of promotion, when promotions were deemed as the 

norm, respondents expressed negative feelings towards the brand.  

Some respondents signalled that brand switching would occur between two competitive brands, based solely on 

the presence of a promotional offer, which appeared to take priority over taste preference. Product trial could be 

incentivised through promotional offers, and it was found that this would also factor in product line extensions, 

where a series of purchased were made based on the initial judgements of the first product.  

 

6. CONCLUSION 

 

From the research, it was hypothesised that price promotions do play a large part in students purchasing 

decisions, and can be an influencing factor in brand loyalty and/or brand switching. Promotional offers 

influenced trial of new products, however there was resistance to product switching amongst products that were 

consumed more frequently, this was attributed to dissonance reduction of purchasing a tried and tested product. 

Some of the participants stated that price promotions would actually influence their brand switching with 

emphasis on promotion type, where they felt they received a higher value product at a lower price, therefore 

exceeding the ‘expected’ quality of the current product they purchased. Brands could take advantage of this, 

particularly with consumer segment, to encourage the effect of ‘behavioural primacy’ (Woodside and Uncles, 

2005); where purchasing a brand early in a new environment has a significant impact on how often that brand is 

subsequently purchased. 

There was evidence that aligned feelings towards brands and products with the presence or absence of 

promotions, which would benefit from further research to understand how brands can position their product to 

reduce negative associations, and if certain promotional types have a greater positive impact than alternatives.  

Within the sample, it was found that promotions also played a part in over purchase of goods and it was 

identified that at the point of purchase wastage was not a considered factor, perhaps indicating the ‘disposable’ 

nature of millennial culture. 
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Appendix 1: Representative narratives from focus groups 

 

Theme Sub-Theme Narratives 

Loyalty Brand loyalty “Certain things I don’t think would make me try anything new” 

  “if you know you love a brand then I wouldn’t switch” 

  “if there’s another one same price, that’s usually more expensive normally, I 

will try it” 

  [would repeat purchase item trialed during price promotion] “yeah I will” 

  “now I know when it’s on promotion I will buy it” 

 Familiarity “I just go in and get what I always have and then leave” 

  “things like that I usually just go for what I’m used to getting rather than a 

cheaper alternative” 

  “I don’t wanna get something that I won’t enjoy eating just because it’s 

cheaper” 

 Value of offer “I buy things more that I want kind of thing, rather than depending on all the 

promotions” 

  if you get just more for your money… …you are getting a lot more than what you 

pay for the other brand 

  “I’ll compare all the prices but it depends how reduced something is before it 

would sway me” 

Purchase 

decision 

Price sensitivity “I don’t really want to pay like £4 for a block of cheese when you can go to 

another shop and get it for £1.50” 

  “if there’s 2 brands and one’s on offer… … I don’t know that its bad I’ll try it if 

it’s the cheaper one” 

 Shelf life “I think it’s quite a risky thing to… …purchase something that’s going out of 

date… …I always tend to look for the quality” 

  “recently had a type of peanut butter I normally get that doesn’t expire for ages 

and it’s normally £2.50 or something, so I don’t always get that one but it was a 

pound so I bought umm every one that they had on the shelves” 

 Perception of value “sometimes it's probably packaging, like if I'm in front of a load of brands that 

I’ve never heard of before, I usually just go for the one that kind of looks a bit 

nicer” 

  “I’ll see that something’s a pound and that instantly sort of screams value to 

me… … I just throw it in” 

  “if I see money off I always automatically think well what’s wrong with it… 

…there’s some kind of catch” 
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 Over purchase “if it’s a product I normally get that’s heavily reduced I will stock up” 

  “it forces you to impulse buy… that’s when you think that’s actually a really 

good deal but then you can’t actually cope with the amount you buy” 

  “if there’s stuff like hot sauce that doesn’t go out of date very quickly I will 

happily buy 10 or 20 bottles at once if it’s half price” 

  “I like it to be my choice to bulk buy but I’ll … bulk buy on things that will last 

  “if I don’t like the product, its ok because it was cheaper so” 

 Awareness “I've heard of it… I'm more likely to pick something that I've heard of over 

something that I didn't know existed” 

 Influence “going towards the ones that my mum and dad use… …I've done that sort of 

unconsciously, I've not sort even noticed until now” 

  “I tend to just go for pricing as my main influence” 

  “sales promotions do have a great effect on me” 

Promotions Actively seek deals “I’d go an extra mile to get the [cheaper] cookies from Tesco rather than 

Morrison’s even though its closer” 

 Trial of new products “I’ll try a new thing because it’s cheaper” 

  “whichever one was on sale and then, I'll try, when I go to buy it again I'll try 

the next one on sale and sort of slowly work my way through things and figure 

out which ones I like more” 

 Expectation of 

promotion 

“You always expect to see an offer when you go shopping… …I do feel like it's a 

bonus as well ... obviously, it's saving you money… … I'd be shocked to not see 

any offers” 

  “annoying if… …Coke was full price” 

  “between coca cola and Pepsi depending on which is on offer” 
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Abstract: 

Social Customer Relationships Management (Social CRM) is a contemporary business trend applying reciprocal 

communication with customers through social media sites, such as Facebook, Twitter etc. The social CRM 

landscape is attracting significant attention from customers and enterprises alike as a sustainable channel for 

managing, tracking, and improving customer relations. Social CRM enables companies to interact in an easy 

and fashionable way directly with customers as well as to track customer interactions and their social influence. 

In this paper we examine the importance of Social CRM for businesses. The engagement process is essential to 

successful Social CRM and to successful social business practices. Finally, we describe experiences from three 

family businesses that introduced Social CRM as a result of a project carried out as an assignment in the ‘Social 

Media Networking’ module of the MSc course in ‘Web Intelligence’ at the Department of Informatics of 

Alexander Technological Educational Institute of Thessaloniki. The assignment of the groups was to create a 

Social CRM Strategy in collaboration with a company. This study is a follow-up of the outcome of the projects 

carried out in the autumn semester 2014 and 2015. The results show that all three companies consider that 

Social CRM is an excellent tool for obtaining real time valuable data about customers and a cheap way to reach 

them. 

Keywords: Social CRM, e-CRM, Social Networking, Social media marketing, small family businesses  

1. INTRODUCTION  

Customer Relationship Management (CRM) is a process that companies use in order to improve business 

relationships in order to acquire, retain and increase customers, to increase customer loyalty and to improve 

business profitability (Rouse, 2014). With the evolution of the Information and Communication Technologies 

(ICTs) and the internet a web-based CRM, called e-CRM, is nowadays increasingly used to reduce customer-

service costs, tighten customer relationships and most important, further personalize marketing messages and 

enable mass customization (Namchul, 2005). In e-CRM diverse CRM objectives can be achieved by interaction 

with customers through internet based technologies, such as websites, forums, chatrooms, emails and Frequently 

Asked Questions (FAQ), chat (Technopedia, 2017). The main challenge of e-CRM is to facilitate successful 

communication and information regarding the topic of interest, in order to cover particular needs of the 

customer (Vlackakis et al., 2015). Three steps in the e-CRM implementation life cycle are proposed (Buttle, 

2010): 

 1. Data collection: Refers to the information regarding customer preferences. Data is collected via websites, 

social media, emails and questionnaires.  

2.  Data aggregation: A technique that companies use to filter and analyze customer needs, in order to realize 

requests of customers. 
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3. Customer interaction: Companies provide specific feedbacks, to fulfil customer needs.   

Another contemporary trend of CRM is Social CRM that provides communication through social media sites, 

such as Facebook and Twitter (Rouse, 2010). A business can create a particular company page, usually called 

fan page, in different social media sites, in order to quickly get information about customers, who are interested 

in their products or services. In response to customer comments, a business can reply adequately and timely to 

questions, potential negative feedback, or product problems either by posting new comments, or by 

communicating with personal messages. An attractive company image can be created by using Social CRM 

through offerings of suitable products and solutions to current and potential future customers. According to a 

survey conducted by IBM in October 2010 (Davis, 2011), nearly 80% of companies have a social media 

presence and use social media for CRM purposes. The results of this survey shows us that Social CRM is a very 

important tool for business.  

This paper compares e-CRM to Social CRM and discusses the importance of Social CRM for business. It also 

describes experiences from three family businesses that introduced Social CRM as a result of a project carried 

out as an assignment in the ‘Social Media Networking’ module of the MSc course in ‘Web Intelligence’ at the 

Department of Informatics of Alexander Technological Educational Institution of Thessaloniki. The assignment 

of the groups was to create a Social CRM Strategy in collaboration with a company. This study is a follow-up of 

the outcome of the projects carried out in the autumn semester 2014 and 2015. 

2   SOCIAL CRM  

Social media, such as Facebook, Twitter, YouTube, Google+, Google Analytics and LinkedIn, etc. have become 

an integral part of the modern society. They have completely changed the way we communicate, share content 

and co-create information. More and more businesses tend to use social media in order to advertise their brand 

and their products and to achieve continuous engagement with customers and peer communities (Siakas et al., 

2014a). Social media has created new scope for CRM by involving a new generation of enlightened customers 

(Pan and Lee, 2003). In order to provide beneficial two-way value in a trusted business environment social 

CRM is a business strategy supported by a technology platform and social characteristics. Social Media 

Technologies are used to provide real time communications between customers and businesses (van Bruggen et 

al., 2010; Verhoef et al., 2010) and is used to expand reach and to create awareness of a brand’s newest product 

line. This new approach of CRM, that requires strong relationships and conversations, uses social media to 

interact with customers, to track how customer communicate between themselves regarding brands. The main 

steps in the customer engagement model of Social CRM, include the following concepts:  

 Customer Relationship Orientation: The concept of customer relationship orientation focuses on the 

implementation of a strategy for better understanding customer needs, through the development of close 

personal relationships, interactions and social exchanges (Chen and Ching, 2007). 

 Relational Information Processes: When a company gathers the required information Relational 

Information Processes takes place. Four dimensions of relational information processes have been 

reported by Harrigan and Choudhury (2012), namely information capture, information integration, 

information access, and information use. Information capture involves the gathering of information from 

users’ posts in different social media, such as Facebook, LinkedIn, Twitter etc. Information integration 

requires the integration of customer information from all interactions to advance into a conclusion about 

each customer relationship. Information access to customer information is used by employees and 

strategic marketing decision makers (Chen and Ching, 2007).   

 Social CRM Technology Adoption: Finally the CRM Technology Adoption ‘actually refers to the 

acceptance on part of the businesses for the collection, integration, and analysis of customer data, and 

subsequent communication with customers’ (Jayachandran et al. 2005). This collection and analysis of 

the data is acquired by social media technology tools or web applications. 

Customers who engage in a conversation on a social media brand page of a company expect attention and 

resolution to their concerns from the company in the same way as they would expect on a traditional CRM 

channel such as phone or email. Nevertheless, social media brand pages on e.g. Facebook and Twitter, differ 

from traditional CRM channels in several ways: 
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 Every conversation on a social media brand page is public and hence visible for anyone to see. Other 

customers can read the posts and learn from them. The social influence is usually an advantage, but a 

negative conversation can become viral in very short time. This requires that companies act upon 

conversations in real-time. 

 Another significant difference compared to traditional CRM channels is that on a brand page, the 

enterprise needs to identify relevant and actionable posts from a large number of ongoing conversations. 

Posts irrelevant to a CRM function may include compliments, marketing messages, or spam. 

 Customers can participate in the conversations on a brand page, helping to solve problems of a 

complaining customer or answer the queries posted by another. Companies may want to encourage this 

kind of participation, because it helps increase customer loyalty, and also reduces the burden on the 

customer service representatives. 

Regular users of social media, consider it an excellent place to find others working in the field, to share and 

build on information, rather than multiple users reinventing the wheel. With an increased focus on authenticity, 

trust and relationships are built through regular interaction, whether that is with new external contacts, or for 

internal communications. Users become adept at adapting to each new system.  

3   DIFFERENCES BETWEEN e-CRM and Social CRM 

Traditional CRM focuses on marketing sales, service support and customer interaction, through the integration 

of people and technology. As for the electronic version, it expands the techniques of CRM, through electronic 

channels, combining them with e-business applications for the implementation of the strategy. ICTs provide 

opportunities to integrate existing CRM processes with e-CRM applications (Pan and Lee, 2003). Social CRM 

takes a step further by actively engaging customers through Social Media in the Social CRM process.  

  Table 1: Differences between e-CRM and Social CRM 

 eCRM characteristics Social CRM characteristics 

Business focus Products and services that meet 

customer needs 

Engagement and empowerment of customers 

Management focus Contact  Community 

Transaction focus Sales / Transaction Interaction / Conversation 

Technology focus Operational and delivery 

dimensions of sales, marketing and 

service 

Operational, delivery and social dimensions of 

sales, marketing and service 

Marketing focus Highly targeted,  

Specific,  

Facilitated ongoing conversions with and 

between customers,  

Interactions with 

customers 

Transaction bases, 

Brand to Consumer Interaction 

(B2C) 

Continuous engagement with customers, 

Customer to Customer (C2C),  

Peer communities / content sharing 

Personalization Central marketing database and 

transactional event 

Social profiles, behaviors, events 

Design process Business constrained, 

Well defined and stable,  

Inside-out 

Customer centric, 

Dynamic and evolving, 

Outside-in 
Outcomes Transactional  Relational 

Communication Push Pull  

Richness Data rich Content Rich 
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In table 1 we can see that Social CRM is a dynamic evolving customer centered approach that facilitates 

communication between the company and the customer as well as between the customers themselves. Social 

presence of companies through Social CRM requires a frequent monitoring and follow-up of engaged 

customers, who with a viral Word-Of-Mouth (WOM) speed spreads either positive or negative opinions and 

sentiment. The company needs to be alert to clarify criticism and eventual problems and to amplify and 

illuminate positive feedback regarding brands, products and services. 

4.   THE CASE STUDY 

Three small Greek family businesses were accordingly introduced to a suitable Social CRM strategy created by 

four  groups of MSc students. Each group consisted of 3-4 students enrolled in the ‘Social Media Networking’ 

module
4

 at the MSc Programme in ‘Web Intelligence’ at the Department of Informatics of Alexander 

Technological Educational Institute of Thessaloniki. The assignment of the groups was to create a Social CRM 

Strategy in collaboration with a company. The aims were also to help the companies implement the strategy 

suitable to the company aims and to create measures of the outcomes.  

4.1   Company 1: A very small hotel in Northern Greece 

The family business hotel consists of 10 rooms with a fire-place and Jacuzzi in the rooms. The main customers 

until now were Greek clients who wanted to discover the hot springs or the ski centers in the surroundings of the 

hotel mainly during weekends. Most of the bookings were made through the Internet. Since the hotel owner is a 

young person he was open to new innovative ways of reaching the customers, in particular customers from 

abroad.   

Gaining customer loyalty is an important hotel objective. Satisfied customers tend to come back and also tend to 

recommend the hotel to family and friends. The social media is an important mean for WOM marketing and 

customer participation (comments, photos and ratings). The main social media means that were implemented 

are: Facebook, Twitter, Foursquare and Youtube, as well as Trivago, Trip Advisor and Booking. 

The first results of the implemented Social CRM were reported in Siakas et al. (2014b). The use of social media 

increased the bookings with 7-8% in November 2014 compared to the previous year, despite the drawback of 

the financial crises. The branding was identified to have improved; the new customer base was identified to 

come mainly from abroad. The bookings were extended to week days and Sunday evenings. Customers 

comments were positive and customer ratings at Booking.com in March 2017 are 9,4/10. The owner is very 

satisfied with the results of the strategy developed through the Social CRM in collaboration with the students. 

4.2   Company 2: A very small ‘cold-cuts and cheese’ shop in Northern Greece 

The cold-cuts and cheese shop in Northern Greece demonstrated a significant improvement in brand name and 

customer comments and ratings after the implementation of the Social CRM (Siakas et al., 2014b).  The students 

together with the owner carried out a SWOT analysis identifying the Strengths, Weaknesses, Opportunities and 

Threats. The Social Media Tools that were used are blog, Google+, Facebook, Twitter (multiple options of 

interaction), Google maps-places (interaction between customer and shop), as well as recipe competitions and 

campaigns through Facebook and Google AdWords. The results were very promising with a big number of 

visits in the blog, likes, posts and rating 4.8/5 (March 2017) in Facebook, as well as improved branding and 

increased sales. The owner is enthusiastic about the results. The Facebook is the far most popular social media 

used in particular by the younger generations, who ask for specific ingredients from the recipes. This movement 

has created a search for new innovative products and uses of existing products. 

4.3   Company 3: A small medical center in Northern Greece 

The third family business is a medical center for men and women, with innovative and specialized units in the 

fields of In Vitro Fertilization (IVF), maternal-fetal medicine, genetics and molecular biology. The center 

                                                           
4
 http://www.it.teithe.gr/masters/mscsemesters 
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provides services and offers modern solutions to all kinds of infertility problems. The main concern is a humane 

approach providing psychological support to couples, combined with results, both in prevention and treatment. 

The center has around 20 members of staff.  

The owner of the medical center asked for collaboration with the students one year after having seen a 

presentation of the student project from previous year. Two different groups of students worked with the 

company in 2015 and proposed two different Social Media Strategies. In end of 2016 the company employed a 

Digital Marketing manager, who would also be responsible for the presence of the company on Social Media.  

 

4.4 Responses of the three companies to the interview questions 

Company-1 and company-2 implemented the social CRM proposed by the students in 2014. Both companies are 

very satisfied with the outcomes and also plan to extend their presence on social media in the future. Company-3 

worked with two different student groups on a social media strategy one year later (in 2015). It has recently 

employed a digital Marketing Manager and is in the transition stage of applying a Social CRM in the lines with 

the two different student proposals. The company already uses Facebook and YouTube in its social media 

marketing. 

In company 1 a staff member monitors customer feedback twice a week; in company 2 the owner do this 5 times 

per day. In all three companies the staff is very positive of using Social Media as a promotion instrument. The 

customers are in particular positive to the new contemporary way of communicating with the respective 

company. Facebook is the most popular social media used in all three companies, but the future plans in all of 

them are to extend their presence in other Social Media as well. The main advantages of using Social CRM 

reported by the companies are: 

 Expanded clientele; 

 Boosted customer engagement; 

 Intensified business relationships with customers; 

 Improved brand image; 

 Strengthened customer loyalty; 

 Increased profits.  

When asking the interviewed companies about what advice they would give to other companies the following 

advice was given ‘A social networking strategy can only make good for an enterprise, provided the strategy is 

adjusted properly to the business and its needs. Social media is a contemporary word-of mouth tool that helps 

the company to be advertised and improved (when acting on negative comments) and this leads to increased 

profits’. 

 

5.   GUIDELINES FOR APPLYING SOCIAL CRM 

It was evident from both the literature review and our case-studies that companies aiming to social CRM need to 

prepare a strategy for obtaining desired results. 

In order to maximize success we propose the following guidelines: 

 Form a Social Media Vision: Determination of desired state. 

 Create a Social Media Strategy: Identification of target group(s) and differentiating activities.  

 Establish Aims and Objectives: Identification of core competencies (differentiation from competitors). 

 Determine how to measure strategic success: Creation of Key Process Indicators (KPIs) and targets.  

 Develop an Action Plan: Process definition and content creation. 

 Quantify potential risks: Application of risk management principles. 

 Involve right people in right phases: Assignment of roles and responsibilities. 

Measuring social media marketing success do not come from metrics but from objectives. Objectives may 

vary, from raising brand awareness to improving customer service and brand sentiment. Metrics can be 
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divided to qualitative (subjective judgments, based on observations) and quantitative (numerical measure 

derived from statistically significant sample sizes).  

Examples of quantitative metrics are: 

 Conversation drivers: What are people talking about?  

 Influence: Who or what drives customer behavior? 

 Sentiment: How do people feel about a brand, product or idea? 

The following are some examples of quantitative metrics: 

 Click-through rate: How many people click on a link? 

 Conversions: How many people perform a desired action (e.g. buying a product) 

 Engagement: How well does the brand connect with its followers? 

 Followers/fans: How many followers/fans does the brand have? 

 Leads: How many people might purchase the brand’s product? 

 Visitor frequency rate: Differentiates between new and returning customers (reach, loyalty). 

Also a combination of soft metrics, such as “likes”, downloads and followers that do not necessarily correspond 

to a purchase or action and hard metrics, which are measures that can be correlated to profits and Return on 

Investment (ROI), should be used. It is important not to measure for the sake of measurement, but to get a 

complete view of a well-defined effort and not a collection of unrelated data. 

The action plan should include the following phases: 

 Select suitable Social Media Platform: Selection of one or several comprehensive platforms that 

integrate seamlessly with other key IT applications like sales, marketing, service and commerce for a 

holistic approach that covers all customer touch points for conducting social CRM. 

 Ensure that adequate resources are available: Assignment of staff to following customer engagement.  

 Identify and engage your social influencers: Use social media tools to identify who is driving the most 

conversation about your brand. 

 Reward loyal customers: A reward system should be created. 

 Use list and group features: Creation of customer communities allowing open or closed access, 

invitation and/or joining by other users/customers outside the group. 

 Ensure a two-way conversation with your customers: Motivation of customers for active engagement. 

 Respond to customers in a timely manner: Frequent follow-up of Social Media posts. 

 Be as human as possible: when building relationships with customers through social media, put a human 

face (or name) on your social media conversations. 

 Be consistent: Make sure your social media messaging is consistent with your brand image. 

In order to obtain a competitive advantage in an era of connected customers, the Social CRM initiates can be 

seen as a change management strategy for improving the image of the company, brands, products and services. 

For successful implementation of a Social CRM system the right people need to be involved at the right phases. 

The expectations about change need to carefully be taken into account by measuring results all along the 

journey. The implementation of a Social CRM system in practice means a culture change that can effectively be 

managed. By aligning the right internal people, modeling the appropriate processes, and leveraging the adequate 

technology and external experts a shift to a culture of engagement can happen smoothly. 

6.  CONCLUSIONS  

This paper examined the importance of CRM, e-CRM and Social CRM for businesses. In particular Social 

CRM, a new trend that requires active engagement by customers and other stakeholders, was analyzed.  
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We described experiences from three family businesses that introduced Social CRM as a result of a project 

carried out as an assignment in the ‘Social Media Networking’ module of the MSc course in ‘Web Intelligence’ 

at the Department of Informatics of Alexander Technological Educational Institute of Thessaloniki. The 

assignment of the groups was to create a Social CRM Strategy in collaboration with a company.  

The results showed that all three companies consider that the advantages for a company of the appearance on 

social media are cost-related due to the free nature of their use and viral nature of social media that increased the 

customer base. The disadvantages were related to the time that was needed to monitor the traffic on the different 

social networks. 
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Cloud Computing is one of the latest ICT innovations and has the potential to offer significant 

advantages to the public sector, such as cost reduction, increased utilization of human resources, high 

availability, scalability and efficiency of systems and services. Therefore, it is expected to be a 

fundamental part of e-government strategy in the upcoming years and lead to the digital 

transformation of government institutions at national, regional and local-municipal levels. The new 

paradigm shift for governments will be to view and manage their citizens as customers, in order to 

become more responsive, effective and efficient, to provide improved services and to become more 

open, transparent, innovative, participatory and trustworthy. Citizen Relationship Management 

(CiRM) originates from the term Customer Relationship Management, which has been applied 

successfully to the private sector for several years, and represents a combination of management 

methods and ICT applications used by governments to manage their relationship with citizens. 

Provided through proper cloud computing deployment and/or services models (private, public, 

community and hybrid/IaaS, SaaS, PaaS), CiRM can support governments in order to respond quickly 

and accurately to citizen requests or inquiries and to provide access to e-government services, thus 

fostering more connected and engaged communities. The aim of this paper is to analyze the role of 

Cloud Computing and Citizens Relationship Management in e-government, by examining various 

cloud computing models for effective CiRM deployment and by exploring the advantages, barriers 

and challenges that are associated with the adoption of these innovative and disruptive concepts, 

methods and technologies by public administration authorities, in order to enhance e-government 

services provided to citizens. 
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Abstract 

This paper addresses the profile of effective account management in professional services. Drawing on the 

literature from relationship and account management as well as that from professional services, we explore the 

characteristics required of account managers in developing and maintaining successful and enduring 

relationships. The research is based in the context of tax, audit and consultancy service sector of professional 

services which typically relies on technically competent professionals who are often unconcerned with quality 

and value in client relationships. We present the results from 29 interviews with account managers, their 

professionals, and clients to develop a detailed profile of the people who can effectively address the 

inseparability of the service for the provider. We conceptualise the role of account management skills as 

professional and non-professional aspects and produce a framework to facilitate the recruitment, development, 

and evaluation of the performance of account managers. 

 

Keywords: Relationship management, Professional services, Service delivery, Inseparability, Client focus, 

Account management 

 
1 Introduction  

Professions are vocational careers based on advanced training and certification that implies competence in a 

speciality that is needed by individuals or organisations who buy in expertise as needed. Thus, the competitive 

advantage of professional service provider relies on talented individuals. For some professional service 

providers, their service is inseparable from the provider as is the case with medics. For many providers, 

however, the service, despite being of core strategic or operational importance, tends to work in the background 

whilst the client is the visible user of the tangible outcomes of the service. Tax, auditing and strategic consulting 

are typically such services. As such, these suppliers of services have received relatively little attention from 

researchers compared to more general services, and so this paper addresses a key aspect of the success (or 

failure) of professional service firms, specifically their employment of account managers. In this type of 

professional service firm the employees and owners of the firm – auditors, tax consultants, and management 

consultants – deliver services for clients who lack their legitimised knowledge in-house. Though professional 

knowledge is the core service, the technical expertise is only one aspect of the service, it is the relationship with 

the client and the actual delivery of the service that leads to the co-creation of a successful service outcome 

(Schertzer, Schertzer and Dwyer, 2013). Increasingly, it is account management that is crucial to a successful 

professional-client relationship and account management comprises all of the activities directed to establish 

sustainable client satisfaction, and thus an enduring business relationship. Yet professional service firms 

struggle with how to incorporate account management in the dominantly technically-oriented core service 

(Lorsch and Tierney, (2002). The challenges of the account management role in a professional service firm 
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concern the effectiveness and value of the account management role as part of service delivery and how to 

embed the relationship in the service: should it be an integral part of the job of the technical professional or 

should account management be a separate role? Essentially, for the technical expert, time is money and their 

technical expertise attracts a higher billing rate than communication expertise, though without this 

communication, the client relationship would suffer and may not be lasting. The aim of this paper is thus to 

create a profile of the account manager, encompassing both professional and customer perspectives. The 

objectives of this paper are 1) to understand the characteristics of effective account managers; and 2) to explore 

how account managers build and maintain relationships. By creating a profile of successful account managers, 

this paper addresses a current gap in knowledge concerning the optimum delivery of professional services 

(Athanasopoulou, (2009). Moreover, this paper has practical implications for the recruitment and development 

of the account role and the creation of an account manager career path in professional service firms. 

 

 

2 Literature 

This paper brings together the literature on the nature of professional services and business relationships in the 

context of account management. We supplement this with interviews with representatives of each element of the 

relationship – the professional, the account manager, and the client – to consider the implications for customer 

management in this sector. 

 

2.1 Professional services 

Professional service requires specialised knowledge and skills usually of a mental or intellectual nature and 

normally requiring a license, certification, or registration (J Baschab & J Piot, 2005). A service providers’ 

professional status is significantly correlated with perceptions of their expertise, the credence qualities of a 

service, the extent to which the service is seen as critical, the extent to which recommendations are important in 

selecting a provider, and the lack of clarity regarding the service needed from such providers (Thakor & Kumar, 

2000). In audit, tax and consulting professional service firms, employees and owners of the firm deliver services 

for customers which comprise the provision of specific knowledge, acquired through higher academic education 

and further validated through membership of professional bodies which also involves  a common code of ethics, 

in which self-control is supported by peer review, such that members who break the code of ethics may be 

excluded (Lowendahl, 1997). These professional services also involve a high degree of customisation, 

discretionary effort, personal judgement and substantial interaction with the client as service is inseparable from 

those who provide it (Lovelock & Gummesson, 2004). In professional service firms led by partners and in a 

partner-based sales model, typical of the audit, tax and consultancy sector, there is a tendency to spend too much 

time on internal administrative and delivery activities instead of developing new business (J Baschab & J Piot, 

2005). 

 
2.2 The importance of relationships and the role of sales in professional services 

Meeting client needs requires both intellectual and non-intellectual skills: technical and relationship skills. It is 

established that relationships are important to knowledge professionals: drive, determination, and building 

trusting relationships are capabilities that professionals need to nurture (Maister, 2008). Professionals are high 

on technical skills but low on relationship skills (Clifford, 1996). One of the main barriers that professionals 

must overcome is their natural reluctance to sell (Guenzi & Storbacka, 2015). Many professionals have built 

their success having a transactional rather than relational view of their clients, and it is not clear whether they 

really want to change (Maister, 2008), preferring to focus on their technical skills, avoiding the need for 

interpersonal, psychological, emotional or political nuances. Though the model of a dedicated sales force is a 

generally accepted practice in technology consulting, performance consulting, and product-driven companies, 

the formation of a separate sales organisation does not have serious traction in the professional services industry 

(J Baschab & J Piot, 2005; Wilson & Woodburn, 2014). The model of co-developing business with the client as 

a partner has two elements. The first concerns the demonstration of expertise and competencies through 

publications, public speaking and seminars. The second element is to develop relationships of trust and 

confidence with existing and potential clients (J Baschab & J Piot, 2005). Relationship management involves 

establishing, developing and maintaining successful relational exchanges as an ongoing process that requires 

commitment and trust (Morgan & Hunt, 1994). To create quality perceptions in long-term customer 

relationships, it is important to achieve long-lasting satisfaction through sophisticated expectation management, 

paying attention to making fuzzy expectations precise, implicit expectations explicit, and unrealistic 

expectations realistic (Ojasalo, 2001; Tzempelikos & Gounaris, 2015). Professional service companies are 

contexts with high individualism, strong professional subcultures and collegial groups, which can form 

obstacles in customer-related knowledge sharing in collaborative relationships because of the local inability to 

share knowledge (Natti & Ojasolo, 2008). Despite research interest in professional services in general, there has 
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been no theoretical or empirical exploration of the value of the relationship and the specific role of the account 

manager in the audit, tax and consulting professional services industry.  

 
2.3 Relationship Managers 

There are two views on account managers in professional services. Kwakman and Burges (2009) suggest that 

from a client perspective account managers could be associated with sale, that they may be considered not to 

understand the business issues of the client and that they are not the experts the client needs and thus are an 

extra cost (Turnbull, 2015). From a professional’s perspective account managers may be seen to restrict their 

entrepreneurship, reduce direct contact with clients and involve them too late with new clients (Wang & 

Brennan, 2014). In the perception of the professional service firm, account managers could become 

disconnected from expertise and competences of professionals and have their own ambitions and objectives 

which are not aligned with firm objectives (Marcos-Cuevas, Nätti, Palo, & Ryals, 2014). They suggest that the 

function of account management is better defined as a part of the role of every team of professionals, supported 

by a dedicated sales team. Though the model of a dedicated sales force is a generally accepted practice in 

technology and performance consultancy and product-driven companies, the formation of a separate sales 

organisation does not have serious traction in the professional services industry because of a stigma associated 

with ‘sales’, the belief that sales is personality driven and thus that sales ‘professionals’ are not necessary in an 

‘expert’ industry. However, Baschab and Piot (2005) suggest that (2005) a sales and account management 

organisation is an effective tool for revenue generation as it can identify the service and the consultants that best 

fit the client needs. They propose that the conditions necessary for an effective account management structure 

are to have the support of the highest level of management who ensure that account management is integrated 

into the entire organisation. They further point out that different parts of service delivery require different skills. 

So the presentation of a proposal in the bidding process for example needs different a relationship-oriented 

approach which is a different set of skills and expertise than is needed for the preparation of the documentation 

(Jean, Sinkovics, Kim, & Lew, 2015). Effective relationship managers have been found to fall into four types 

(Kwakman and Burgers, 2005): the client manager, who exceeds the expectations of existing clients; the trusted 

advisor, who develops sustainable relationships with valuable clients; the market developer, who acquires new 

clients for existing propositions, making use of the relationship network of the client; and the innovator, who has 

the competence to develop new services in cooperation with the client. 

 

2.4 Account management in professional audit, tax and consulting services 

The purpose and outcome of account management is to develop and maintain a relationship with clients to 

support client satisfaction and loyalty, producing quality and creating value through the relationship. The role of 

the account manager is quite different in the different types of professional audit, tax and consultancy service 

offerings which can be categorised as capacity services, solutions-based services and strategy services 

(Kwakman, 2007). Relationship coordinators and client-specific teams in ‘integrator roles’ are essential for the 

success of collaborative relationships because customer-specific knowledge transfer is the cornerstone of quality 

and customer value creation in professional service organisations (Natti, Halinen, & Hanttu, 2006). The 

challenge is how to embed the account management role in the professional service firm: as an integral element 

of the role of the technical professional or to establish a separate role for account managers? Thus audit, tax and 

consultancy professionals are more than qualified experts, they are deliverers of service – their expertise is the 

vehicle to provide benefit to their clients. This paper addresses the need for professionals in audit, tax and 

consultancy services to engage with clients further than their knowledge expertise in the assumption that they 

need to consider not only what service is delivered but also how it is delivered within the relationship with the 

client. 

 

3 Methods 

A qualitative approach was used to provide insight through the narratives of stakeholders in the relationship 

regarding what makes an effective relationship manager. The interviewees (table 1) included four buyers from 

client organisations, seven in client positions (four of whom had previously held professional roles themselves), 

ten account managers, six senior managers in professional service providers and two further expert opinions 

(technical and academic). A snowball sampling approach was adopted to gain access to these respondents 

(Flick, 2007). One of the authors had several contacts in the audit, tax and consulting services sector who 

introduced us to colleagues in their extended networks. Respondents were asked open ended questions allowing 

them to articulate their views on account management (Kvale, 1996). Interviews lasted around 90 minutes and 

(Bryman & Bell, 2007), separate interview guides were developed for the different types of respondent, based 

on the literature, were used as a checklist, whilst allowing the exploration of interesting topics as they emerged. 

The schedules covered: relationships and account management; buying decision processes; the organisational 

placement of account management and account management profiles and careers. The guides were adapted as 

the interviews progressed to reflect the emergent nature of the empirical process. The interviews, held in 
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respondent’s offices, were recorded and transcribed soon after the event (Flick, 2014). The audio recordings and 

interview transcripts were therefore continuously checked to ensure the codes were consistent and exemplified 

the same theoretical ideas of account management (Flick, 2014; Gibbs, 2007). The codes described the personal 

experiences of the respondents within their particular social context to ensure their views on account 

management were captured (Creswell, 2013). Themes were then classified by aggregating the codes to form 

common categorical and theoretical ideas about account managers, their attributes, and how they create value 

(Creswell, 2013; Gibbs, 2007). These themes were then winnowed into sub-themes to allow a refined analysis of 

the issues as they emerged (Creswell, 2013). 
                             Table 1 Participants 

Interviewee            Function      Organisation Dominant role 

Mike Senior manager Audit, tax, consulting firm Delivery 

Joanne Business development manager Audit, tax, consulting firm Account management 

Oliver Finance director Client Business buyer 
Adam Partner IT, management consulting firm Delivery 

Gerald Finance director Client Business buyer 

Nicole Accountant and consultant Audit, tax, consulting firm Delivery 
Martin Account management support Audit, tax, consulting firm Account management support 

Peter Head of department Client Business buyer 

Mary Procurement Client Procurement 

Roger Account manager Client Account management 

Perry Consultant Audit, tax, consulting firm Delivery 
Antionette Tax consultant Audit, tax, consulting firm Delivery 

Frank Tax director Client Business buyer 

Stephen Account manager IT, management consulting firm Account management 
Richard Partner Audit, tax, consulting firm Account management 

Gina Marketing professor University Expert 
Theo Partner Audit, tax, consulting firm Account management 

Henry Partner Audit, tax, consulting firm Account management 

Tony VP finance Client Business buyer (former accountant) 
Trudy Head of department IT, management consulting firm Delivery 

Ann Head of procurement Client Procurement 

Arnie Manager Client Business buyer (former accountant) 

Henry  Director IT, management consulting firm Account management 

William Internal audit manager Client Business buyer (former accountant) 

Anthony Partner Audit, tax, consulting firm Account management 
Dave Business development manager Audit, tax, consulting firm Account management 

Frans Prof professional services University Expert 

Harry Director group procurement Client Procurement 

Francis 
Global category manager ICT and 

management consulting 
Client Procurement 

 

 

4 Results 

The results emerged in two clear categories: professional and non-professional skills which fall into two main 

themes of professional and non-professional related skills. The results are presented in detail below. 

 

4.1 Professional related skills 

Profile: education background should be at an appropriate level and in a relevant domain, degree level was 

considered by clients as the minimum and it was noted that some account managers have studied commercial 

economics, psychology or have no academic or technical background at all and this detracted from their 

credibility and ability to form appropriate relationships. Account managers need to show passion for the 

profession noting that professionals did choose their profession because of the craft, not because of the sales. 

Clients wanted experienced contacts in their professional service providers and thus they felt that account 

managers should be appointed at a senior level. 

Knowledge: understanding the industry, client and services. To form an effective basis for a relationship, an 

account manager should have a sound knowledge of the industry, deep knowledge of the business and 

organisation of the client, and a good understanding of their firm’s services. Knowledge of background to a 

project is good for the depth of conversation and helps in getting things done quicker and more effectively. 

Clients wanted the reassurance that account managers have knowledge of the clients, the trends and new 

developments in the industry and can initiate knowledge exchange between professional and client. The higher 

the complexity of the services, the more the account manager should know of the client and the individual 

projects and the more experience and seniority is required.  Knowledge of the client and their business is seen 

as particularly important in services compered to products. 
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Way of thinking and acting: the account manager should be pro-active in their thinking and innovative in the 

solutions they suggest, the account manager needs to think one step ahead and needs to have analytical 

skills...making the connections between “events”. Consultants and account managers acknowledged that they 

need to be innovative and have the future in mind, account managers should have a broader view than the 

individual services of the firm and have a commercial antenna. 

 

4.2 Non-professional related skills 

Non-professional related skills emerged as the behavioural skills or non-intellectual capabilities associated with 

account managers that are considered beneficial or even essential for the profession, but are not specifically 

related to the technical or functional knowledge required for the profession. 

 

Character: an account manager must like the interaction with the client, give no appearance of self-interest and 

it is important to have a broad interest in what is happening in the world, not having a large ego, have good 

listening skills and forget self- interest. An account manager went further considering that this is a skill of 

account managers which offsets the nature of professionals for whom these skills are difficult, because they 

choose to be a professional, not to be in sales. The account manager should be a competitive commercial tiger, 

serving the bigger picture, flexible and comfortable working long working hours. There was a belief in a 

predisposition to account management it is like sales it is something you can or cannot do...it is in your genes. 

To be a good account manager courage is needed...having no fear to contact clients...some professionals are 

afraid to call a client to ask for a meeting...or to tell them they are doing something wrong, furthermore they 

must be confident an account manager is not too modest, speak on the same level as the client and be willing to 

look them in the eye. An account manager has a keen instinct, a nose for what clients want. 

 

Behaviour: an account manager likes action above thinking, is authentic in his appearance, can mobilise people 

and is persistent in his [sic] actions. The best account managers are considered to leave a client meeting with 

more activities than others might, they are people who are practical and like action. Persistence is an important 

account management behaviour and this includes internal as well as client interactions motivating professionals 

and getting partners to perform promised tasks. Account managers should communicate smoothly, be friendly 

and look relaxed whilst giving the vibes that that they are appropriately senior and they should be well dressed 

to give clues about their attention to detail. They should come across as authentic in their commercial 

behaviour, not forced or artificial and they should not be pushy and constantly looking for sales opportunities 

during the meeting, the account manager must adapt behaviour to the client situation and their personalities. 

Account managers should be flexible and when client account issues arise they need respond quickly offering 

solutions. They can also be proactive and ask the client for feedback. Along the same lines, they should be 

honest and transparent, come back with quick responses, including fit for purpose answers whist also having 

resilience. It was also interesting that an account manager should always try to feel what the client wants by 

looking at their behaviour. 

 

Attitude: the attitude of the account manager is characterised as being target driven and should be done with 

enthusiasm about stimulating people and the sales process. They are extrovert in demeanour, and demonstrate 

informal leadership without being offensive towards others and to create an ambiance of team spirit. 

 

Social skills: account managers have well developed social skills, because the most important part of their role 

is to interact with other people, both within the firm and with the client organisation. They therefore need 

emotional intelligence and imagination and they must try to feel what the client wants, not only regarding the 

services but also regarding account management and thus they must have the ability to read people. 

Importantly they need good conversational skills that are not only about what the professional can offer, but 

function as a sounding board about issues that are in the interest of the client. They need to be quick thinkers 

and they need to shift quickly in conversations. They should be expected to be able to think one step ahead of 

the client. Account managers are people-oriented as opposed to content-oriented professionals. They can easily 

make connections at all levels in the client organisation as well as in the firm. They are liked by others and have 

good knowledge of how people are and how they function as a basis for achieving a balance between building 

rapport and transferring knowledge or between so-called emotional intelligence and cognitive intelligence. 

 

5 Discussion, conclusions and implications 

The characteristics of professional personal relationships (Cram, 2001) have previously been identified as: 

knowledge through the exchange of information and having up-to-date knowledge of the other; application 

whereby information is actively used; interactive in a two-way dialogue, which includes listening as well as 

talking, asking questions, and providing answers; long term focus and continuous; mutually beneficial, seeking 
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to benefit the other and looking after the self-interest. Furthermore, examples of account management activities 

have been identified as: initiating, building and maintaining relationships; finding service opportunities for new 

and existing customers; shaping services together with technical professionals; and negotiating contract 

agreements with customers, this is already established, we have looked at the people who deliver this, the 

inseparability element of service provision. The results presented in this paper provide deep insight into the 

profile and behaviour that leads to effective account management in professional services. 

This does not however address the issue of who is best suited to deliver these relationships and what their profile 

should be, especially in such a high involvement, high value professional service as the tax audit and 

consultancy sector, which is the context of this paper. Account management skills were divided into profession-

related skills and non-profession related skills which include a wide range of factors which we have labelled as 

character, behaviour, attitude, and social skills. Our first objective was to understand the characteristics of 

effective account managers, which has led to the development of a profile (table 2) that can be used to aid 

effective recruitment and management of account managers. 

 

Table 2 

Attributes of account managers for relationship management in professional services 

Professional-related skills 
Profile Knowledge Ways of thinking and acting 

Appropriate degree 

Demonstrate experience 

Senior position 

Professional passion 

 

Industry 

Client 

Services 

Analytical 

Anticipate 

Think a step ahead Commercial antennae 

Non-professional related skills 
Character Behaviour Attitude Social skills 

Enjoy client working 

No self-interest 

Broad view 

Competitve 

Flexible 

Responsive 

Predispoition 

Confidence (bravery) 

Instinct 

 Active 

Authentic 

Mobilises 

Persistant 

Adaptable 

Friedly and relaxed 

 

Attention to detail 

Practical 

Action-oriented 

Not pushy 

Honest 

Resilient 

Responsive 

 

 Enthusiastic 

Leadership 

Create team spirit 
 

Emotional intelligence 

Intuition 

Read people 

People-oriented 

Building rapport 

 

 
The second objective was to explore how account management facilitates relationship-building and 

maintenance. Throughout, the role of ongoing contact with the client was emphasised for feedback, project 

delivery and even when there is no live project, continuous contact ensure that the relationship is enduring. In 

this sector, professionals are more than qualified experts, they are deliverers of service quality – their expertise 

is the vehicle to provide benefit to their clients. This paper addresses the need for professionals in audit, tax and 

consulting services to find an effective channel to engage with clients beyond their knowledge expertise, given 

that they need to consider not only what service is delivered but also how it is delivered to form a relationship 

with the client. Professionals take a low-key approach to relationship-building and selling and are unaware of 

the need for successful selling (Clifford 1996). There is no specific understanding in the extant literature of what 

makes an effective account manager in business-to-business relationships. 

We have explored how the account management role is central to a successful professional-client relationship 

and what makes an effective relationship manager who contributes to the establishment of sustainable customer 

satisfaction, and thus an ongoing business relationship. Professional service firms are not entirely comfortable 

with the role of account managers and they find it difficult to structure, formalise and integrate the account 

management role: there tend to be no job descriptions, no standard procedures, no key performance indicators, 

no incentive system, no performance management systems or periodic performance reviews for account 

managers, there is ambiguity in the responsibilities of the account managers. The future development of the role 

needs to incorporate recruitment, development and performance evaluation of account managers, and the 

consultancy industry is faced with the challenge of giving is a serious consideration to ensure that attractive 

career paths exist for account managers. The profession-related skills (technical knowledge and experience) can 

be seen as something that should be a given, and recruitment criteria can easily screen for these and their 

authenticity verified. However, the non-profession related – or soft skills – could be more difficult to screen for 

and they are arguably the most important as they can be the differentiator.  We therefore posit that managers in 
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professional services sector would benefit from giving serious consideration to the use of personality 

inventories, psychometrics and experience-based interviewing techniques in recruitment, and to the 

incorporation of non-tangible skills in the development and evaluation of account managers. This paper is 

concerned with understanding the profile of people who can most effectively deliver relationships with clients to 

deliver perceived quality and value and hence loyalty, in the delivery of professional services, and thus add to 

the competitive advantage to firms dominated by the skills of their technical professionals as the basis of their 

offerings. 
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Abstract 

In this paper, the authors exam the role of e-commerce to Business to Business (B2B) transactions and try to 

find out its contribution on international businesses and marketing environment. Moreover, this study aims to 

evaluate the impact of using Internet as an International marketing tool and trading platform on the 

performance of SMEs in the business-to-business marketplace. Furthermore this study aims to examine the 

effect of customer centric orientation on the international marketing strategy and how e-commerce B2B firms 

should formulate and implement e-CRM initiatives on a global scale. 

 

Keywords: e-commerce, international business and marketing, e-CRM, B2B 

 

1. INTRODUCTION 
 

Modern competitive challenges induced by globalization and advances in information technology have forced 

companies to focus on managing customer relationships, and in particular customer satisfaction, in order to 

efficiently maximize revenues. The advances in technology as well as in the internet and database marketing 

software gave the ability to a company to deal with customers, one at a time. Firms collect information on each 

customer’s past transactions, demographics, psychographics, and media and distribution preferences. On this 

point customers are now identified as one of the most important stakeholder groups and intangible assets for 

firms in the creation of revenue stream (Walsh, 2003). 

Customer Relationship Management (CRM) is very important in this context, as a firm must fully understand 

the customer profile that is most likely to provide them with a profitable, long-term relationship. Successfully 

understanding the differences in markets worldwide will provide firms a competitive advantage over the long-

term. Small business enterprises are now realizing that the failure to understand market differences could make 

them vulnerable to foreign competition. 

Recent overview of existing studies have frequently focused on technical aspects of a company web presence 

(e.g. design, usability, features and the acceptance of web pages) or on marketing issues (e.g. customer behavior, 

satisfaction, and retention as well as trust). In particular, there has been only little work assuming a corporate 

perspective, examining how, and if at all, e-CRM implementations contribute to international business and 

marketing activities in Business to Business (B2B) context. CRM is essential to the success of modern business. 

A task is how e-B2B (a major part of e-commerce) and e-CRM infrastructure will integrate advanced 

information technologies into firms’ international marketing strategies. Another issue that arises is that the 

electronic CRM is not enough by itself. It needs a holistic philosophy adopted by the firm’s management. The 

Attitude towards Customer-Centric Orientation of the Company’s Management is the motivation hidden before 

the successful implementation of any e-CRM system (Stefanou et al. 2003). 

The main purpose of this paper is to find out a measure of the Managers Attitude towards Customer-Centric 

Orientation (MATCCO). Then it is investigated how MATCCO affects positively the income improvement of 

the Company. Another objective is to determine whether e-CRM implementation affects positively the 

improvement of the customer services. 

 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

 

Given the enormous benefits of e-commerce, many businesses are attempting to harness the benefits of e-

commerce and Greek companies are not exception to this trend. E-commerce technology leads to rapid 

internationalization of small and medium-sized companies by reducing the benefits of economies of scale, 

lowering the cost of advertising and enabling even small firms to reach dispersed markets (Quelch and Klein, 

1996).  

Small firms have realized that their success lies in meeting and satisfying customers’ needs and thus they are 

trying to create superior value for each of them. Additionally, companies have recognized the need to adopt 

customer focused strategies and systems. Furthermore, a company’s relationships with customers can be greatly 

improved by employing information technology (IT), which enables it to attain customization. Quelch and 
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Klein, (1996) notes that the Internet can provide a platform for e-CRM initiatives that will help companies to 

develop and better manage customer relationships. Ab Hamid (2010) argued that e-CRM provides the ability to 

capture, integrate, and distribute data gained at the organization`s website throughout the enterprise. Thus, he 

stressed that e-CRM has become a requirement for a company’s survival, not just a competitive advantage. Liu 

and Yang (2009) examined the websites of Fortune 500 companies to identify how they were using the web for 

interacting with their customers. Advanced e-CRM features are found to be related to the communication and 

advertisement goals of a company’s website. Moreover, those advanced features are related to the e-commerce 

web applications and information quality of the company’s webpage. Madeja and Schoder (2003) examined 

companies engaging in B2C e-Commerce and their ability to manage the relationship with their customers. They 

refer to this as companies’ ECCRM-capability and examine its determinants and the impact that all of these 

factors have on corporate success in e-business i.e company’s revenue. Zeng et al., (2003) maintained that, as 

B2B and CRM philosophy become more desirable to customers, it is predictable that the integration of B2B and 

CRM will be a continuous trend and affect finally positively the company’s profit. Thus, based on the above, 

using a measure for the CRM philosophy adoption named MATCCO we propose the following hypothesis: 

 

H1 Management Attitude towards Customer-Centric Orientation (MATCCO) affects positively Company’s 

Revenue. 

 

Particularly, companies with a global outlook, have to work harder at developing relations with their customers 

in order to deliver high value to them. Further, customers across the globe demand more personalized marketing 

and have heightened expectations (Drohan et al., 2009). To this end, companies that take their international 

efforts seriously may endeavour to win support for their efforts through a CRM initiative.  

Marketing in general and marketing communication in particular are probably the areas most affected by 
Internet and e-commerce development. Marketing activities are increasingly incorporating the web in the 
strategic initiatives and rely on the website as the primary platform of interaction with existing and 
prospective customers. Otherwise it would be difficult to reach them due to technical or geographical 
reasons. 
Furthermore, in light of the strategic value of the Internet and e-commerce as a crucial enabling technology, 

companies are increasingly placing their emphasis on managing customer relationship (CRM) through effective 

website design and management. Due to that, Ab Hamid et al. (2004) aimed to investigate the extent to which 

the use of Internet helps to build customer relationship, which in turn, leads to customer satisfaction. Feinberg 

and Kadam (2002) demonstrated that the amount of e-CRM features presented on a company’s web page is 

related to customer satisfaction levels. Then, they demonstrate that the higher the increase of e-CRM on a 

website, the higher the level of customer services offered.  

Based on the above, we suppose that firms facing foreign competition and implementing e-CRM manage 
to improve the level of services offered to their customers. Consequently, we formulate the second 
hypothesis: 
 
H2 Firm’s e- CRM implementation affects positively the level of services offered to their customers. 

 
3. METHODOLOGY 

 

The methodology followed has two main directions. One direction has to do with the measurement of 

management attitudes towards customer centric orientation of an enterprise. In the literature in order to construct 

a scale there are some particular steps proposed, that were followed in this study. The second direction has to do 

with the verification of the hypotheses which are actually the objectives of this paper. Details of the 

methodology followed for the above directions are presented in the next successive subsections. 

 

3.1 Scale construction 

 

Scale construction entails certain steps in order to determine a number of items that provides a quantitative 

measure of a theoretical concept (Robinson et al., 1991; Tull and Hawkins, 1993). In this study, the construction 

of a multi-item scale, that measures the attitudes of managers towards customer-centric orientation, is one of the 

objectives. The first stage is the determination of the theoretical concept that is going to be measured. In this 

case the notion is “Management Attitudes Towards Customer-Centric Orientation” (abbreviated as 

“MATCCO”). This concept is subject to measurement, since it records, using Likert scale, managers’ attitudes 

towards some particular statements and hence might be a scale (Gilbert and Churchill, 1979).  

The theoretical area of the concept firms’ MATCCO is delimited firstly. Then, a group of items was combined 

taking into consideration the findings of an extensive literature review, discussions with experts’ opinions and 
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discussions with academics of business management. MATCCO was firstly developed by the authors, in the 

past, in order to measure the customer centric orientation of hotel managers. Using that initial pool of sentences, 

several MATCCO items were reformulated in order to be adapted to the similar concept regarding managers’ 

attitudes of B2B export companies. 

This first group of selected items (sentences), after having been edited, was used to collect data, employing a 

questionnaire, in a first sample. In the next step, many items were eliminated, i.e. those with lower correlation 

with the others. Next, a second data sampling was employed in order to assess its reliability and validity in the 

next two steps. 

The final list of items that composes the developed multi-item measure of MATCCO of B2B export companies 

is for the first time quoted and developed in the literature to the best of the authors’ knowledge.  

 

3.2 Questionnaire, sampling and data analysis 

 

A structured questionnaire has been used in order to achieve the research objectives. The scale measuring the 

Managers’ (of B2B export companies) Attitudes Towards Customer-Centric Orientation was included in that 

questionnaire. The measurement construction steps are analysed in section 4. Moreover, there was included a 

variable for checking whether there was substantial economic benefit due to the CRM system usage.  

In order to test the possible relationships among the variables entailed to the proposed model, Pearson 

correlation, Anova and Discriminant analysis was performed. Moreover, factor analysis and cronbach’s alpha 

was used to verify measure’s purification.  

The total sample of managers interviewed was 52 from all over Greece. With the assistance of Panhellenic 

Exports Association 500 B2B export companies were selected to be contacted by our research team. Those 

companies were invited by emails to participate in the research. The response rate was 10,4%. 

The interviewees were either enterprise owners or company managers. Companies were categorized by their 

years of exporting. Specifically, 15,4% perform exports for less than 5 years, 26,9% from 5 to 10 years, 26,9% 

from 10 to 20 years and 30,8% more than 20 years. Half of them have a separate department for exports. 28,9% 

of the companies occupy less than 10 people, 40,4% from 11 to 50 people and 30,8% more than 51 people. 

67,3% of the interviewees work for more than 5 years to the company which means that their opinion is 

important in terms of maturity and knowledge regarding business processes and how should they be improved. 

Regarding their education level, 59,6% obtained a university degree, whereas 32,7% obtained a master degree. 

Thus, the overwhelming majority does have the necessary theoretical background regarding fundamental 

business administration knowledge. Regarding the exports turnover 7,7% has more than 100 million euros, 7,6% 

from 51-100 million euros and the rest succeeds in having a turnover of less than 50 million euros. Additionally, 

63,5% of the respondents answered that their exports turnover represents up to 30% of their aggregate turnover, 

11,5% from 31%-50% and 25% answered that their exports turnover is more than 50% of their aggregate 

turnover. Regarding the frequency of exporting 84,6% perform exports regularly and regarding the method of 

exporting 94,2% perform direct exports.  

 

4. FINDINGS AND DISCUSSION 

 

4.1 Measure construction 

 

One of the objectives of the research was to construct a scale that measures hotel “Management Attitudes 

Towards Customer-Centric Orientation (MATCCO)”. The steps that were followed are analyzed below: 

 

4.1.1 Specification of domain and generation of a sample of items 

 

In this step, the domain of the concept under study, i.e. “Management Attitudes Towards Customer-Centric 

Orientation” (MATCCO) was purified and a sample of 22 sentences are initially produced. As mentioned 

previously, literature review (Sarmaniotis et. al. 2010) and discussions with experts and academics of the B2B 

export company management were performed. Moreover, content analysis was performed by the members of 

our research team. After the content analysis and the careful editing of the initial 22 items we ended up with 9 

sentences.  
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4.1.2 First data collection and measure purification 

The remaining nine items, measured using a five-point Likert scale, were included in a questionnaire. Personal 

interviews were taken by companies’ managers of our target group. 17 questionnaires were answered. This first 

data collection was used in order to purify the measure even more. Measure purification includes basically the 

elimination of those items that do not correlate highly with the total score of the overall measure. Hence, we 

ended to 5 items. Additionally, PCA has been performed in order to find out whether this 5 items has inherent 

parallel dimensions or other hidden variables. It was found that they all describe one factor having KMO 0,763 

and bartlett’s test of sphericity 0.000. Cronbach’s alpha coefficient, calculated at this point, was originally found 

to be rather satisfactory (0.811) (Nunnally, 1978; Hair et al., 1998). The new set of sentences was then used in a 

second round of data collection. The second sample consisted of 35 companies and once again companies’ 

managers were interviewed.  

 

4.1.3 Validity analysis 

Validity is defined mainly as content validity and construct validity. These types are examined in this 

study. 

Content validity is based on subjective evaluation of the appropriateness of the scale for the purpose 

that it is proposed to be used for (Tull and Hawkins, 1993). Another type of validity is face validity 

which has a similar meaning, giving emphasis on the expert’s critical eye (Kinner, 1996). The 

proposed scale possesses content validity as the whole set of the items are rather close to the 

description of concepts such as customer satisfaction, customer loyalty, customer retention and 

utilization of an effective CRM system, which are all consider to be basic components (Peppers and 

Roger, 2010) of the customer-centric orientation of an enterprise. In order to check content validity 

experts were asked to judge it. They decided that the included items in the measure have an 

appropriate content validity. 

Construct validity is the extent to which the measurements taken in a study properly represent the 

underlying theoretical constructs. Hence, construct validity, measures the match between a variable 

representing a “true" measure of the construct and the scale responses (Zigmund, 1991). 

Construct validity could be determined by using several statistical approaches. One of them tries to 

prove that the proposed scale correlates with other measures of the same construct (convergent 

validity) (Tull and Hawkins, 1993). Another one attempts to correlate the proposed scale in the 

theoretically predicted way with measures of different but related constructs (nomological validity). A 

third one pursues to rule out any correlation with theoretically unrelated variables (discriminant 

validity) (Coste et al., 1995). Nomological validity is checked in our study due to the fact that in the 

questionnaire there were no constructs of the same variable, but there were scales measuring similar 

variables. Moreover, in the questionnaire there were no appropriate scales to be employed for 

checking discriminant validity.  

The proposed scale has nomological validity, due to the fact that the responses to MATCCO scale are 

related to other variables that are similar to the under construction measure. Particularly, in the same 

questionnaire there was a number of statements that were employed to determine the degree that the 

company benefits of a CRM implementation (p<0.05). It is obvious that the factors are not identical to 

MATCCO but similar. Hence, nomological validity is attained. 

4.1.4 The MATCCO variable 

 

The construction of the measure is completed after reliability and validity analysis. Hence, the first objective is 

achieved. The new variable MATCCO, which is the summation of the values of the five sentences, has a mean 

value of 7,6154 (minimum 5, maximum 14, Std. 2,369). The greater the value of MATCCO is, the stronger the 

customer-centric orientation of the hotel management. The magnitude of the mean value indicates that the 

overwhelming majority of the company managers has not obtained a strong attitude towards customer-centric 

orientation. See appendix for the final list of the items of the constructed measure. The mean value for 

MATCCO is considered to be closer to the lower limit of its range of values. Thus, the exports managers in 

Greece do not adopt the customer-centric orientation to a great extent. 

 

4.2 Hypotheses testing and proposed model 
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This section focuses on the investigation of the Hypotheses set in section 2. For reasons of clarity compact 

hypotheses are formulated here again and variables are distinguished. Based on the above formulated 

hypotheses, the model in Figure 1 is proposed.  

 

 
 

Figure 1: Schematic representation of the Hypotheses verification 

 
Pearson correlation was employed in order to test the hypotheses. All of them were verified. It seems that a 

positive MATCCO of firms’ management is a prerequisite in order to have revenue improvement. More 

particularly, MATCCO is a significant variable in order to build an effective customer orientation strategy. 

Effective orientation concludes to the adoption of CRM system that is necessary to deal with customer’s special 

demands and hence, to satisfy customers which results in revenue improvement. Thus, H1 is verified (p<0.05).  

Moreover, the internationalization strategy of a firm is in favor of the existence of a suitable CRM system. 

Although CRM globally is difficult, CRM’s advantages can be exploited when internationalization strategy 

includes in depth knowledge of the environment of the local markets and consumers. Nevertheless, the 

internationalization strategy leads to perform B2B commerce via internet effectively. The latter covers 

customers’ needs for flexibility and allow them to offer more customized and personalized services. Hence, 

customer experience better services and thus, H2 is verified (p<0.001). 

The final relationships of the model are depicted in Figure 1.  

 

5. CONCLUSIONS AND IMPLICATIONS  

In this paper, through a survey conducted in Greek B2B export companies, a scale measuring Management 

Attitudes Towards Customer-Centric Orientation (MATCCO) was constructed. The measure consists of 5 

statements that are measured on a five-point Likert scale. The new variable was constructed following the 

procedure and criteria proposed in the relevant literature. The construction of the measure is a major theoretical 

contribution of the paper. 

Next, a couple of Hypotheses was provided which confirms that CRM system adoption and MATCCO adoption 

results in customer service improvement and long term companies profits respectively.  

An implication for business could be that the measure constructed in this study and the identified initial 

determinants can assist companies to determine the existence or not of the proper prerequisite framework, 

before undertaking any CRM and e-commerce project. More particularly, there is a necessity for checking the 

level of MATCCO before undertaking a CRM implementation project because this is a prerequisite for the 

success of the latter. 

A limitation of this study is that the response rate was low. However, although all company sizes are included 

regarding Greek practical environment, this study cannot be generalised to judge the influence of MATCCO on 

the proposed intermediate pillars as the model needs to be enhanced. Therefore, the results of this study might 

not be applicable to all companies world-wide. Another limitation is that the study was conducted in Greek 

firms only and, therefore, future research should be expanded to firms in other countries. 

An implication for further research is that it can compare the differences between firms originating from 

different countries in order to verify/expand the relationship models proposed by this study to gain an in-depth 

understanding of the similarities and differences among them. Moreover, further research should be directed 

towards testing and possibly modifying the constructed measure and the identified pillars in other economic 

sectors and settings.  
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Appendix 

Table 1. Items of the MATCCO scale (With normal writing those finally remained. With italics those 

eliminated). 

Items 

S1. The customer is in the centre of operational processes  

S2. The timely response to a customer’s demand will increase his satisfaction  

S3. Customer satisfaction will not yield long-lasting profits in the enterprise   (eliminated) 

S4. Customer satisfaction leads to customer loyalty and retention  

S5. Customer service is important for their retenion 

S6. Keeping and tracking customer’s complaints strengthens his/her satisfaction  

S7. Attracting new customers is enough to guarantee profits for the enterprise  (eliminated) 

S8. Customer complaints do not necessarily benefit the enterprise  (eliminated) 

S9. Customer complaint management deprives personnel of valuable time   (eliminated) 
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Abstract 

It is widely accepted that the tremendous development of social media, gives to the enterprises the opportunity 

to reach a greater amount of audience. Indeed, their international presence has become a fundamental element, 

turning them to more popular and more accessible to their target groups). In addition, the usage of social media 

created a whole new dimension to the relationship between businesses and customers which further promotes 

an interactive dialogue among them. The necessity of managing these social customers leads the organizations 

to evolve their traditional CRM model adding a more social scale on it. Thus, through Social CRM, the 

enterprises are able to compile a huge amount of data in order to determine the best strategy and assessment of 

their customers’ value. The main purpose of this research is to study the applications of Social CRM in aviation 

industry. To achieve that, the research team had to implement a research based on a case study of a regional 

Greek airline carrier flying from/to Thessaloniki Makedonia airport.  

Keywords: SCRM, airline industry, Ellinair, social customers, engagement 

1.Introduction 

According to Chen & Popovich (2003) CRM is “a combination of people, processes and technology that seeks 

to understand a company’s customers. It is an integrated approach to managing relationships by focusing on 

customer retention and relationship development”. For a proper management of those customers, managers 

apply automatic methods for the collection and the modification of the given data (Hu et al, 2013).  

Today traditional CRM has changed dimension due to the new added social element that led to the usage of 

social media both from the companies as well as from the customers. Thus, this new phenomenon enforces the 

managers to monitor the environment in order to be adapted to that fast (Trainor et al, 2014). Greenberg (2010) 

defines social CRM as “a philosophy and  a business strategy, supported by a technology platform, business 

rules, processes and social characteristics, designed to engage the customer in a collaborative conversation in 

order to provide mutually beneficial value in a trusted & transparent business environment. It's the company's 

response to the customer's ownership of the conversation”. However, we need to mention that the change from 

the traditional CRM into Social CRM is a very challenging task for the managers, which requires a lot of 

attention during the whole process (Rosenberger, 2015). 

As far as it concerns the massive technological development, it is difficult to exclude the influential part of 

social media in the relationship between company and customer. Consumers and enterprises seems to interact 

each other at high level (Baumöl et al., 2016). According to Baird & Parasnis (2011) organizations are obligated 

to facilitate the process of communication with their customers. Indeed, their international presence has become 

a fundamental element, turning them to more popular and more accessible to their target groups (Wan et al., 

2015). 

It is safe to be said that the social media platforms are very dynamic. This fact affects customer’s freedom in a 

positive way, because they have the capability to search and learn more information about products and 

services, while simultaneously allow them to add comments and critics. Thus, it is easily understood that there is 

a dynamic and interactive communication between customers and companies (Lehmkuhl & Jung, 2013). As a 

result, the companies can exploit this type of communication on purpose to create a good image as well as 

acquire new customers (Wongsansukcharoer et al, 2015a). 
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The interaction between the above has started to play an important role for the companies as long as  costumers 

begin to gain more and more influence, a fact that was immediately affected both the marketing and customer 

relations of the company (Malthouse et al. 2013). Due to the social media platforms, customers has not anymore 

the same role. They affect companies at any level. As a result, customers desire strong communications links 

between them and the companies, enforcing the organizations to familiarize themselves with this new trend. 

Definitely, this dynamic dialog is no longer between business to customers (B2C) but also between business to 

business (B2B) (Hollebeek et al. 2014). 

The purpose of this article is to study and analyze the development of social CRM in the airline industry. The 

research made use both of literature review on this subject as well as used as a case study a regional Greek 

airline based in Thessaloniki, Greece (Ellinair)  to achieve its target. 

2. Social Customer 

According to (Orenga-Rogla & Chalmeta, (2016), a social customer is a customer who is a member of a social 

media platform such as Twitter, Facebook, LinkedIn etc. (Trainor et al, 2014). In addition, Reinold & Alt (2012) 

mentioned that the evolution from WEB 1.0 to WEB 2.0 has changed the relationship between businesses and 

their customers in overall. Also, Kirakosyan (2014) mentions that “trust” has a key role in order to build a strong 

relationship between them. However, it is vital for the organizations to adopt a social CRM strategy 

(Rosenberger, 2015a), totally oriented to their social customers (Swarts et al, 2016). Rosenberger, (2015) 

believes that the adaptation from the enterprises is monumental and necessary for them, because the social 

media platforms are the main sources of data about their target groups. The social customers tend to share 

information for goods and services that they have consumed, with other unknown users (Greenberg, 2010). For 

instance, in 2012, banks that carried out a research results revealed that globally, 44% of people choose a social 

media platform to compile critical information about products (Kirakosyan, 2014).   

Specifically, (Orenga-Rogla & Chalmeta, 2016), have identified the basic steps for applying a successful social 

CRM strategy. Also Chalmeta (2006) has created the updated strategy containing the factors of WEB 2.0 and 

Big Data which are both new elements. The social CRM strategy is divided into 9 (nine) fundamental steps:  

1. Project management and prerequisites. 

2. Definition of the company’s organizational framework. 

3. Definition of a social customer strategy (Orenga-Rogla & Chalmeta, 2016). 

4. Designing a customer relationship assessment system. 

5. Process map. 

6. Human resources organization and management. 

7. Construction of the information system. 

8. Implementation. 

9. Monitoring. 

From the above mentioned steps this paper focuses on the third step-stage. This stage has 5 more stages in order 

to develop a successful social customer strategy. Specifically, the stages that an organization needs to apply are 

1) identify social customers, 2) finding new social customers, 3) segmenting the social customers, 4) analyze the 

profitability of social customers, 5) define the objectives of social customers (Orenga-Rogla & Chalmeta, 2016). 

2.1 Identify Social Customers 

According to Orenga-Rogla & Chalmeta, (2016), it is really important for the companies to identify their offline 

customers at a first place. Then to differentiate those who meet the requirements for having a role to the 

organizations social CRM strategy. Furthermore,  Lambert (2009), points out that is monumental for the 

companies to distinguish the valued-customers from the less profitable customers. This fact is very important for 

the airline carriers because it helps them to implement yield management in an efficient way (Gajic et al, 2016). 

2.2 Finding New Customers 
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Social CRM strategy is monumental for the companies because it gives them the opportunity to retain and to 

acquire new customers while they simultaneously augmenting their profits and mitigating their costs (Woodcock 

et al, 2011). Indeed, Greenberg (2009, 2010) points out that the social media platforms have pros and cons. For 

instance, the amount of data is huge, a fact that companies can use in order to create profiles for their customers. 

On the other hand, the lack of control of the conversations becomes a very important drawback. 

2.3 Segmenting the Social Customers 

A successful segmentation requires the usage of Big Data tools or software applications, that have the 

capabilities to collect and edit a huge amount of data (Fotaki et al, 2014). For example, the platform of Twitter 

uses the symbol of hashtag “#” on purpose to illustrate the messages of the users of Twitter. The users tend to 

message for a lot of reasons. Generally, they express their opinion and their sympathies or their negative feeling 

about an incident. Thus, the organizations have the ability to classify and segment their customers, considering a 

lot of factors such as social or economic background (Tufekci, 2014). Also, Gajic et al. (2016) clarify that 

organizations need to consider for another one criteria, like the value and the profits that they are able to gain 

from their social customers. This process can improve the segmentation in a more efficient way.  

2.4 Analyze the Profitability of Social Customers  

As far as it concerns the profitability of social customers, it is important for the organizations to evaluate their 

relationship with them, in many ways. For instance, it is necessary for the companies to reassess and monitor the 

opinions that their customers express about them. Indeed, their opinions are able to influence the whole social 

media crowd (Orenga-Rogla & Chalmeta, 2016). For example, the First European Bank  divides the customers 

depending on their profitability and then, they guide them into different distribution channels on purpose to find 

the balance (Lindegreen & Antioco, 2005). Last but not least, the enterprises must never forget that the opinion 

leaders influence the crowds and they have the capability to change their attitudes (Zhang et al., 2015). 

2.5. Define the Objectives of Social Customers 

In this stage, the organizations have to define the objectives of social customers. This stage demands an 

immediate cooperation between the businesses and the customers. In fact, customers tend to share their 

opinions, their demands and their needs (Orenga-Rogla & Chalmeta, 2016). (Woodcock et al, 2011) believe that 

is vital for the organizations to “listen” their social customers during the social media campaigns that companies 

implement. The importance relies on negative comments for the products or the services that can help the 

companies to identify the problems and further repair them properly. On the other hand, the freedom that the 

users have, is very dangerous for the firms because they don’t have the capability to control the whole situation 

and the levels of control are low (Kaplan & Haenlein, 2009). 

In the case of airline industry social customers are valuable too. These companies, are very active and they try to 

be adapted really fast in the market developments Gajic et al. (2016). They tend to use the social media in order 

to create and apply campaigns to promote their services in a more efficient and different way. For instance, 

Delta Airlines, was the first airline that gave the opportunity of booking a ticket online without demanding the 

physical presence of the customers (Baird & Parasnis, 2011a).     

3. Engagement via social media platforms 

As it mentioned above, the development from WEB 1.0 to WEB 2.0 has changed the whole environment of 

marketing since marketers have many ways to engage and communicate with their customers at a high level 

(Greenberg, 2010; Kirakosyan, 2014a). The process of engagement can have as a starting point the social media 

platforms. There, the companies can create profiles which facilitate the relationship creation between them and 

their customers as well as with their fans. As a result, the organizations have a better view about the demands of 

the market, so, it is easier for them to supply the market with the best products, increasing their sales (Harrigan 

et al, 2017a). Also, social media are fundamental tools for the managers, because they can take advantage of 

them to augment the loyalty levels of their customers (Harrigan et al, 2017b). Aggregate Knowledge conducted 

a research about companies that apply their marketing strategy via social media platforms. The sample of the 
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research was 500 companies, and the results showed that the companies that apply their marketing strategy with 

social media increased their sales about 24% more from those that don’t support their strategy with a social 

media campaign (Zhang et al, 2016). Thus, we can easily understand that social media are a tool capable to give 

a competitive advantage to each company that uses them.  

However, as it mentioned, social media are multidimensional, so they have advantages and disadvantages. For 

instance, it is a difficult task for a new company to reach and engage new customers in the social media world 

because of the digital environment is full of competitors (Chen et al., 2016a). According to (Chen et al., 2016b), 

the companies with no experience in social media can use four basic methods to target customers by setting 

objectives on the demographics, the lifestyles, the values and the culture of the customers.   

Customer’s engagement process in not fully independent. Indeed, it consist of behavioral and emotional factors. 

Thus, the sort of engagement with the company and their products differentiates depending on the customer 

situation. Malthouse et al. (2013) introduce the Social CRM house and their fundamental elements, such as the 

process of engagement. Social media influence the philosophy of CRM as overall. The traditional CRM consists 

of three stages. Those are: the acquisition, the retention and the termination. It is safe to be said that these three 

stages are influenced from the participation of the social customers and their engagement with the company. 

Furthermore, it is vital for companies with a social media profile to train their employees how to manage the 

social comments in a gently way, trying to avoid conflicts with the users. That depends on the strategy the 

company has decide to follow. The measurement and the efficiency of all that data spring from this Social CRM 

House and they are highly essential. The previous users, can be segregated in two major categories according to 

their complicity. These are, the high and low complicity users. Social media are full of choices for the marketers 

who decide to exploit them in order to promote the products of their companies. Specifically, for instance, 

Facebook gives a lot of opportunities like targeting, setting objectives and creating groups (audiences) with 

common interests (Saravanakumar & SugathaLakshmi, 2012). So, marketers have the capability to set social 

media campaigns to acquire or to retain their social customers. Their campaigns can have different objectives 

and context. For example, Honda Motorcycles & ATVS sponsors a journey to Italy via Facebook competition. 

Harley-Davidson and Jeep sponsors rallies too (Mangold & Faulds, 2009). However, sometimes companies try 

to terminate their relationship with some social users. It is a very common problem for them trying to manage 

negative comments from users who are not customers of the brand, so companies need to avoid them before 

they harm their image. On the other hand, positive comments can also cause problems to the company. For 

instance, a customer may publish an offer which the company didn’t want to promote. Also, another common 

problem springs from the context of the publishing, it will be irrelevant for the most fans of the page. Thus, 

these issues are important to be managed properly before company lose the control of their social presence. 

Lastly, the managers must always remember the negative impact of an inappropriate comment for the products 

and the services (Malthouse et al. 2013). 

The airline companies apply social strategy because it gives them the benefits of creating strong relationship 

bonds with their customers. Indeed, according to Liau & Tan (2014a), airline carries are very “socialized” and 

they don’t try to avoid responding to their social customers.  The interactive communication is very beneficial 

for the companies because it gives them the chance to boost the customers’ experiences. According to a research 

conducted in Twitter, the airline customers have a lot of expectations from the airline-aviation companies. 

Usually conversations deal with customers’ services, promotion and cancellation of the tickets, flight delays and 

management of ticket booking procedure. Also, aviation companies tend to train their employees how to manage 

negative situations. For example, in social media, the customers may add a comment with negative content 

which is able to affect the brand of the airline. So, it is critical for the airlines to have qualified staff, ready to 

manage the unlucky incidents (Liau & Tan, 2014b). Thus, it is more than expected that the airline companies 

that offer high quality services, have the qualifications to achieve their objectives and gain more profits. Social 

media are fundamental because they influence the customers during the booking of the tickets and the schedule 

of the journey. 

Airlines in order to understand customer’s attitudes apply various approaches. For example, they ask their 

customers to express their opinions and their experiences (Gnanprakash J. & Kulkarni P. ,2016a). Then, the 
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companies receive the feedback and they analyze it to comprehend the users’ emotions (Gnanprakash J. & 

Kulkarni P. ,2016b). Summing up, airline companies tend to achieve more immediate connection with the 

customers, since they are a valuable source of data (Gnanprakash J. & Kulkarni P. ,2016c). 

4. Case Study: Ellinair 

The field research (case study) was conducted throughout 2017 and raises specific issues of one particular Greek 

Airline company’s experience on Social CRM. In this context, through the specific case study, the researchers 

are trying to explore various situations as well problems arising due to the application of a Social CRM strategy 

from an airline carrier. The case study method gives detailed information and allows the observation of a real 

company strategy. 

Ellinair is a relatively new Greek airline carrier established in 2013 in Thessaloniki, Greece. It is a member of a 

greater group of companies, the Mouzenidis Group. The Group is operating a number of companies most of 

them doing business in the tourism sector, especially targeted to the Eastern European market. It is one of the 

biggest tour operators in Greece but also in Eastern Europe. For the company was essential to ensure the quality 

of its services as well as the flexibility that was critical to handle over 500,000 customers.  Regarding passenger 

volume, only in 2016, the airline serviced 574,739 passengers from/to Thessaloniki Makedonia airport by 

operating both its own and leased airplane fleet. Ellinair’s fleet consists of 9 aircrafts (Airbus, Boeing and Avro 

RJ) operating scheduled flights in over 30 destinations. An airline carrier with such volume of customers was 

inevitable to abstain from the social media. With dynamic presence in 6 of the biggest and most famous social 

media platforms (Facebook, Instagram, Twitter, YouTube, Flickr, LinkedIn) the company is trying to promote 

its services. Although, promotion was not the only reason for company’s decision to promote itself through 

social media. Highly affected from the CRM philosophy and the knowledge that could gain for its customers, 

company uses all the above mentioned social platforms to provide information, to assist and to solve customers’ 

problems. Using the specific tools Ellinair is trying to evolve from the stage of traditional CRM and pass to the 

Social CRM strategy. It is obvious that having satisfactory results in a short period of time, requires a lot of 

effort as well as capabilities in terms of human resources in order to achieve satisfactory results.  The airline 

although has only one person that is responsible for the specific social media project, manages to pursue 

encouraging results. A lately implemented research between Ellinair and Aegean Airlines, the leading Greek 

airline carrier, showed satisfactory social media performance indicators, regarding the measurement of a variety 

of factors involved in social CRM practices. Charts below, shows a comparison of specific indicators between 

the two above mentioned airlines. The following survey accomplished using the Facebook profiles of those two 

airline companies through a professional online platform called “FanpageKarma”. 

According to the graph below, we can easily notice that Ellinair prefers to post more on Mondays. Specifically, 

on Mondays their posts achieve greater engagement level than the other days. Also, it seems that Ellinair, post 

most between 8 and 12 am. Indeed, on Friday and on Sunday their posts achieve more engagement than the 

other days. 

 

https://www.fanpagekarma.com/login
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As far as it concerns the type of posts, Ellinair, has posted 17 pictures and 3 videos in the last 28 days. However, 

the graph shows that the videos engage more than the pictures. 

 

On the other hand, Aegean Airlines, Ellinair’s competitor, uses totally different strategy to approach their target 

group. From the pie chart below we can notice that uses link-posts, statuses, pictures and videos.  

 

As far as is concerned the number of fans, it is obvious that Aegean Airlines is leading with almost 8 times more 

than fans from its competitor Ellinair. This gives Aegean a competitive advantage because is able to gain more 

information about passenger behaviors and needs.  

The graph below, analyze the level of engagement these companies are accomplishing through their Facebook 

Profiles. Aegean is having very low level of engagement that increases rapidly by the time the summer season is 

starting. On the other hand, Ellinair increases its level of engagement gradually, avoiding sharp fluctuations. 
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Based on the comparison it is concluded that both airlines have different approach, due to the engagement 

strategy they follow each one. Ellinair’s strategy is based on building a customer relationship gradually, while  

Aegean Airlines follows a more interactive, but brief, way of engagement with its customers.  

5. Conclusion and further research 

It is very important to highlight that companies need to be very adaptive while entering the new information and 

technology era. Especially, it is vital for the airline companies, with social media presence, to adopt a social 

CRM strategy. The early adopters of the philosophy of social CRM have the capability to gain competitive 

advantage over the rest competitors in the airline industry.  This research has also revealed that, further research 

regarding level of satisfaction of airline travelers flying from/to Thessaloniki Makedonia airport is important to 

be undertaken making use of Social CRM strategy and relevant tools. Also, another research that is important to 

be carried out, is in the field of information management analysis and interpretation by the airlines, based on 

data retrieved from social platforms. 
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Abstract 
 

Social media is becoming the new communication tool of every organization thanks to its multidimensional 

benefits. However, despite its importance there is still little published data on the influence of social media on 

brand awareness. Precisely, apart from few recent studies, no previous study has investigated the impact of 

social media platforms on brand awareness within food festivals. Performing festivals is a worldwide tourism 

phenomenon, notably increased in numbers, diversity and popularity in recent years. Although food festivals 

offer a complete tourism experience, as being one of the most well-known festivals, raising in numbers around 

the world and attracting many visitors, so far very little is known regarding social media and food festivals.  

The methodological approach taken in this study is a mixed methodology. This study follows a case-study 

design, with in-depth analysis of Thessaloniki Food Festival, held for a month (18 November- 18 December 

2017). The paper also presents valuable research insights and managerial implications. 

 

Keywords: Social media marketing, food festivals, branding, tourism& destination branding, small scale events 

marketing  
 

1. Introduction:  Social media transform the branding notion & consumers’ behavior  
 

Recent developments in connectivity have remarked the overarching role of social media in our daily life. Social 

media ‘’is constantly reflected upon in our daily routine and lies in two streams: the social and the business 

strand derived from their implementation’’ (Belenioti, et,al. 2015:176).  Particularly, social media constitute “an 

ideal, cost effective, interactive and, above all, targeted communication tool for every organization thanks to its 

high consumer engagement offered through the E- WOM and web- interactivity” (Belenioti, 2015 :1).  Social 

media is becoming the new communication tool of every organization (Coursaris, Osch, &Balogh, 2013).  At 

the same time, social media has also upset the state of art within tourism system as they serve as a driver or 

indicator of purchase behavior (Buhalis&Inversini, 2014; Leung, Law, van Hoof, &Buhalis, 2013), and as an 

accelerator of brand awareness or engagement within cultural tourism experiences, such as museums or festivals 

(Hoksbergen&Insch, 2016; Hudson et al., 2015; Belenioti, Tsourvakas, &Vassiliadis, 2016).  In the dawn of the 

social media era, brand awareness is becoming an increasingly important area for social media and marketing 

scholars. However, given the infancy of this research field, few studies have examined the impact of social 

media on brand awareness (Barreda et al., 2015; Jensen, Walsh, Cobbs, & Turner, 2015; Langaro, Rita, & de 

FátimaSalgueiro, 2015). All these studies confirm the positive correlation between social media communication 

and brand awareness. However, no single study investigates the impact of social media on brand awareness 

within the cultural non- profit organization aspect (NPO’s). This study attempts to address this gap by 

investigating the effect of social media use on brand awareness of food festivals. 

 

2.Literature Review  

 

2.1 The diachronic value of festivals both to economy and society  
 

Performing festivals is a worldwide tourism phenomenon (Prentice & Andersen, 2003), notably increased in 

numbers, diversity (Gursoy et all, 2004; Yoon et all, 2010) and popularity (Gursoy et all, 2004). However, it is 

impossible to quantify them on a global scale due to the fact that most countries provide no statistics on festival 

numbers and growth trends (Getz & Page, 2016). Festivals are planned events (McDowall, 2011), a distinctive 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

225 
 

type of special events and themed public celebrations of limited duration, providing a wide range of new 

experiences that differ from daily routine (Axelsen& Swan, 2009; Huang et all, 2010). Festivals, part of cultural 

tourism defined as cultural celebrations (Getz, 2008), have been one of the most frequently occurring events 

within tourism (Kim et all, 2014), one of the fastest growing sectors in the tourism industry (McDowall, 2011) 

and a significant tourist asset and product (Cudny et all, 2012). Communities organize festivals for a great deal 

of reasons given that the benefits of the latter are economic and socio-cultural (Yolal et all, 2016). Several 

researchers (Gursoy et all, 2004; Kim et all, 2014; Lee et all, 2012; Yoon et all, 2010) stress the economic 

impact of festivals, such as economy boost of the community and business opportunities.Festivals also may 

provide socio-cultural benefits not only to community residents but also to visitors (Yolal et all, 2016) by 

creating social incentives (Gursoy et all, 2004), offering social experiences (Axelsen& Swan, 2009), aiding the 

preservation of local culture and history (Huang et all, 2010; McDowall, 2011) and reinforcing social 

cohesiveness within communities (Yoon et all, 2010). Besides, they can be a form of tourism boosting 

sustainable development (McDowall, 2011; Yoon et all, 2010). In their study, Yolal et all (2016) observe that 

although festivals may result in some negative impacts, the positive impacts are likely to outweigh the negative 

ones. 
 

2.2. Branding & food festivals 

 

According to Aaker (1992) brand awareness is an indicator of familiarityand commitment; it refers to the degree 

of name recognition based on perceptual repetitiveness (Yuan & Jang, 2008). As concerns festivals, because of 

their particularities, branding is considered more complicated and a rather new field in marketing, including 

several kind of core service, peripheral, physical and interactional attributes (Esu&Arrey, 2008). Dimance 

(2002) points out that not only small events, such as festivals, influence visitor’s awareness towards a 

destination but they also may be the reason for a future visit. Besides, if potential visitors are exposed to certain 

events or festivals, their future behavioral purpose toward a lesser-known product will be enhanced, therefore, 

settling strong brand awareness among potential consumers implies higher purchase intention (Yuan & Jang, 

2008). Researchers have recognized that festivals have been used as a method for destination branding (which is 

a common practice to promote the history, lifestyle and culture of a destination) and local food festivals may be 

suitable to the contribution of the branding of a particular location (Türkmenoğlu, 2017).However, there is little 

research emphasizing on food festivals for destination branding but rather on sport or large events (Lee 

&Arcodia, 2011). With the rising of the importance of food tourism, food has been a basic part of destination 

marketing strategies (Tsai & Wang, 2016). Williams et al. (2014) describe food as star attraction, replacing 

location with destination brand.Gastronomic experiences have “a positive effect on destination image and 

loyalty” and investment in a regional brand is essential when increasing tourist loyalty to local food events 

(Folgado-Fernández et all, 2016). Researchers confirm that the destination brand has a positive link to overall 

destination image and event loyalty, and food consumption in food events must be considered as the connection 

of all factors and elements that relate with loyalty. Food is becoming more and more important in the promotion of 

tourist destinations and may crucially contribute to their economy (Kim et all, 2010). Smith et all (2010), note that the 

food, as a principal resource with strong pulling power, attracts visitors to “a destination specially for the unique food 

products offered”. It represents notable opportunities for regional development since it is recognized as a significant 

part of the cultural tourism market (Lee &Arcodia, 2011). Food tourism, “an intentional, experiential trip to a 

gastronomic region for recreational or entertainment purposes” has been an emerging phenomenon which attracts 

millions of tourists (Folgado-Fernández et all, 2016), while travelling internationally, regionally or locally, and it is 

implemented via festivals, public displays, nutritional guidelines, etc. (Williams et all, 2014). A festival that simply 

includes food cannot be classified as food festival (Kim et all, 2014) since the latter is determined as such when it 

really gives emphasis to regional/local specialty food or to food-themed activities and programs, where communities 

involve in the public celebration and promotion of local food (Lee &Arcodia, 2011). This local community 

participation is vital since it enhances local pride and promotes authenticity (Jung et all, 2015). Food festivals are 

multi-functional, serving plenty of purposes (Blichfeldt&Halkier, 2013). They can contribute to the enhancement or 

change of an existing destination brand and the improvement of the image of local food (Lee &Arcodia, 2011), they 

can display new tastes and different traditions to tourists’ holidays (Kim et all, 2010) and they can be an effective 

promotional strategy to regions by building customer loyalty, creating awareness of regional brands, encouraging 

repeat tourist visitation and promoting the attractiveness of a region (Axelsen& Swan, 2009). Food festivals can also 

entail economic impact on many retail businesses, offer delightful entertainment and contribute to the tourism industry 

(Wong et all, 2014). There is little research regarding food events and festivals despite the fact that food festivals may 

offer a complete tourism experience, being one of the most well-known festivals (Kim et all, 2014), raising in 

numbers around the world and attracting many visitors (Axelsen& Swan, 2009; Blichfeldt&Halkier, 2013; Lee 

&Arcodia, 2011).  
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2.3. Harnessing social media in the festival sector to boost festivals’ brand awareness   
 

The concept of marketing communication tools along with Integrated Marketing Communication (IMC) tools is 

central to brand equity of any service or product (Keller,1993, 1999, 2001, 2009; Keller and Lehmann, 2003; 

Yoo et al.; 2000).  For instance, within festivals context, Odemir&Türkmenoğlu (2017) extol IMC as a key 

factor to build strong festival brands with lasting results. Evidently, the emergence of Web 2.0 era along with 

the social media platforms has upset the previous theory about the brand or corporate image (Barreda, et, al 

2015;Belenioti, 2015; Belenioti, et,al. 2015).  However, given the embryonic stage of the research field, a 

limited number of authors have explored and appraised social media as a viable strategic and promotion tool 

either in tourism(Buhalis&Inversini, 2014; Leung, et al., 2013; Wu, Sun, & Tan, 2013) or in festivals’ branding 

(Hays et al., 2013; Hoksbergen&Insch, 2016; Hudson & Hudson, 2013; Hudson et al., 2015; Williams, 

Inversini, Buhalis, & Ferdinand, 2015). First, Hudson & Hudson (2013) recognizing the beneficial impact of 

social media on destination marketing organizations (DMOs) by boosting awareness and engagement show that 

within music festival context, social media can “be leveraged by festivals and events to expand brand 

recognition, drive sales and profitability and engender loyalty” (:221).  In addition, two years later, Hudson et 

al., (2015) found that social media enormously affect attendees’ engagement in the music festival sector and 

they urge festival organizers to use their full potential to foster the customer brand interactions and brand 

bonding. Moreover, Williams et al., (2015) accentuate that social media via online word-of-mouth (eWOM) 

constitute an ideal tool to promote both festival and destination brands. Finally, Hoksbergen&Insch (2016) 

pointed out that five are the gratifications from using a music festival’s SNS (Facebook) page, namely the: 

functional, social, emotional, interactive and aesthetic value. Precisely, their findings categorized the majority of 

attendees as passive viewers or information-seekers. Despite their significant contribution, all previous studies 

were limited not only to the impact of certain social media applications, such as Facebook (i.e. the investigation 

of social networking sites /Facebook, as applied in the studies of Barreda et al., 2015; Coursaris et al., 2013; 

Hassan Zadeh& Sharda, 2014; Langaro et al., 2015) but also in the context of for – profit areas (Hutter et al., 

2013; Langaro et al., 2015). Likewise, when it comes to the impact of social media on festivals’ branding, 

nevertheless these studies indicate the significant influence of social media both in festivals’ brand awareness 

and in brand bonding between festivals and attendees, there is little published data on the influence of social 

media on brand awareness, and particularly within food festivals given the infancy of social media research in 

festivals (Hudson et al., 2015; Hudson & Hudson,2013). Thus far, no single study exists which investigates the 

impact of social media on brand awareness within the non- profit sector and precisely in the context of cultural 

NPOs’ brands, such as museums or festivals. Following the call of Barreda et al. (2015), this study attempts to 

address this gap by investigating the effect of social media use on brand awareness within food festivals. 
 

3.Method  
 

A systematic literature review was deployedby two scholars between January – April 2017 using the following 

search strands: “social media and brand awareness”, “social media in festivals’’, “social media and food 

festivals”, “social media and destination branding “(Zoe- Charis Belenioti) and “festivals as small scale events”, 

“food festivals”, “tourism demand and festivals”, “brand awareness in festivals” (Sofia Gkarane). These 

publications were identified and gathered from renowned online database and search engines such as Science 

Direct (http://www.sciencedirect.com), EBSCOHost(http://search.ebscohost.com), and Google Scholar 

(http://scholar.google.com.). Findings of this review were further assessed (Chris A. Vassiliadis). Hence, 

drawing on a review of 53 papers we formulated the following research hypotheses:H1: Social media affect the 

brand awareness of Thessaloniki Food Festival, H2: Social media boost Thessaloniki’s branding and H3: Social 

media presence of Thessaloniki Food Festival contributes on increasing the tourism demand of the city. These 

questions were used to compile the interview guide, which was also the basic research tool for this qualitative 

research and the related analysis of the data collected by the respondents. Respondents were representatives of 

Municipality of Thessaloniki; Mr. Spiros PengasThessaloniki's deputy mayor,responsible for Tourism and 

International Relations and Mrs. Lilian Samara, Communication Officer and Coordinator of Thessaloniki Food 

Festival. The interview lasted 45 minutes. Finally, a case-study approach was used to allow a deeper insight into 

this exploratory study. “Case research is specifically welcome in new situations where little is known about the 

phenomenon and in situations where current theories seem inadequate (Eisenhardt, 1989).” (Hudson & Hudson, 

2013:221).Thessaloniki Food Festival exemplifies the best case of food festival within Easter Balkan European 

region.  The Municipality, in cooperation with local organizations, organizes for 6 consecutive years the Thessaloniki 

Food Festival action with a view to updating the local gastronomy and establishing the city as a magnet for culinary 

tourism. Its main objectives are the determination of the culinary identity of Thessaloniki, the promotion of local 

goods through various activities where citizens take part (discussions, guided tours, lectures, events) and the 

promotion of the city as the top gastronomic destination for Greeks and foreigners for the tourism development. The 

target group are Greek and foreign tourists, citizens and businesses.  
 

http://www.sciencedirect.com/
http://search.ebscohost.com/
http://scholar.google.com/
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4.Findings, Conclusion and Implications 
 

The present study was designed to explore the effect of social media on food festival’s brand awareness along 

with the effect of social media on tourism demand and city branding. With respect to the first research question, 

duringdesk research no association was found between social media and brand awareness within food festival. 
However, a strong relationship between social media use and music festival  has been reported in the 

literature(Hoksbergen & Insch, 2016; Hudson,et al. 2015). 

Moreover, regarding the second research question, literature review showed acorrelation between social media 

and city branding ( Williams et al., 2015; Buhalis & Inversini, 2014).Similarly, these results confirm the link 

between social media and increase of tourism demand. Below we conceptualize the basic dimensions of social 

media use within food festivals (figure 1). 

Figure 1 
 

 In the same vein, findings of qualitative 

survey confirm all the proposed research 

hypotheses, in line with prior studies in other 

festival sectors. Precisely, regarding the first 

question (H1), both interviewees appraised the 

importance of social media in terms of reach, 

engagement (Facebook) or attract new audience 

(Blogs). Moreover, informants reported that social 

media constitute a low -cost, efficient and direct 

tool to attract tourists and boost the city 

branding. Hence, they underscored that social 

media has been dramatically boosting tourism 

demand (+42% visits comparing to last year) (H2, H3).  Ultimately, these results confirming the association 

between social media and food festivals’ brand awareness, between social media and city branding and social 

media and tourism demand, are in agreement with those obtained by Hoksbergen&Insch, 2016; Hudson & 

Hudson, 2013; Hudson,et al. 2015; Williams, et al. 2015; Buhalis & Inversini, 2014; Leung et al., 2013. 
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Abstract 

 

This paper reports the responses from 2498 residents and potential tourists of Hull, a city in the North of 

England, which has recently been named as the UK City of Culture for 2017.  Thisstudy forms part of a 

longitudinal ‘city brand’ footprint research, which aimsto analyse any changes in the brand perception of Hull 

before, during and after City of Culture 2017. The results reported here are the first set of data tracking 

whichfound that residents and potential tourists hold different perceptions of Hull.  By using factor analysis, 

four distinctive classifications of city attributes were identified: leisure, ambience, aesthetic, and culture. For the 

residents, both leisure and ambience were significant in estimating the city brand attitude but not aesthetics and 

culture. In contrast, for potential tourists, ambience and aesthetics are the significant influencers.  

 

Keywords: Hull city, brand image, city attributes, multiple stakeholders, perception 

 

1. INTRODUCTION  

 

The historic city of Kingston upon Hull,which is more popularly known as Hull, has been awarded the title of 

UK City of Culture for 2017. This is a prestigious award that is given to a different UK city every four years. It 

is also an intensely competitive award since it does bring with it the possibilities of huge benefits, which can 

include significant social change, encouraging economic growth and community integration (Weaver, 2013).  

Hull faces social and economic challenges and is listed as the local authority with the third highest number of 

areas among the most deprived in England(Department for Communities and Local Government, 2015).  

Therefore, Hull aims to gain from the benefits of this award, in ways that have a long lasting impact on both the 

city and its’ inhabitants.  With the injection of £190 million investment as a result of the award, Hull aims to 

becomea world class visitor destination,which is hoped will contributeto tackling some of the most serious and 

important issues facing the city (Weaver, 2013). 

 

In the lead up to 2017, the City’s promotion of its’ City of Culture status has been through a wide variety of 

communication channels including local and national press. Additionally Hull has been promoted digitallyby 

independent sites including online newspapers and the BBC and through a dedicated website and social media 

platforms in a direct appeal to the online community. Offline promotional activities have so far included a large 

number of events, some of which are designed to highlight Hull’s role as Yorkshire’s only maritime City that is 

currently enjoying a renaissance. 

 

Amongst the various factors that could potentially affect the performance of Hull as City of Culture arethe 

perception of reputation and image ithas amongst its stakeholders. As stated by The Economist (2013), Hull was 

in trouble before the financial crisis, with unemployment rates being double the national average and much of 

the young employable talent being pushed away. Accordingly, the purpose of this paper is to explore Hull city 

brand image from different stakeholder perspectives (resident and potential tourist) and whether these multiple 

stakeholders imbue a single or multiple images to the city of Hull(Bill Merrilees, Dale Miller and Carmel 

Herington, 2012). 

 

2. LITERATURE REVIEW 

 

City image and branding as a domain of research interest has grown rapidly over the past decade. It is 

recognised that each city has an image or images as a place prior to consumption (Metelka, 1981). Visitors’ 
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choices of destinations are based on the degree to which they generate favourable images (Gartner, 1989, 

Woodside and Lyonski, 1989). City or destination image has many definitions where Pearce (1982) defines 

destination image as the means by which a prospective tourist determines a destination’s potential for 

satisfaction. Embacher and Buttle (1989) argue that image is comprised of the ideas or conceptions held 

individually or collectively of the destination under investigation. Image may comprise both cognitive and 

evaluative components. Fakeye and Crompton (1991) added that image is the mental construct developed by a 

potential tourist on the basis of a few selected impressions among the flood of total impressions.  

 

Understanding the city brand image and the perception about the city from multiple stakeholders’ point of view 

is a critical factor whendevelopingmarketing communications, and tailoring the marketing communications 

medium to the typical groups of residents, businesses, workers, investors and government (Merrileeset al., 

2012). Understanding the city image will help to design the city branding which helps to assist communications 

in several ways. First, it is a possible tool for ensuring that communications are consistent and integrated. 

Second, city branding enables disparate stakeholder groups to interact with the brand. Thus, a major benefit of 

city branding is that it enables disparate groups to understand, communicate with, and connect to, the overall 

city entity (Merrileeset al., 2012). 

 

A destination’s brand image is therefore key to its marketing success.  Therefore, as a starting point to develop a 

positive image and perceptual brand is to seek comprehensive understanding of the images’ nature and 

perceptions of the different stakeholders toward the destination in order to build more encouraging brand images 

and thereby enhance a destination’s economic development and attractiveness (Hankinson, 2004). Collecting 

this information regarding the ‘city brand’ footprint from multiple stakeholder perspectives is required to 

implement and apply successful positioning strategies (Hankinson, 2001).  

 

Building a brand image, or changing the current one for any city or destination consists of multiple stages. The 

stages commonly start by exploring and identifying the organicimages which includes the negative or positive 

attributes established over a long period of time (Hankinson, 2004). For example, a bright positive destination 

image can be built through a strong cultural heritage or a long political and social history. However, the negative 

image can be a result of a long history of industrial decline in this destination (Zelinsky, 1994). Also, either 

positive or negative destination image depends on what a person already knows or perceives from radio and TV 

news, dramas, newspapers, documentaries, periodicals, novels, and non-fictional books and classes on 

geography and history (Gunn, 1997).  

 

Theseorganic images then are replaced by created images which are formed by applying a marketing 

programme of the city, which aims to change or build on the existing organic images. The final stage is to 

develop a strong image that results from the interaction of the actual experience of visiting the destination with 

previously held images (Gunn, 1997; Hankinson, 2004).  

 

Hankinson (2004, p.7) argues that “While there is a considerable body of research into the development of 

induced and complex destination images, little attention appears to have been given to the significance of 

images formed through organic processes despite their recognised significance to destination marketing.” 

 

Consequently, this research seeks to assess the organic image and current brand footprint of Hull city from 

different stakeholder perspectives (resident and potential tourist).  It will identify and track the key brand 

elements including positioning and perception using relevant recognised scales. This is considered the first stage 

in establishing a comprehensive marketing programme to build a new brand image of Hull, as it becomes UK 

City of Culture in 2017. One of the core aims of the City of Culture which is to enhance the perception of the 

host city through investment in events, arts and culture.  Therefore, understanding and tracking brand image is a 

vital key performance indicator. 

   
3. METHOD AND DATA 

 

This study follows a quantitative approach. In March 2015 a self-administered survey instrument was used to 

investigate the ‘city brand’ footprint of Hull from different stakeholder perspectives (resident and potential 

tourist). Data was gathered via the snowball method using both online and mall-intercept interview methods. In 

total, the responses of 2498participants are used in this study, with a roughly equal representation from male and 

female respondents, 44% aged 18-24 and 35% aged25-44, 37% in full time education, and 50% in employment. 

Table 1 shows the demographic characteristics of the sample (resident versus potential tourist). 
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Table 1 Demographic characteristics of the sample 

  Resident  

(n=1637) 

Potential Tourist  

(n=861) 

Gender Male 54% 46% 

 Female 48% 52% 

Age  18-24 49% 37% 

 25-34 22% 23% 

 35-44 13% 12% 

 45-54 8% 17% 

 55-64 4% 7% 

 65-74 3% 3% 

 75-84 1% 1% 

Occupation In employment 46% 61% 

 In full time education 42% 27% 

 Others 12% 12% 

 
Items to measure city attributes are taken from the literature and related studies e.g.Merrilee et al., (2009, 2012). 

Table 2 presents the list of city attributes with means and standard deviations. City brand attitudes of residents 

(e.g. I am proud to live in Hull; I would rather live here than any other place) were based on Merrilee et al. 

(2009) and potential tourist was adopted from Yoon and Uysal (2005) and Lau and Lee (1999)(e.g. My visits to 

Hull are worth my time and effort; my experiences with Hull are excellent). Residency of the respondents is 

identified by asking if they live in Hull or not. This study forms part of a large scale longitudinal research on 

Hull City branding; only part of the research is reported here. 

 
Table 2City attributes of Hull: Two stakeholder groups 

 Resident (n=1637) Potential Tourist (n=861) 

 Mean Std. deviation Mean Std. deviation 

Value for money 2.79 1.253 3.18 1.414 

Restaurants and cafes 2.83 1.021 3.20 1.267 

Sports 2.88 1.267 3.38 1.521 

Local transportation network 2.90 1.091 3.36 1.384 

Friendly locals 2.93 1.168 3.38 1.388 

Diversity in culture 3.00 1.260 3.58 1.507 

Family friendly 3.05 1.247 3.54 1.463 

Parks/outdoor space 3.10 1.111 3.45 1.304 

National transportation network 3.10 1.146 3.40 1.318 

Architecture and buildings 3.14 1.068 3.42 1.216 

Nightlife (pubs and clubs) 3.15 1.254 3.62 1.575 

Natural scenery 3.16 1.124 3.52 1.340 

Shopping 3.16 1.079 3.40 1.258 

Historical sites 3.22 1.183 3.61 1.395 

Safety 3.32 1.163 3.74 1.372 

Museums and galleries 3.36 1.287 3.84 1.487 

Cultural events and festivals 3.42 1.265 3.95 1.512 

Multi-faith facilities 3.44 1.438 3.98 1.571 

Theatre 3.56 1.365 4.03 1.553 

Note: Responses were made on a 5-point scale labelled from “Excellent” (1) to “Poor” (5) with lower score 

indicates more favorable perception of the attributes. 

 

The 19 item city attributes were subjected to exploratory factor analysis to identify common themes among the 

attributes.  The Kaiser-Meyer-Olkin (KMO) value was 0.93 and Bartlett’s test was significant at the 0.00 level.  

These confirm the appropriateness of applying factor analysis to the data. Finally, the scores of the items loading 

on each factor were averaged and the mean scores used in regression analyses to estimate the contribution of 

each factor to city brand attitude by the two stakeholder groups. 

 

4. RESULTS AND DISCUSSION 

 

The mean scores in Table 2 demonstrate perceived differences towards various city attributes between the two 

stakeholder groups, with residents consistently rating, on average, all attributes more favourably, than potential 

tourists. Value for money is ranked the highest of all the attributes for both groups followed by restaurants and 
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cafes. The city’s offerings in culture and art related activities are considered by both groups as the weakest 

among all the attributes. 

 

From Table 3, factor analysis revealed four distinct and relevant factors: leisure, ambience, aesthetics, and 

culture. Each of these accounted for 16%, 16%, 14%, and 12% of the total variance, respectively. The 4-factor 

solution explained 59% of the total variance. All factors have relatively high alpha reliability coefficients, i.e. 

above .80. 

 

 

Table 4 presents the results of using the four factors as independent variables in regression analysis with city 

brand attitudes as dependent variables. The results show that not all city attributes are significant in predicting 

city branding attitudes and there is a marked difference between different stakeholder groups. For the residents, 

both leisure and ambience were significant in estimating the city brand attitude but not aesthetics and culture. 

Particularly, ambience is the strongest predictor, suggesting residents consider this a very important attribute 

affecting their attitude towards the city. In contrast, for potential tourists, ambience and aesthetics are the 

significant influencers but not leisure and culture despite leisure being rated favourably. This suggests that for 

potential tourist the aesthetics and ambience are the elements that would enhance the city brand image of Hull.  

The insignificance of leisure (e.g. restaurants, shopping) as a city attribute might be due to its lack of uniqueness 

and easily replicable or found in other cities’ high streets.  This is a common phenomenon across many cities in 

the UK(New Economics Foundation, 2005).  The relatively poor perception of culture in Hull highlights the 

Table 3   City attributes of Hull: Exploratory factor analysis (n=2498) 

 Factor loadings  

Scales Factor 1 Factor 2 Factor 3 Factor 4 
Cronbach's 

Alpha 

Leisure     0.80 

Restaurants and cafes 0.718     

Nightlife (pubs and clubs) 0.704     

Shopping 0.689     

Local transportation network 0.667     

National transportation network 0.603     

Sports 0.388     

Ambience     0.81 

Friendly locals  0.756    

Family friendly  0.738    

Safety  0.644    

Multi-faith facilities  0.607    

Diversity in culture  0.598    

Value for money  0.434    

Aesthetic     0.82 

Architecture and buildings   0.730   

Natural scenery   0.696   

Historical sites   0.649   

Parks/outdoor space   0.612   

Culture     0.81 

Theatre    0.756  

Museums and galleries    0.738  

Cultural events and festivals    0.647  

 

Explained variance by factor (%) 16.32 15.90 14.50 12.54  
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challenges facing the City of Culture in achieving its objectives in enhancing the perception of the city through 

investment in arts and culture.  

 
Table 4  Regression results: residents and potential tourists 

 Residents (n=1637) Potential Tourists (n=632)# 

City attributes Mean Std. 

deviation 

Beta t-value Mean Std. 

deviation 

Beta t-value 

Leisure 3.00 0.764 0.081** 3.094 3.24 0.908 0.077 1.645 

Ambience 3.09 0.845 0.220*** 7.953 3.42 0.991 0.209*** 4.490 

Aesthetic 3.15 0.876 0.256 9.113 3.33 0.976 0.276*** 5.707 

Culture 3.45 1.081 0.052 1.922 3.81 1.304 0.050 1.058 

 R2=.250, F(4, 1632)=135.74, p<.001) R2=.270, F(4, 627)=58.09, p<.001) 

Note: # the number of potential tourists is lowerhere than in earlier tables as this the number of tourists who had actually 

visited Hull in the past 

Significant level: *p<0.05, **p<0.01, ***p<0.001 

 

5. CONCLUSION 

 

This research contributes to the previous literature, which suggested that multiple stakeholder groups have 

different brand meanings and images, by giving more clarity about Hull city image and offering evidence that 

different stakeholders have different imagesof Hull city.  

 

Also, this research captured the initial image of Hull city brand image in the mind ofresidents and potential 

tourists which will help to design the right marketing communications programme, ensure that the used 

communications tools are consistent and integrated, and tailor the marketing communications medium to each 

groups of residents, businesses, workers, investors and government as they developactivitiesrelated to the City 

of Culture 2017 (Merrilees et al., 2012). In addition, the understanding of images and perceptions of Hull by 

different stakeholdersenables a starting point to build more positive and encouraging brand images.  In turn, this 

should enhance the economic development and attractiveness of Hull(Hankinson, 2004). Hence, 

destinationimage development that fails to considerdifferent stakeholders perceptions is less likely to be 

successful. 

 

Accordingly, this research provides valuable insights to different types of stakeholders including the City of 

Culture 2017 team, highlighting gaps between brand image (public view) and brand identity (management view 

of the positioning) of the City. 

 

Finally, this research will continue to gather data each year as a longitudinal study to provide strategic 

management information and also ultimately assess the success of City of Culture 2017 as an event to improve 

the brand image of the city.  This is part of the legacy of City of Culture 2017, answering the question “did 

culture and arts change the perception of the City of Hull?”.   
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ABSTRACT 

Cultural tourism is a supportive tool for city marketing which is also beneficial to destination marketing 

applications. In this study, cultural toursm is chosen as a clustering base and a destination marketing tool for 

Izmir city. Since Izmir has a history of 8500 years, the aim of the study is to provide suggestions for the city’s 

potential for tourism demand. Both primary and secondary research data are used to gather information for the 

SWOT analysis. For primary data collection interview technique is preferred. The interview questions are open 

ended semi-structured where, the population of the study involves 24 people who are experts on Izmir’s cultural 

tourism potential, city marketing issues and clustering applications. Final SWOT analysis table for culture 

tourism cluster for Izmir is derived from the related secondary research data and the replies of the primary 

qualitative research study conducted.  

The suggestions are listed according to the results of SWOT analysis and interestingly two sub-regions within 

the city, namely Bornova and Alacati, were found to be promising destination markets for culture tourism 

clusters of Izmir. Other strategical marketing suggestions related to sustainability, training of related staff, 

marketing activities, heritages of city are concluded. 

 

KEYWORDS: Cultural Tourism, Clustering, Marketing Strategies, Izmir, Destination Marketing 

 
1. INTRODUCTION 

 

City marketing is naturally related with destination marketing and cultural tourism since it has a huge potential 

for creative culture environment attracting the entrepreneurial business for new knowledge and innovation-

based economy as cities develop new creative products based on culture conveying ideas, symbols and a way of 

life by architectural and industrial heritage resources, gastronomy, cultural traditions, events, entertainment, arts 

and other creative industries. Thus a recent report from European Commission, Flash Barometer, suggests a 

mere 20% of tourists who visit a European city mention culture as the main reason for their visit; even though 

reasons varies according to age and gender (European Commission, 2013). Since cultural tourism is one of the 

main ingredients of modern tourism and destination marketing, many cultural tourism resources are necessary 

for sustainable tourism growth (Xu, Ding & Xiang, 2006). Thus the demand for destinations and culture tourism 

changes as interest in discovering new sites and heritages (Brito, 2008) becomes a desire.  

Based on to this perspective, İzmir is evaluated as a destination market for cultural tourism.   The interest in 

Izmir’s cultural tourism potential is also increasing since it has a history dating back 8000 years which brings all 

the unique heritage resources available. As it is cited in “Turkey’s Tourism Strategy 2023” (Kültür ve Turizm 

Bakanlığı, 2007), Izmir is a well suit for city marketing and cultural heritage tourism and besides being a 

attractive tourism center, Izmir is a crucial meeting point of cultural events and expositions related to its 

universities, cuisine, museums, concert halls, cultural and art associations, national and international festivals 

and media (Gunlu, Pirnar, Yagci, 2009). 

On the other hand, city has been loosing its market share with respect to other destinations of Turkey, such as; 

Antalya and Istanbul recently, as an indicator of getting a very little share from constantly growing Turkish 

tourism demand. This outcome is very contradictory given to the natural, cultural and geographical resources the 

destination has. Therefore, searcing the answer of how to gain the market share of the city is the driving force of 

the study. 
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The cluster concept has come to be perceived as a strategic marketing tool for local economic improvement 

(Tien, 2008). Lately, it is being commonly used in tourism industry, both by private and public sector investors 

and academics, due to its efficient outcomes creating synergy among its components. As Richards & Wilson 

(2006) indicate: “In terms of production, some cities have placed an emphasis on home grown (or even adopted) 

innovators to propel creativity forwards, contributing to the emergence of a creative, vibrant atmosphere. This 

is most evident in the case of cultural clusters, creative quarters or even whole ‘creative city’ strategies, where 

the growth of creative space is cultural production-led. But there are also signs that groups or classes of 

creative consumers are beginning to emerge along with these creative spaces”. Within this manner, Izmir is 

observed through cultural tourism cluster and destination marketing perspective, in order to offer a strategic tool 

to improve the popularity of the city. 

2. CULTURE AND CULTURAL TOURISM  

 

City marketing is related with cultural tourism and there exist a variety of definitions when the topic is culture. 

This variety depends on the context, content, the various beliefs and perspectives where the definition is derived 

and the field or discipline the study focuses on, since culture is studied in many disciplines; however the 

definitions are mostly besed on common values.  

When Bates and Plog’s (1990) definition is considered; “Culture is very generally defined as the system of 

shared beliefs, values, customs, behaviours, and artifacts that the members of society use to cope with their 

world and with one another, and that are transmitted from generation to generation through learning”. Related 

to this definition, according to Hofstede (1981:24) “culture is the collective programming of the human mind 

that distinguishes the members of one human group from those of another. Culture in this sense is a system of 

collectively held values”.  

Thus it is hard to come up with a final definition for culture however; one can derive that culture has many 

ingredients to build up in one society, including; learning values like beliefs, attitudes, ethiquette and  social 

norms, language even contains collective activities like rituals and customs,  modelling against heroes and 

understanding symbols like myths, legends, dress, jargon, etc (Jones, 2007). Culture is comprised of elements 

such as history, values, language, traditions, religion, beliefs and customs. Culture is also defined as the 

“socially transmitted behavior patterns, norms, beliefs and values of a given community” (Salacuse, 1993).  

 

 

 

 

Since it is hard to find a common definition for culture, it is not very simple to define cultural tourism, either 

since it has various forms and levels of intensity while incorporating with alternative tourism types like heritage 

tourism, historical tourism, ethnic tourism, even educational tourism and indigineous tourism (Wilson et.al, 

2006). This structure is indicated in Figure 1. 

Figure 14: Creative Culture Tourism Evolution (Lutz, 2005) 
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The definition of culture can be widened to cultural tourism by World Tourism Organisation (UNWTO) 

definition (Pedersen, 2002) “movements of persons for essentially cultural motivations such as study tours, 

performing arts and cultural tours, travel to festivals and other cultural events, visits to sites and monuments, 

travel to study nature, folklore or art, and pilgrimages”.  Later the four thematic categories of cultural tourism is 

suggested by World Tourism Organisation (2012) as well; consisting of four dimensions of cultural tourism: 

operational, operational/conceptional, motivational and tourism-derived/resource based (see Figure 2). 

Operational and experiental category is related with the cultural tourist and cultural tourism activity. Horizontal 

axis identifies supply and demand, where the tourism-derived/resource based category is related with 

perspective of tourism sector in general, whereas the motivation indicates the tourist demand and motivation for 

travel. Kocak (2002) also suggests a four type tourist motivation, where one of them is culture, others are; 

pleasure seeking / fantasy, relaxation and physical. 

 
Figure 15: Devision of definitions of cultural tourism (World Tourism Organisation, 2012, pp.8) 

3. CULTURAL TOURISM FOR CLUSTERING AND DESTINATION MARKETING   

 

Clusters are described by Porter (2000) as geographically concentrated organizational communities having 

related and complementary capabilities, supported by institutional rules and a learning culture that stimulates 

entrepreneurship. From a cultural perspective, the potential of cultural tourism lies in increasing and 

diversifying audiences and thus enhancing the sustainability of the sector. Further, “there is added value for 

communities and society in general, as generating synergy between arts, culture and tourism can positively 

contribute to civic, community and social realms as well as to local economic development” and effective 

destination marketing (Mottiar et.al. 2013).   

 

Culture cluster examples are found in cultural districts, where cultural distincts incorporate other land uses, 

effect the concentration of cultural facilities and related activities (Frost-Kumpf, 1998). Besides, the 

concentration of cultural institutions in large cities causes these districts to utilize the economies of 

agglomeration: such as reducing unit costs as a fact of shared resources, leading to sub clusters like museum 

clusters (Tien, 2008). 

 

4. METHODOLOGY 

 

This research is questioning; whether this city is benefiting from its cultural tourism resources as a cluster 

destination marketing product and if not, why and how it can be improved as a culture tourism cluster for better 

marketing. This research question is addressing the important reasons that may undermine the cluster potential 

of Izmir thus aiming to bring out suggestions for marketing development. 

Both primary and secondary research data are used to gather information for the SWOT analysis. For primary 

data collection interview technique is preferred. The interview questions are open ended semi-structured where, 

the population of the study involves 24 people who are experts on Izmir’s cultural tourism potential, city 

marketing issues and clustering applications. Final SWOT analysis table for culture tourism cluster for Izmir is 

derived from the related secondary research data and the replies of the primary qualitative research study 

conducted. 
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Strengths Weaknesses 

Strong and distinctive cultural heritage and history (8500 

years back) 

Lacks innovative projects for creative cultural 

tourism and culture tourism branding  

High quality and unique archaeology and built heritage. 

Quite a number of unique historical and cultural assets 

(in quantity and quality). 

Too much red tape in bureaucratic operations 

Existence of newly established thematic museums like 

the Mask Museum, Game and Toy Museum, Caricature 

and Joy Museum etc. 

The restoration efforts of historical and cultural 

buildings are insufficient 

Climate suitable to extend the tourism season Inconsistent marketing messages and  lack of 

cooperation for destinational promotional efforts 

of Izmir’s cultural tourism  

High awareness and positive consumer perception (in 

cultural tourism market) for the destination 

Lacks long term projected cultural tourism 

specific master  plans   

Potential for differentiation for culture tourism (from 

creative cultural tourism to  classic) 

Inefficient number of specilized cultural tourism 

travel agents and tour operators 

Necessary  natural  and wild life resources to accompany Specific quality employee training for cultural 

tourism product (needed) 

Existence of cultural  attractions of national or 

international significance 

Distance from main markets like Japan and USA. 

Community and local people support for culture tourism 

development  

Inadequate resources within city for cultural 

tourism marketing and product development 

Izmir has ability to revive and/or develop special events, 

festivals 

insuffiecient private sector support for initiatives 

Being a candidate for Expo 2015, EXPO 2020, ETC. Insufficient coach / car  parking and associated 

facilities around the cultural centers 

A variety of famous historical people (i.e. Very famous 

ancient poet Homeros) providing the opportunity to 

create name interest for Izmir. 

In efficient QR Code applications 

Existence of high quality of tourism establishments. Inadequent signage for cultural monuments, 

meseums etc. 

Associations, organizations and government are funding 

cultural tourism investnents and culture toursm projects 

Uncoordinated brand and image management 

efforts 

Existing products with a potential for improvement. Uncoordinated marketing and promotional efforts 

and initiatives across city 

A variety of famous historical people (i.e. Very famous 

ancient poet Homeros) provides the opportunity to create 

name interest in Izmir. 

Poor promotion of cultural events 

Closeness to important tourist sending markets From EU, 

Middle East and Asia. 

Lack of understanding of the value of culture and 

local culture 

History dating back 8500 years, bringing all the unique 

heritage resources available 

Museums lacking updated  promotional 

campaigns 

Izmir as a selected region for city tourism destination 

development in Turkish Tourism strategic plan, vision 

2023. 

Benchmarking and modern management 

applications not utilized 

Experience in hosting many successfull international 

organizations like Universiade. 

Need for a museum entrapreneurship 

Good cultural tourism product support facilities – cafes, 

restaurants, guided walks, concerts, events, etc. 

Need for linguistic improvement (2nd 3rd foreign 

languages requirement for all staff) 

Transportation and ease of accessibility Constant research is needed to figure out the 

trends, potential, market effectiveness etc  

Movements like slow city (Seferihisar) within Izmir.  

Increase in the number of cultural events & organizations  

Existence of museum cluster in Bornova area  

Existence of many universities and their cultural 

activities 

 

Availability of thematic museums and a mega museum 

project 
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Opportunities 

 

Threats 

Culture continues to be in demand with tourists, and it is 

unlikely the economic crisis will change that anytime 

soon. 

Increse in the demand for top quality, luxury, 

comfort  

New culture segments (like creative culture) and markets 

appearing globally  

Decline in the number of species, endangered 

species, habitat loss, pollution  

Co-branding / new partnerships  are becoming popular Prices are falling globally  

Psychographics, social, demographic (50+ travel more, 

interested in culture tourism), econ. changes  

Regional/ national competition  

Globalisation creating new source markets In some places increasing water pollution, air 

pollution, soil pollution 

Many studies indicating the interrelation of city tourism 

and creative culture tourism development. 

Increasing customer expectations 

Opportunity to create strategic alliances and leverage 

marketing dollars with existing tourism operators and 

industry associations 

Strong competition from other international 

destinations 

Project funds available for QOL and Cluster development  

Increase in the number of tourists having a profile as new 

tourists 

 

Table 2: SWOT table of potential culture tourism cluster in Izmir 

 

5. DISCUSSION AND CONCLUSION 

 

As a result, there is an increasing demand to Izmir from independent and new tourists seeking cultural and 

heritage products through experincing local life styles. It also seems that entrapreneurs are interested in 

investment and creative cultural tourism of Izmir, thus considering culture clustering applications for Alsancak 

and Bornova.  The policy makers, experts and bureaucratic staff are organizing to coordinate the efforts to 

establish a creative cultural tourism cluster for Izmir. 

The findings indicated that cultural tourism is indeed a potantial cluster tourism product for Izmir. There seems 

to be a promising potential since the city has strong points like unique cultural and heritage resources, already 

established tourism centers and thematic museums, warm climate, unique geography, appropriate infrastructure 

offering a suitable base for clustering in cultural tourism. According to the derived SWOT analysis, the 

improvement strategies and sugeestions for solid and effective results are show that a cultural tourism platform 

including private & public sectors and experts, should be established. Facilities are also expected to be through a 

coordinated policy and promotional approach to develop culture clustering in Izmir.  

Planning the restoration of the heritage sites and historical monuments should be used for touristic purposes, 

while expanding in already served existing markets andpenetrating in new culture tourism markets by using 

differential aspects of the culture product. New market segments like 3
rd

 and 4
th

 age groups, experts and such 

should be attracted by informing about unique cultural and natural beauties of the city as a differential image. 

From the marketing point of view, co-branding with new partnerships, preparing special fliers and broucheres 

for museum tourism product and culture tourism product, using all the suitable combinations of marketing mix 

elements as 7-8-10… P’s, forming a consistent promotional message specially designed for culture tourism 

segments and museum tourism segments (to match competitions image as being better in terms of quality- value 

proposition etc.), promoting the quality and price differentials for Izmir’s culture tourism and museum tourism 

clusters, establishing a unified brand and image for creative cultural tourism for Izmir are the recommendations 

of experts. Protecting the quality of life standards of Izmir’s residents and addressing the well being of them 

while developing and promoting cultural tourism in the city is another suggestion of experts, this is related to 

sustainability. 
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Sustainable tourism as an attractive issue, is included in this study; suggestions are; implying sustainable 

cultural and heritage development to achieve overall protection of the Izmir’s ecosystem; usage of permits and 

legistlation for the cultural tourism growth providing recommendations for sustainable development in the area; 

involving local community in sustainability issues by training and increasing public participation so while 

promoting culture tourism ther are also protecting the monuments and nature, applying destination management 

and image improvement for Izmir within sustainable cultural tourism perspective and protection of local and 

cultural values, customs etc. 

Training the staff, local people and every person who would contact the culture tourist, so that the guest has 

wonderful personal experience in culture and heritage tourism which hopefully turn into positive word of mouth 

marketing is another suggestion. 

Working on zoning plans for local clustering thus development of culture tourism within a cluster for suitable 

areas. Thus the suggested applicable strategies and issues could be a starting point to develop the cultural 

tourism market of Izmir and culture clustering base of Bornova and Alacati. 

Besides, compatibility of destinations with other locations is another crucial part of the case; as suggested by 

Wall (1978); “Recreational sites do not exist in isolation. They are found within a context of competing and 

complementary facilities”, the coorperation among attractions should also be considered in improvement of 

Izmir’s tourism potential.  

6. LIMITATIONS & FUTURE RESEARCH 

 

Time limit was a main constraint for the data gathering, in the study. Also, the number of the respondents was 24 

for primary data gathering, which was limited.  Therefore, it is recommended to increase this number and / or apply 

a quantitative research, increase the sample size which may give another point of view, a different strategy for 

further studies. In addition, the secondary research data were also limited which might be an indication for the 

necessity of this research.  Attractions of Izmir can also be evaluated within spatial point of view, in order to cover 

the compatibility of destinations, as a future research. 
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Abstract 

This paper presents the outcome of a research regarding satisfaction from Greece as a tourism destination. For 

so, 30 destination image components were rated on a satisfaction scale by two hundred and two Russian 

tourists who visited Greece.Frequencies, percentages, and means were calculated, and factor analysis 

produced five factors which were used as new items in tourist segmentation via cluster analysis. To these items 

for segmentation analysis, intention to revisit in the next 5 years, evaluation of stay, overall satisfaction, and 

intention to recommend were added.Results showed that from the 30 statements rated for satisfaction, 6 has 

MS>4.51, with MS ranging from 2.68-4.69. Segmentation analysis revealed two segments. The findings of this 

research offer important practical implications for promoting satisfaction and consequently Greece’s 

destination image. 

Keywords: Tourism marketing, Russian tourists, satisfaction, segmentation, Greece 

 

1. INTRODUCTION 

International tourism is one of the most dynamic sectors of the Greek economy and is considered one of the 

main pillars of economic development (Kasimati, 2016) and the “heavy artillery” for exiting from the economic 

recession (Kalantzi et al., 2017) which Greece is undergoing for the eighth consecutive year.In Greece, the 

inbound tourists for the year 2015 reached 23,599,456 and total revenue was 13,686,066,990€ (Ikkos and 

Koutsos, 2017).The net impact of foreign tourism on the Greek balance of payments has been very beneficial, 

where as in 2014, travel receipts covered 76% of the balance of trade, compared to 71% in 2013(Ikkos, 2015: 

11). Also, according to the World Travel & Tourism Council (WTTC, 2016), Greece in 2015 generated 

EUR32.5bn (18.5% of GDP) as a result of the total contribution of Travel & Tourism, andsupported directly 

401,000 jobs (11.3% of total employment) and indirectly 822,000 jobs, i.e. 23.1% of total employment (WTTC, 

2016). In addition, tourism boosts the GDP per capita of many rural areas, since it is a major source of income 

and job creator and prevents internal migration to urban areas (Dritsakis, 1995). 

Greece's assets such as climate, physical environment, magnificent archaeological and cultural heritage, along 

with that is usually considered as an inexpensive destination area, have a positive influence on the tourism 

development of the country (Kontokolias, 1996). According to the World Economic Forum (WEF), in 2007 

Greece was ranked 24
th

 in overall index of tourism competitiveness in 124 countries total (WEF, 2007) and 

dropped to the 31
st
 position in 2015 compared to 141 countries in total, as reported by the 2015 ranking of the 

Travel & Tourism Competitiveness Index (WEF, 2015). 

One of the most dynamic market of tourists for Greece come from the Russian federation. From 2010-2013 

there was a tremendous increase of inbound Russian tourists from 451,239 (in 2010) to 1,352,901 in 2013; 

resulting in a 299.9% increase (NSS, HSA,2016). However, in 2014 tourists from the Russian Federation 

decreased by 7.6% and in 2015 there was another 59% drop compared to the year 2014 (Bank of Greece, 2016). 

Additionally, for 2016, the inbound tourists from the Russian Federation had only a 16.1% tourism increase 

compared to 2015 (Bank of Greece, 2016). 

Marketing attains that consumer satisfaction is the key to meeting an organization’s or in this case a 

destination’s goals. So, taking these facts into account this paper has as its basic aim to investigate Russian 

Federation tourists’ satisfaction from visiting Greece and to segment the market based on their satisfaction, 

intention to revisit in the next 5 years, evaluation of stay, overall satisfaction, and intention to recommend.  

This study is of increased significance, since the Russian tourist is a market that is understudied, and will 

provide destination managers and policy makers a better knowledge of this target market and will be drivers of 

the appropriate strategies for revisit and for attracting potential visitors (Priporas et al., 2012; Kamenidou et al., 

2009). 
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2. LITERATURE REVIEW 

The concept of tourist satisfaction is one of the most important and researched themes in the tourism and 

hospitality literature and practice (Agyeiwaah et al., 2016; Pizam et al., 1978, 2016), since it is associated with 

the process of purchasing and consumption with post-purchase phenomena such as repeat visitations,positive 

word of mouth and to destination’s competitiveness and survival (Yoon &Uysal, 2005). Thus, Destination 

Management Organization's (DMOs) put it as a top priority of their marketing strategy (Seaton, 1997) and try to 

monitor satisfaction over time in a continuous effort to provide those strategies that meet tourist needs and 

preferences (Bernini and Cagnone, 2014). 

Tourist destination is amalgam of services and products. Bernini and Cagnone (2014) point out that during their 

stay, tourists experience an array of products and services and they may evaluate each aspect separately. Past 

studies (e.g. Yoon &Uysal, 2005) have confirmed that overall satisfaction with a destination is the outcome of 

tourists’ perception of different attributes of a destination, and these different aspects play different roles in 

determining overall satisfaction. 

Even tough Russia has been an emerging outbound tourist country, the Russian outbound tourist is understudied 

(Tolkach&Tse, 2016). Existing studies in their vast majorityregard the up to now traditional tourist destination 

for Russians.  Most studies focus in the Antalya Region- Analya, Turkey (e.g. Emir, 2013), Finland (Jakosuo, 

2011); Korea (e.g. Han et al., 2014) and China (Tolkach&Tse, 2016).While lately, studies emerged regarding 

European (e.g. Polkanova&Kazakov, 2014) or exotic destinations that Russian tourists are visiting 

(e.g.Sangpikul, 2017). 

 

Lastly, a handful of studies are found regarding Russian tourism and Greece (Stylos et al., 2017; 2016;Kozlov& 

Popov, 2015), none of which measured the satisfaction of these tourists from Greece as a destination. 

Specifically, Stylos et al., (2016) examined the effect of destination images on 270 Russian tourists' intention to 

revisit a destination. They examined the connection between destination image attributes and behavioral 

intentions, by including two pivotal but unexplored in related literature constructs, namely holistic image and 

personal normative beliefs (PNBs). They found that only affective and conative images contribute to the 

prediction of tourists' intention to revisit a destination through the holistic image towards this destination. Stylos 

et al., (2017) studied the influence that each component of image (cognitive, affective, and conative) has directly 

and indirectly, via holistic image, on revisit intentions on 1362 British and 1164 Russian tourists. Results 

showed that all image components have a positive indirect effect on revisit intention via holistic image, while 

conative has also a direct one. Additionally, British tourists value primarily cognitive, then affective, and least 

conative images, while Russian tourists' intention to revisit a destination is based primarily upon conative, then 

upon cognitive, and least upon affective images. Lastly, Kozlov& Popov (2015) described in their research, the 

main characteristics of Russian tourists and their preferences, and provided recommendations to improve 

theattractiveness of Greece as a tourist destination for tourists from Russia. 

The above studies, although very important, confirm the existing gap of inexistence of research regarding the 

significant market share of Russian tourists and their satisfaction, at least in the Greek destination context. 

 

3. METHODOLOGY 

In order to elicit answers regarding the aim of the study, a structured questionnaire was developed specifically 

for this purpose, based on previous researches (e.g. Sangpikul, 2017; Stylos et al., 2017; Kazakov, 2014; Doğan 

et al., 2012;Emir, 2013;Aktaş et al., 2009), as well as 6 skype -based informal personal conversations. The 

questionnaire consisted of 19 questions, of which one question referred to previous visit to Greece;six are multi-

item questions and seven are socioeconomic and demographic questions. Additionally, one question measured 

satisfaction consisting of 30 items (derived from the abovementioned authors and confirmed by informal 

interviews), rated on 5-point satisfaction scale, i.e. 1= very dissatisfied; 2= dissatisfied; 3= neither dissatisfied 

nor satisfied; 4=satisfied; and 5 = very satisfied. Lastly, four questions referred total evaluation compared to 

expectation; total satisfaction level; intention to revisit; and intention to recommend. 

The questionnaire was initially developed in Greek. After the questionnaire took its final form, it was 

translated in English and from English to Russian and back to English and Greek by two translators to avoid any 

misconceptions or grammar errors (Dedeoğlu et al., 2015). The instrument was then send to 12 Greeks that grew 

up in the Russian Federation, and previously settled permanently in Greece for completion and provide the 

researchers with feedback. For the same reason the English questionnaire was sent to 6 colleagues and friends 

that reside in England. Ensuring that the questionnaire did not have any conception problems, it was then 

developed on Google.docx forms. A Russian Facebook account was made and the questionnaire’s link was 

distributed via Facebook to Russian acquaintances and were asked to distribute it to Russian citizens that have 

visited Greece. Also, a thorough check on Russian Facebook was done and where there was evidence of visiting 

Greece, a personal message was sent to the account holder asking him to participate in the research. With this 
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method,two hundred and two questionnaires were collected, from which one hundred and eighty-two were 

usable. 

Data analysis included descriptive statistics and reliability and factor analysis through the Principle Component 

Analysis (PCA) method with Varimax rotation in order to produce a smaller set of variables. These variables 

continuously were cluster analysed for tourist segmentation.  

 

4. RESULTS- DISCUSSION 

4.1 Sample profile 

The total number of valid questionnaires gathered were three hundred and sixty from different provinces of 

the Russian Federation. As to gender, 41.4% 0f the sample was males and 58.6%females while participants’ age 

ranged from 18-66 years old and with mean age 38 years old; were in their majority married (64.1%) or single 

(22.1%); with a bachelor degree (63.0%); and regarding occupation were professionals/ business staff or 

workers (43.5%). Lastly, regarding their personal monthly income ranged from 300€-8000€ with an average of 

1250.865€ (StD=1444.57). 

 

4.2 Visitto Greece and information sources  

Most the respondents (81.2%) had previously visited Greece from 1-3 times (85.3%). As regards the length of 

stay, 28.7% stayed up to a week; 25.3% 1-2 weeks; 20.7% 2-3 weeks; 10.9% 3weeks up to one month (31 days); 

and 14.4% stayed more than 31 days. Main reason for visiting Greece was vacation (69.1%) and sources of 

information was the internet (99.4%) and friends and relatives who had visited Greece (69.1%).Areas that were 

visited were Chalkidiki (53.0%); islands (36.5%); Athens (27.1%); Peloponnese (9.4%) and other areas, i.e. 

Thessaloniki, Kavala, Ksanthi, Kalampaka visited a 13.8%.  

 

4.3 Satisfaction from visitation to Greece 

Participants were asked to point out their degree of satisfaction from each of the 30 destination componentson a 

5-point satisfaction scale; whereas 1= very dissatisfied up to 5= very satisfied. The Cronbach Alpha measure 

was estimated to investigate the repetitiveness of the answers on a statistical basis. Cronbach Alpha produced a 

price of a= 0.965which is considered very satisfactory (Spector, 1992, pp. 34). 

From the 30 satisfaction components rated, only 6 had a MS>4.51 implying tendency for being very satisfied as 

Table 1 presents. The three top satisfaction components we “Seas for swimming”; “Climate” and “Clean seas”. 

On the other the three components with the worse rating (2.68-3.62) was “Emergency (police- ambulance) 

services”; “Medical and health services” and “Communication facilities (internet & mobile)”.  

 

Table 1: Satisfaction of Russian tourist per component (%) 

Statements  1 2 3 4 5 MS* StD” 

Road network 2.8 3.3 26.5 44.2 23.2 3.82 0.92 

Shopping opportunities 3.3 1.7 17.1 44.2 33.7 4.03 0.94 

Sports and recreation facilities 3.3 1.1 16.6 47.5 31.5 4.03 0.91 

Emergency (police- ambulance) 

services  
31.5 12.7 28.2 11.6 16.0 2.68 1.43 

Transportation services  3.9 1.7 18.8 47.0 28.7 3.95 0.94 

Variety and quality of restaurants  3.3 0.6 11.6 37.6 47.0 4.24 0.92 

Accommodation facilities 2.8 1.1 16.0 44.8 35.4 4.09 0.90 

Medical and health services 9.4 10.5 28.7 31.5 19.9 3.42 1.19 

Scenery/ environment 2.8 0.6 5.5 30.9 60.2 4.45 0.85 

Secure destination for family 

vacation 
3.9 1.7 10.5 31.5 52.5 4.01 0.97 

Cultural attractions/ festivals/sites 3.9 1.1 19.3 41.4 34.3 4.27 0.99 

Religious attractions/ sites 3.3 0.6 8.3 35.9 51.9 4.33 0.91 

Tours / excursions 3.3 1.1 7.2 34.8 53.6 4.34 0.92 

Climate 2.2 0.6 4.4 15.5 77.3 4.65 0.79 

Beaches 1.7 1.1 5.5 18.8 72.9 4.60 0.79 

Clean seas 2.2 1.1 6.1 13.8 76.8 4.62 0.83 
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Communication facilities (internet 

& mobile) 
9.4 7.7 23.8 29.8 29.3 3.62 1.24 

Seas for swimming  2.2 0.6 3.9 13.3 80.1 4.69 0.77 

Cheap destination 3.9 3.3 31.5 42.0 19.3 3.70 0.95 

Value for money 3.9 2.8 32.6 42.6 18.2 3.69 0.93 

Cuisine  2.2 1.1 6.6 18.8 71.3 4.56 0.85 

Destination serenity 2.2 1.7 11.0 32.6 52.5 4.32 0.89 

Local music and dance 2.2 1.1 6.1 25.4 65.2 4.51 0.84 

Historical attractions/ sites/ 

Museums 
1.7 1.7 6.6 28.2 61.9 4.47 0.83 

Opportunity for adventure 2.2 1.7 11.6 53.0 31.5 4.10 0.83 

Local peoples’ 

behavior(courtesy/helpfulness/ 

service) 

2.8 2.2 17.1 41.4 36.5 4.07 0.93 

Friendship opportunities 2.8 2.2 13.3 44.8 37.0 4.11 0.91 

Individual safety 3.3 1.7 10.5 47.5 37.0 4.13 0.91 

Cleanness and hygiene of indoor 

spaces  
3.3 2.2 11.6 47.0 35.9 4.10 0.93 

Safety of belongings  3.3 2.2 11.6 48.1 34.8 4.09 0.92 

*MS= Mean Score; StD= standard deviation 

 

4.4 Segmentation analysis 

For to proceed to segmentation analysis based on Russian tourists’ satisfaction, at first factor analysis was 

implemented to reduce the 30 components to a smaller set of variables. Principle Component Analysis (PCA) 

method with Varimax rotation produced 5 factors (KMO=0.926; BTS=14196.563; df=435; p=0.00) accounting 

for 78.1% of total variance (T.V.).  

1
st
 factor: “Environment, activities, attractions, and sites”. This factor interprets 28.2% of TV, incorporates 13 

components that deal with the 3-S component (sea-sun-sand), the activities and sites and attractions and for so, 

is named “Environment, activities, attractions, and sites”. 

2
nd

 factor: “General infrastructure”. This factor interprets 18.5% of TV, incorporates 6 components that deal 

with different infrastructure components of the destination and for so, is named “General infrastructure”. 

3
rd

 factor: “Safety and security”. This factor interprets 13.6% of TV, incorporates 4 components that deal with 

safety, hygiene and a secure destination for a family and for so, is named “Safety and security”. 

4
th

 factor: “Overall value for money”. This factor interprets 10.2% of TV, incorporates 5 components that have 

to do with how expensive Greece is as a destination, services of vital importance and value for money, which 

directly or indirectly link to the overall value for money and thus, is named “Overall value for money”.  

5
th

 factor: “Hospitality and relationships”. This factor interprets 7.6% of TV, incorporates 2 components that 

have to do with local peoples’ behavior and friendship opportunities, which directly or indirectly link to the 

overall perceived hospitality and future relationships and bonds and thus, is named “Hospitality and 

relationships”. 

The above five factors plus 4 more variables (intention to revisit; total evaluation of destination; overall 

satisfaction; and intention to recommend) were K=Means cluster- analyzed in order to produce tourist segments 

based on satisfaction. Two clusters were produced based on this procedure. Table 2 presents the factors and 

variables included in the segmentation analysis, the number of tourists per cluster, the Final Cluster Centers 

(FCC) and the ANOVA statistics.  
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Table 2: Segmentation of Russian tourists based on factors derived and total evaluation; satisfaction;  

intention to revisit and to recommend 

Satisfaction components 
Cluster 1 

N=156 

Cluster II 

N=26 

ANOVA 

F 

ANOVA

Sig. 

1stfactor: “Environment, activities, attractions, 

and sites” 
4.67 3.17 393.258 0.000 

2nd factor: “General infrastructure”. 4.23 2.79 238.036 0.000 

3rd factor: “Safety and security”. 4.30 2.76 259.177 0.000 

4th factor: “Overall value for money”. 3.59 2.38 126.347 0.000 

5th factor: “Hospitality and relationships”. 4.29 2.90 142.688 0.000 

Intention to revisit in the next 5 years 4.31 3.47 21.250 0.001 

Evaluation of stay 4.41 3.00 191.462 0.000 

Overall satisfaction 4.59 3.31 170.145 0.000 

Recommendation of destination 4.91 4.07 91.905 0.000 

 

 
1

st
 segment: “Satisfied tourists” This segment is overall a satisfied segment from its vacation to Greece. 

Excluding one factor (the 4
th

), it has FCC >4.01 implying that this group of tourists is generally satisfied. The 

factor that has the highest score and thus is of greater satisfaction is the 1st factor: “Environment, activities, 

attractions, and sites”, while the factor with the least satisfaction is from the 4th factor: “Overall value for 

money”. This segment has a quite favorable intention to revisit, has evaluated positively their stay in Greece, 

have a high overall satisfaction and are certainly and without doubt intending to recommend Greece as a 

vacation destination. 

2
nd

   segment: “Somewhat dissatisfied tourists” This segment is overall a segment which is not satisfied tending 

to be neither satisfied nor dissatisfied, regarding their vacation to Greece. As to all items/ variables that were 

used in segmentation analysis, their FCC ranged between 2.38-4.07. Besides one factor (the 1st) of the factors of 

destination image components, all have FCC<3.00. The factor that has the highest score and thus is of greater 

satisfaction is also from the 1st factor: “Environment, activities, attractions, and sites”, while the factor with the 

least satisfaction is also from the 4th factor: “Overall value for money” (FCC=2.38), being without doubt 

dissatisfied. This segment tends to have a favorable intention to recommend (FCC=4.07), even though they are 

neither satisfied nor dissatisfied from Greece as a vacation destination, found Greece as a destination just as they 

expected and they are probably not as likely to revisit. 

5. CONCLUSION –LIMITATIONS- RECOMMENDATIONS 

This paper revealed that only six destination components were rated as tending to be very satisfied, i.e. >4.50 

and <5.00; with all other components as having MS<4.50 have space for improvement. Some of the 

dissatisfaction components are not easy overturned, due to the consequences of the Memorandum of 

Understanding that Greece signed in 2010: “Emergency (police- ambulance) services” (MS=2.68); and 

“Medical and health services” (MS=3.42). From 2010 and after, due to extensive salary cuts (in many cases 

>50%), Greece has experienced a dramatic brain drain, and emigration from Greece, which physicians could not 

be unaffected(Sidiropoulos et al., 2017). Also, due to extreme cuts in the public sector, there are shortage of 

medicines, medical supplies, etc. (Kerasidou et al.,2016) and problems with hospitals, transportation, and health 

centers;which are underperforming and have many problems(www.healthview.gr, 2017;).  

Factor analysis produced 5 new variables that were used in segmentation analysis, i.e.,“Environment, activities, 

attractions, and sites”; “General infrastructure”; “Safety and security”; “Overall value for money” and 

“Hospitality and relationships”. These new variables  with other four: evaluation, overall satisfaction, intention 

to revisit, and intention to recommend  produced two segments. The larger segment is in general the satisfied 

one, and the smaller segment is the somewhat satisfied. The FCC of each segment may produce guidelines in 

the improvement needed by the Greek authoritiesin order to target this market, since segmentation analysis is 

crucial for destination and businesses (Vassiliadis et al., 2015; Priporas et al., 2015; Kamenidou et al., 2009). 

This research has unavoidable limitations that can produce a guide for further research. These are the variables 

tested for satisfaction; which may be more but these were also mentioned by informal conversations. Other 

limitation consists of the small sample as well as the way data was obtained (via internet) due to economic 

file:///C:/Users/Rena/Desktop/healthview.gr
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mainly constraints. Even though this research has these limitations, it does provide with significant information 

regarding a tourist market that is understudied on one hand and very important on the other.  
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ABSTRACT 

 

Festivals and events are among the growing global city attraction trends for the recent years. There is a direct 

relationship between the successful organizations of festivals and events and the number of visitors and tourism 

income of a city. Thus, festival and event marketing efforts usually have a direct impact on city marketing 

efforts. Due to this fact, the study tries to figure out the festival and event marketing potential of Izmir city that 

seems to lag behind the general tourism development pattern of Turkey contrary to the great potential it has. 

 

The study comprises of two parts, first one being a literature review on festivals and event marketing and the 

other part is about the qualitative research on Izmir’s festival and event marketing potential. The research 

consists of four open-ended interview questions on festivals and events held in Izmir city. 

 

Keywords: Festival marketing, Event marketing, Izmir, Innovation in festivals, City marketing by festivals 

 
1. INTRODUCTION 

 

A festival is an event that has become a traditional symbol of a region usually has been built up by local people 

that is held on the same day and the same month each year. “Festivals, special events, and exhibitions are the 

cultural resources of an area that make possible the successful hosting of visitors (Backman, et al., 1995:15). 

Thus, “event marketing, corporate sponsorship of events and festivals for the purpose of accomplishing strategic 

marketing objectives, has evolved rapidly” (Cunningham & Taylor,1995:123). 

Festivals are activities that, when combined with other attractions in almost every community create a real 

tourist attraction and totally affect the image of the destination (Viktoria, 2013). The etymology of the term is 

based on the Latin roots "festum" in the meaning of "general fun and festivity". Thus, “festivals provide a space 

and time away from everyday life in which intense extraordinary experiences can be created and 

share”(Morgan, 2008:90). Festivals are promoted with each city, country or destination in general, associated 

with a region or city specific product or culture and art product. A festival reflects the city in which it is done 

and the audience in that city, but it is the quality of the product offered at the place creating visitor demand for a 

festival and event (Li, & Petrick, 2006).  A festival is also a very useful and effective source used in city 

branding (Rizzi & Dioli, 2010).  

Izmir is the third biggest city of Turkey, has a 7.7% share of the total GDP of the country. It has many resources 

and tourist attractions with being a city dating beyond 8500 years.  It is named as “The Aegean Pearl” and has a 

huge potential for alternative tourism types like culture tourism, gastronomy tourism, active and passive cultural 

tourism, education tourism, yacht and cruise tourism, health and medical tourism, sustainable tourism and such. 

The city holds important cultural events, conventions and expositions, national and global fairs like the marble 

fair. It is a global brand in surf tourism with Alacati destination and cittaslow with Seferihisar region. It, also has 

a great potential for national and global festival end event center with its’ universities, specific cuisine, boutique 

museums, modern concert halls, libraries, culture and art associations, rich alternative media and already present 

annual national and international festivals and (Izmir Chamber of Commerce, 2010). Therefore, Izmir is found 

to be an excellent destination for festivals and event marketing and it is chosen as a research subject for this 

study. 
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2. FESTIVAL MARKETING WITHIN EVENT ORGANIZATIONS 

Festivals and events have many economic and other benefits for the destinations that they are held in and “they 

have become a strong demand generating factor in recent years. They not only contribute to tourism, travel, 

leisure and hospitality industries but also act as an important tool to attain social, economic, environmental 

objectives of communities (Deniz & Aktas, 2015:44). “Like events in general, festivals have been recognized as 

an increasingly important element of destination marketing. Not only do they add to the critical mass of 

attractions available at the destination, but also they provide promotional opportunities through the exposure 

they receive in various forms of the media” ( Faulkner, 1999). There are many different types of events and 

festivals but many authors mention that basically five types of events that may be categorized according to the 

number, the destination and the type of the visitors. (Culha, 2008; Dalgıc & Birdir, 2016). 

 Local events: Many music concerts, theatre shows and art exhibitions and local festivals like he cherry 

festival and grape festival fall into this category 

 Small sized local events: Many trade and industrial fairs like International Izmir fair or special 

exhibitions and specific industry fairs like the tourism fair fall into this category 

 Important regional events : Istanbul music festival may be an example to this type of event 

 National events : Rio Carnival and Cannes film festival may be examples for this type of festivals. 

 Global giant events: FIFA World Cup and Olympic Games are examples. 

 

According to their content and theme the events may be classified as festivals, concerts and theatre shows, sport 

events,  meeting, incentive, convention, exhibition (MICE) organizations and business events (Celik & 

Cetinkaya, 2013). Though the type of the festivals are categorized in five groups there also exists different 

classifications. The different categorization of festivals and events are as follows (Bucak & Arıcı, 2013; Dalgıc 

& Birdir, 2016; Sarı, 2016; http://www.festivaldunyasi.net): 

 Local festivals, for example; Malatya apricot festival, Finike festival 

 Regional and urban festivals, eg; Antalya Golden Orange Film Festival, Southeast food festival, Balkan 

music festival, Adana Golden Cocoon Culture and Art Festival 

 Mobile festivals such as the European Films Festival 

 National festivals, for example; Turkish Universities Folklore Festival 

 International festivals, like; International Ankara Music Festival, International Ankara Film Festival, 

International Istanbul Film Festival, International İzmir Film Festival, International Kas Likya Festival. 

 Traditional- annual festivals, like; 27th traditional Kemalpasa Cherry Festival 

 Single-once-only festivals, for example; International Nemrut-Commagene Festival, 'Adıyaman 

Symposium on the Crossing of Eastern and Western Civilizations' 

 Festivals relating to a single area / subject / arts field eg; Rock 'n Coke - Rock music, Mengen Turkish 

food festival, children's festivals, theater festivals, film festivals 

 Multidisciplinary festivals such as; Ayvalık art festival: painting, sculpture, film, literature, music, etc. 

 

Also, globally famous cities and countries are very popular with their own festivals so that they are even 

characterized and identified by them. Some examples of these global destination brands associated with their 

worldwide famous festivals are as follows (Dimanche, 2008; Muñiz-Martínez& Cervantes-Blanco, 2009; Celik 

& Cetinkaya, 2013):   

 Tomato Festival - Spain  

 Cannes Film Festival - France  

 Venice Carnival - Italy  

 Fasnacht Festival - Switzerland  

 Harbin Ice and Snow Festival - Harbin, China 

 Rio Carnival - Brazil  

 White Nights Festival - St. Petersburg, Russia 

 Oktoberfest - Germany  

 Las Fallas Festival (The Festival of Carpenters and Fire) - Valencia 
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 London Architecture Biennial / Architecture Festival - England 

 San Fermin Festival - Spain  

 Edinburgh International Festival – England 

 Albuquerque International Balloon Fiesta - New Mexico 

 Toronto International Film Festival – Canada 

 New Orleans Jazz Festival – Louisiana 

 Berlin Film Festival – Germany 

 Day of the Dead – Mexico 

 Pingxi Lantern Festival - Taiwan 

 Bordeaux Wine Festival – France 

 Burning Man Festival – Nevada, USA 

 Boryeong Mud Festival - South Korea 

 

3. FESTIVALS IN IZMIR 

 

In Turkey, about 2000 festivals, memorial days, festivals and feast-like events are organized, themes and 

subjects ranging from food such as cherry, grape, rice, and watermelon, to flowers, to ethnic celebrations, to 

sports, to gastronomy, to various art forms such as music, film, theater and poetry (Polat, Polat & Halis, 2012). 

Thus, Izmir city with its’ provinces is one of the leading cities with holding 60-70 activities and agricultural, 

food, flower, film, music, poetry and art festivals annually (Karabag, Yavuz & Berggren, 2011; Gunlu & Lale, 

2015). Table 1 below lists some popular festivals organized annually in Izmir city and its’ provinces. With 

Izmir’s potential which is promising to bring out new successful festivals in the coming years, the research tries 

to investigate the already known popular ones as well as the potential innovative ones.  

 

Table 1 – List of Some Important Festivals of Izmir 

Name of the Festival  Place & Date 

Karsiyaka Children Festival  Karsiyaka & 18
th

 -25
th

 of April 

International Fishery Festival  Foca & 9
th

 to 11
th

 of September 

Bird Paradise &Spring & Kite Festival  Sasali & May 

Golden Cherry Culture & Art Festival  Kemalpasa & May 

Bergama Kermes Festival  Bergama & 1
st
 to 7

th
  of June 

June Peninsula Games  Selcuk & 11
th

 to  15th of June 

International Izmir Festival Izmir & 10
th

 June to 10
th

  of July 

International Child & Youth Theaters Festival  Izmir & 17
th

 to 27
th

 of May 

International Cesme Sea Festival  Cesme & July 

International Music Festival  Izmir & 4
th

 to 9
th

 of  July 

Candarli Culture & Art Festival  Candarli & 30
th

 of August to 1
st
 of June 

International Watermelon Festival  Bayindir & July 

Camel Wrestling Festival  Selcuk & January 

Alacati Herb Festival Alacati & 7
th

 of April 

Urla Artichoke Festival Urla & 29
th

 to 30
th

 of April 

Izmir Chocolate Fest Izmir & 31
st
 of March to 2

nd
 of April 

Cherry Festival Buca & 21
st
 of  May 

Holifest Izmir& 6
th

 of May 

Flower Festival Bayindir & 3
rd

of  May 

Organic Life Festival Izmir & 28
th

 of April to 30
Th

 of April 

Book Reading Festival Izmir & 30
th

 of October 

Izmir Coffee Festival Izmir & 14
th

 of October 

International Theatre Festival Izmir & 2
nd

 of December 

European Jazz Festival Izmir & 1
st
 of April 
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Sports Fest Izmir & 24
th

 of September 

Grape Festival Kavacık & 24
th

 September 

Beer & Mussels Festival Izmir & 28
th

 of May 

Izmir International Puppets Day Izmir & May 

Electropol Festival  Izmir & April, May 

International Homeros Festival Bornova & May 

Izmir Boyoz Festival Izmir & May 

Alacati Country Life Kids Festival Alacati & July 

Honey Festival Kemalpasa Derekoy Gokyaka  

Tangerine Festival Seferihisar & November 

Humor Festival Izmir & April 

Izmir Short Film Festival Izmir & November 

 

Resources: Celik, S., & Cetinkaya, M. Y. (2013). Festivals In Event Tourism: The Case Of International Izmir 

Art Festival. International Journal of Contemporary Economics & Administrative Sciences, 3(1):1-21. 

Izmirmag, http://www.izmirmag.net/search/label/festival,  

Izmir Culture & Tourism Directorate, http://www.izmirkulturturizm.gov.tr/ 

 

4. RESEARCH AND METHODOLOGY 

 

This research of the study is questioning; whether Izmir is optimizing the benefits of festival and event 

marketing and what are the innovative new types of festivals that it can apply. For this study, primary research 

data is used to obtain the necessary information. For primary data collection, four open-ended semi structured 

interview questions are used where the population of the study consisted of 25 people who are experts on Izmir 

city’s marketing, event and festival organizations. The interview questions are as follows: 

1. Do you think the festivals have an impact on tourism destinations’ promotion and popularity?  

2. Please state the festivals that are held in Izmir (the ones you are aware of). 

3. Which festivals should be organized in Izmir? Which ones do you recommend? 

4. Which of the already organized festivals contributes most to the Izmir’s city branding efforts?  

The first question is about the importance of festivals on destination’s global popularity. All the respondents 

stated that they believe the festivals have a positive impact on tourism destination’s global popularity and 

festivals are an effective ways of promotion. The examples given are mainly: Oktoberfest, Tomato Festival, 

Burning Man Festival, Rio Carnival and Venice Carnival, as these globally known destinations are also 

identified with their annual festivals. One respondent mentioned that “these global festivals are upmost 

important for tourism destinations’ promotion and branding and due to excessive demand for these global 

festivals tickets are reserved a year before the event”. Another respondent stated that “the global festivals help 

locally known destinations to move towards internationally popular places”. In addition, it was stated that “since 

festivals are promoted all year through, their promotion will aid the city’s off season marketing efforts”. 

The replies to the second questions indicated that the most known and popular festivals of Izmir are as follows; 
International Izmir Festival, International Music Festival, Camel Wrestling Festival, Alacati Herb Festival, Urla 

Artichoke Festival, Izmir Chocolate Fest, Flower Festival, Izmir Coffee Festival, Cherry festival, International 

Theatre Festival, European Jazz Festival, Izmir International Puppets Day, Izmir Boyoz Festival, Tangerine 

Festival and Izmir Short Film Festival.  

Third question of the study aims to figure out the respondents’ choices on suitable festival types and themes  for 

Izmir. Most of the respondents focused on a festival that is unique to Izmir, suitable to Izmir city’s image which 

is related to its’ culture, heritage and arts potential. Also, some of the respondents preferred food and 

gastronomy festivals for Izmir, whereas the others preferred a theme on sea and marine sports. One of the 

respondents suggested  that “Izmir should organize an international surf and marine sports festival”.  

The replies indicated that the festival choices are grouped under three groups as one being the arts and culture, 

namely on film and music, the other group on food and gastronomy and the third group on marine sports. One of 

http://www.izmirmag.net/search/label/festival
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the respondents suggested that “the theme should focus on International Homeros Festival”. Thus, all the 

respondents recommended that the proposed festival should be internationally aimed and planned.  

The last question tries to point out the one festival which contributes most to Izmir’s city branding efforts. The 

replies indicate that the most contributing ones are found to be nature related festivals like Alacati Herb Festival, 

Urla Artichoke Festival and flower festival, coffee festival, marine festival, book reading festival and culture / 

arts related Puppets, Izmir Short film, Theater and Jazz festivals. On the contrary, half of the replies stated that 

there is no such festival that has a great contribution to Izmir city’s branding and marketing efforts and such a 

festival should be planned, managed, marketed and organized by all the related parties. 

CONCLUSION 

A festival is an event that has become a traditional symbol of a region usually has been built up by local people 

that is held on the same day and the same month each year. Festivals are also effective tools for city branding 

and many global city brands like Venice, Rio de Janeiro and Munich are characterized and even associated with 

the festivals they organize annually.  

Since Izmir has been losing its market share of visitors and tourists recently, the study aims to investigate the 

Izmir’s festivals potential in increasing the visitor demand for. Festivals have a positive impact on tourism 

destination’s global popularity and an effective ways of promotion even during the off season periods. Izmir is 

organizing many festivals which could be grouped under categories of food like cherry, artichoke, herbs, grape, 

chocolate, mussels, boyoz, coffee, art / culture like puppets, jazz, music, theatre and film, sports and marine.   

Since Izmir becomes a member of Délice which is an international network of good food cities, it is important 

that it holds gastronomy an food related festivals more often. Lastly, even though Izmir holds many annual 

festivals, none of them was found to have a potential to impact and have a great contribution to Izmir 

city’s branding and marketing efforts. Due to his fact, it was suggested that all the related shareholders, groups 

and stakeholders should plan and organize an international festival which relates to Izmir’s heritage, culture and 

resources. 
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Abstract 

The current study focuses on the implementation of a place branding competitive strategy in the case of 

Chios Island. More specifically, the aim of this paper is to identify the current conditions prevailing in the 

islandalong with possible collaborations between stakeholders, on the basis of which we will draw useful 

conclusions that will help us formulating a new place branding strategy.  
Extended bibliographical research in place and city branding, as well as successful case studies of other 

cities, led to the formation of the questionnaire design. Qualitativeresearch, using personal interviews with local 

stakeholders and entrepreneurs in public administration and private sector were carried out. The results indicated 

thatthecreation of a consortium of local authorities and companies, aiming to the development of a long-term 

strategic planning,could create thenew competitive identity of Chios, with mastic, maritime tradition, culture 

and education some priority dimensions.Based on this, Chios’ Image could be promoted as aCenter of Culture 

and Knowledge, but also an Entrepreneurship Center, with highly educated workforce, an ideal fragrant and 

hospitable all year long destination, provoking bothresidents and visitors to discover it: “Chios, a hidden 

treasure in the Aegean, waiting to be discovered”.  

Keywords:Place Branding, Brand Identity, City Branding Index, Chios Island,City Branding Strategy. 

 

1. INTRODUCTION 

In the age of globalization and economic crisis, cities are even more competitive, trying to attract tourists, 

investors, companies, new citizens and a more educated workforce. Place branding is a helpful tool in their 

attempt to establish the city as a brand. In other words, in order to gain a competitive advantage, places have 

first to prove their uniqueness and then to promote it to various target groups (Anholt, 2006; Kavaratzis, 

2005;Zenker and Martin, 2011). Cities, as economic and cultural centers of nations become the epicenter of 

“this international competition for funds, talent, and fame” (The Anholt City Brands Index, 2006, p.2). As Baker 

(qtd. in: Dinnie, 2011, p.xiii) noted “The competition between cities to establish their credentials as the best 

choice for prospective visitors, investors, business, students and talented people will intensify as places focus on 

how to convey their competitive edge and relevance.The global search for talented workers, advantageous 

conditions and access to markets has brought even small cities onto the radar of global corporations”. 

In other words, place branding becomes a topic of significant interest to both academics and policy makers. 

As a matter of fact, “the concepts of brand strategy are increasingly adopted from the commercial world and 

applied in pursuit of urban development, regeneration and quality of life”(Dinnie, 2011, p.3).Places around the 

world are paying their attention to branding and thus they are increasingly using modern marketing tools and 

branding strategies in their decisions. “This shift towards branding is characterized as the current episode in the 

development of place marketing” (Kavaratzis, 2007, qtd.in: Kavaratzis, 2009, p.26).Dinnie  (2011, p.3),  

concluded that “Interest in city branding may be seen as part of a wider recognition that places of all kinds can 

benefit from implementing coherent strategies with regard to managing their resources, reputation and image”. 

It is therefore crucial for politicians and entrepreneurs to understand the concept of the brand that their city 

represents as well as how their potential visitors, investors and residents perceive this brand image.In other 

words, they need to bridge the gap between reality and what the brand really represents (The Anholt City Brands 

Index, 2006). As Baker (2011, qtd in: Dinnie, p.xiii) noted “The path to revealing a city brand involves a 

multitude of stakeholders”.“Residents are critical participants in the co-creation of a credible and enduring city 

brand” (Insch, 2011, qtd in: Dinnie, p.8). 

At the same time, the major changes in the socio-political environment of modern society have made it 

necessary for the 21
st
century to make a more "public – oriented” approach of place branding. Anholt (2005, 

p.121), concludes that “only those global players with the ability to approach a wide and diverse global 
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marketplace with a clear, credible, appealing, distinctive and thoroughly planned vision, identity and strategy 

will survive and prosper”. 

After this brief introduction, the remaining paper is organized as follows: First, the various theories of place 

and city branding are being presented. Then, the research methodology, using qualitative research with personal 

interviews is being analyzed. The paper ends with the conclusions and the suggestions for further research.  

 

2. FROM BRAND AND BRANDING TO PLACE AND CITY BRANDING  

Theword "brand" is used in four different ways. The first two are consistent with the definition of the 

American Marketing Association:product name and product identity concerning appearance, design, packaging 

and logo. Thirdly, brand refers to the culture of the organization behind the product - “living the brand”. Finally, 

brand is used as a synonym for brand image referring to the reputation of the product or the company in the 

mind of its target groupAnholt (2010).According to Anholt (2005), there are three ways the term branding is 

used: the popular, which is the most famous and less precise definition of a marketing strategy emphasizing in 

advertising, public relations and sales promotion, the simple definition used by advertising agencies and their 

clients, which has to do with name, logo and slogan, and finally the advanced, which includes the simple but 

also corporate strategy, consumers and stakeholder behavior, internal and external communications, ethics and 

purpose.  

As a matter of fact, brand is a multidimensional construct, which is used by managers to add value to 

products or services, and thus the consumer can recognize and appreciate these values (De Chernatony and 

Dal’Olmo Riley, 1998, qtd. in: Kavaratzisand Ashworth, 2005). Consequently, the brand becomes the link 

between the activities of the company on the one hand, and consumers’ perceptions on the other.In other words, 

branding is a two-way communication process, by which brand owners try to influence the way consumers 

perceive quality and values, developing thus their own sense of brand image, what the brand really is 

(Kavaratzisand Ashworth, 2005). Shah et al. (2006, qtd in: Zenker and Martin, 2011), define customer centricity 

as the creation of value for the customer and the creation of value for the firm, a dual value creation process.  

“A corporate brand is the visual, verbal and behavioral expression of an organizations’ unique business 

model” (Knox andBickerton, 2003, qtd. in: Kavaratzisand Ashworth, 2005, p.509). The concept of “corporate 

branding” is of particular importance, as it includes the traditional branding enriched by corporate image, 

identity and communications.  

The application of corporate branding to places requires the perception of the place brand as a synthesis of 

the place-products, as combined with a consistency in the messages of the communicational place brand 

strategy.In other words, places can easily acquire features such as identity, differentiation and personality in 

order to achieve maximum equity, value and awareness (Kavaratzisand Ashworth, 2005). Zenker and Braun 

(2010, p.2) commented that “Places are eager to garner positive associations in the place consumers’ mind”. 

Zenkerand Braun (2010, qtd. in: Zenkerand Martin, 2011, p.33) define place brand as“a network of associations 

in consumers’ mind, based on visual, verbal and behavioral expression of a place, which is embodied through 

the aims, communication, values, and the general culture of the place’s stakeholders and the overall place 

design”. Therefore, a place must be differentiated through brand identity if it wants to be recognized as existing, 

to be perceived by consumers as having more value than competitors and consumed in an analogous way with 

the objectives ofthe place (Kavaratzisand Ashworth, 2005).  

The implementation of place marketing is largely based on the construction, communication and 

management of the city's image. In this sense, the main goalof city marketing is the image of the city, which in 

turn is the starting point for the branding process, the construction and communication of the brand through 

specific variables, including spatial interventions, organizational structure, infrastructure improvements, city 

behavior, and promotional strategies. This in turn, will generate synergies between the various stakeholders 

(Kavaratzis, 2008).Aitken and Campelo (2011) suggested a bottom-up approach of developing a place brand 

strategy, which reflects the experience of the community. In this way, four elements encapsulate the place’s 

experience, named rights, roles, relationships, and responsibilities - 4Rs.  

Although many city branding efforts focus on the development of a catchy slogan and a memorable logo, 

many attempts imply a wider place branding strategy.The city brand has nothing to do with logo design and 

slogans, but with the need for profound changes in the city'sidentity, which in turn will cause financial 

investments, changes in users’behavior - residents, businesses and tourists - and finally capitals(Kavaratzisand 

Ashworth, 2007).As Kavaratzis (2007, p.11) concludes, “The rationale behind city branding is that a city must 

first decide what kind of brand it wants to become, how it can create the mental, psychological and emotional 

ties that are necessary for the city to really become this brand and what are the functional, physical attributes 

that the city needs to create, improve, highlight and promote in order to support this brand”. In a latent article 

Kavaratzis (2009), suggested an integrated approach to managing city brands, including eight categories: vision 

and strategy, internal culture, local communities, synergies, infrastructure, cityscape and gateways, opportunities 

and finally communications. 
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In conclusion, although there is a profound complexity in place branding, there is a shift in the focus from 

the traditional promotional strategy of a place to an integrated marketing tool for broadly defined target groups 

(Zenker and Martin 2011). 

3. METHODOLOGY 

Lucarelli and Berg (2011) carried out a survey to analyze the main characteristics of city branding research 

domain. More specifically they aimed to identify how scholars have approached this strategy, what aspects of 

city branding have been studied, what cities have been chosen and how the studies have been designed. 

According to the authors, in the methodologies employed in city branding “there is a general tendency among 

researchers to largely rely on case studies 

rather than comparative and multi-case studies and qualitative methods rather than quantitative (Lucarelli and 

Berg, 2011, p.16).At the same time, Kavaratzisand Asworth(2007, p.16) in their article about the 

implementation of Amsterdam’s new marketing strategy claimed that “the qualitative approach and the 

interviews in particular were considered the appropriate methodology for the research because first, it allowed 

respondents to identify significant issues and ideas themselves and attribute importance appropriately, secondly, 

it gave the researcher the opportunity to deal successfully with different respondents in different organizations 

and, thirdly, it catered for necessary explanations and clarifications in a topic that, admittedly, suffers from a 

lack of clear and unanimous definitions of its components”  

On the ground of this theory, the current survey was conducted through semi-structured personal interviews 

during the period from 1-09-2015 to 20-10-2015 in the island of Chios.The questionnaire design has been the 

result of an extensive review of the relevant literature in place and city branding. At the same time,the 

successful case studyof city branding of Amsterdam, as combined withcity brand rankings such as the Anholt-

GMI City Brands Index (Anholt, 2006),were used as a basis for the formation of the questionnaire. According to 

Zenker and Martin (2011, p.33) “In recent years, the branding of places (and cities in particular) has gained 

popularity among city officials, illustrated by the development of city brand rankings such as the Anholt-GMI 

City Brands Index (Anholt, 2006) or the SaffronEuropean City Brand Barometer(Hildreth, ND)”. Questions 

have been adjusted to reflect the specific needs emerged from the everyday life of the island. 

The sampling frame was addressed to various stakeholdersinvolved in organizations and companies 

operating in Chios, who are perfectly aware of the islands’ strengths and weaknesses.As Kavaratzis and 

Asworth (2007, p.16) claimed, “The choice of respondents was based on the conceptualization of city marketing 

as an ‘action net... The effort was to identify the organizations involved in marketing with additional importance 

attributed to the ones with coordinating roles”. Totally, 17 personal interviews were conducted with 

representatives of local authorities and companies: Chios Municipality and North Aegean Prefecture, Chios 

Tourist Office, Chamber of Chios, Chios Gum Mastic Growers Association, “Maria Tsakos" Public Benefit 

Foundation, Business School Faculty, Mediterra S.A., Giallisand Sons Distillery-Carbonated Drinks, Grecian 

Castle Hotel, Melia Sol Art Studios, Masticulture Ecotourism Activities, Michalakis Travel and Cultural and 

Educational Association of Pyrgi village. 

Based on the above, the final questionnaire consisted of 26 questions; most of them open-ended questions 

and some structured closed-ended questions. Further the questionnaire was divided into two main categories. 

The first included two introductory questions about the concept of city branding strategy. The aim of these 

questions was to investigate the respondents’ background in strategic city branding, by asking them to describe 

the term and to note if they are aware of the concept as logo, slogan and promotion of a place or asa complete 

strategic planning process. The rest 13 questionsof the first part were based onthe successful branding campaign 

“I amsterdam”, investigating the strengths, weaknesses, opportunities and trends of Chios, the dimensions of a 

successful brand identity, the aims and the organization of such an effort, as well as the policies and actions that 

should be undertaken (to achieve this strategy). The second part of the questionnaire was based on Anholts’ City 

Brand Index. Anholt (2006)suggests a framework for city brands evaluation, called the city brand hexagon, 

which in turn is used to create the Anholt-GMI City Brands Index. This hexagon consists of six key dimensions: 

Presence (international status and standing), Place (outdoors and transport), Prerequisites (basic necessities, 

public amenities), People (friendliness, cultural diversity), Pulse (interesting events and activities) and Potential 

(economic and educational opportunities).Respondents in the last 11 questions have to express their opinion to 

the above dimensions of Chios: a question about presence (whether the city has made an important contribution 

to the world through culture orscience), three questions about place (what they think about architecture, 

outdoors, climate and cleanliness), a question about people (if the inhabitants would be warm and friendly with 

visitors), three questions about prerequisites (how easily a visitor could find affordableaccommodation and what 

is believed aboutpublic amenities), a question about pulse (if it easy for a visitor or a resident to find interest 

things to do) and finally two questions about potential(if it would be a good place for business activities and 

educational qualification). As Kavaratazis and Asworth (2007, p.20) claim, “the truth is that prioritizing 
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dimensions can, almost by definition, not be faultless and it continues to show a top-down mentality, as much as 

the people responsible for this selection justify it by the research on the residents”. 

 

4. RESULTS - DISCUSSION 

 

First of all, it is worth saying that the majority of the respondents were totally aware ofthe meaning of city 

branding. As they mentioned“City branding is an identity that concentrates all the unique characteristics that 

the city communicates in order to be attractive and competitive”.Based on the analysis of the questionnaires 

used in personal interviews, 16 dimensions of the city (Figure 1) were considered to adequately represent the 

brand of Chios and what it means for its target audiences. From the above dimensions, one may conclude that 

Chios is a place with unexploited characteristics and possibilities. Consequently, the ‘priority dimensions’ of the 

final brand identity could be:  

 Mastic: a unique product from Chios, with its cultural heritage and its economic benefits. 

 Maritime tradition: a number of people who work in the Merchant Navy Sector whereas some of the most 

important Greek shipping companies have been founded by families that come from the island. 

 Hospitable city:  Residential city with friendly citizens. 

 Culture and Education: Since the ancient times, Chios has been connected with culture and education, from 

the time of Homer and Koraes until now with the presence of University of Aegean. 

 Homer: Chios is known as the homeland of Homer. 

 Natural environment, medieval villages and castles, and Kampos - a unique residential complex, with α 

local architecture. 

 Entrepreneurship: attracting and keeping talented people and scientists to Chios with the contribution of the 

University of the Aegean Business School.    

 Sun and beaches with crystal clear water. 

The identity of the brand could be strengthening by specific values associated with these 

dimensions:Uniqueness, Creativity, Welfare, and Hospitality. 

Based on the above, the brand of Chios could be promoted as center of culture, knowledge and 

entrepreneurship, a smart green city with respect to residents, following the tradition of economic welfare based 

on Mastic and Shipping. A place provoking visitors to live the experience of Chios, through the age of Homer to 

nowadays with the contribution of the University of the Aegean, as it offers modern studies in the cradle of 

knowledge.  

 
Figure1: The dimensions of Chios Brand Identity 

 

 
(Based on: The Making of. . . the City Marketing of Amsterdam, p.16) 

 

At the same time, respondents emphasize in specific strengths of the brand of Chios.Insch(2011, qtd in: 

Dinnie, p.11) claimed that “Perhaps the most challenging aspect of city branding is to communicate with the 

multiple stakeholders or audiences in a way that is relevant, consistent and coherent”.As logo and slogan are 

part of the communication process, in a further step of analysis, a very simple but very important logo, which 

clearly communicates the dimensions and the values associated with the identity of the brand, is being presented 
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in Figure 2. The slogan represents four different aspects of the brand, as resulted from the prioritization of the 

dimensions mentioned above:  

 Chios the place to discover which is associated with the castle, provoking visitors to discover the history 

and culture. 

 Chios the place to startwhich is associated with the ship, as a symbol of the maritime tradition, a starting 

point for shipping companies and entrepreneurship.  

 Chios the place to experience which is associated with the mastic tree, the unique product of the island. 

 Chios the place to be which is associated with Homer, a good placeto livecombining culture with education. 

 

Figure 2: The logo and the slogan of the Brand 

 

 
At the same time, respondents were asked to express their opinion about the stakeholders engaged to the 

formation of the brand identity, as well as the communication process as expressed through the aforementioned 

logo. According to the findings, the creation of a consortium of local authorities and companies named “Chios 

Fellows”, with strong power and unaffected by political changes and interests,could develop a long-term 

strategic planning for the emergence of Chios's competitive identity. 

Based on the above results, the participation of the following public and private stakeholders is necessary: 

Municipality of Chios, North Aegean Prefecture, University of the Aegean Business School, Merchant Maritime 

Academy of Chios, Department of Primary and Secondary Education of Chios, Chamber of Chios, companies 

such as Mediterra, Chios fruits, Citrus, Chios Fresh Beer, Nireus Aquaculture and other local companies, Chios 

Hoteliers Association, “Maria Tsakos" Public Benefit Foundation, tourist agents and travel agencies, cultural 

and athletic associations, Chios Gum Mastic Growers Association, Museums and associations for the 

management of historical monuments, Homerion Cultural Center, Koraes Central Public and Historical Library 

of Chios, Nonprofit volunteer organizations, DIPETHE North Aegean and artist representatives (as ambassadors 

of the city identity), Chios National Airport “Omiros”, Intermunicipal Port Office of Chios, and active 

citizens.Apart from the above organizations, many other could participate to this consortium such as the Piraeus 

Bank Group Cultural Foundation, who is the sponsor of the Chios Mastic Museum with mastic a basic part of 

Intangible Cultural Heritage, Unesco as The Nea Moni of Chios monastery has been recognized as a UNESCO 

World Heritage Siteand the Association of Chios immigrants in London and New York. Figure 3, summarizes 

the partners of thisconsortium. 
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Figure3: Chios “Fellows” 

 
(Based on: The Making of. . . the City Marketing of Amsterdam, p.31) 
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5. CONCLUSIONS, IMPLICATIONS AND SUGGESTIONS FOR FURTHER RESEARCH   

 

The above study investigated the implementation of a new branding strategy inthe case of 

ChiosIsland.Based on our research, we propose the main dimensions as associated with specific values of the 

brand identity, a memorable logo and slogan, as well as the stakeholders engaged in this strategy. It is worth 

saying that, specific weaknessesof the island did not allow the development of a long-term strategic marketing 

plan. At the same time, the lack of cooperation between stakeholders makes these weaknesses more 

visible.That’s whywe propose the creation of a consortium of local authorities and companies named “Chios 

Fellows”, aiming to the development of a long-term strategic planning which highlights the competitive identity 

of Chios Island. This identity should give priority to Chiosas a center of culture and knowledge, provoking 

residents and visitors to discover it, but also as an entrepreneurship center, with highly educated workforce. 

Concurrently, it will be an ideal and unexploiteddestination with high quality services and activities, 

unreachable from massive tourism development. These dimension of the new brand identity, could be associated 

with specific values - Uniqueness, Creativity, Welfare, Hospitality - and promoted through a memorable logo 

and slogan: Chios, the place to discover, the place to start, the place to experience, the place to be. 
The above findings have implications for place brand managers, as “listening” to the views of the 

stakeholders can help them to understand the main strengths and weaknesses of a place and to prioritize the key 

dimensions of its brand identity. To conclude, the brand of Chios could benefit from this consortium, as 

“engaging and connecting key stakeholders in the development and implementation of a city brand strategy 

strengthens the brand beyond what the stakeholders could achieve individually” (van Gelder, 2011, qtd. in: 

Dinnie, p.36). In other words, “Since residents are the lifeblood of the community they should be involved in 

determining the city’s long-term economic, social and environmental direction (Insch, 2011, qtd in: Dinnie, 

p.11).At this point, it should be mentioned that the above analysis does not exhaust the specific subject. On the 

contrarythere is lot of indications for further research. First of all, the current study could be designed for a 

larger sample of stakeholders from the list mentioned in section 4. Apart from the qualitative research, a 

quantitative survey measuring residents’ satisfaction with the identity of the brand Chios would be interesting, 

in order to compare their views with the findings from the current research in a more bottom-up way. At the 

same time, the study of other successful Greek city branding case studies could contribute to the field, such as 

Athens 2004 - There is no place like home, Thessaloniki - Many stories, one heart, Heraklion – Smart City. 

Finally, we should not overlook the fact that this survey was conducted before the migration problem, which has 

affected the island in various socio-economic aspects.  
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ABSTRACT 

E-business practicesprobably arethe most up-to-date and quick way for providing company services in food and 

drink market. The application of administration and marketing functions through e-business practices can have 

positive impact on company’s functions. The main objectiveofthe current online surveyis to examine whether 

the natureof the functionisindependent fromitsexistencewithin the website,and particularly,whether the 

companiespreferone business modelfromanother. For this purpose, data was collected from the 30largest 

Greekfood and drink companies,and non-parametric analysis with Kruskal – Wallis was used (One – way Test). 

Among others, the findings show that the nature of the function affects its existence in the company. 

 

Keywords: marketing, advertising, food and drink branch, e - Business, company’s functions, CSR, consumer 

behavior, quality control 

 

1. INTRODUCTION 

New technologies contribute to the development of supply chain, to enhance the relationship with the 

company clients and generally the way businesses communicate with the customers.  Recently, it is widely 

comprehended that e-business adoption has significantly contributed to the automation and reduction of the 

production process cost and the internal business processes (Andreopoulou et al., 2011b). The opportunity and 

the ability of a businesses to promote products and services to a wider global target customer group, has become 

easier through the use of internet (Andreopoulou et al., 2009). The means to approach customers and the 

development of trust for the company can be achieved through the products and services quality, comfort within 

market process, price competitiveness and presentation of appropriate products and services (Tsekouropoulos, 

2009). 

A great part of companies in the contemporary business world, consider the internet as a very important tool, so 

they have created online shops, in business websites. The website of a business is part of the image of a 

company and for this reason it should operate efficiently and have the adequate style that will attract and 

maintain its customers (Andreopoulou et al., 2011a). 

 

1.1 The Developments in Electronic Business 

Market globalization has forced investors and companies to continuous extensions of their activities 

and international investments (Tsekouropoulos et al., 2012).Innovation is perceived as an indispensable factor 

when it comes to the improvement of business competitiveness within the industrial sector (Alarcon&Polonio, 

2014), as well as,innovative behaviour in firms is to a large extent a territorially implanted process (Alvarez-

Coque et al., 2013). Whilethe term“entrepreneurship”canbe defined as achallenge to convert the initiative into 

an effect with the ultimate aim of producing a profit(Cunningham &Lischeron, 1991), a critical requirement of 

that is the effective use of the tools of marketing and management (Tsekouropoulos et al., 2012).  

 

Within that aspect, the fast development of technology and communication has boosted companies to improve 

their overall operating processes, and even more to redefine them by adopting e-business (Canavari et al., 2008). 

Electronic business is defined as any kind of transaction between persons (natural or not), such as placing, 

buying, selling products online and handling commercial functions, processes and transactions electronically 

(Chaffey, 2002). It is a comprehensive process that takes place over the Internet without requiring the physical 

presence of any of the parties (seller and buyer), who can be located in different countries all over the world 

(Tsekouropoulos et al., 2011a). Thus, electronic business (e-business) has become the dominant model of the 

development ofan effective generation of B2B (Business to Business) and B2C (Business to Customer) 
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transactions. According to Canavari et al. (2008), “e-business comprises a number of functions which vary in 

complexity and are defined as the use of the internet or other electronic means to carry out the transactions, 

support the company's operations and improve cooperation between supply chain entities”. In addition, price 

transmission processes in the food marketing chain have received considerable attention since the markets 

become more concentrated (OzgurBor et al., 2014). 

 

In relevant literature, there are several studies regarding the implementation and the outcomes of electronic 

business(e-business)in the Greek market (Andreopoulou et al., 2005; Zioupou et al., 2011), some of those 

mainly focus on markets of technological products (Tatsis et al., 2006), while other studies refer to food and 

drink marketplace (Tsekouropoulos et al., 2011; Andreopoulou, 2011). However, most of these studies show 

that despite the fact that Greek companies identify all the advantages of online presence, the adoption of 

electronic business is rather low (Andreopoulou et al., 2012). 

 

1.2 The use of Internet by Greek food and drink companies 

The use of technological applications in multiple business processes, such as sales, supply chain 

management, customer service and marketing, is below the global average. For example, of European economic 

sectors, being the main reason that food and drink industry in Greece, seems to slowly follow the total evolution 

of Internet penetration and presence (Tsekouropoulos et al., 2013). With the except of multinational andlarge 

companies, thedissemination of technologicalapplicationsremainslimited, with quite a large proportion of small 

and medium enterprises have not yet active in this direction because of the high costs of implementing these 

solutions (Thomaidou&Vlachou, 2011). 

 

However, in most of the cases, the cost requiredforthe implementationof an electronic company cannot be 

considered as a drawback. However, the crucial question is not whethera companyshould usethe Internetor not, 

but how it should be exploited in order to generate a competitive advantage (Kotler, 2003). The sector of Food 

and Drink branches in Greece has to simultaneously confront two major requests and challenges: product 

diversification through the development of innovative activity to satisfy more and more consumers’ 

requirements, the restructuring and the modernization of the production units (Thomaidou&Vlachou, 2012). 

 

This paper aims to studythe application of modern functions of management and marketing using the Internet in 

companies of the Food and Drink. 

 

 

2. MATERIALS AND METHODS 

For the purpose of the current study, an Internet based research has been conducted among the thirty 

largest sellers and suppliers of food and drink sector in the Prefecture of Attica, Greece. Moreover, the 

application of modern management and marketing functions was identified on companies’ websites. The 

functions that have been studied are described in Table 1 and they were finally attributed to variables Z1 to Z6. 

The research was performed using the widely accepted search engines such as Google, Ask and Yahoo. For the 

research purpose, the largest dominant enterprises of the food and drink market with Internet presence were 

selected. A company can be characterized as large based on its turnover (over 1.000.000€), the number of full-

time workers (over 50 employees), the total assets (over 500.000 €) and their legal form (S.A. corporation and 

the start-up capital of the business was over 60.000€). 
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Table 1. Description of functions and variables. 

Criterion/Variables Functions Description  

Ζ1 

ADMINISTRATION 

Planning of Administrative Operations– Business 

Plans  

Ζ2 Chart – Organizational Structure 

Ζ3 Quality Assurance Systems 

Ζ4 

MARKETING 

Advertising 

Ζ5 
CorporateSocialResponsibility Programs, 

Sponsorships 

Ζ6 Public Relations and Communication Programs  

 

The modern management functions selected to be studied are: 

 

Z1: “Planning of Administrative Operations– Business Plans”. Planningis theprimary functionof 

management and it refers to theprocess of definingbusiness goals. It is the set of actions, which determine the 

evolution of the variables of internal and external environment, the initiatives and how company’s objectives 

will be achieved on the particular environment. Essentially, the function of business plans development 

determines how efficient and effective a business will be and it defines its strategy (Bourantas, 2002). In their 

website, companies usually describe their aims and goals and their business activity together with the 

description-presentationof their company. Through Z1 criterion, it is investigated whether the selected 

companies have business plans, organization and planning of administrative functions.  

 

Z2: “Chart – Organizational Structure”. The organizational structure of a business refers to whether the 

organization is formed and it concerns the division of various projects and occupations in various business areas. 

Organizational chartsshowthe formof responsibilitieswithin theframeworkof an organization and they can be 

compiled for the entire businesses or specific departments. Their length usually depends on the size of the 

company (Tzortzakis et al., 2002). Through Z2 criterion the existence of the organizational chart and the 

illustration of the organizational structure of the company were studied. 

 

Z3: “Quality Assurance Systems”. The quality assurance systems include all the planned and 

systematic actions that are required, to build the trust of the potential consumers by catching specific quality 

standards. The main quality assurance systems identified in the sample were two. The first was the ISO 9000 

series, which is primarily target on the prevention and the detection of the non-compliance cases during 

production and supply. It is an internationally recognized standard that monitors the effectiveness of the quality 

policy, the standardization of procedures, the identification and reduction of defective products and services. It 

also incorporates improvement and prevention processes (Wiele et al., 2000). The second system was the 

HACCP, which integrates the control of the food safety within the design of the production process. Basically 

the product is monitored from the producer to the consumer. HACCP isa scientific, logical and 

systematicapproach, a process of identification, assessment and control of the risks associated with food 

(Sperber&Stier, 2009). The Z3 criterion is associated with the implementation of management and quality 

assurance systems along with the existence of certificates.  

 

The functions of marketing studied are: 

 

Z4: “Online advertising” (on-line advertisement) is the type of advertising that uses exclusively the 

Internet as the mean of communication and advertising (Tsekouropoulos et al., 2012). With the use of World-

Wide-Web, e-mail services, newsgroups and digital newsletters, the advertising managers have the ability to 

retain the elements of the traditional communication and advertising regarding the approach of the public. 

Moreover, advertising managers can be innovative in solving complex issues (Vlachopoulou, 2003). The 

general context of online advertising includes all the promotional measures of a brand, through audiovisual 
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messages and various other tools which are available online (Tsekouropoulos et al., 2011a). Banner ads are a 

common and widespread form of online advertising on the Internet. They are small or large text or image boxes 

that appear on the computer screen that include a message to consumers, promoting a service or a product 

(Andreopoulou et al., 2005a). Moreover, they act as links to the website of a company (Goldfarb & Tucker, 

2011). Additionally, corporate websites have also evolved into integrated tools of advertising, in order to create 

a positive image of a company, their products andservices (Cho 1999; McMillan & White, 2001). By 

incorporatingthe policiesof marketing, corporate websites function as a mean of promotion and advertising, 

provision of information, creation of a positive image for the products and the business itself as well as a mean 

of communication with the target audience (Azzone et al., 2000). Generally, Z4 criterion refers to the 

advertisement of the company’s products as well as to all the promotional activities, related to the process of 

informing and attracting the consumers. 

 

Z5: “CorporateSocialResponsibility Programs, Sponsorships”. Socialresponsibilityofcompaniesis 

divided into'internal' and 'external', depending onthe beneficialparties of acorporateaction. Theadministrationis 

asked topenetrateto the coreof the companyand to identify thestrategic internal and externalfactorsthat 

determineboth thebusinessviabilityand the sustainable development, by adopting practices and activities of 

corporate social responsibility (Kotler, 2009). 

 

By implementingsocial responsibility programsand sponsorships, businesses are not justprofit entities, but they 

also show a moral obligation to act for the benefit of the society, in which they operate (Tsekouropoulos et al., 

2013). Indeed, corporate websites are tools, which are increasingly used by businesses for CSR communicative 

issues. They can include reports, publications and other information (Werther& Chandler, 2006). Z5 criterion 

refers to the actions taken by the company, in order to implement corporate social responsibility programs. It is 

identified the existence of such programs and their illustration on the corporate website.  

 

Z6: “Public Relations and Communication Programs”. Public Relations programsandgenerallythe 

programsofbusinesscommunication policy, refer to all the activities and events, through which a business 

approaches and communicates with the consumers, the partners and the staff (Farmakis, 2006). Besides, public 

relations are the fifth “P” of the marketing strategy (Kotler, 2003). Public relations and the communication 

policies of businesses are a quite useful control field, sincethrough their websites, companies approach, 

communicate and promote their image to potential consumers (Pashaloudis, 2009). Z6 criterion refers to 

company’s actions that are designed to develop and improve the relationship between the company and the 

consumers, creating an improved “business image” and a “ recognizable brand name” for the company. The 

current research measures the appearance and existence of events and actions in the corporate websites, which 

aim to enhance positive reputation of the company. 

 

For the data analysis the statistical package SPSS v.23.0 was used. Initially, throughdescriptive statistics, the 

frequencies were extracted (tables and graphs). The usefulness of frequency extraction helps substantially the 

survey sample to become evident. It also helps to arise some conclusions. The following tables show the 

frequency distribution of the respective variables. Further statistical analysis performed with the use of the non-

parametric test Kruskal-Wallis (One – way Test). The control of Kruskal-Wallis is recommended in order to see 

if the distributions that a variable K>2 follows in populations, coincide or not (Ruxton& Beauchamp, 2008). In 

particular, the non-parametric test of Kruskal – Wallis is used for three or more correlated variables and it is 

applied in order to check whether and how the averages of the groups different, in the case that the assumption 

of normality and homogeneity is violated. Substantially, it is a non-parametric version of the variance analysis 

(ANOVA). It is applied only if there is no regularity of residuals(Sueyoshi&Aoki, 2001). 

 

Furthermore, with this control, a ranking of observations from the largest to the smallest was performed. 

Subsequently, the average ranking for each sample was calculated. Therefore, if there are samples (6 samples-

functions), with n1, n2, …,nk (30 items) each one respectively and n1, n2, … nk=N (180) observed values by size 

class, then the methodology of this control follows these steps. Initially, for each Ai calculation, it is calculated 

the sum of the N elements that are smaller or equal to each of the elements and it is symbolized by Ri (regular 

ranking of data in each sample). Subsequently is calculated the expression:  

 
Control of the acceptance or non-acceptance of the null hypothesis:  
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H0: All the populations have equal medians (A1)=(A2)=…=(Ak), versus H1: all the populations do not 

have equal medians (Ai). It is recommended in the comparison of the H with the X
2
 (k-1) value of X

2
 ranking 

for v=k-1. When H<X
2
 a, k-1, we accept H0, otherwise we reject it (kolyva-Mahera and Bora-Senta, 2013). As 

in any hypothesis testing, in this control, two cases were defined. The general assumptions were formulated as 

follows:  

As null hypothesis was defined the following equation: 

 Η0: Ζ1 = Ζ2 = … = Ζ6 

And as an alternative (H1) 

 Η1: Ζ1#Ζ2#...#Ζ6 

 

Based onH0, the percentage of preference of each function in the corporate business website is the same or 

companies use the functions equally. That is, companies do not make any distinctions as to the operation. They 

do not prefer one function over another. The acceptance of this hypothesis shows that the nature of the operation 

is independent of its existence within the website. IfH0is rejected, this meansthat somebusinesses 

prefersomefunctionsmorethan others(H1).For the controlof the correlation, the level of statisticalsignificance 

was setequal to0.05, or 5%. Specifically, if thevalue ofp - valuewasless than0.05,then thenull hypothesis(H0) 

would notbecomeacceptable,whereas if thep - valuewas greateror equal to0.05,then thenull hypothesis(H0) 

would be acceptableandwould mean thatthere is no statisticallysignificantdifferencebetween themediansofthe 

analyzedpopulationsfor95% confidence interval. In the programSPSS,the prices of theobservedlevels of 

statistical significanceare mentioned by name(Asymptotic Significances). 

 

3. RESULTS 

According to the criteria described for the identification of a large company in the Food and Drink 

market, 30 companies were retrieved.As it concerns the descriptive statistics of the criteria are summarized in 

Tables. Regarding Administrative PlanningOperations-Business Plan (Z1) found that companies of the food and 

drink marketpossess administrative functions in 93.3% while only 6.7% (Frequency=2) do not have that 

function in their corporate website (Graph 1). 

 

 

        Graph 1. Incidence of variable Z1 in large companies in the food and drink market 

 

Table 2 shows frequencies and percentages of the variable “Organization Chart – Organizational 

Structure” (Z2).  
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            Table 2. Descriptive Statistics - Table Z2 variable frequency. 

  Frequency Percent Valid Percent Cumulative Percent 

 Does not Exist 10 33,3 33,3 33,3 

Exist 20 66,7 66,7 100,0 

Total 30 100,0 100,0  

 

The above table shows that for the companies of the food and drink market, organization (Organization Chart – 

Structure) appears in 66.7% while only 33.3% do not have that function in their corporate website (Graph 2) 

 

         Graph 2. Incidence of variable Z2 in large companies in the food and drink market 

 

Table 3 shows the frequencies and percentagesregarding the Quality Assurance Systems (Z3). 

            Table 3. Descriptive Statistics - Table Z3 variable frequency. 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Does not Exist 4 13,3 13,3 13,3 

Exist 26 86,7 86,7 100,0 

Total 30 100,0 100,0  

 

Specifically, the table above shows that for the companies of the food and drink branch, the Quality 

Assurance Systems appear in 86.7% of the cases while only 13.3%do not have that function in their corporate 

website (Graph 3). 
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         Graph 3. Incidence of variable Z3 in large companies in the food and drink market 

 

Table 4 shows the frequencies and percentages regarding Promotion – Advertising (Z4). 

         Table 4. Descriptive Statistics - Table Z4 variable frequency. 

 

 

Specifically, the companies of the food and drink market use Promotion – Advertisingby 86.7% while 

only a mere of 13.3%do not have this function on their corporate websites (Graph 4). 
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Does not Exist 4 13,3 13,3 13,3 

Exist 26 86,7 86,7 100,0 

Total 30 100,0 100,0  
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         Graph 4. Incidence of variable Z4 in large companies in the food and drink market 

Table 5 shows the frequencies and percentages regardingPrograms of Corporate Social Responsibility 

and Sponsorships (Z5). 

              Table 5. Descriptive Statistics - Table Z5 variable frequency. 

  Frequency Percent Valid Percent Cumulative Percent 

 Does not Exist 14 46,7 46,7 46,7 

Exist 16 53,3 53,3 100,0 

Total 30 100,0 100,0  

 

Specifically, the companies of the food and drink market, use Programs of Corporate Social 

Responsibility and Sponsorships by 53.3% while 46.7%do not have this function at their corporate website 

(Graph 5). 

 

Graph 5. Incidence of variable Z5 in large companies in the food and drink market 

 

Table 6 shows the frequencies and percentages regardingPrograms of Public Relations and 

Communications (Z6). 

             Table 6. Descriptive Statistics - Table Z6 variable frequency. 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Does not Exist 14 46,7 46,7 46,7 

Exist 16 53,3 53,3 100,0 

Total 30 100,0 100,0  

 

Specifically, companies on the food and drink market use Programs of Public Relations and 

Communicationsby 53.3% while 46.7% do not have that function on their corporate websites (Graph 6). 
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          Graph 6. Incidence of variable Z6 in large companies in the food and drink market 

Moreover, the findings from inferential statistics are the following. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Under the accuracy of the null hypothesis, thestatistic H followstheapproximateX
2
distribution6-1=5. 

The nullhypothesis is rejectedin a=0.05, if H>X
2 

0.05 for 6-1=5. The test conducted in the statistical package 

SPSS, gave a great value of statistical control (Chi-Square=Χ
2
 = 24,409), while the respective value from the 

tables of X
2
 distribution for degrees of freedom 6 functions-1=5 and for significance level e.g. 1% is 15,086, 

that is H > X
2
 (5.1%) and therefore the H0 is rejected.  

Moreover, based on the great value of statistical control and because the probability value of the 

control(Asymp. Sig.)is much lowerthanany levelof significance(since p-value = 0.000 <0.05or 0.01) for 6-1=5 

degrees of freedom (df=5), the H0 is rejected and the conclusion drawn is that the nature of the function affects 

its existence in the business. Besides, the conclusion can also be substantiatedby the factthattheconcentration 

ratiosoffunctionsper companydiffer. 

 

4. CONCLUSIONS 

Companies of thefood and drink market lately usethe Internettopromote theirproducts and servicesas 

well as to informthe consumers about the company.  

 

The objectiveofthe currentonline surveyis to examine whether the natureof the operationisindependent 

fromitsexistencewithin thewebsite,andin particular,whether the companiespreferoneformtoanother(H0). For this 

purpose, data was collected from30Greekcompanies,operating in thefood and drink industry. The findingsof this 

studysuggest thatprogramming of administrative functions appears at 93.3%on corporate websites while only at 

66.7% of the cases there is an organization chart. Furthermore, it is understood that from administration 

factions, the one with the lower appearance is the quality assurance systems. Regardingthe functionsof 

marketingused bybusinessesin the foodanddrink market, it seems that themajorityofbusinesses useas amethod of 

promotionor advertising" (86.7%). Finally, corporate social responsibility programs and sponsorship programs, 

as well as public Relations and communication programs appear at low rates. An additional conclusion can be 
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the fact that concentration ratiosofthose functionsare different among the companies. Furthermore, theuse of the 

non-parametric control of Kruskal – Wallis show that the nature of the function affects its existence in a 

company.  

 

In conclusion, within the contextof Information Society, thefield of newtechnologies, telecommunications and 

developmentsin informationsystems, mainlyin their integration withinternalbusiness processes,have 

transformedthewaybusinesses operate. These developments affect all sectors of the economy. However, they 

have a particular applicationin thefood and drink industry(Vlachos et al.,2006). Planningofadministrative 

functions, organizational structureandthe displayadvertisingare fundamentaldevelopmenttoolsand essential 

businessdevelopment tools (Simmons et al. 2007). On the other hand, there are few companies with certificates 

of quality assurance(Seretakis et al., 2011). Finally, regardingmodernmanagement andmarketingfunctions,what 

the consumers really careis not only thequalityof products –services,but also the sensitivityof the companies and 

their participation on the community(Oberseder et al., 2011).  
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Abstract: 

Customer-oriented suggestions in the form of online reviews are perceived by consumers as a more trustworthy 

information search source compared with the information provided by sellers. Despite this significant 

advantage, online reviews can also have a negative impact on consumers’ purchase decisions emerging from 

the vast quantity and low quality of online customer reviews.Customers may misinterpret the meaning/ quality 

or source of some reviews which as a consequence makes consumers’ shopping decisions difficult. This means 

that consumers are getting confused when facing low-quality information online. Thus, the purpose of this paper 

is to explore the relationship between consumers’ proneness to feel confused when faced with online customer 

reviews and customer confusion proneness caused by all other environmental sources. Three hypotheses are 

proposed: consumers’ proneness to perceive attribute value reviews as confusing is related but distinct to 

general overload confusion proneness; consumers’ proneness to perceive manipulated reviews can be related 

but distinct to similarity confusion proneness and perceptions of ambiguity valence reviews is related but 

distinct to ambiguity confusion proneness. The study offers initial insights on the convergent and discriminant 

validity of these concepts based on a survey of 200 participants and provides directions for future research.  

Keywords:consumer confusion proneness, online reviews, convergent and discriminant validity,descriptive 

study.  

 

1. INTRODUCTION 

 

Shopper marketinghas developed as a distinct and well applied management practiceand has improved 

consumers’shopping experiences significantly. However, no matter the improvements implemented, consumers 

still find it difficult to make consumption choices. One of the ways consumers try to deal with this, is to search 

for information either in advance or during shopping. The trend, in this case of information search, is to trust 

other consumers’ opinions more than they trust sellers’ information. This leads to two main issues being 

identified as exceptionally relevant in today’s selling environments, i.e. the phenomenon of confusion around 

purchase decisions (e.g. Mitchell, Walsh & Yamin, 2005; Cheng, Lu & Gursoy, 2015) and the phenomenon of 

online costumer reviews used in place of other sources of information(e.g.Dellarocas, 2003).  

From customers’ perspective, confusion is a negative experience, since in confusing situationscustomers 

usually experience feelings of frustration and stress. (Turnbull, Leek & Ying, 2000).Mitchell & Papavassiliou 

(1999) arguethat, with stress and frustration, the process of decision making would be impeded, which in turn 

canlead to dissatisfied customer shopping experiences and result in sub-optimal decisions. Furthermore, 

consumer confusion can also result invariousnegative outcomes, such asdecision postponement (Huffman & 

Kahn 1998; Jacoby & Morrin 1998), negative word-of-mouth (Turnbull et al. 2000), decreased loyalty and 

reduced customer satisfaction (Walsh & Hennig-Thurau, 2002). Therefore, consumer confusion has attracted the 

attention of various marketing scholars. It has been also recognized that confusion can be caused by diverse 

environmental drivers (Mitchell et al., 2005) and until recently the study of the concept has been very much 

explored based on its antecedents or triggers (e.g. overload, similarity, ambiguity, complexity etc.).  

With the development of the internet, online customer reviews have become a vital research topic as 

well. Customers appreciate accessing attribute value product information and suggestions from different people. 

Online customer reviews area significant part of both online and offline buying. Various scholars (e.g. 

Dellarocas, 2003; Park, Lee & Han, 2007) point outthat online reviews are perceived as more trustworthy 

information source, compared with the information provided by vendors, and constitute an information source 

which is being read by more than half customers before making any purchase. Therefore, it has great impact on 

decision making (Lee, Park & Han 2007).  
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Since online customer reviews are posted by customers who have bought a specificproduct, they contain 

descriptions of products and personalized suggestions. The reviews then are judged from the perspective of 

customers and are perceived as more customer-oriented source of information (Bickart & Schindler, 2001). 

Some recent studies on online reviews have further suggested that the content of online reviews can act as the 

driverof consumer confusion (e.g. Park & Lee, 2008). That means that there is potential to explore distinct types 

of confusion related to the characteristics of online reviews. According to existing literature, the research on 

online customer reviews focus on the influence on customer satisfaction, customer loyalty and purchase 

intention (Purnawirawan et al., 2015). However, the relationship between online customer reviews and 

consumer confusion has remained silent in the relevant literature. There are some studies, which investigated the 

association between the large quantity of online customer reviews and customer confusion (e.g. Etzion & Awad, 

2007) yet, in these studies the content of online customer reviews, which could be triggering confusion, has 

been neglected. As such, the aim of this study is to explore the connections among three online customer 

reviews’ content related confusion (i.e. attribute value review, manipulated review and ambiguity valance 

review) and general consumer confusion. 

 

2. CONSUMER CONFUSION PRONENESS AND ONLINE REVIEWS 

 

2.1 Consumer confusion 

Consumer confusion by leading to serious negative consequences is conceived as one of the major 

marketing challenges and as such, it constitutes a topic that has received increased attention by the academic 

community (Cheng, Lu & Gursoy, 2015). Consumer confusion is approached as a multidimensional construct 

based on three types of consumer confusion, namelyoverload, similarity and ambiguity confusion (Mitchell & 

Papavassiliou, 1999; Walsh & Mitchell, 2007). According to this approach,the measurement of confusion is 

based on its antecedents and can be perceived as a personality trait (i.e. consumers vary on their proneness to be 

confused).  

 

Overload confusion 

Customers are facing overwhelming choices of products, which are raising environmental complexity 

(Rudolph & Schweizer, 2003). Information overload is defined by Savolainen (2007) as a specific situation, a 

subjective feeling, that people have no sufficiency of time to access the available information. When the volume 

of information (or choices) provided exceeds the cognitive capacity of an individual, the customer may 

experience overload confusion (Walsh & Mitchell, 2007). 

 

Similarity confusion 

Similarity confusion is the second type of confusion. Walsh, Henning-Thurau &Mitchell (2007) define it 

as consumers’ proneness to get confused easily with a set of similar stimuli.  In addition, some consumers find 

different products to have similar functions or look alike.In this case, customers may have to put extra cognitive 

effort on recognizing the key differences between similar products(Walsh & Mitchell, 2010).  

 

Ambiguity confusion 

Ambiguity confusion is the third type of customer confusion and  describes the confusion emerges from 

consumers’ exposure to false, new or invalid messages, which do not concur or conflict with consumers’ present 

knowledge and beliefs. The outcome of ambiguity confusion is that consumers cannot make purchase decisions 

very easily(Gursoy, 2003).  

 

2.2 Online customer reviews  

Online customer reviews are described as consumer messages that involve personal opinions, evaluations 

and experiences about products that have been purchased by the consumers who are writing these 

messages/reviews (Rosen & Olshavsky, 1987). As a result of theirconvenience, speed, wide reach and the fact 

that there is no face to face human pressure (Cui, Lui & Guo, 2012),more than half of customers would like to 

read online customer reviews before purchase (Park, Lee & Han, 2007). Despite this willingness of consumers 

to read online reviews, these very often contain a large amount of information;their content may vary widely 

among customers, meaning that customers provide varied opinions about the same products (Purnawirawan et 

al. 2015), and/ or provide very emotional reviews (Park & Lee, 2008). All these elements of online reviews may 

lead to consumer confusion.  

 

Overload confusion and attribute value reviews  

Park, Lee and Han (2006) proposed that online reviews are of different types, varying from attribute 

value reviews to simple recommendation reviews. Providing subjective and emotional opinions could be seen as 

a straightforward recommendation review. By contrast, attribute value reviews may contain a high level of 

http://www.sciencedirect.com/science/article/pii/S1094996814000139#bb0175
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cognitive resources which reflect more than subjective and emotional opinions and is difficult to understand for 

some customers (Park & Lee, 2008).  For instance, reviews like ‘I am proud of this, I like it’ are emotional, 

subjective and have no detailed information to support the arguments (Park, Lee & Han, 2007). These reviews 

could be seen as mere recommendation reviews. In contrast, some online customer reviews give attribute value 

suggestions like ‘this one is twice faster than similar products’. These reviews, named attribute value reviews, 

are clear, detailed and use explanations (Park, Lee & Han, 2007). However, different types of online customer 

reviews need various levels of cognitive resources (Park & Lee, 2008). To some extent, comparing with simple 

recommendation reviews, more cognitive knowledge is necessary for attribute value reviews to be processed 

(Park, Lennon & Stoel, 2005). It means customers need to take a longer time and more effort to understand the 

meaning and the keysuggestions of attribute value reviews. Park and Lee (2008) also state that confusion and 

overload comes earlier if the information requires more cognitive knowledge to be processed. In a similar vein, 

Schneider (1987) states that when the information is ambiguous, complex, uncertain or intense, overload 

confusion canoccur. It means that overload confusion could be caused by multiple reasons related to thestructure 

of information, for example, messages types or formats (Lurie, 2004). It is interesting then to explore how 

closely related to overload confusion would be with confusion of attribute value reviews. Therefore, the first 

research hypothesis is formed as below: 

H1: Consumers’ proneness to be confused by attribute value reviews will be a related but distinct concept 

from overload confusion.  

 

Similarity confusion and manipulated reviews  

Dellarocas (2003) stated that some companies tend to use online customer reviews as a new marketing 

method to make more profit. Research shows that companies not only post the promotional information and 

product descriptions online, but also they can manipulate online consumer reviews to show more positive 

reviews and provide high rating by paying individuals who do not buy the products at all (Harmon, 2004). This 

situation has been called as reviews manipulation (Hu, Liu & Sambamurthy, 2011). When sellers need, they will 

introduce non-authentic reviews on behalf of consumers (Hu. et al., 2012). Because of the negative influence of 

manipulated reviews, customers try hard to distinguish the slanted reviews from the truthful reviews. According 

to existing literature, manipulated reviews can be distinguished through the writing style (Hu et al., 2012). 

Online customer reviews are expressing personal opinions about the product and the writing style is expected to 

differ based on individual characteristics (Kahn & Kenney, 2002). However, to some extent, the writing style of 

manipulated reviews is similar and not random and cannot be distinguished (Hu et al. 2012). Thus, although 

customers could distinguish other reviews by observing the writing style, they can be uncertain about their 

judgement in this case (Yoo & Gretzel, 2009). That is to say, when customers read similar writing style reviews, 

they need to take extra time and effort to consider the reliability of the reviews. Thus, manipulated reviews 

confusion could be considered closely related to similarity confusion. The second hypothesis is then the 

following: 

 H2: Proneness to perceive reviews as manipulated will be a related but distinct concept to similarity 

confusion proneness.  

 

Ambiguity confusion and ambiguous valence reviews  

Lee et al. (2009) stated that on the basis of directionality, online customer reviews have two 

classifications (or ‘valence’) which are positive reviews and negative reviews. Kusumasondjaja, Shanka, and 

Marchegiani (2012) proposed that positive review valence meant that the review was entirely favourable and 

positive, whereas, negative review valence mans the review was totally unfavourable and negative. With a clear 

valence (either negative or positive) a review has more persuasive impact on customer decision making (Liu, 

2006). To date, review valence has been studied by many scholars. They have researched the significant 

influence of review valence on the number of sales (Forman et al., 2008), satisfaction (Ma & Agarwal, 2007), 

purchase intention (Pornpitakpan, 2004; Xie, et al., 2011) and word-of-mouth behaviour (Purnawirawan et al., 

2015).  

To some extent, these studies are based on clear review valence, which means the reviews they studied 

are considered as entirely positive or negative. Whether negative or positive, a clear valence is judged as more 

helpfulfor decision-making (Forman, Ghose & Wiesenfeld, 2008). However, reviews can be of ambiguous 

valence (Purnawirawan et al., 2015),meaning difficult to determine whether it is negative or positive (Berger & 

Calabrese, 1975). Also, it is possible that one review is negative to a consumer but positive to another one. For 

instance, a hotel review that describes the location as a place as near the train station without any other 

descriptive information, may be avoided by some people but be welcomed by others (Purnawirawan et al. 

2015).  It means ambiguity valence reviews may be relatively uninformative because they include ambiguous 

information. As a result, these reviews cannot provide a clear guide for customers’ decision. When potential 

customers read ambiguous valence reviews, they need to take extra time and energy to analyse the unclear 

information (Forman, Ghose & Wiesenfeld, 2008). As the unclear description can be judged as the main reason 
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that leads to ambiguity confusion, the connection between ambiguity valence reviews and ambiguity confusion 

is not straightforward. Thus, the following is the third research hypothesis:  

H3:  Proneness to perceive reviews as having ambiguous valence will be related but distinct to ambiguity 

confusion proneness. 

In brief, overload, similarity and ambiguity confusion are three dimensions of consumer confusion. At 

the same time, the difference in the quality of online consumer reviews, such as attributed value reviews, 

multiplied reviews, and ambiguity valence reviews makes consumers to take more time and energy to process 

this information. This study establishes the convergent and discriminant validity of these concepts.   

 

3. METHODOLOGY 

 

In order to explore the connection between online customer reviews and customer confusion proneness, a 

quantitative descriptive correlational study was used. According to Creswell (2005, p. 325), ‘in correlational 

research designs, investigators use the statistical correlation test to describe and measure the degree of 

association (or relationship) between two or more variables or sets of scores, for example the connection 

between online customer reviews confusion and general confusion proneness. 

In this research 200 participants responded to the questionnaire. The participants were all 18 years or 

older. This study adopted a convenience sample. The questionnaire was sent to students of a UK based 

university via e-mail. These participantswere seen as a good fit,since they are habitually exposed to online 

environments and shopping- one of the main characteristics used to decide and screen the sample. 

The questionnaire had demographic questions related to gender, age, and educational level. For the 

questions of consumer confusion, the participants were asked to response to three dimensions, namelyoverload, 

similarity and ambiguity confusion. The questions were adapted by the survey of Walsh, Hennig-Thurau and 

Mitchell (2007). Specifically, overload confusion was measured on a 1 to 7 point scale by the items: O1-I do not 

always know exactly which products meet my needs best, O2: there are so many brands to choose from that I 

sometime feel confused andO3: due to the number of websites it is sometimes difficult to decide where to shop. 

Similarity confusion:S1:Some brands look so similar that it is uncertain whether they are made by the same 

manufacturer or not, S2: Due to the great similarity of many products it is often difficult to detect new products 

andS3: Sometimes I want to buy a product seen in an advertisement, but cannot identify it clearly between 

scores of similar products. Finally, ambiguity confusion by the items: A1:The information I get from website 

sometime are so vague that it is hard to know what a product can actually perform, A2: When purchasing 

certain products, such as a computer, A3:I feel uncertain as to product features that are not clear for me and 

When buying a product I rarely feel sufficiently informed. 

The questions of online customer reviews were also divided into three parts related to attribute value 

reviews, manipulated reviews and ambiguity valence reviews. The questions were adapted by the articles of 

Park and Lee (2008), Hu et al. (2012), Purnawirawan et al. (2015) and Forman, Ghose and Wiesenfeld (2008). 

Attribute reviews confusion:AR1:I cannot fully understand some reviews with complex description, AR2: When 

reading online reviews for certain products, such as a computer, AR3: I feel uncertain as to product features 

that are not clear to me, Sometimes it is much easier to scan or skim some detailed reviews.Manipulated reviews 

confusion: MR1:I cannot distinguish manipulated reviews easily, MR2: I agree that manipulated reviews of a 

product may look alike, MR3: It takes more time to consider the reliability of the reviews when the reviews of a 

product are similar. Finally, ambiguity valence was measured with the following three items:VR1: I would like 

to read reviews with obvious positive or negative suggestions, VR2: I would like to search more information 

when I read the reviews without clear positive or negative opinions andVR3: Reviews without clear positive or 

negative opinions are not helpful for my decisions. 

Statistical analysis established the validity, reliability and the connection between the variables. This 

research was a quantitative correlational study. To analyse the data, the first step was to confirm the accuracy of 

the data and data’s validity and reliability to solving the study questions.  

 

4. FINDINGS 

 

4.1 Demographic information  

Overall, 144 female respondents comprise 72% of the total participants in this study. Female participants 

were more likely to response to the research. The majority of respondents were in the 24-30 age group, 59% of 

the total sample. The majority of respondents was of higher educational level (almost 80% had a 

university/college diploma or an MSc degree). 

The descriptive statistics are as following:O1 mean 5.21- std 1.110; O2 mean 5.59-std .931; O3 mean 

5.02- std 1.352; S1 mean 5.81- std 1.080; S2 mean 5.50- std 1.150; S3 mean 5.04- std 1.255; A1 mean 4.88- std 

.854; A2 mean4.87-std 1.006; A3 mean 5.16- std .835; AR1 mean 4.33- std 1.236; AR2 mean 5.04- std .961; 

AR3 mean 4.37- std 1.208; MR1 mean 5.32- std 1.069; MR2 mean 5.32- std 1.314; MR3 mean 5.37- std 1.067; 
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VR1 mean 5.69- std .822; VR2 mean 5.63; std .968; VR3 mean 5.74- std .903; N=200 for all cases). Most items 

indicate moderate to high levels of the specific characteristics. 

 

4.2 Psychometric properties of the scales  

In order to explore the data, reliability, and validity of the research are necessary to be analysed. The 

internal consistency of the measures was established through Cronbach alpha and exploratory factor analysis 

(EFA). According to Bland and Altman (1997), the research scales used are reliable if cronbach’s alpha is not 

less than 0.70 conventionallywhich is a common criterion forreliability measurement. The cronbach’s alpha of 

all six items is greater than 0.7 (see table 1) and no improvements if items are removed (table 2).  

 

 Table I       Reliability Statistics 
 Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

Overload confusion  (O) .749 .758 3 

Similarity confusion  (S) .892 .895 3 

Ambiguity confusion (A) .782 .785 3 

Attribute value review  (AR) .731 .725 3 

Manipulated review     (MR) .812 .816 3 

Ambiguity valence review (VR) .877 .881 3 

(Source: Field Research) 

 
Table II    Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's Alpha if 

Item Deleted 

O1 10.61 3.817 .645 .417 .588 

O2 10.23 4.841 .522 .279 .736 

O3 10.80 3.116 .608 .383 .653 

S1 10.54 5.059 .783 .683 .855 

S2 10.85 4.492 .864 .761 .780 

S3 11.31 4.539 .732 .563 .903 

A1 10.03 2.716 .586 .343 .740 

A2 10.04 2.169 .645 .422 .684 

A3 9.75 2.649 .643 .416 .685 

AR1 9.41 3.198 .657 .468 .509 

AR2 8.70 4.975 .404 .165 .798 

AR3 9.37 3.370 .631 .452 .545 

MR1 10.69 4.657 .636 .405 .770 

MR2 10.69 3.592 .686 .475 .729 

MR3 10.64 4.493 .686 .471 .723 

VR1 11.37 2.991 .767 .725 .827 

VR2 11.42 2.756 .670 .502 .917 

VR3 11.32 2.533 .870 .794 .725 

(Source: Field Research) 

To evaluate construct validity, there are four criteria adopted in this research: the value of KMO, 

communalities, the rotated component matrix and correlation analysis.  

 
Table III KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .734 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1591.634 

df 153 

Sig. .000 

(Source: Field Research) 

Generally speaking, the value of Kaiser–Meyer–Olkin(KMO) would be judged as adequate for research 

when the value is greater than 0.6 (Sharma, 1996). The value of KMO is 0.734 which is greater than 0.6 (see 

table 3). Therefore, items are adequate for EFA. 

Communalities explain the amount of variance an item shares with all the other items. It is also defined 

as the sum of squared factor component loadings. Malhotra (2004) proposes that the high value of 

communalities shows in the common factors space while it will not be presented when the value is low. The 

value of extraction communalities for all the variables was greater than 0.5 showing that the variables could be 

kept for the analysis. 
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Table IV Rotated Component Matrixa 

 

Component 

1 2 3 4 5 6 

AR3 .852      

AR1 .841      

AR2 .778      

MR2  .858     

MR3  .797     

MR1  .759     

A2   .869    

A3   .823    

A1   .753    

VR1    .805   

VR3    .803   

VR2    .681   

O3     .855  

O1     .768  

O2     .725  

S3      .787 

S2      .728 

S1      .660 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. (Source: Field Research) 

The rotated component matrix shows the connection between each item and the estimated components.  

The rotated component matrix in Table 4 presents all the variables loaded on their anticipated factors. Moreover, 

all the variables have a loading greater than 0.5. Therefore, the discriminant validity was confirmed. 

 

4.3 Correlation analysis 

According to Table 5, there are significant relationships between overload confusion and attribute value 

reviews; similarity confusion and manipulated reviews; ambiguity confusion and ambiguity valence reviews. As 

the values of sig of these three pairs of variables are all lower than 0.5 which means there is a connection 

between the two variables. At the same time, the values of Pearson correlation indicate positive medium 

strength relationships between the variables. 

 
Table V  Correlations 

 O AR 

Pearson Correlation O 1.000 .385 

AR .385 1.000 

Sig. (1-tailed) O . .000 

AR .000 . 

N O 200 200 

AR 200 200 

 S MR 

Pearson Correlation S 1.000 .332 

MR .332 1.000 

Sig. (1-tailed) S . .000 

MR .000 . 

N S 200 200 

MR 200 200 

 A VR 

Pearson Correlation A 1.000 .318 

VR .318 1.000 

Sig. (1-tailed) A . .000 

VR .000 . 

N A 200 200 

VR 200 200 

(Source: Field Research) 
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5. CONCLUSION 

 

The aim of this paper is to provide further insights around the state of consumer confusion. Two key, 

contemporary areas of research have been explored and brought together under this research, consumer 

confusion and online consumer reviews.The study demonstrates that confusion is a multidimensional construct 

that can be related to diverse environmental drivers like product and information variety. At the same time, it 

demonstrates that it is further related to aspects and perceptions of online reviews and this type of confusion 

should be perceived and measured at a distinct level from the main confusion types caused by products and 

information. To the best of our knowledge this is a firstexploratory attempt to provide some evidence around the 

aforementioned relationships and prove convergent and discriminant validity of the relevant concepts. The main 

contribution of the study argues towards a more considerate treatment and measurement of confusion, a state 

which might be related to diverse environmental stimuli and should be treated accordingly.  

Further research would be necessary to explore the concepts of attribute reviews, manipulated reviews 

and ambiguous reviews confusion. To start with experimental research can be used to explore the mechanisms 

around online reviews and levels of confusion. In this case, socio-demographic variables along with levels of 

involvement and industry type will act as important moderators and mediators of this relationship that need to be 

established. 
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Abstract 
In a world where mobile devicesand services have become wide-spread,the interest of marketing professionals 

and consumer behavior researchers have intensified on this area. Mobile services offered as stand-alone 

products or as supplementary services on these devices are called mobile applications. This study aims to reveal 

the effect of visual elements in mobile application choice using mobile app icons as visual cues. Icons can be 

considered as the major visual componentthat affects consumers’ behavior in mobile app context. They 

providethe first impression as they are encountered even before using the application while searching for 

applications. In addition, they are the most frequently seen visual elements of apps on mobile device screens. By 

utilizing the PAD model developed by Mehrabian and Russell, the effect of icon characteristics on users’ 

download intentions and on perceived quality was tested. Visual and cognitive elements of icons, namely, 

thecomplexity, symmetry,color, concreteness, familiarity and meaningfulness are used. The study was carried 

out on a sample of Generation-Y members, who are among the major user groups of mobile devices and 

services. The analysis was carried out using partial least squares structural equation modelling.  

 

Keywords:mobile marketing, mobile applications, online consumer behavior, e-consumer behavior, mobile apps 

 

1. INTRODUCTION 

 

Currently,mobile devices are among the most successful products and new opportunities offered by them attract 

the attention of a wide range of companies. The number of mobile devices have reached 7.2 billion in 2015(The 

World Bank, 2015).A significant portion of mobile devices are smart devices and their penetration in emerging 

marketsis rising rapidly. According to a Pew Research Center (2016)study, the digital divide between less 

advanced economies and developed economies is closing as the developing nations’ ownership rates increased 

from 21% in 2013 to 37% in 2015.Smart devices offer the ability to run various applications and serve as a 

multitasking device capable of offering an abundance of services. In line with the increasing number of smart 

mobile devices “mobile applications” are on the rise as well. Mobile application is a name given to software 

designed to work on mobile devices for a specific purpose. They can be offered to the market as a full service 

product, or as a supplementary service that support/enable other services. Mobile applications appeared 

following the emergence of smart devices and changed the way consumers behave in a significant way.Their 

commercial value has increased rapidly as the use cases for them proliferated. The global mobile application 

market is expected to amount 77 billion USD in 2017 with 268 billion downloads(Gartner Inc., 2014). Mobile 

app market in Turkey is also booming with an annual growth of 60%, which far surpasses the 9% growth in 

general IT spending in Turkey and offers significant opportunities(App Annie & MEF, 2014).  

 

To gain a market share in this competitive market is not straightforward. There are more than three million 

applications on major app stores such as Apple Store and Google Play(Technavio, 2015).Quality is hard to 

assess for service products such as mobile apps before experiencing the product (Lovelock & Wirtz, 2011, p. 

61) and price is usually very low or “free” (ad-supported). Experiencing all the alternatives by downloading and 

using each is practically not feasible.In this context, visual elements and aesthetics have emerged as important 

criteria in the preference of mobile applications. Among the relevant studies, most of which are based on content 

analysis,text and numerical properties of mobile apps were analyzed. Accordingly, the number of ratings and 

reviews, device compatibility, update frequency and commentshave stood out as factors affecting application 

preference(Ho & Tu, 2012; Hou & Ho, 2013; Pol, 2015).In the present study, the effect of mobile applications’ 

perceived visual elements on preferences has been investigated. The icon of the application is emphasized in the 

literature as a major visual element that influences download behavior of consumers in a handful studies (Hou & 

Ho, 2013; Pol, 2015; Wang & Li, 2017). It is aimed to fill this research gap and contribute to the limited 

literature on mobile apps and visual elements with this study. Unlike other studies on mobile app preference, 

this study focuses on visual elements’ effect on emotions and how they affect the perceived quality and 

download behavior through first impression. In this context, visual elements of mobile icons are categorized, put 

into a relevant theoretical consumer behavior framework and analyzed to arrive at meaningful implications. 
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2. LITERATURE REVIEW 

 

The role of aesthetics and visual elements on purchase decision has been tested and verified in studies on 

consumer behavior(Baisya & Das, 2008, p. 88). However, this assumed role hasn’tbeen tested extensively in 

digital and mobile services contexts. Especially in developing countries, there’s a significant research gap on 

this topic. In the relevant literature on mobile applications aiming to explain download intentions, the focus has 

been on factors such as the number of comments, applications’ features, price and overall consumer attitudes 

towards mobile technologies(Garg & Telang, 2013; Ghose & Han, 2014; Hou & Ho, 2013). As an outcome of 

the studies carried out on websites, which have noteworthy similarities to mobile apps, pricing, brand name, 

word of mouth, user scores, valance of comments and similar factors have emerged as significant factors 

affecting use intentions and use behavior(Carare, 2012; Degeratu, Rangaswamy, & Wu, 2000; Liang, Li, Yang, 

& Wang, 2015). Moreover, it has been shown that visual elements affect first impressions and these first 

impressions have in turn affect long-term attitudes (Lindgaard, Fernandes, Dudek, & Brown, 2006). Despite this 

important role, influence of visual properties on the preference of mobile applications have not been extensively 

studied so far with few exceptions (Ghose & Han, 2014; Pol, 2015; Wang & Li, 2017). 

 

When promoting mobile applications, it is difficult to create a competitive advantage in terms of pricegiven that 

most of the apps are free.Another important factor, perceived quality, is also difficult to assess in advance in 

mobile applications. Considering that even functionality is hard to assess as the mobile applications are 

developed using very similar technologies, thefocus is more on emotional, hedonic, and symbolic benefits to 

differentiate mobile apps. Consequently, the role of design and aesthetics in the preference of mobile 

applicationsis getting more significant. 

 

2.1. Aesthetics & Visual Elements in Consumer Behavior 

The design is concerned with how the elements of an object are formed and is closely related to the visual 

elements that also form aesthetic perceptions. The aesthetics is a subjective issue however studies in this field 

have led to particular factors that can define aesthetics on a global level: symmetry, color, form and texture 

(Veryzer, 1995). These are pondered in detail in Section 2.3.,however, before moving on to the visual elements, 

the underlying theoretical role of emotions on intentions and behavior, the missing link between design 

(aesthetics) and intentions is expressed.Within the relevant marketing literature that focuses on the effect of 

visual elements and design on consumer behavior, the Stimulus Response / Reaction and Pleasure Arousal 

Dominance (PAD) models emerge as the well-established approaches (Mehrabian & Russell, 1974).  

 

2.2. Stimulus Reaction and PAD Models 

A fundamental model of how people react to their environment is the Mehrabian-Russell Stimulus Reaction 

Model. One of the significant promises of this model is that emotions are seen as the main trigger of customer 

reactions to service environments (Mehrabian & Russell, 1974).  According to this model, there are many 

stimuli in the environment of an individual and these stimuli affect individual’s emotions and direct their 

behavior. In this model, environmental stimuli create emotions in the forms of pleasure, arousal and dominance 

in individuals. The final response of the individual to stimuli results in two basic behaviors, approach or 

avoidance(Donovan & Rossiter, 1982; Russell & Snodgrass, 1987).  

Developed by Mehrabian and Russell, the PAD model succeeds in capturing consumers' emotions in the store 

environment and is tested for validity in other areas of consumer behavior. This approach has been utilized in 

such areas as internet pages and electronic retailing (Menon & Kahn, 2002). The stimulation dimension included 

in the model expresses sensory stimulation amount and amount of excitement (Eroglu, Machleit, & Davis, 

2003). Complicated, unexpected, rapid stimuli arouse people and give rise to approach response (Sherman, 

Mathur, & Smith, 1997). However, the opposite is also observed in the literature (Menon & Kahn, 2002).  

Researchers have observed that large increases in the stimuli lead to negative behavior (Massara, Liu, & Melara, 

2010). The pleasure is defined as the degree of an individual feeling happy, good and satisfied in this model 

(Eroglu et al., 2003).   

 

It has been observed that the colors of the web pages, the graphics used and the visual items affect the users' 

pleasure levels (Koo & Ju, 2010). It has also been shown that web page aesthetics and the atmosphere affect the 

visitors’ pleasure levels in online commerce sites (Cai & Xu, 2011; Eroglu et al., 2003). Similarly, computer 

programs’ interface designs are found to affect the pleasure levels of users(Lavie & Tractinsky, 2004). 

 

It has been shown in the literature that positive mood of the consumers affect their purchase intentions 

(Donovan, Rossiter, Marcoolyn, & Nesdale, 1994; Menon & Kahn, 2002). The effect of arousal on purchase 

intention has led to contradictive outcomes however the relationship between pleasure and purchase intention is 
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consistently positive. In mobile applications context in this study, arousal and pleasure is expected to affect 

download intentions positively.  

 

2.3. Visual & Cognitive Features of an Icon  

Among the different approaches to visual elements, there is a common ground in factors defining aesthetics and 

visual elements in digital channels. The color, symmetry, simplicity, and harmony of an object have been 

associated with liking for centuries and are related to individual’s aesthetic perceptions. Symmetry and balance, 

simplicity / complexity and colorfulness are the most common visual elements that are studiedin relevant 

literature (Choi & Lee, 2012; Moshagen & Thielsch, 2010; Shu & Lin, 2014; Tuch, Bargas-Avila, & Opwis, 

2010). These factors have been proven to affect aesthetics perceptions of web-pages (Reinecke et al., 2013). 

There are also a limited number of studies on mobile apps that draw parallels to the aforementioned studies(Hou 

& Ho, 2013; Pol, 2015; Wooldridge & Schneider, 2010). 

 

Symmetry has been expressed since the early Greek philosophy as a concept that can be expressed with numbers 

and associated with beauty and liking (Tunali, 2011, p. 209). The fact that symmetry is admired by humans is 

related  to the fact that symmetry indicated lack of flaws in nature, animals and human alike(Tunali, 2011, p. 

216).  

 

Colorfulness and use of color in different ways is another significant factor that affects aesthetics and is related 

to visual quality of an object. The colorfulnessis accepted to affect individual’s emotions and evaluations 

(Papachristos, Tselios, & Avouris, 2005; Skorinko, Kemmer, Hebl, & Lane, 2006).Color’s effect on emotions 

was tested on samples with varying demographics and its’ effect on emotions and purchase intentions were 

confirmed in severalstudies (Hemphill, 1996; Joshi et al., 2011; Moshagen & Thielsch, 2010). The three 

properties that define color;tonality (hue), saturation (intensity) and value (lightness) were accepted to give rise 

to these effects. It was observed that that bright and saturated colors arouse consumers whereas muted and cool 

colors lead to lower arousal levels (Marberry & Zagon, 1995, p. 18).  

 

The complexity/simplicity of an object / environment on individual’s emotions was tested in various studies and 

it was seen that complexity increases arousal levels (Gilboa & Rafaeli, 2003; Nasar, 2000). This is related to 

cognitive processes and amount of effort required to analyze and evaluate complex things / environments. 

Opposite of complexity, the simplicity of an object / environment leads to a decrease in the arousal levels as 

minimal effort is needed to make sense of simple things (Gilboa & Rafaeli, 2003; Kaplan & Kaplan, 1983; 

Lavie & Tractinsky, 2004).The effects of visual complexity and symmetry (as an indicator of order) on 

consumer preferences have also been researched in digital settings. Users perceptions of web-pages, sign/icon 

complexities were among the relevant research areas that confirmed the effect of symmetry on user evaluations 

(Bauerly & Liu, 2006; Shu & Lin, 2014).   

 

In addition to the pure visual elements, cognitive features also play a role in consumers’ appraisal of icons and 

aesthetics perceptions. Cognitive elements are more subjective and contingent to the individual evaluating them. 

Certain visual properties can be calculated using algorithms(Bauerly & Liu, 2006; Wang & Li, 2017; Wu, Chen, 

Li, & Hu, 2011)but cognitive factors require human input.Cognitive elements relevant in this context are 

familiarity, concreteness, complexity, meaningfulness and semantic proximity(McDougall, Curry, & de Bruijn, 

1999). Familiarity shows how often the icon is encountered and recognized by the individual. Concreteness 

indicates whether the icon depicts real objects, things, personsor the abstractness level. Complexity refers to the 

presence of many objects, lines in an icon whereas simplicity indicates the lack of them, and this concept is 

accepted both as a cognitive and visual element.  Semantic proximity is an indicator of how meaningful the icon 

is, with regards to its context (McDougall et al., 1999; Ng & Chan, 2008).The relevant hypotheses developed 

form the discussions above are presented in Table 1 along with analysis results in a compact form due to space 

constraints. 

 

2.4. Perceived Quality & Purchase Intentions  

Perceived quality denotes consumers’ perception of the overall quality or superiority of a product / service with 

respect to its intended purpose, relative to similar competing products/alternatives(Zeithmal, 1988). Is has been 

seen that visual elements that users see during their search for applications are indicative of the quality and 

contents of the application and help in attitude development and attracting users interest (Choi & Lee, 2012; 

Forsythe, Sheehy, & Sawey, 2003; Liang et al., 2015). The visual properties and aesthetics of products such as 

complexity, colorfulness, locations on page have found to affect perceived quality, preference and loyalty in 

digital channels(Cyr, Head, & Ivanov, 2006; Pol, 2015; Taba, Keivanloo, Zou, Ng, & Ng, 2014; Wu et al., 

2011).The perceived quality in turn is expected to affect purchase intentions in this study. The majority of 
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mobile applications promoted in marketplaces are free to download and use. Consequently, purchase intention 

in the context of this study is accepted as download intentions. 

 

3. METHODOLOGY 

 

Google Play mobile application marketplace has been utilized in the study to obtain mobile app icons and it was 

accessed from an anonymous computer browser. Only free apps have been included in the study to remove the 

influence of pricing. Games category was selected as it is the largest and most popular application category in 

the marketplace. Among games, arcade games and puzzle games subcategories were selected to address 

different demographics. Three icons from each subcategory that are dissimilar to each other and can be 

distinguished on various dimensions were selected. Participants in the study separately evaluated three different 

icons presented to them. 

 

The scales that are used in developing the research form were obtained from (Koo & Ju, 2010; Ng & Chan, 

2008). Arousal and pleasure were measured by three items each. Familiarity, concreteness, simplicity, 

meaningfulness, color and symmetry were measured by one item constructs. 7-point Likert scale and 7 point 

semantic differential scales were utilized in the study. Due to the high number of relationships to be tested and 

the limited sample size, a methodology that can work with limited samples, namely the partial least squares 

structural equation modelling was preferred. 

 

The study was conducted targeting Generation-Y members who are acquainted with mobile devices and 

services. Only smartphone users were included in the study. Following a pilot study on 20 academicians and 

students, a similarity on the meaningfulness and semantic proximity items was found, thus, these two factors 

were combined under a single factor in the study. A total of 112 respondents participated in the study and 101 of 

the response forms were viable fur use in the analysis stage. When the sample is investigated, it has been seen 

that gender distribution is balanced (48% female / 52% male). Those between the ages of 18-21 constitute 32% 

of the sample, between 22-27 years 41%, and 28-36 years 27% of the total sample. The majority (65%) of the 

participants declared that they used a smartphone for at least 5 years.  

 
Figure 1:Research Model 

 

4. FINDINGS & DISCUSSIONS 

 

Before moving on to discussions, the results of the validity and reliability analysis are provided briefly in this 

section. Cronbach’s alfa (CA) ranged between 0.88 and 0.95 (>0.80); average variance extracted (AVE) ranged 

between 0.81-0.92 (>0.50) and composite reliability (CR) ranged between 0.92-0.97 (>0.70) for all the 

variables(Fornell ve Larcker, 1981).Convergent validity was evaluated using the outer loadings of the indicators 

and AVE. Each indicator’s loading on its own construct were greater than 0.50. Moreover, the inter-item 

correlations were lower than the square root of AVE, leading to the conclusion that discriminant validity 

conditions are satisfied. 

 

Given that  there are no universal good-of-fit criteria for PLS-SEM models, coefficients of determination (R
2
), 

significance of the path coefficients and predictive relevance (Q
2
) were used to evaluate the model as proposed 

in the relevant literature (Hair, Hult, Ringle, & Sarstedt, 2013).R
2
 of the download intentions, the main variable 

in the analysis to be predicted, is calculated as 0.494, indicating a medium level of predictive accuracy (Hair et 

al., 2013).Stone-Geisser's Q
2
 value (Geisser, 1974; Stone, 1974) was calculated using blindfolding procedure, a 

sample reuse technique that omits every nth data point of the indicators. Q
2
 valueof download intentions was 
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0.456, which is considerably larger than zero and suggests good predictive relevance for the model (Hair et al., 

2013; Henseler et al., 2009).Moreover, about 43% of the paths tested were significant, all of which indicate 

medium level of quality, goodness-of fit and predictive relevance. The direct effects and hypothesis testing as a 

result of the structural equation modelling is provided in Table-1.  

 
Table1:Direct Effects & Hypothesis Testing 

Hypotheses Path Coef. Std. Hata t- stat. H Supported? Sig. 

H1 SIMP ->AROU 0.0426 0.0606 0.703 No - 

H2 SYMT->AROU 0.2302 0.0585 3.9363 Yes <0.001 

H3 SIMP ->PLEA 0.0493 0.0693 0.7117 No - 

H4 SYMT->PLEA 0.2336 0.0571 4.0889 Yes <0.001 

H5 COLR->AROU 0.1237 0.0578 2.1407 Yes <0.05 

H6 COLR->PLEA 0.0134 0.0655 0.2049 No - 

H7 CONC ->AROU 0.0319 0.0632 0.5057 No - 

H8 MEAN->AROU 0.1943 0.0631 3.0777 Yes <0.01 

H9 FAML ->AROU 0.0904 0.0596 1.5152 No - 

H10 CONC ->PLEA 0.0281 0.0672 0.4189 No - 

H11 FAML ->PLEA 0.0678 0.0626 1.0828 No - 

H12 MEAN->PLEA 0.1446 0.0716 2.0194 Yes <0.05 

H13 SIMP->QUAL -0.0951 0.0671 1.4166 No - 

H15 COLR->QUAL 0.0922 0.0578 1.5955 No - 

H14 SYMT->QUAL 0.2473 0.0618 4.0011 Yes <0.001 

H16 CONC ->QUAL 0.0109 0.0608 0.1792 No - 

H17 FAML ->QUAL 0.101 0.0601 1.6805 No - 

H18 MEAN->QUAL 0.2111 0.0687 3.0747 Yes <0.01 

H19 AROU->DINT 0.0179 0.0647 0.2771 No - 

H20 PLEA ->DINT 0.1366 0.0674 2.0264 Yes <0.05 

H21 QUAL ->DINT 0.619 0.052 11.9045 Yes <0.001 

DINT: Download Intentions; AROU: Arousal; PLEA: Pleasure; QUAL: Quality; SIMP: Simplicity, MEAN: 

Meaningfulness, COLR: Colorfulness, SYMT: Symmetricity, CONC: Concreteness, FAML: Familiarity 

 

When the results of the analysis are considered, it can be seen that the proposed positive effect of pleasure on 

download intentions was confirmed. On the other hand, arousal hasn’t affected download intentions positively 

or negatively. The findings on the effect of pleasure on purchase intentions were consistentwith the relevant 

literature. However contradicting results were obtained on the effect of arousal on user intentions(Menon & 

Kahn, 2002; Sherman et al., 1997) in the literature, which is also the case in the present study.   

 

According to the results, the symmetricity and meaningfulness have positive effects on arousal, pleasure and 

perceived quality. Moreover, colorfulness has a positive effect on arousal. Bright colors and colorful images 

were found to affect arousal levels of consumers in the literature (Marberry & Zagon, 1995, p. 18), which was 

also confirmed in this study. Another finding is the significant effect of perceived quality on download 

intentions. Perceived quality of a product or service, whatever way that perception is originated, is expected to 

affect use intentions of that particular product / service. Perceived quality and pricing are among the primary 

criteria of choice in consumer decision making.  

 

As a result of the study, no significant effect of complexity was observed on perceived quality, pleasure or 

arousal levels. Similarly, the familiarity and concreteness of the icon did not have any significant effects on 

perceived quality or emotions (arousal and pleasure). A possible reason can be the dimensions of the icon. 

Compared to literature on physical environments, webpages and program interfaces, mobile app icons are 

considerably small. Consequently, they lack the power to create complexity in the users. Similarly, the degree of 

the perceived familiarity of the icon was deemed insignificant by the users in affecting use intentions. The alien 

environment that users encounterin a new physical location or a virtual one through a system interface or 

webpage may be a deterrent in using them. However, the small mobile app icon did not have the magnitude to 

create this perception.  

 

To uncover potential significant effectson download intentions, total effects that incorporate indirect effect of 

variables through other constructs were calculated and presented in Table 2.The visual and cognitive elements 
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that have significant effects on download intentions emerged as the symmetricity and meaningfulness factors. 

Both of these factors affected download intentions positively in this study. 

 
Table2:Total Effects on Download Intentions 

Relationship Total Effect(s) Std.Error t-stat. Sig. 

AROU ->DINT 0.0179 0.0647 0.2771 - 

SIMP->DINT -0.0514 0.0468 1.0968 - 

QUAL->DINT 0.619 0.052 11.9045 <0.001 

MEAN->DINT 0.1539 0.048 3.2079 <0.01 

PLEA ->DINT 0.1366 0.0674 2.0264 <0.05 

COLR->DINT 0.0611 0.0421 1.4518 - 

SYMT->DINT 0.1891 0.044 4.2974 <0.001 

CONC->DINT 0.0112 0.0431 0.2587 - 

FAMI->DINT 0.0734 0.0438 1.6759 - 

 

5. CONCLUSIONS 

 

The present study aims to be of value to mobile app developers, owners, marketing professionals and 

researchers of consumer behavior by clarifying the effect of various visual properties of mobile app icons on 

perceived quality and consumer behavior. The limited literature on visual properties’ effect on preference in the 

mobile application context is aimed to be enriched with this study carried out in a large developing country, 

Turkey. Currently there are no similar study carried out in Turkey on this important topic. 

 

According to the findings,symmetricity of an icon appeared as a significant factor effecting perceived quality, 

arousal and liking levels in addition to download intentions. Symmetry, which is linked to liking a perfection 

since the ancient ages is still a significant factor to be considered in designing visual elements of new services 

such as mobile apps.Another factor of notice is combined factor consisting of the meaningfulness and the 

semantic proximity of mobile app logo. When the users perceive the logo to be relevant to its category, their use 

intentions improve. Using irrelevant objects in the design may deter users from using the mobile app. When the 

info available to the user in selecting a product is limited, elements that can be related to the use case / category 

of the app helps in decreasing the perceived risk involved and makes it easier to choose. Designing the icon as 

symmetrical and using elements that will be perceived as meaningful in the mobile application’s context will 

lead to improved quality perceptions of a mobile application. The effect of symmetricity is superior to the effect 

of meaningfulness and also taking into account. Taking into account both factors effect on download intentions, 

they should be the primary areas of concern to visually improve mobile application icons.  

 

This study was carried out on gaming apps only and the results may not be representative of all mobile 

application categories. Further research on wider audiences and on different mobile application categories will 

help in generalization of the findings.  
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Abstract:  

M-banking is considered as an emerging technology-based service in which banks invest considerableamounts 

of money in order to provide better services and cut their operations costs. Thecurrent study is an attempt to 

investigate the factors that influence consumers’ intention to adopt m-banking by extending the framework of 

DecomposedTheory of Planned Behavior with the effects of perceived risk as anattitude’scomponentand as 

abehavioral intention’sdeterminant as well. To test the validity of the model, data was gathered from 

931consumers from Greeceand analyzed with partial least squares path methodology. Results indicate that 

attitude is the most important factor that positively affects m-banking adoption, followed by subjective norms 

and perceived behavioral control, while perceived risk negatively affects behavioral intentions. Compatibility, 

perceived usefulness and perceived easiness have a positive effect on attitude, while perceived riskhas a 

negative effect on attitude.The effect of internal influence on social norms’ formationis bigger than that of 

external influence, while self-efficacy and facilitating conditions equally contribute to the formation of 

perceived behavioral control. Finally, several implications of the findings are discussed and directions for 

further research are provided.  

Keywords: technology-based services adoption, m-banking, decomposed theory of planned behavior, perceived 

risk, consumer behavior 

 

1. INTRODUCTION 

M-banking (MB) is one of the recent technology-based financialservices (Shaikh and Karjaluoto, 2015), that has 

provided mobility in the consumption of banking services (e.g. Mishra andBisht, 2013; Oliveira et al., 2014). 

MB provides access to customers’ bank accounts through mobile devices in order to execute bank transactions 

such as balancing cheques, checking account statuses, transferring money etc. (Kim et al., 2009). Luo et al. 

(2010) definesMB as an innovative method for accessing banking services via a channel where the customer 

interacts with a bank using a mobile device (e.g. smartphone or tablet). Practitioners agree that mobile internet is 

a main growth opportunity for banks and financial services providers. Many banking institutions around the 

globe have made substantial investments in mobile applications in order to provide better services to their 

customers and become more efficient by decreasing their operating costs.The use of alternative channels for 

banking purposes (i.e. e-banking and m-banking) in Greece, although it is at its infant stages, has substantially 

increased, especially after the implementation of capital controls in July of 2016. Before the implementation of 

capital controls there were 2.6 million customers that were enabled to perform MB transactions, of which 

208,000 have performed oneMB transaction during the last 12 months and 130,000 were frequent users of MB 

services. Thetotal value of MB transactions was 130 million eurohttp://www.kathimerini.gr/751654/article/ 

texnologia/diadiktyo/megalh-anodos-twn-trapezikwn-synallagwn-mesw-mobile-kai-internet-banking).After the 

implementation of capital controls the number of transactions increased by 142% and the value of MB 

transactions isnow 359 million euro (http://www.startup.gr/article/6608-kata-82-aykshthhke-h-aksia-twn-

synallagwn-mesw-mobile-banking-sthn-ellada). Previous studies have shown that banks do not seem to benefit 

as much from MB in terms of significant cost savings as they benefited from the migration of face-to-face 

banking to internet banking (Laukkanen et al. 2007). Although banks might not have strong incentives to 

http://www.kathimerini.gr/751654/article/%20texnologia/diadiktyo/megalh-anodos-twn-trapezikwn-synallagwn-mesw-mobile-kai-internet-banking
http://www.kathimerini.gr/751654/article/%20texnologia/diadiktyo/megalh-anodos-twn-trapezikwn-synallagwn-mesw-mobile-kai-internet-banking
http://www.startup.gr/article/6608-kata-82-aykshthhke-h-aksia-twn-synallagwn-mesw-mobile-banking-sthn-ellada
http://www.startup.gr/article/6608-kata-82-aykshthhke-h-aksia-twn-synallagwn-mesw-mobile-banking-sthn-ellada
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advance MB services, scholars argue that the future development of MB is highly dependent on the consumer 

perspective (Mallat et al., 2004; Koenig‐ Lewis et al. 2010).There are many previous studies that deal with the 

identification of factors affecting customers’ intentions to adopt MB services. Most of them extend the TAM 

framework to consider, apart from innovation characteristics, the personal and social factors of the innovation 

adoption process (e.g. Akturan and Tezcan, 2012; Muñoz-Leiva et al., 2017). Other studies are based on 

Innovation Diffusion Theory (IDT) as a theoretical framework of the MB services’ adoption process (e.g. 

Brown et al., 2003; Mattila, 2003; Al-Jabri and Sohail, 2012). However, the current literature lacks a model that 

can integrate the main theories of innovation adoption (i.e. TAM and IDT) with several principles associated 

with the theories of perceived risk and social influence to predict customers’ intentions to adopt MB services.  

To fill this gap, the present paper proposes the Decomposed Theory of Planned Behavior (DTPB), originally 

proposed by Taylor and Todd (1995), as the conceptual frameworkthat integrates the main determiningvariables 

of user behavior that is related to the adoptionof MB. The model extends the Theory of Planned Behavior (TPB) 

(Ajzen, 1991) with the TAM (Davis, 1989) and the IDT (Rogers, 1995) to model potential users’ behavior in 

MB. 

The paper is structured as follows. The next section presents the previous literature on MB adoption and 

describes the model that explains the potential MB users’ adoption process. Then the methodology is explained, 

the results of the empirical study presented finally we conclude with discussion of the findings, managerial 

implications and suggestions for further research. 

2. LITERATURE REVIEW AND RESEARCH MODEL 

Several theories have been proposed regarding the drivers and inhibitors of adoption and use of new technology-

based services (Rao and Troshani, 2007), such as the Technology Acceptance Model (TAM) (Davis, 1989), the 

Theory of Planned Behavior (TPB) (Ajzen, 1991), the Innovation Diffusion Theory (IDT) (Rogers, 1995), the 

Decomposed Theory of Planned Behavior (DTPB) (Taylor and Todd, 1995; Tan and Teo, 2000), and the 

Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003). Previous studies, 

concerning the adoption of m-banking, as reviewed by Shaikh et al. (2015) reveal that the majority of studies 

use TAM as their theoretical framework. However, TAM excludes external variables, and therefore has limited 

use in explaining users’ attitudes and behavioral intentions toward mobile services adoption (Venkatesh and 

Davis, 2000). As aresult, many m-banking adoption studies that have used TAM as their theoretical framework, 

extend or supplement the original TAM by including additional constructs, such as relative advantage and 

personal innovativeness (Chitungo and Munongo, 2013), perceived risk, compatibility with lifestyle and needs 

(Hanafizadeh et al., 2014), and perceived security (Hsu et al., 2011). Innovation diffusion theory, as developed 

by Rogers (1995), is the second most widely used model (e.g. Al-Jabri and Sohail, 2012; Shambare, 2013). 

According tothis theory, the adoption rate of a new technology depends on five innovation 

characteristics:relative advantage, compatibility, complexity, observability, and trialability. Although 

IDTacknowledges a behavioral process, movement from awareness to acceptance, it does notexplain how 

attitudes form and ultimately lead to acceptance or rejection, nor how innovationattributes fit the process 

(Bhattacherjee, 2000). 

While most previous studies use different combinations of basic theoretical models to explain customer’s 

intention to adopt MB services, there are just a few studies focusing on the factors that influence the acceptance 

of mobile apps from a holistic approach that integrates several principles associated with the theory of risk (e.g. 

Liébana-Cabanillas et al., 2014a, 2014b) or social influences or subjective norms (Bashir andMadhavaiah, 2015; 

Slade et al., 2015; Aboelmaged and Gebba, 2013). A conceptual model that integrates the main determining 

variables of user behavior related to the adoption of an innovative technology in MB is DTPB.The research 

framework for this study is adapted from Taylor and Todd (1995) and Tan and Teo (2000) and is based on the 

theory of planned behavior (TPB) (Ajzen 1991) and the innovations diffusion theory (IDT) (Rogers, 1995). 

Specifically, the DTPB model, first introduced by Taylor and Todd (1995), was used because it has better 

predictive power than the TAM or traditional TPB models. The DTPB model uses constructs from the 

innovation literature (e.g., relative advantage, compatibility) to model customers’ attitude (ATT) towards an 

innovation. It also explores subjective norms (SN) (e.g. social influence) and perceived behavioral control 

(PBC)by decomposing them into more specific dimensions. It provides a comprehensive way to understand how 
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an individual’s attitude, subjective norms and perceived behavioral control can influence his or her intention to 

use m-banking services (ITU).To understand the relationship between belief structures and antecedents of ITU, 

several studies have examined approaches to decomposing attitudinal beliefs (e.g. Taylor and Todd, 1995; 

Karahanna et al., 1999). According to Taylor and Todd (1995), in the DTPB model, attitudinal, normative and 

control beliefs are decomposed into multidimensional belief constructs.  

The DTPB model specifies that, based on the IDTtheory, the attitudinal belief has three innovation 

characteristics that positively influence behavioral intentions, relative advantage, complexity and compatibility. 

M-banking is a new form of banking that can be considered a technology-based service innovation. ATT is 

defined as an individual’s positive or negative feelings (evaluative affect) about performing a target behavior. 

According to Taylor and Todd (1995) and Tan and Teo (2000) three elements from the Innovation Diffusion 

Theory (i.e. relative advantage, complexity and compatibility) and perceived risk are the main determinants of 

customers’ attitudinal beliefs. Relative advantage refers to the degree to which an innovation provides benefits 

that supersede those of its precursor and may incorporate factors such as economic benefits, image 

enhancement, convenience and satisfaction (Lee and Lin, 2005). The relative advantage is often considered to 

be the ‘‘perceived usefulness - PU’’ in TAM (Davis, 1989). The complexity construct is extremely similar 

(although in an opposite direction) to the ‘‘perceived ease of use - PEOU’’ concept in TAM (Davis, 1989) and 

expresses the perceived difficulty of using a mobile app. Compatibility (COMP) is the degree to which the 

innovation fits with the potential adopter’s existing values, previous experiences and current needs (Rogers, 

1995). Verhoef and Langerak(2001) indicate that consumers who consider m-banking to be compatible with 

their values, needs and lifestyle, express high willingness to shop online.Lastly, perceived risk (RSK) is defined 

as “a customer’s perception of the uncertainty and adverse consequences of conducting transactions witha 

vendor” (Gupta and Kim, 2010, p. 19). RSK constitutes a multi-dimensional formatively measured construct 

built from several different factors explaining the overall risk associated with the adoption of a certain 

innovation, purchase or service (Featherman and Pavlou, 2003; Aldás-Manzanoet al., 2011). Chen (2013) 

identifiesfive basic perceived risk components: Financial risk (FIR), expressing potential loss because of 

deficiencies in the operating systems or misappropriation of funds through illegal external access, Functional 

risk (FUR), expressing potential lack of system’s good performance and failure to meet customers’ expectations 

from MB, Time risk (TR), expressing potential loss of time associated with learning and using the service, 

Psychological risk (PSR), expressing potential loss of self-esteem from the frustration of not achieving the 

transaction objectivesand privacy risk (PR) expressing potential loss of control over personal information. 

Various studies have revealed that RSK negatively influences attitude (e.g. Tan and Teo, 2000; Chen, 2013) 

and, therefore, intention to adopt a MB services (e.g. Chen, 2013; Muñoz-Leiva et al., 2017) and remote or 

mobile payment systems (Liébana-Cabanillas et al., 2014a; Liébana-Cabanillas et al., 2017; Slade et al., 2015). 

Accordingly, in the context of m-banking, this study proposes decomposing attitude into three components that 

positively affect ATT: PU, PEOU, and COMP and one component that negatively affects attitude: RSK. RSK is 

also considered a direct determinant of ITU, since many studies argue that risk is a salient characteristic of the 

innovation adoption process (Rogers, 2010).Previous studies use personal influence (normative influence) and 

external environmental influence (informational influence) as determinants of SN (Taylor and Todd, 1995; 

Bhattacherjee, 2000). For example, Bhattacherjee (2000)views subjective norms (SN), as having two influences: 

interpersonal influence (IINF) and external influence (EINF). IINF indicates word-of-mouth influence by 

friends, colleagues, and superiors, while EINF indicates mass media reports, expert opinions, and other non-

personal information considered by individuals when performing a behavior. In the context of B2C e-commerce, 

individual intentions regarding service acceptance for MB are shaped not only by IINF (from friends, family, 

and colleagues/peers), but also by the opinions of industry experts, as disseminated by the popular press 

(Bhattacherjee, 2000; Lin, 2007). Accordingly, in the MB acceptance context, measures of SN should consider 

both IINF as well as EINF.Taylor and Todd (1995) extend TPB using the decomposition of PBC, referring to 

the factors that may impede the performance of behavior, into two dimensions: self-efficacy (SEF) and 

facilitating conditions (FCOND). The first dimension, SEF, is defined as an individual’s judgment of 

capabilities to use IT. In the context of MB, SEF refers to consumer self-assessment of his/her capabilities to 

conduct MB transactions. Meanwhile, the second dimension is FCOND, which reflects the availability of 

resources needed to perform particular behaviors including three important resources: appropriate mobile 
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equipment, time, and money. Accordingly, this study focused on assessing the SEF and FCOND for MB as 

determinants of PBC. 

3. RESEARCH METHODOLOGY  

The proposed model was tested with data collected during the first quarter of 2016, using a convenient sample 

of 931 customers tat have at least one banking account in Greece. Using the mall-intercept methodology, 

potential respondents were asked to complete a self-administered questionnaire. To enhance the study’s 

reliability and the sample’s representativeness, respondents were personally contacted by trained senior students 

in different areas of the Attica region. This was done to reach much of the heterogeneous population; avoid 

location-based bias, and ensure a wide spread of potential respondents. The scales used to operationalize the 

concepts of the proposed model were adopted from different sources to suit the study. The scales used to 

measure PU, PEOU, COMP, ATT and ITU scales were adopted from the study of Tan and Teo (2000).  The 

scales proposed by Lin (2007) were used to measure SN, EINF, IINF, PBC, SEF, and FCOND. Finally the 

scales of the five risk components were retrieved from the studiesof Chen (2013) and Yang et al. (2015). All 

items were measured on a seven-point Likert scale ranging from 1 “strongly disagree” to 7 “strongly agree”. 

The method of PLS-PM, an implementation of structural equation modeling (SEM) with Smart PLS 2.0 M3 

(Ringle et al., 2005), was preferred over covariance-based SEM, to examine our model and testthe proposed 

hypotheses. The reason is that statistical identification with formative models isdifficult for covariance-based 

SEM methodologies, whereas PLS permits thesimultaneous testing of hypotheses while enabling the use of both 

reflective andformative constructs (Hair et al., 2011). 

 

4. EMPIRICAL RESULTS 

The majority of participants were female (53%). Regarding age, 32% of respondents were in the 18-24 age-

group; 39% in the 25-34 age-group; 18% in the 35-44 age-group; and 11% were older than 45. In terms of 

educational level, 64% of respondents haveat least a university degree; 5% have a college degree; and 16% have 

secondary school education. 

 

3.1   Measurement model assessment 

The test of the measurement model involves, firstly, the estimation of reliability; convergent validity, and 

discriminant validity of the study’s first-order constructs, which indicate the strength of measures used to test 

the proposed model (Hair et al., 2011). The reliability of all constructs was examined using the Cronbach’s 

Alpha (CA) and Composite Reliability (CR) measures. Hair et al. (2011) suggest that a value of 0.70 provide 

adequate evidence for internal consistency. As shown in Table 1, CA and CR values of all measures included in 

the study exceed 0.79 and 0.87 respectively suggesting that all measures were good indicators of their respective 

components.The average variance extracted (AVE), which indicates the amount of variance that is captured by 

the construct in relation to the variance due to measurement error, was used to assess convergent validity. As 

depicted in Table 1, AVE values for all constructs exceed 0.65, which is higher than the recommended cut-off 

value of 0.50 (Hair et al., 2011), suggesting satisfactory convergent validity. Discriminant validity was assessed 

by comparing the square root of AVE extracted from each construct with the correlations among constructs. The 

findings provide strong evidence of discriminant validity among all first order constructs. As seen in Table 2, 

the square roots of AVE for all first-order constructs are higher than their shared variances (Hair et al., 

2011).The RSK construct is modelled as a formative second-order construct. The measurement quality of the 

formative second-order factors was tested following the suggestions by Diamantopoulos and Winklhofer (2001). 

First, the correlations among the five first-order constructs of RSK were examined. As shown in Table 1, the 

absolute correlation among the two first-order trust related dimensions is 0.55. This correlation indicates that 

RSK is better represented as a formative rather than a reflective second-order construct since the latter usually 

exhibit extremely high correlations (≥ 0.8) among their first-order factors (Pavlou and El Sawy, 2006). All first-

order RSK-related components were found to have significant path coefficients in forming customer perception 

about risk. Results suggest (see Fig. 1) that among the factors forming RSK perception, PSR (β = 0.35; p < 
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0.001) is the most important followed by PR (β = 0.24; p < 0.001), FUR (β = 0.23; p < 0.001), FIR (β = 0.22; p 

< 0.001) and TR (β = 0.19; p < 0.001). Finally, the variance inflation factors (VIF) were computed for these 

first-order RSK dimensions to assess multicollinearity. All VIF values were found to be less than 10 suggesting 

that multicollinearity is not a concern for the RSK construct (Diamantopoulos and Winklhofer, 2001). 

Table 1:First-order constructs’ reliability and convergent validity assessment 

Construct No. of items Loadings CR AVE CA 
EINF 3 0.87-0.93 0.93 0.81 0.89 
IINF 3 0.91-0.94 0.95 0.87 0.93 
SN 3 0.85-0.89 0.92 0.79 0.83 
SEF 3 0.90-0.93 0.91 0.77 0.90 
FCON 3 0.81-0.87 0.94 0.84 0.79 
PBC 3 0.80-0.89 0.94 0.84 0.82 
TR 3 0.85-0.96 0.93 0.82 0.87 
PSR 3 0.83-0.91 0.94 0.83 0.85 
FIR 3 0.91-0.93 0.87 0.69 0.91 
FUR 3 0.89-0.93 0.89 0.74 0.90 
PR 3 0.89-0.91 0.90 0.75 0.89 
PEOU 4 0.73-0.88 0.97 0.88 0.82 
PU 4 0.79-0.86 0.94 0.79 0.84 
COMP 4 0.84-0.88 0.92 0.74 0.88 
ATT 4 0.87-0.91 0.88 0.65 0.91 
ITU 4 0.93-0.94 0.90 0.68 0.96 

Notes: Composite Reliability (CR);Average Variance Extracted (AVE); Cronbach’s alpha (CA) 

Table 2:First-order constructs’discriminant validity assessment 

 
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 

1. EINF 0.90 
               

2. IINF 0.46 0.93 
              

3. SN 0.60 0.70 0.87 
             

4. SEF 0.20 0.25 0.34 0.91 
            

5. FCON 0.20 0.20 0.30 0.53 0.83 
           

6. PBC 0.21 0.24 0.34 0.70 0.70 0.86 
          

7. TR -0.10 -0.16 -0.21 -0.23 -0.13 -0.23 0.89 
         

8. PSR -0.24 -0.31 -0.42 -0.37 -0.25 -0.37 0.56 0.87 
        

9. FIR -0.21 -0.28 -0.35 -0.24 -0.15 -0.25 0.44 0.58 0.92 
       

10. FUR -0.18 -0.24 -0.30 -0.26 -0.15 -0.23 0.49 0.59 0.68 0.92 
      

11. PR -0.18 -0.24 -0.32 -0.26 -0.16 -0.23 0.36 0.53 0.66 0.56 0.91 
     

12. PEOU 0.22 0.26 0.38 0.50 0.36 0.46 -0.22 -0.39 -0.27 -0.26 -0.26 0.81 
    

13. PU 0.29 0.33 0.47 0.26 0.24 0.28 -0.23 -0.42 -0.34 -0.33 -0.34 0.44 0.83 
   

14. COMP 0.29 0.36 0.48 0.36 0.27 0.33 -0.25 -0.49 -0.36 -0.36 -0.39 0.51 0.60 0.86 
  

15. ATT 0.33 0.41 0.56 0.37 0.31 0.40 -0.28 -0.49 -0.38 -0.40 -0.35 0.49 0.60 0.63 0.89 
 

16. ITU 0.31 0.38 0.53 0.38 0.33 0.43 -0.32 -0.53 -0.42 -0.40 -0.42 0.43 0.55 0.56 0.68 0.94 

Notes: Diagonal elements are the square root of AVE; Mean Value (MV); Std Deviation (SD) 

 

 

3.2   Structural model assessment   

The PLS-PM method was also used to confirm the hypothesized relationships between constructs in the 

proposed model. The significance of the paths included into the proposed model was tested using a bootstrap 

resample procedure (Hair et al., 2011). In assessing the PLS model, the squared multiple correlations (R
2
) for 

each endogenous latent variable were initially examined and the significance of the structural paths was 

evaluated. The proposed relationships are considered to be supported if the corresponding path coefficients have 

the proposed sign and are significant. After performing the PLS analysis, the structural model obtained is 

illustrated in Figure 1.  
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Figure 1: Structural Model 

Fig. 1 shows thatall three dimensions of the TPB model positively affect ITU, with ATT being the most 

important adoption determinant, while RSKnegatively affects ITU. Moreover, the paths from COMP, PU, and 

PEOU to ATT are significant, meaning that both the innovation and personal characteristics positively affect 

ATT about MB services. On the other hand, RSK, as expected, negatively affects ATT. Among SN 

determinants IINF was the most important followed by EINF. Finally, both SEF and FCOND equally contribute 

in the formation of PBC.  

The proposed model explains 55% of the variance in ITU; 51% of variance in ATT; 59% of variance in SN, and 

64% of variance in PBC. 

 

4. DISCUSSION AND CONCLUSIONS 

Innovation adoptionis one of the most analyzed fields in the literature. There are several theoretical frameworks 

that are increasingly applied todetermine the significant factors affecting the acceptance of aspecific technology. 

The objective of the current study was the implementation of DTPB to predict customers’ intentions to adopt 

MB services in Greece. The study confirmed the appropriateness of DTPB as a theoretical framework of the MB 

adoption process in Greece. The findings reveal that customers’ attitude about MB was the most important 

driver of customers’ intentions to use m-banking followed by RSK, SN and PBC. Among the determinants of 

ATT, COMP and PU are the most important innovation characteristics, while RSK acts as a barrier in the MB 

adoption process. Among the social influence determinants, positive word-of-mount and MB 

services’communication facilitates innovation adoption through the social mechanisms of the consumers’ 

decision-making process. Finally, although PBC is the least important factor in the adoption process of MB, 

customers’ self-efficacy in using mobile apps and the availability of appropriate devices are still evidently 

necessary. Therefore, an advantageous system that is aligned with customers’ banking needs will have a more 

positive effect on MBacceptance by Greek customers. In addition to thesecritical factors that need special 

consideration, positivefeedback from peers, friends and impact of advertisementswould improve customers’ 

tendency to use MB. 
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Abstract  

 

The Cloud Computing is a technology that will totally dominate in the future. Companies such as Google, 

Microsoft, Amazon and others have invested heavily in new technological structure while increasingly focus 

their services to take advantage of the revolutionary Cloud Computing capabilities. There are many ways of 

how cloud computing is changing the business and hence the digital economy. Consumers also have preceded 

the business to use services based on the logic of the cloud, which allows better cooperation with blogs, wikis 

and social networks (Facebook, Twitter). Flexibility is the ability of an enterprise to change in order to react 

better and faster to the needs in order to provide updated and secure services to its consumers. 

The purpose of this paper is to study the impact of cloud computing services in E-Business during the economic 

recession of Greek market. Through this research there is an effort to make an approach in order to determine if  

it is cloud computing widely used in enterprises and how many of the companies in the field of IT and non  have 

adopted it. The tool for recording and evaluating of the impact between the Cloud Computing Services and E-

Business was a closed-ended questionnaire. In particular, companies were asked to reply to a targeted 

questionnaire, with questions like, whether cloud computing is functional, easy to use, and economical of course 

whether they find it a safe tool for storing their business data. The research was conducted in 2016 during 

economic recession and the sample involved was Greek companies. The information was collected by the use of 

social media. To extract useful results we have made statistical analysis of collected data, which held at the 

middle of Economical year of 2016. We have also implemented appropriate Machine Learning techniques 

through the use of classification algorithms, clustering and correlation analysis in order to produce inference 

rules. For the implementation of the Machine Learning techniques we have used the open source software 

Machine Learning and Data Mining Code R.  

Finally we came to the fact that businesses are adopting cloud computing services as backbone of their business 

strategy they have great potential in this way to sustainable development in the cloud era. 

 

Keywords: Cloud Computing Services, E-Business, Social Networks, R, Economic Crisis 
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1. INTRODUCTION 

The cloud computing services are considered a new and not fully established trend in IT. But there is no doubt 

the advantages it can offer to businesses and organizations and can give a great boost to the development of 

small and medium-sized enterprises. 

 

There will be many ways in which Cloud Computing will change business and the economy and most are 

difficult to predict, but an image is already emerging. Consumers have preceded businesses in using Cloud-

based services, which allows better collaboration, such as blogs, wikis and social networks (Facebook, Twitter). 

The first generation of people who have grown up using all of these tools now enters into the workforce. 

 

1.1. Literature Review  

Although in modern times concepts such as cloud or cloud computing are quite familiar to people involved in IT 

in their business, there are several factors that need to be taken into account in order cloud computing to 

contribute significantly to the development of each enterprise. The factors that must be taken into account by IT 

managers for cloud computing to benefit the business are the following: 

 

 Determination of the goals that business can be able to achieve and the reasons for this purpose 

Ensuring the smooth operation of the company's technology resources and the use of modern and 

optimized services contribute effectively to the success of a business. 

 Clarifying the objectives and motivation of the enterprise as well as the objectives of the IT 

section 

Switching to a cloud computing model can be hacked by the IT department as a result of pressure to 

diminish costs and spare resources. 

 Careful planning and preparation for possible failure 

It may seem obvious, but business executives must of course have a careful planning and have to study 

how the cloud method chosen will be embedded in IT, how it will be managed and by whom, and how 

it will be monitored. 

 Reducing complexity is just as important as reducing costs 

Compared to the management of information systems only internally, cloud computing may not always 

be a more economical option. The additional cost of access to cloud computing and the cost of re-

training the staff that may be needed may prove to be unprofitable for a business. 

 Calculation of risks 

Businesses should investigate how their data will be protected and securely maintained in the cloud. 

 Choosing the right partner 

Collaboration with vendors specializing in the provision of cloud services is essential to ensure that 

they meet the requirements of each business. 

 The supplier's service contract is appropriate for the business 

The company should check that the supplier has the experience and the ability to act promptly and 

quickly if an application important to the operation of the business is not temporarily accessible so that 

it can be reopened as soon as possible. 

 

1.2. Research in Greek Companies 

Having clarified the concept of cloud computing, we will attempt through this research to make an approach to 

the widespread use of cloud computing in business as well as its application to them. More specifically, 

businesses have been asked to answer questions such as whether cloud computing is functional, easy to use, 

cost-effective, and of course, whether they are safe to store their business data. 

 

The survey was conducted over a six months period (September - December) in Greece in 2016 in a period of 

intense economic crisis, and the population we addressed was Greek companies. The number of businesses 

tending to respond was 250 and of those responded 100 Greek companies (40%). 

 

The type of this research is ranked in qualitative terms, and this derives from the fact that the answers are not 

based on numerical data but are defined and shaped each time based on the data of the particular business. This 

research is subjective and basically relies on the researcher. 
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Finally, by doing the research, the limitations we encountered were that we had a fairly small sample and that 

there was a non-response to several of the questions because of the specificity of the subject. 

 

2. METHODOLOGY 

In this research paper we use a quantitative research methodology. The process of a quantitative research 

follows two distinct phases. Firstly, the phase of the design that we mention the objectives of the research and 

the assumptions may be considered. In the implementation phase is involved in the collection of data, analysis, 

and the interpretation of results. According to the existing research and the issue of usability we use the 

questionnaire as a research tool for measuring the impact of cloud computing Services in E-Business. In this 

paper a online questionnaire has been completed by professionals through social networks. The purpose of the 

survey is to assess the impact of Cloud Computing Services in Greek Companies. 

 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining tasks. 

Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge which 

can be used to classify data into predefined classes, described by a set of attributes. The extracted knowledge 

can be represented using various schemas. Decision trees, "if-then" rules and neural networks are the most 

popular such schemas.  

 

A lot of algorithms have been proposed in the literature for extracting classification rules from large relational 

databases, such as symbolic learning algorithms including decision trees algorithms (e.g. C4.5) and rule based 

algorithms (e.g. CN2), connectionist learning algorithms (e.g. back{propagation networks), instance-based 

algorithms (e.g. PEBLS) and hybrid algorithms. Association rules can be used to represent frequent patterns in 

data, in the form of dependencies among concepts attributes. In this paper, we consider the special case, that is 

known as the market basket problem, where concepts-attributes represent products and the initial database is a 

set of customer purchases (transactions). 

 

3. RESULTS 

Classification methods aim to identify the classes from some descriptive traits. They find utility in a wide range 

of human activities and particularly in automated decision making. Decision trees are a very effective method of 

supervised learning. It aims is the partition of a dataset into groups as homogeneous as possible in terms of the 

variable to be predicted. It takes as input a set of classified data, and outputs a tree that resembles to an 

orientation diagram where each end node (leaf) is a decision (a class) and each non- final node (internal) 

represents a test. Each leaf represents the decision of belonging to a class of data verifying all tests path from the 

root to the leaf. The tree is simpler, and technically it seems easy to use. In fact, it is more interesting to get a 

tree that is adapted to the probabilities of variables to be tested. Mostly balanced tree will be a good result. If a 

sub-tree can only lead to a unique solution, then all sub-tree can be reduced to the simple conclusion, this 

simplifies the process and does not change the final result. Ross Quinlan worked on this kind of decision trees. 

 

Decision trees are built in "ctree (Conditional Inference Trees)" by using a set of training data or data sets. At 

each node of the tree, "ctee" chooses one attribute of the data that most effectively splits its set of samples into 

subsets enriched in one class or the other. Its criterion is the normalized information gain (difference in entropy) 

that results from choosing an attribute for splitting the data. The attribute with the highest normalized 

information gain is chosen to make the decision. During the construction of the decision tree, it is possible to 

manage data for which some attributes have an unknown value by evaluating the gain or the gain ratio for such 

an attribute considering only the records for which this attribute is defined. Using a decision tree, it is possible to 

classify the records that have unknown values by estimating the probabilities of different outcomes. Ctree builds 

decision trees from a set of training data in the same way as ID3 or C4.5, using the concept of information 

entropy.  

The training data is a set  of already classified samples. Each sample  consists of a p-

dimensional vector , where the  represent attribute values or features of the sample, 

as well as the class in which  falls. At each node of the tree, "ctree" chooses the attribute of the data that most 

effectively splits its set of samples into subsets enriched in one class or the other. The splitting criterion is the 

https://en.wikipedia.org/wiki/ID3_algorithm
https://en.wikipedia.org/wiki/Entropy_(information_theory)
https://en.wikipedia.org/wiki/Entropy_(information_theory)
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normalized information gain (difference in entropy). The attribute with the highest normalized information gain 

is chosen to make the decision.  

The "ctree" algorithm then recurs on the smaller sublists. In order to specify the best result, it was necessary to 

fit the data to the model in a proper way. This task was carried away by changing and testing the controls of 

"ctree". 

The parameters in the control function that were altered are: 

 mincriterion: The value of the test statistic (for testtype == "Teststatistic"), or 1 - p-value (for other 

values of testtype) that must be exceeded in order to implement a split. 

 minsplit: The minimum sum of weights in a node in order to be considered for splitting. 

 mtry: The number of input variables randomly sampled as candidates at each node for random forest 

like algorithms. 

 maxdepth: The maximum depth of the 

tree.  

Tree Parameters 

 Depended variable: “Business Type” 

 Independed variables: "How satisfied are you 

from the cloud"   ,"Employees", "Why do you 

use the cloud.", "Years Active" 

 ‘mincriterion’ value: 0.01 

 ‘minsplit’ value: 20L 

 ‘mtry’ value: Inf (Infinite) 

 ‘maxdepht’ value: Inf (Infinite) 

 

 

3.1. Mining Association Rules 

Association Rule Mining is a common technique used to find associations between many variables. In Data 

Mining, Apriori is a classic algorithm for learning association rules. Apriori is designed to operate on databases 

containing transactions (for example data collected from surveys in this case). As is common in association rule 

mining, given a set of item sets, the algorithm attempts to find subsets which are common to at least a minimum 

number C of the itemsets.  

 

Apriori uses a "bottom up" approach, where frequent subsets are extended one item at a time, and groups of 

candidates are tested against the data. The algorithm terminates when no further successful extensions are found. 

Apriori uses breadth-first search and a tree structure to count candidate item sets efficiently. It generates 

candidate item sets of length k from item sets of length k − 1. Then it prunes the candidates which have an 

infrequent sub pattern. According to the downward closure lemma, the candidate set contains all frequent k-

length item sets. After that, it scans the transaction database to determine frequent item sets among the 

candidates. 

 

 Association rules present association or correlation between item sets. An association rule has the 

form of A B, where A and B are two disjoint item sets. 

  

 The Goal: studies whether the occurrence of one feature is related to the occurrence of others. 

 Three most widely used measures for selecting interesting rules are:  

 Support is the percentage of cases in the data that contains both A and B,  

 Confidence is the percentage of cases containing A that also contain B, and  

 Lift is the ratio of confidence to the percentage of cases containing B. 

3.2. Apriori rules visualization  

Figure 16 

https://en.wikipedia.org/wiki/Information_gain
https://en.wikipedia.org/wiki/Entropy_(information_theory)
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 Scatterplot 

This visualization method draws a two 

dimensional scatterplot with different 

measures of interestingness (parameter 

"measure") on the axes and a third measure 

(parameter "shading") is represented by the 

color of the points. There is a special value 

for shading called "order" which produces a 

two-key plot where the color of the points 

represents the length (order) of the rule.  

 Matrix3D 

Arranges the association rules as a matrix with the item sets 

in the antecedents on one axis, and the item sets in the 

consequent on the other. The interest measure is either 

visualized by a color (darker means a higher value for the 

measure) or as the height of a bar (method "matrix3D"). 

Specifically of our use, the parameters that were altered are: 

 measure = "lift" 

 control = list(reorder = TRUE)  

 

 Grouped Matrix plot 

Antecedents (columns) in the matrix are grouped using 

clustering. Groups are represented as balloons in the matrix. 

 

 

 

 G

raph 

Represe

nts the rules (or itemsets) as a graph. Specifically of our 

use, the parameters that were altered are:  

 control=list(type="items) 

 

 

 

 

Figure 17 

Figure 18 

Figure 19 

Figure 20 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

304 
 

 P

aracoor

d 

Parallel 

coordina

te charts 

are a 

visualiz

ation 

that 

consists 

of N am

ount of 

vertical 

axes, 

each 

represen

ting a unique data set of 82 

rules, with lines 

drawn across the axes. The 

lines show the relationship between the axes, much like scatter plots, and the patterns that the lines form 

indicates the relationship. We can also gather details about the relationships between the axes when you see the 

clustering of lines. Let’s take a look at this using the chart below as an example. Specifically of our use, the 

parameters that were altered are: 

 control=list(reorder=TRUE) 

Apriori rules 

For the top 68 rules that were extracted from the apriori the following parameters were altered: 

 support: A numeric value for the minimal support of an item set 

 confidence: A numeric value for the minimal confidence of rules/association hyperedges 

Specifically of our use: Support: 40%, Confidence: 90% 

Here are the top 7 extracted rules 

                                        Lhs                                                                                                                                                                                                rhs                                    support  /  confidence   

1  {Knowledge.about.using.Cloud.Computing=Yes, 
    Do.you.think.it.is.business.safe.=Yes,                                                                                                                                                                                     

    How.to.you.know.about.cloud.computing.=Internet}                                               => {Is.it.easy.to.use.=Yes} 

 
 

0.31 / 0.9687500 

2  {Knowledge.about.using.Cloud.Computing=Yes, 
    Would.you.save.your.business.data.on.the.cloud.even.if.you.are.not.using.it.right.now.=Yes, 
    How.to.you.know.about.cloud.computing.=Internet, 

    Has.cloud.computing.evolved.as.time.passes.=Yes}                                               => {Is.it.easy.to.use.=Yes} 

 
 

 
0.32 / 0.9411765  

3  {Do.you.think.it.is.business.safe.=Yes, 
    How.to.you.know.about.cloud.computing.=Internet, 

    Has.cloud.computing.evolved.as.time.passes.=Yes}                                               => {Is.it.easy.to.use.=Yes} 

 
 

0.31 / 0.9393939 

4  {Knowledge.about.using.Cloud.Computing=Yes, 
    Would.you.save.your.business.data.on.the.cloud.even.if.you.are.not.using.it.right.now.=Yes, 

How.to.you.know.about.cloud.computing.=Internet}                                               => {Is.it.easy.to.use.=Yes} 

 
 

0.36 / 0.9230769 

5  {Would.you.save.your.business.data.on.the.cloud.even.if.you.are.not.using.it.right.now.=Yes, 
    Is.it.more.affortable.than.other.data.saving.services.=Yes, 
    Is.it.mandatory.for.businesses.to.use.these.kind.of.services.=Yes, 

    How.to.you.know.about.cloud.computing.=Internet}                                               => {Do.you.think.it.is.business.safe.=Yes} 

 
 

 
0.32 / 1.0000000 

6  {Would.you.save.your.business.data.on.the.cloud.even.if.you.are.not.using.it.right.now.=Yes, 
    Is.it.more.affortable.than.other.data.saving.services.=Yes, 
    How.to.you.know.about.cloud.computing.=Internet, 

    Is.it.easy.to.use.=Yes}                                                                        => {Do.you.think.it.is.business.safe.=Yes} 

 
 
 

0.33 / 0.9705882 

7  {Is.it.more.affortable.than.other.data.saving.services.=Yes, 
    Is.it.mandatory.for.businesses.to.use.these.kind.of.services.=Yes, 

    How.to.you.know.about.cloud.computing.=Internet}                                               => {Do.you.think.it.is.business.safe.=Yes} 

 
 

0.32 /  0.9696970 

Table 3 

Figure 21 
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4. CONCLUSION 

To conclude, cloud computing is like working on a large-scale network with computers. Its main characteristic 

is that it is depended on various remote servers which they do the work of hosting space that it is used to save 

data from all over the world. Every day more and more businesses take advantage of cloud computing in order 

to lower their cost and boost their productivity at the same time. Furthermore, as cloud computing is becoming 

more mobile by the day, business individuals use it to reach goals that effect at the same time both business and 

personal matters.    

Most respondents were quite satisfied, and most of the sample was very satisfied. As far as the most familiar 

cloud systems are concerned, the icloud, Dropbox and Google Drive are known. At the same time, it is worth 

mentioning that the majority of respondents believe that cloud computing is a safe choice of data storage for the 

business, while most of the respondents have said that they think that this way of saving is cheaper. 

 

Additionally, an important finding is that more than ¾ of the sample responded that they felt it was necessary 

for a company to use cloud computing services, and the most important reasons for its use by businessmen are 

data security and easy accessibility from everywhere, ease of storage their data. Businesses have highlighted 

through their responses that businesses benefit from the use of cloud computing with the most important being 

to store its data and security. 

 

Finally, as far as the ease of use of cloud computing is concerned, all respondents were positive about it, while 

much of the sample agreed that there has been improvement in recent years with emphasis on security and 

speed. 
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Abstract  

The aim of this paper is to analyze the factors influencing electronic word of mouth, using data from young 

consumers. The word of mouth is an important tool for consumer’s buying decisions, and nowadays it is 

believed that is much supported with the new trends in Internet environment. Web 2.0 platform provided new 

opportunities for people’s interaction and online socializing, and development of the electronic word of mouth 

(eWoM). The study analyzed the effect of tie strength, homophily, trust and normative and informational 

influence on eWOM using young people from Republic of Macedonia (FYROM). The results are showing 

significant positive influence of normative and informational influence on eWOM.  

Petrovska I., TomovskaMisoska A., Zdravevski P. and Bojadjiev M. 

Keywords: electronic word of mouth (eWoM), social media, social networks sites (SNS), marketing 

communications. 

 

1. INTRODUCTION  

Word of mouth has been much known in the years ago as the most influential source on the consumer buying 

behavior. The friend or relative’s recommendation is always much believable compared to advertising and other 

integrated marketing communications tools. According to a Nielsen study from 2009, 90% of consumers trust 

the advice of people they know more than advertising (Nielsen, 2009; Keller, 2007). The usage of word of 

mouth is becoming more important, as consumers moved to the social online media in the last years (Chen 

&Xie, 2008). 

The Web 2.0 platform created complete interactive network and created new generation of consumers who share 

its experience and information with others through the social media. This consumer engagement is researched 

among different authors, defining the variables that influence the electronic word of mouth (eWoM), differently 

from the traditional WоM and challenged by the Internet and technology development. Therefore, this paper 

explores the influence of various factors on eWоM. The paper will start with overview of recent research and 

theories of eWoM, followed by methodology and results. The conclusion will present the results from the 

research taking into consideration the literature and empirical data, too. 

This research is one of the first studies in this field in the Balkan region, providing significant feedback for the 

science and the business community. 

 

2. ELECTRONIC WORD OF MOUTH 

The science and the influence of WоM is traditionally researched since the twentieth century, stressing that 

WоM messages are seven times more efficient than advertisements in newspapers and magazines, two times 

more efficient than radio commercials and four times more efficient than personal selling (Katz &Lazarsfeld, 

1955). The WоM is covering comments exchange, thoughts and ideas among two or more people, who are not 

presenting the marketing sender (Bone, 1992). What is important is that WоM in the integrated marketing 

communications presents the unpaid form of advertising, but much more effective than the traditional and other 
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modern IMC tools and according to the type of information could be a positive or a negative message 

(Groeger&Buttle, 2014; Eaton, 2010).  

Especially with the Internet development and the Web 2.0 platform development in 2004, Internet became an 

important part of the work and customer’s communication, providing an interactive and customer engagement 

platform, and it becomes inevitable part of our lives (Barreto, 2004; O’Reilly, 2005). The most important 

changes affected from the Internet development is the consumer behavior, consumer engagement, which also 

affected the organizational marketing, marketing communications tactics, providing new forms for advertising 

and new form of interaction among companies and the customer. Developing the Internet is not just as a 

communication channel, but also as a distribution channel, it provides much effective targeting and easier 

measurement of the return on investments (Chaffey et al. 2009). 

The most important factor for developing eWоM was the development of social networks sites (SNS), as a best 

place for online chatting and discussion among customers. We can conclude that WоM and eWоM are different, 

but are also complementary. The eWоM is different because of no personal contact, anonymity, however many 

researches are showing positive effect on the potential buyers (Kozinets et al. 2010). This limited personal data, 

encourages consumers to share negative opinions and experiences, for what the marketing company is not 

having a control. As the eWоM could be beneficial, it could be negative, too (Baretto, 2013), as people prefer to 

share their negative experience, much more than their positive one. Also according to the Nielsen online report 

from 2015, 83% from the people believe to their friends’ recommendations. It supports brand building, long-

term customer value and faster and viral message spreading. However, most of the negative aspects are the will 

to share more negative experiences, even untrue stories and the electronic spam messages or for advertising or 

for personal selling. Overall eWoM is having certain positive and certain negative specifics.  

Social networks’ sites (SNS) are providing two way communication and are developed for building 

relationships and communications among users (Edosomwan, 2011). On contrary, social media are just a 

communication channels, but nowadays social media becomes more similar as SNS, so it becomes impossible to 

differentiate. Facebook is the most popular (1.598 million users), following WhatsApp (1 million), Twitter, You 

Tube, LinkedIn, Pinterest etc. (Chaffey, 2016) with fastest grow of Tumblr, Instagram, LinkedIn and Reddit for 

different audience (Lee et al, 2015). This also influence how people interact and influence on each other, using 

the SNS, for which reason further analyzed are different variables that has an impact on consumer engagement 

in eWoM. 

 

3. DETERMINANTS OF CONSUMER ENGAGEMENT IN eWOM 

Reviewing the most contemporary literature regarding the eWoM in SNS usually it compares the traditional 

WoM and the virtual one. There are different approaches in defining the reason for successful eWoM. Chu and 

Kim (2011) analyze three different aspects as opinion seeking, opinion giving and opinion passing. There are 

customers who are looking for an opinion, but also influence on opinion creation. The opinion passing is much 

easier with the Web 2.0 platform providing fast and easy transfer of information through the network (Sun et al, 

2006) from one to another, shared virally. Another focus of Chu and Kim are the four variables that are 

examined for consumer engagement in eWoM. They analyze tie strength, homophily, trust and interpersonal 

influence (Chu and Kim, 2011). Other authors analyze the same factor as tie strength and homophily, but also 

include computer-mediated communications and source credibility (Brown et al., 2007). Cheung et al (2009) 

research focus on factors that influence on a positive eWoM on online platforms, including social networks. 

They are focused on social psychology five factors as egoistic factors, collective factors, altruistic factors, 

principal factors and self-efficient factors. Also the research of Hennig-Thurau et al. (2004) is analyzing 

motivation factors for consumers’ engagement as focus benefit, consumer benefit, approval benefit, moderator 

benefit and homeostasis benefit.  

Using the Chu and Kim model (2011) and reviewing the rest of the literature, the conclusion is that tie strength 

is strongly affecting the consumer engagement in eWoM, proved by other authors, too (Brown et al., 2007; 

Pigg& Crank, 2004; Brown &Reingen, 1987). Its presenting that relationship which is stronger as family ties 
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and closest friends generates higher eWoM than the people connected with less strong ties as acquaintances and 

colleagues. The tie strength is influential factor especially for social networks, when customer is engaged for 

seeking and sharing information about products on social networks, but the tie strength is not influential on 

customer intentions to give information on social networks, as the SNS are much easier for getting information.  

Another analyzed variable is homophily (Chu and Kim, 2011; Brown et al., 2007), taking into consideration that 

information shared from someone from the same age, gender, education and social status is much influential on 

the information receiver and on the buying decision process (Mouw, 2006; Lazarsfeld& Merton, 1954). Chu & 

Kim’s (2011) results are showing that the homophily is not playing a significant role for eWoM on social 

networks, showing even negative correlation with opinion seeking and opinion sharing / passing, and almost 

insignificant influence for opinion giving on social networks. The further research should be focused on the 

level of homophily, as the higher lever influence on higher level of customer engagement in eWoM on social 

networks. 

Trust is also showing significant role in eWoM on social networks (Chu and Kim, 2011;Jarvenpaa et al. 1998; 

Ridings et al. 2002). The specifics of social networks influence on developing trust among network contacts, but 

also influence on the quality of eWOM messages on social networks and have a positive effect on online users 

and their buying intentions. For this research is important that trust has a positive influence on social networks 

users and their customer engagement in eWOM, meaning that users with high level of trust in their network 

contact list has a higher probability to involve in opinion seeking, opinion giving and opinion passing.  

Lastly, the interpersonal influence presented through its two dimensions: normative influence and informative 

influence (Chu and Kim, 2011; Bearden et al., 1989). The normative influence presenting customers who are 

susceptible influenced from the environment are more likely towards customer engagement in eWoM, looking 

for social approval through the acquisition and the use of the products and brands their significant network 

contacts view as acceptable. The informative influence is showing much higher connection with the customer 

engagement in eWoM, as displaying higher need of acquiring information and guidance from knowledgeable 

contacts when searching and evaluating their buying options. 

 

4. RESEARCH METHODOLOGY 

The research was conducted in June and July 2016. The data was gathered electronically on a convenient sample 

of active users of SNS. In total 250 questionnaires were sent out and 223 useable responses were gathered.  The 

final sample consisted of 59.4% female and 40.6% males. Most of the respondent (84.5%) were between 21 and 

39 years and had a bachelor degree (50.7%). The demographic data is displayed in Table 1.  

 

Table 1. Demographic data 

Gender Male 40.6% 

Female 59.4% 

Age Under 20 6.8% 

21-39 84.5% 

40-59 8.7% 

Education Secondary 

school 
14.6% 

Bachelor degree 50.7% 
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Master degree 31.1% 

PhD 3.7% 

 

The research was conducted using an instrument developed in a previous research on eWOM (Chu and Kim, 

2011) with some of the questions adapted to fit the situation in the country. The instrument itself contains 33 

questions. The first part of the questions are related to the frequency of use of SNS as well as the duration of 

usage, activities participants engage in as well as topics discussed. In this section the last questions asked about 

social relations by asking about the composition of the list of friends (friends, family, acquaintances etc). The 

key measures of the tested model were tested using 24 questions. The independent variables included in the 

measurement were: tie strength, homophily, trust, normative influence and informational influence. The 

variables tie strength and homophily were measured using seven point semantic differential scale. Each of them 

was measured using three questions. The rest of the concepts: trust, normative influence and informational 

influence were measured using a seven point Likert type scale. Each of them was measured using three 

questions. The dependent variable, eWoM was operationalized and assessed by measuring three related 

concepts: opinion seeking, opinion giving and opinion passing. Each of the three variables was measured using 

three questions with a seven point Likert type scale. The last part of the questionnaire contained demographic 

data questions. The scales in the original research showed good parametric properties. However the reliability of 

the scales were tested for this research using Cronbach Alpha. As can be seen in Table 2 all scales had 

acceptable Cronbach Alpha, as all values were above 0.7 and they were used in the final tests. The dependent 

and independent variables were constructed by computing the mean scores of the questions used to measure 

those constructs.  

 

Table 2. Cronbach Alpha values 

Tie strength Homophily Trust Normative 

Influence 
Information

al influence 
Opinion 

seeking 
Opinion 

giving 
Opinion 

passing 

0.775 0.743 0.912 0.840 0.850 0.872 0.798 0.836 

 

The next section outlines the results of the study.  

 

5. RESULTS 

To understand the participant’s SNS behavior a number of descriptive indicators were collected. Most of the 

participants use Facebook (72.6%), followed by Instagram (19.3%). The rest of the SNS are used by very few 

people. The majority of the sample uses their most preferred SNS for more than 6 years (46.6%), followed by 

those who use it between 3 and 6 years (32.1%), between 1 and 3 years (19.9%) and lastly those who use it less 

than a year (1.4%). Most participants spend between one and three hours on the SNS (36.7%), followed by 

28.5% who spend less than an hour, and those who spend between 3 and 5 hours (18.6%).  

When it comes to the activities the breakdown can be seen in Table 3. As it can be seen the participants mostly 

use the SNS for chatting (M= 4.54), followed by reading the news feeds (M=4.39). When it comes to the topics 

that participants like to engage in, most of them are interested in information about social events, followed by 

news and miscellaneous other topics.  
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Table 3. Activities and topics 

Activities Top five topics 

 Mean  Percentage 

Reading news 4.39 Social events 43.4% 

Posting comments on the 

wall 
2.55 News 15.4% 

Chatting (ex. Messenger) 4.54 Miscellaneous 14% 

Searching existing friends 2.85 Products and brands 5.4% 

Sending inbox messages 3.47 Gossip and rumors 5% 

 

One of the important aspects of the sample’s SNS behavior was the nature of the social ties with the “friends” 

list on the SNS. The main difference was made between strong ties where close friends, relatives and family 

were taken into consideration and “weak” ties where acquaintances, classmates, neighbors and others were 

taken into consideration. The participants reported to have mostly acquaintances on their friends list (45.5%), 

followed by close friends (37.8%) and classmates (8.6%). The rest of the answers had low percentages. The data 

suggests that the participants have roughly equal representation of strong (close friends) and weak ties 

(acquaintances and classmates) in their friend’s lists.  

To test the hypothesis of the research three different regression analyses were carried out. The first one 

connected the independents variables with the variable opinion seeking. The regression analysis showed that the 

independent variables explain 30% of the variance in the dependent variable and the overall model can 

statistically significant predict the dependent variable (F=20.522, p<0.01). The coefficients and the statistical 

significance of those coefficients are given in Table 4. From the independent variables only normative influence 

(β=0.421, p<0.01) and Informational influence (β=0.22, p<0.01) significantly predict opinion seeking as part of 

the eWoM engagement.  

 

Table 4. Results of the regression analysis (dependent variable: opinion seeking) 

Model Unstandardized 

Coefficients 
Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 

(Constant) .206 .361  .571 .569 

Tie strength .014 .077 .013 .183 .855 

Homophily .042 .096 .034 .439 .661 

Trust .064 .072 .063 .878 .381 

Normative Influence .411 .059 .421 6.939 .000 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

311 
 

Informational 

Influence 
.194 .055 .220 3.509 .001 

 

The second regression analysis was carried out to test the prediction of the variable opinion giving by the 

independent variables. The analysis shows that 26% of the variance in the dependent variable opinion giving is 

explained by the independent variables and the model can statistically significant predict the outcome variable 

(F=16.569, p<0.01).The results of the analysis are given in Table 5. Only normative influence (β=0.422, p<0.01) 

and information influence (β=0.159, p<0.01) can statistically significant predict the dependent variable.  

 

Table 5. Results of the regression analysis (dependent variable: opinion giving) 

Model Unstandardized 

Coefficients 
Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 

(Constant) .289 .330  .876 .382 

Tie strength .087 .071 .089 1.234 .219 

Homophily .045 .088 .041 .511 .610 

Trust -.007 .066 -.008 -.104 .917 

Normative Influence .364 .054 .422 6.724 .000 

Informational Influence .124 .051 .159 2.453 .015 

 

The last analysis was done for the variable opinion passing. The results of the analysis are given in the Table 6. 

The model predict 23% of the variance of the dependent variable and it is statistically significant prediction 

(F=14.316, p<0.01). The results of the analysis are given in Table 6. As with the other two regression only 

normative influence (β=0.359, p<0.01) and informational influence (β=0.147, p<0.05) significantly predict the 

opinion passing of the participants.  

 

Table 6. Results of the regression analysis (dependent variable: opinion passing) 

Model Unstandardized 

Coefficients 
Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

 

(Constant) .273 .393  .695 .488 

Tie strength .036 .084 .031 .425 .671 

Homophily .088 .105 .069 .838 .403 
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Trust .119 .079 .114 1.511 .132 

Normative Influence .362 .065 .359 5.610 .000 

Informational Influence .134 .060 .147 2.221 .027 

 

 

6. CONCLUSION 

Electronic word of mouth is becoming an important communication tool in integrated marketing 

communications model, as providing much effective communication and influence on the consumer buying 

behavior. Therefore, this study analyze the influence of several factors on consumer engagement in the eWoM 

in the region. The implemented regression analyses shows that only normative and informational influence 

significantly predict opinion seeking as part of eWoM. Regarding the opinion giving only normative influence 

and information influence can statistically significant predict the dependent variable. And last regarding the 

variable opinion passing again are presenting same results from the regression analysis, proving that normative 

and informational influence significantly predict the opinion passing of the participants. 

These results showed that young consumers are mainly influenced by the society perception and norms in the 

culture, looking for social approval for the products and brands their network contact view as acceptable. Also, 

much higher influence has the need to acquire information and guidance from knowledgeable contacts when 

searching and evaluating their buying options. 

This research is showing differentiation from the Chu and Kim (2011) research, as tie strength, homophily and 

trust are not important factors influencing on consumer engagement in eWoM among young people in 

Macedonia. Social ties and ties strength is showing positive influence on customer engagement, but the situation 

is that participants are having equal number of strong ties versus weak ties within the friend’s list on the SNS. 

This study is important as it is among the first studies on the topic in the region. However, it is limited in scope 

only to young people and uses convenient sample. Future studies should concentrate on representative samples 

and other age groups to acquire more in depth information about consumers’ engagement in eWoM.  
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Abstract 

In this paper we propose an artificial neural network method to determine whether an internationally shipped 

package is at risk of ending up lost in post before reaching its intended recipient. The network uses several 

features of transactions with customers as inputs, and it is trained using historical transaction data provided by 

the retailer. Using the information provided by the network’s output, the retailer will be able to finetune his 

shipping policy individually for each transaction, in order to reduce both shipping costs and damages from 

order replacements and refunds. 

 

Keywords: neural networks, computational methods, classification algorithms, logistics, e-commerce. 

 
1. INTRODUCTION 

In today’s highly globalised economy, most retail companies are no longer satisfied with a limited, localised 

target market. The leading E-commerce companies have definitely gained a lot of ground in areas like customer 

reach, trust, and satisfaction in the past couple of decades, and these advances have spurred even smaller players 

to get in on this trend, in the hopes of evolving from a marginal local store or producer to a global provider of 

goods. Big retailers expanding to a global target market can significantly amplify the volume of their sales, 

while small, niche stores can acquire an audience big enough to sustain them, which might have not been 

possible if they stuck to a local or a national target market. 

As a natural consequence, shipping costs have become a major issue for retailers, especially for those who are 

not big enough to afford their own distribution channels and have to rely on other companies for this service. 

High shipping fees are one of the most common reasons for international customers to eventually prefer a local 

store to an e-commerce store in a different country, which means that companies that can minimise these fees, 

or even offer “free shipping” deals, are bound to gain a significant competitive edge over the rest. 

Of course, shipping costs are usually calculated as the sum of several smaller fees, and most of them can not be 

influenced by the retailer itself, like the distributor’s pricing policy or any tariffs that may apply. In this paper, 

however,  we focus on one of these smaller fees where the decision of including it in the total shipping cost lies 

in the judgement of the retailer himself. This extra fee is referring to using a service called “package tracking” 

or “proof of delivery” (P.O.D.). Depending on the specifics of each distributor, the name of this service and the 

way it is provided varies, but to keep things simple, for the purposes of this paper we will refer to it from now 

on as “package tracking”, and by that we will mean any distributor’s service that allows the company to confirm 

whether a specific package was successfully delivered to the customer, or it was lost during delivery. 

 

2. PACKAGE TRACKING 

Since providing proof that a recipient received his package requires additional effort by the distributor, such as 

having to deliver the package in person and to request a signed confirmation from the recipient, most 

distribution companies do not offer this as a standard feature of their delivery service, but only as an extra 

feature with an additional fee. However, any additional fee, no matter how small, cuts into the retailer’s profit 

margin. Thus, even if for some retailers package tracking is a non-negotiable part of their company policy, most 

of them would prefer to avoid it altogether if they can get away with it. On the other hand, eschewing package 

tracking services introduces an element of risk to every shipment: if a customer reports that he never received a 

package, there is no way to prove that the claim is true or false, especially since we are talking about 

international shipments, and many different distribution companies from several countries might have been 

involved in the process. This way the retailer is susceptible not only to distribution errors, but also to customer 

fraud. The policy of most companies in case a customer claims he didn’t receive his intended package is to 

either refund him, or to send a replacement. In both cases, the retailer loses the full value of the package, 

something that could have been avoided if he had proof of delivery, or if he had grounds to request 

compensation from the distributing company due to failure of delivery. 

Retailers who still want to avoid package tracking fees for the majority of their shipments usually enforce some 

arbitrary rules to reduce this risk of damages due to refunds or replacements. Some of these rules might include: 

 

● package tracking only on items with a higher price than a set threshold 
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● package tracking only on items bigger or heavier than a specific threshold 

● package tracking only for recipients in countries labeled as “high risk”, due to previous experience 

such as a high percentage of failed shipments to that country in the past. 

We argue that while such rules can be very practical and simple to use, they should not be able to achieve the 

same level of accuracy as a more sophisticated method, like a classification algorithm. In an ideal scenario, the 

retailer would have avoided package tracking fees for every package that was lost in post, and he would have 

paid for them for every package where a problem occurred in transit. Hence, the goal of a classification 

algorithm in this case is to be able to determine, given some parameters about the transaction, whether the 

corresponding package is expected to arrive to the recipient successfully or not.  

In this paper we suggest the use of a classification algorithm that is structured like a Back-Propagation Artificial 

Neural Network.  

 

3. NEURAL NETWORK METHODOLOGY 

An artificial neural network is a set of computational units called neurons which are organised in layers and 

they are connected to each other in a way that vaguely resembles a biological neuron.  

 

 
 

Figure 1: An example of how neurons can be organised in a neural network. The arrows represent the flow of 

data. 

 

Neurons in the input layer feed the variables to neurons in one or more hidden layers, modified by a weight 

(which is represented by the arrows in the above sketch). The sum of the input of all previous neurons is then 

used as the argument of each neuron’s activation function. If the output value of that function exceeds a set 

threshold, we say that the neuron fires: it transmits its value towards every neuron in the next layer, which is 

then multiplied by each respective weight, and so on and so forth until we reach the output layer neurons. 
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Figure 2: A schematic representation of what happens within each neuron 

In the case where we have historical data about the problem in question, which means we already know the 

correct classification for a number of cases already, we can set these weights between neurons using a method 

called backpropagation of error. The historical data is split into two sets, the training set and the test set. In the 

first few iterations of the algorithm, data from the training set passes through the network, which generates an 

output. The network’s outputs are compared to the actual outputs using a cost function, and then the weights 

between the neurons are readjusted by means of an optimisation algorithm called gradient descent, in a way that 

attempts to minimise the cost function. This process is repeated until the cost function reaches a lower threshold 

where we feel comfortable with the accuracy of the model’s representation of the training set. Finally, data from 

the test set go through the network with the adjusted weights, and the cost function is calculated for them so that 

we can see if the network indeed provides an accurate representation of the data for examples outside the 

training set, or we have to make adjustments to the aforementioned cost function threshold. When all of the 

above is completed, we may use the network for classification of new data. 

 

4. APPLICATION TO THE PACKAGE TRACKING PROBLEM 

Applying Neural Network methods to business problems has been suggested plenty of times ever since their 

conception in the 50s. Eldon Y. Li, in 1994, already mentions an artificial neural network that was developed by 

the Loyola University of Chicago to predict the expected financial health of savings and loans associations. 

Using a very simple neural network with only five input nodes, three hidden nodes in a hidden layer and one 

output, they managed to outperform the method used previously(Li, 1994). This was only possible because of 

the interplay between variables that a neural network enables. More recently,  Hřebíček, taking stock of Czech 

companies that implemented neural network algorithms for economic modeling purposes, arrived to the 

conclusion that companies with an adequate volume of historical data can use neural network applications to 

effectively and quickly solve decision-making problems, thus making their management more effective 

(Hřebíček et al, 2014). We have also already mentioned that the problem at hand, the package tracking issue is 

specifically a classification problem which is an area where neural network applications traditionally perform 

better than simpler, linear methods (Herbrich et al, 1999). 

To further enhance the argument about the benefits of the use of neural networks in  similar business issues, we 

would like to provide a few more recent examples where a neural network was effectively used as a 

classification method: 

 

● A recommender application to boost cross-selling, based on pattern association rules generated by a 

neural network operating on customer transaction data (Kar & De, 2009). 

● A network that predicts the financial performance in of non-banking financial institutions in Romania 

(Costea, 2014). 

● A unique customer identification application based on the users’ activity on the company’s website 

(Safa, 2014). 

● A neural network with the purpose of classifying customers in categories that require a different 

marketing approach, a process that of course is more commonly known as market segmentation 

(Badea,2014).   

 

In all the cases above, it was demonstrated that a neural network can significantly outperform traditional 

methods of classification. Going through such examples in scientific literature, we conclude that the urge to use 
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a neural network to tackle complicated business issues stems mainly from two distinct advantages this 

architecture boasts over other classification methods: 

 

● The capability take a great number of variables into consideration, sometimes even ranging in the 

hundreds or  thousands. 

● The potential of discovering unexpected relations between variables, hidden from the naked eye of the 

expert or the researcher. 

 

These advantages also encouraged us to propose a neural network method for the package tracking problem, 

with the following structure: 

  

To populate the input layer we suggest the use of transaction variables available to the retailer at the moment of 

purchase, such as: 

 

● Product category (if the retailer is selling more than one type of product) 

● Price 

● Size 

● Weight 

● Recipient’s Country 

 

 

 

If the retailer is keeping track of customer history by means of a user profile, which is common practice for most 

e-commerce companies, then we could also include some other useful input variables, also available at the 

moment of purchase: 

 

● Number of purchases by that customer (customer loyalty) 

● Percentage of misdelivered packages to that customer (among all of his transactions) 

 

Among these variables, the non quantitative ones have to be translated in a form that is fit for input in a neural 

network algorithm. For categorical variables like Country or Product category, we can create a binary variable 

for each case (a practice frequently referred to as dummy coding). Thus, if we have 100 countries, and an order 

is shipping to Greece, for example, the variable referring to Greece will be assigned a value of one for that 

order, and all the other country variables will be assigned a value of zero. Also, for variables like the Weight or 

the Size we might find that a hierarchical variable type (as in, 1 for Very Small, 2 for Small, 3 for Medium, 4 for 

Large etc) could simplify the problem, and also make it correspond to similar sizing categories dictated by the 

distributor’s pricing policy. 

The output variable is also binary: according to the model’s prediction, a package is expected to either reach his 

recipient or not. 

Finally, assuming that since this problem has relatively few inputs, just one hidden layer might be sufficient for 

a decent representation of the data, we can arrive to a neural network layout like the following: 
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Figure 3: A (condensed) overview of our neural network’s structure        

 

After we conduct the training procedure described earlier, using historical transaction data by the retailer, this 

algorithm should be able to provide us with a prediction for every new order individually. At this point the 

retailer will have an additional tool to assist him in the decision of using the package tracking service for that 

particular order. 

This point has to be underlined a bit further: the prediction of the network is about the success of the delivery 

and not about the choice of package tracking. To give an example, an product that has been flagged as 

potentially undelivered by the network might have such a small profit margin that including the package 

tracking fee would possibly defeat the purpose of the sale. In such cases the retailer might still wish to take the 

risk of delivery failure. We may also provide an inverse example: an product might be so expensive, or difficult 

to replace, that even if according to the network delivery is expected to be safe, the retailer would rather take the 

additional package tracking fee rather than risk delivery failure.  
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5. CONCLUSIONS AND FUTURE WORK 

The classification capabilities of neural networks have proven very useful in a wide area of always relevant 

business issues, such as consumer behaviour prediction (Badea,2014; Safa et al,2014), cross-selling 

recommender systems (Kar and De, 2009) and financial performance prediction (Costea, 2014). Taking 

inspiration from the method’s success and longevity, we firmly believe that a neural network algorithm designed 

in the way we described in this paper could have a similar positive impact in the decision-making process for 

the package tracking issue. 

As a subsequent step in our research, we consider a combination of a neural network with another machine 

learning algorithm, in the hopes of automating another step in the decision making process, namely the very 

choice of using a package tracking service on an package-by-package basis itself. To elaborate on this, we want 

to explore ways of using the network’s output, or in other words the prediction about the delivery’s success, as 

an input in another algorithm that quantitatively estimates the risk of not using the package tracking service, 

taking into account not only the prediction at hand but also factors like the estimated loss in case of a wrong 

prediction, and the cost of the service in relation to the expected profit margin for each item. 

Eventually, we want to see a solution to the package tracking issue that could be materialised in the frame of a 

larger-scale Information System, possibly on a logistics module, thus allowing any company to implement it 

seamlessly and efficiently.     
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Abstract: 

This paper studies the market of herbs in Greece through social media. Non - wood forest products play a 

fundamental role in forests and rural communities. As part of them, herbs are also important in Greek tradition 

because of their medicinal, culinary, cosmetic role and due to economic properties. An increasing number of 

agribusinesses are looking to the social media as a marketing, management, service, and coordination tool 

gaining momentum in the everyday marketing trying to have win-win deals. With the alternative marketing 

channel of the Internet, we already find agribusiness trying to promote their products through social media 

profiles. The research focus on registration and assessment of SMEs located in Greece and operating in field of 

herbs, with emphasis on the classification of their social media in groups according to their marketing and 

digital characteristics. Through this study is mentioned the importance of having a daily communication with 

the followers of social media. 

Keywords: E-commerce, Herbs, Marketing, classification of SME, Social Media profile 

Introduction: 

Since 2009 the FAO helped elevate the priority of the sector of Non Wood Forest Products. According to FAO 

as non-wood forest products are defined products other than wood, derived from forests, scrub and tree 

plantations and are calculated around 4000 - 6000 species worldwide. These include plants and their products, 

as well as animals and their products (FAO, 1999). The Non-Wood Forest Products (NWFPs) have significant 

commercial, environmental and social significance in many European forests. Also hold an important place in 

the standard multifunctional sustainable forest management (MSFM), and is the main source of forest income in 

many areas. Although the importance of Non-Wood Forest Products are recognized and accepted, research on 

forest ecosystems remains focused primarily on timber production. Therefore, knowledge about the situation in 

Non-Wood Forest Products of EU forests is incomplete (Kardell 1980, Janse & Ottitsch 2005, Forest Europe 

2011, Stryamets et al. 2012). 

As a part of Non-Wood Forest Products, herbs are plants of great importance. They are used in a daily basis, as 

they are renowned for their flavor and aroma enhancers, colorants, preservatives, and traditional medicines use 

(Kabak & Dobson, 2017). The economic importance of herbs refers to their status of everyday nutrition and 

food (Bharali et al., 2017; Shaaban & Moawad; 2017), the traditional importance for people around 

Mediterranean Sea (Jones, 1996) and, since antiquity, their use as medicine for diseases (Eddouks et al., 2017; 

Jones, 1996; Manju et al., 2017). 

Internet is an interactive channel that can be used not only for informational but also for educational and 

marketing reasons for smaller or bigger enterprises. This can be achieved by having in mind the possibilities that 

are given to Internet users such as; free software for developing web pages and posting them on the Internet 

(Andreopoulou et al., 2008; Tsekouropoulos et al., 2005). A business social profile can become a storefront and 

operate effectively having the additional ability to attract and retain customers, but only those profiles which fail 

to attract and retain a group of visitors and to build relationships of trust with their clients will to achieve a long-
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term relationship with the customers (Andreopoulou et al., 2012; Töllinen & Karjaluoto, 2011; Seock & Chen-

Yu, 2006). 

Electronic-commerce (e-commerce) is regarded as an appropriate strategy for marketing, selling and integrating 

online services that can play a significant role in identifying, obtaining and maintaining customers (Choshin & 

Ghaffari, 2017). E-commerce optimizes and enhances the relationship and communications between the 

organization, producers, distributors and customers. However, it should be noted that success in e-commerce 

depends upon determining effective factors in e-commerce. It is widely acknowledged that e-commerce can 

boost efficiency and effectiveness of SMEs in both developed and developing countries (Jagoda, 2010). 

Through Social Media Networks a new marketing communication method has began. Social Media promote the 

interaction of users and groups; sharing, discussing, modifying, co-creating are only some of their uses. The 

rapid use of users can create not only opportunities for SMEs, such as marketing communication tools, but can 

also help them overpass threats (Vlachopoulou, 2003).  

In this paper, the study focused on search and record of SMEs located in Greece giving emphasis on herbs 

promoted through social media and more specifically Facebook. Moreover, in this study, there are presented and 

described the Social Media Network profiles of SMEs as to their characteristics. 

Materials and Methods: 

For the aim of the study, 38 firms located in Greece and having greek products that are only cultivated in 

Greece, were studied, analyzed and categorized with regards to 7 marketing and organizational criteria in their 

corporate social media profiles (Table 1). The quantitative data were collected from their individual social 

media sites such as number of fans (according to the “Likes” that companies have), followers (according to 

people who “Follow” them), frequence of postings (that was categorised in three groups: daily, every 2 days and 

rare), response time, clear managerial aims and goals (described by their management status), promotion 

techniques that use “like and share” for competition and gaining products and general information for the 

products and their characteristics. The social media profiles of the SMEs herb firms that were selected for the 

research were collected from the Greek Facebook with the use of proper search engines in 2017. We are mainly 

interested in how many fans or follower’ s herb SMEs had on their social media profiles and the level of 

engagement. 

Table 4 SMEs participated in the research (Brand - Facebook profile) 

Brand Facebook Profile 

Anassa https://www.facebook.com/anassaorganicproducts 

Divinum https://www.facebook.com/divinum.gr 

Tsilipiras https://www.facebook.com/tsilipiras/ 

Bioherbal https://www.facebook.com/BioherbalHellas/ 

Feraspis https://www.facebook.com/feraspis/ 

Ippoafaes Hellas https://www.facebook.com/hippophae.net/ 

Parnassos Herbs https://www.facebook.com/Parnassos.herbs 

AL -  CO ΑΕ https://www.facebook.com/ALCO-AEBE-wwwal-cogr-

587834711280470/?fref=ts 

Lavendflor https://www.facebook.com/Αρωματικά-Φυτά-Αιθέρια-Έλαια-

Μεσοκάμπου-Φλώρινας-463940523785799/ 
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Stamos Herbs https://www.facebook.com/stamosherbs.gr/ 

Erbora Greek Herbs https://www.facebook.com/erboraherbs/ 

Madras Oikos Tsagiou https://www.facebook.com/madrasGR 

Myrro Herb https://www.facebook.com/myrroherbs/ 

Raikan Herbs https://www.facebook.com/Raikan-Herbs-Ltd-

1047518445306818/?fref=ts 

Tsiamis Biologicl Farm https://www.facebook.com/biotsiamis 

Gerakonas Farm https://www.facebook.com/gerakonasfarm/ 

Loukisa Farm https://www.facebook.com/ΑΓΡΟΚΤΗΜΑΤΑ-ΛΟΥΚΙΣΑ-

143536975689204/ 

Achilia https://www.facebook.com/ahillia1 

Ecologic Path https://www.facebook.com/OikologikoMonopatiPan 

Women Agricultural Cooperation of Argolida https://www.facebook.com/agr.sineterismos/ 

Dryades - Agrotourism Cooperation of Barbara https://www.facebook.com/Αγροτουριστικός-Συνεταιρισμός-

Γυναικών-Βαρβάρας-Δρυάδες-Dryades-Varvaras-

1593334814254887/ 

Pelion Therapeutical Herbs https://www.facebook.com/Votanotherapeia/ 

Olympos' Herbs https://www.facebook.com/OlympouVotana/ 

The Arcadian https://www.facebook.com/ArcadianiTraditional/ 

Othrys' Aroma https://www.facebook.com/Herbs-Aroma-Othrys-Αποξηραμένα-

Βότανα-και-Μυρωδικά-224693744365115/ 

Botano https://www.facebook.com/Botano-233823426817565/ 

Oregano - Herbs & Aromatic Plants https://www.facebook.com/kritopoulos.net 

Foifa Herbs https://www.facebook.com/farmafifapermaculture 

Drogi BioHerbs https://www.facebook.com/drogiherbs/ 

Biosamos https://www.facebook.com/Biosamos/ 

Dictamus (Genuine Cretan Herbs https://www.facebook.com/DictamusCrete 

Nostos Organic Herbs https://www.facebook.com/nostosorgherbs/ 

Adolo https://www.facebook.com/adolofood/ 

Organic Islands https://www.facebook.com/OrganicIslands 

Roussa Earth https://www.facebook.com/Roussaland 

Blue Cycladic Herbs https://www.facebook.com/CycladicHerbs 

Medigaia Organic Herbs https://www.facebook.com/Medigaiaherbs 
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Promithion BioCritamus https://www.facebook.com/Promithion-Βιολογικό-Κρίταμο-Rock-

Samphire-Organic-1363322580350876/?ref=py_c 

Initially, an analysis is performed in order to examine the type of marketing and organizational criteria, 

introduced in the retrieved corporate firms’ social media profile. A comparison between fans (Likes) and 

posting divided in 3 groups (every day, every 2 days, rare) was held (Kruskal – Wallis analysis). After that, a 

linear regression was conducted to compare fans (Likes) with all dichotomous independent variables (response 

time, clear objects and goals, promotion techniques with “like and share” and general information for the 

products and their characteristics). Frequence of posting was transformed into a dichotomous variable, also, and 

included in the linear regression analysis. For every indented variable a simple linear regression was conducted. 

Results: 

According to the geographic region that the SMEs are located the following Table (Table 2) was organised. 

Table 5 Geographic region of SMEs as it derived from the location of the enterprise 

Geographic region of SMEs No of SMEs 

Aegean Islands 4 

Central Greece 5 

Crete 3 

Macedonia 12 

Pelloponese 5 

Thessaly 7 

Thrace 2 

First the comparison of the three groups for the frequence posting (rare, every 2 day posts and daily posting) to 

people who liked the pages (as mentioned by the “Likes” of the pages) was conducted and results are presented 

in Table 3. From the normality test that was conducted, the analysis showed that two variables were not 

distributed normally, as the p value in the Shapiro – Wilk test is smaller than 0.05 (Table 4). 

Table 3 Likes Median of different groups of posting frequence 

Frequence of posting Likes Median 

Every day 1236.50 

Every 2 days 2245 

Rare 452 
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Table 4 Tests of Normality 

Frequency of posting Shapiro-Wilk (p) 

Every day 0.013 

Every 2 days 0.133 

Rare <0.001 

Because of the non – normality of the distribution of the 2 variables (“Every day” and “Rare” posting 

frequency), the Kruskal – Wallis analysis was selected for the comparisons of the medians. During Kruskal – 

Wallis analysis it was founded that at least the median of one group was statistically different from others (H (2) 

= 8,661, p=0.13) (Table 5). Then, an analysis was made of the groups in pairs to find out which median of 

groups differs significantly statistically. This resulted that the number of “Likes” was significantly greater in the 

group of “Every 2 days” posting (Median=2245) than in the group of rare posting (Median=452) (U=43000, 

p=0.008) (Table 5). 

Table 5 Kruskal - Wallis Comparison of the Medians 

Chi- Square p 

8,661 0.013 

 

Table 6 Mann - Whitney U Analysis. Comparison between Medians of "Rare Posting" and "Every 2 days" posting 

Mann - Whitney U p 

43000 0.008 

In the linear regression analysis there is a statistically significant relation between the number of fans (as seen 

by the “Likes") and 2 variables (“respond to comments” p=0.006 (Table 7) and “posts frequency” p=0.05 (Table 

8)). A non - significant relation mentioned between fans (“Likes”) and “aims – goals” (p=0.169), “general 

information” (p=0.970) and “promotion with Likes and Share” (p=0.252). 

 

 

 

Table 7 Linear regression analysis of Respond to comment – Likes. 

Unstandardized Coefficients  
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 B Std. Error p 

Responds to Comments 2543.594 868.075 0.06 

The coefficient of the variable “Respond to comments” was 2543.5, which means that the profile that responded 

to comments had 2543.5 “Likes” on average more than those that did not respond to comments (Table 7).   

Similarly, The coefficient of the variable “Posts Frequency” was 2617.081, which means that the profile that 

posted daily or every 2 day had 2617.081 “Likes” on average more than those that posted rarely (Table 8).  

Table 8 Linear regression analysis of Posting Frequency – Likes. 

Unstandardized Coefficients  

 B Std. Error p 

Posts Frequency 2617.081 885.210 0.05 

 

Discussion: 

In nowadays a majority of SMEs prefers to use Internet and Social media in order to inform and communicate 

with clients. This was also mentioned in the firms of the sample of this paper. In this paper we tried to focus on 

special characteristics of the Social Media communication that is created between SMEs and consumers. 

The sector of herbs can become an important tool for local development. Herbs reflect a modern trend in our 

society; and SMEs in herbs sector should focus on contemporary marketing processes, such as social media 

aiming to improve their competitiveness and their viability. 

The “frequency of posts” and the “response to comments” was examined and mentioned as the most important 

factors that attract a lot of followers and fans. As it was mentioned above the “Rare posts” group has remarkably 

less fans (Likes) than the other groups of posting frequency, especially with the group of the “Every 2 days” 

posts. This was cited not only by the comparison of the three groups of different frequency of posting but also 

with the linear regression analysis between “Posts” variable and “Likes” variable. 

It is believed that SMEs should pay attention to the way that they communicate with their clients, not only to 

focus on improving of a high quality product but also to the effective promotion of its. It is also believed; that in 

Greece SMEs should also pay attention to the frequency of posts that they do, as it is seemed that there is 

coherence between people who follow the social media profiles. 

Findings of that research could help managers of social media profiles to create an attractive profile for an 

enterprise that will have a number of fans that will rise daily. 
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Abstract  

E-sports have become a global phenomenon. Recent reports have valued the industry at more than $612 million, 

with reach extending from Europe and North America, and to the developing markets of Asia. Nowadays e-

Sports is highlighted as an incredibly powerful marketing opportunity for brands. For most enterprises, e-sports 

is huge, growing, and an attractive marketing opportunity. This isn’t new news, but for most brands, gaming is 

relatively uncharted territory. In the current study, there was an attempt to investigate the profile of e-sports 

players in order to provide privilege in marketing to promote its brands in a more effective way. 

For the data collection, three self- report questionnaires were administered: a) Profile of Mood States [POMS], 

evaluating the person's mood, positive and negative, and more specifically the tension, anger, sadness, fatigue, 

confusion and vitality, b) Eysenck Personality Questionnaire, measuring personality traits, c) Emotional 

Intelligence Questionnaire [TEIQue] clarifying four factors of emotional state; well-being, self-

control, emotionality and  sociability and d) Brand Personality Appeal [BPA],  evaluating three dimensions 

(favorability, originality, clarity) that are emerged and are empirically demonstrated to directly and positively 

impact consumer purchase intentions. There were being created their electronic versions through Google 

Forms service and posted through the website “http://www.cicos.gr/iccmi2017/paem”. Then the collected data 

were selected for analysis, with relevant transformations in order to have a suitable form for the implementation 

of the respective machine learning algorithms included in the software package R.  

The results of the present study show among others that mood state, emotional intelligence brand personality 

can serve as crucial variables and can be prevalent in the marketing literature covering a wide range of topics, 

including evidence that profile of mood state emotional intelligence and brand personality of the e-sports 

players can highlight marketing habits and may promote effectively publicity politics. 

 

Keywords: e-Sports, Profile of Mood States, Emotional Intelligence, Brand Personality, R, Computational 

Methods 
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1. INTRODUCTION 

E-Sports is not a new technology or a new frenzy. It is a complete shift in entertainment and culture in the field 

of digital information systems, with a geometrically increasing amount of time and attention in the first instance 

to young adults and secondly to the rest of the population. Especially e-Sports are a set of competing video 

games that are streamed live on the Internet to the public. While live events and tournaments have long been a 

part of the video game culture, broadband live streaming has now radically expanded the audience that is 

actively involved or not. 

A global community of more than 148 million enthusiastic people, experiencing double growth over the last 

decade, is now the so-called e-Sports community and yes they can take pride in this. Players can earn seven-

figure wages and are sure to be celebrated as rock stars. Tournaments are played in sold-out arenas with tens of 

thousands of fans. In recent years, one can attend college even with a scholarship in e-Sports. Large companies 

in the field of Marketing and with big brand names strive with an appropriate approach to e-Sports to participate 

actively, to influence and to derive value from these new game ecosystems. In the present research we are trying 

to answer these challenges and show among others that mood state (POMS), personality dimensions (EPQ), 

emotional intelligence (TEIQue) and brand personality (BPA) of the e-sports players can affect as crucial 

variables and can be prevalent in the marketing literature covering a wide range of topics, including highlight 

marketing habits. 

 

1.1. Profile of Mood States (POMS) 

Mood refers to a positive or negative emotional 

state of varying intensity that varies according to 

the perception of the individual about the 

circumstances of everyday life. Based on the 

literature, two basic dimensions have been 

discovered through the analysis of the main 

components of multiple mood reports, which 

reflect four broad moods: positive high activation 

(enthusiastic, excited, joyful), positive low 

activation (calm, relaxed, peaceful) High 

activation (worrying, hostile, twisted) and negative 

low activation (sad, depressed, disappointed) as 

shown in Image 1. 

The Profile of Mood States (POMS) scale was created to 

evaluate that person's mood. This is a self-referral 

questionnaire of 65 proposals, which aims at assessing the positive and negative person's mood, and more 

specifically, the intensity, anger, sadness, fatigue, confusion and vitality. Each sentence includes an adjective, 

such as nervous, angry, etc. Respondents answer, according to a scale of five grades, whether each adjective 

responds to how they feel in the last week. There is an abridged form of the questionnaire with 30 questions. 

1.2. Eysenck Personality Questionnaire (EPQ) 

The personality dimensions introduced by Eysenck are 

separate types of people, each of which involves a set of 

features traced back to their habits and their specific 

reactions. In particular, what is proposed is the detection 

of specific reactions of the individual, which will give 

evidence of his usual reactions and hence of his usual 

behavior. This will allow conclusions to be drawn for 

some key features of his personality. These attributes are 

considered as the factors that make up each of the three 

dimensions of personality (types). The relationship 

between the reactions and their regular appearance 

makes them reliable criteria for rendering certain 

characteristics to the personality of the person. 

The diagram proposed by Eysenck in 1947 distinguished 

the two basic dimensions of the personality, represented 

Image 13 

Image 12: A model of mood reflecting 
differences in valence (positivity / negativity) and 

activation (high energy / low energy) 
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by two intersecting axes. At the two poles of the vertical axis, the maximum and minimum values of the dimension 

that Eysenck called "Emotionality or Instability or Neuroticism" were placed. The maximum value represented the 

existence of characteristics of instability, neuroticism, while the minimum referred to the existence of characteristics 

of emotional stability. On the horizontal axis, the other dimension of the personality was placed, the Inwardness - 

Extraversion. As on the vertical axis, the maximum value was referring to the personality traits of the extroverted 

type, as opposed to the other pole, that of the minimum value, which set the characteristics of introversion. In detail, 

the three dimensions of the personality that are proposed have the following characteristics: 

Extraversion-introversion [Activity, Sociability, Assertiveness, Expressiveness, Ambition, Dogmatism, and 

Aggressiveness]: One who is defined as extrovert is social, loves gatherings, has many friends, and does not like 

reading and studying. Also, has a keen desire for emotion, does not lose opportunities, likes danger, reacts 

immediately and is generally impulsive. The typical introvert is quiet, isolated, intuitive who prefers books from 

people, is restrained and stays in a distance, except for very close friends and does not love intense emotions, 

also treats everyday problems seriously and prefers well-planned life, controls his feelings, is trustworthy, 

pessimistic and attaches great importance to moral values. Extroverted and introverted differ in their behavior 

and beliefs. 

 

Neurotism - Instability - Emotional Stability [Inferiority, Unhappiness, Anxiety, Dependence, Hypochondria, 

Guilt, and Obsessiveness]: Neurotism refers to the general emotional instability of the individual, to its 

emotional hyperactivity and to the tendency to develop neurotic symptoms under stress. People with high 

neurotic values are anxious, sad, sad, and often sad. When neurotism is accompanied by high extroversion then 

the person is irritable, restless, even aggressive. Low prices, on the contrary, refer to an emotionally stable 

person with mild reactions and a generally stable system of values, attitudes and behavior. 

 

Psychoticism [Risk-taking, Impulsivity, Irresponsibility, Manipulativeness, Sensation-seeking, Tough-

mindedness, Practicality]: Further exploration of Eysenck's personality dimensions has led to the observation 

that there is one more personality variable that manifests in the population as a whole - that is, in healthy and 

divergent - in the form of reaction patterns and is indicative of the possible appearance of psychotic elements. 

This variable was the third personality dimension, called "Psychotism" (P) and also refers to subjective 

personality traits. This predisposition exists to varying degrees in all individuals, and only its very high value 

may be an indication of some form of psychosis. The result of these observations was the development of a 

measurement scale of the three dimensions of the personality (E, N, P) and a complementary dimension of the 

L, which measures the falsehood of the answers given by the person questioned during the questionnaire. The 

new scale, presented by the Eysenck couple in 1975, was named the Eysenck Personality Questionnaire 

(E.P.Q.). 

 

1.3. Trait Emotional Intelligence (TEIQue) 

The Trait Emotional Intelligence Questionnaire (TEIQue) is a self-report questionnaire that has been developed 

to cover the trait EI sampling domain comprehensively. Questionnaire measures of EI have been proliferating 

over the past few years, and it is important to mention 

three advantages of the TEIQue over them to justify the 

focus of this research. First, the TEIQue is based on a 

psychological theory that integrates the construct into 

mainstream models of differential psychology. Second, 

the TEIQue provides comprehensive coverage of the 15 

facets of the trait EI sampling domain. Several 

independent studies have demonstrated the ability of 

the TEIQue to predict criteria (outcomes) significantly 

better than other questionnaires. Third, the full TEIQue 

has excellent psychometric properties. Finally, the 

TEIQue has been used in numerous studies wherein the 

assessment of affective aspects of personality was 

required. These include research in the areas of 

neuroscience, relationship satisfaction, 

psychopathology, addictions, reaction time, general Image 14 
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health, and behavioral genetics. The TEIQue provides an operationalization for the model of Petrides and 

colleagues that conceptualizes EI in terms of personality. The test encompasses 15 subscales organized under 

four factors: well-being, self-control, emotionality and  sociability.  

 

The TEIQue is based on Dr. Petrides’ trait emotional intelligence theory, which views the construct as a 

constellation of emotional self-perceptions located at the lower levels of personality hierarchies. Trait EI 

provides a comprehensive operationalization of the affective aspects of personality. Essentially, it concerns 

people’s beliefs about their emotional abilities (how good we believe we are in identifying, understanding, and 

managing our own and other people’s emotions). These beliefs are very strong predictors of an extraordinarily 

wide range of behaviors and achievements, many of which are absolutely vital in the workplace (job 

satisfaction, job stress, leadership, teamwork, organizational citizenship, organizational commitment, etc.).  

 

Well being: The Well-being factor comprises three different traits: Happiness, Optimism and Self-esteem. They 

measure how people judge their general level of life satisfaction. 

Self control: The Self-control factor describes how far people think they can control their impulses or are 

controlled by them. It comprises three different traits: Impulse Control, Stress Management and Emotional 

Regulation. 

Emotionality: The Emotionality factor comprises four different traits: Empathy, Emotion Perception, Emotion 

Expression and Relationships. Together they indicate how aware you may be of your own emotions and 

feelings, as well as those of other people. Scores on these traits tend to reflect how highly you value this 

'emotional literacy' and when and how you make use of it. 

Sociability: The Sociability factor describes how comfortable people feel in different social contexts, from 

parties and social gatherings to formal business meetings.  

 

1.4. Brand Personality Appeal (BPA) 

The personality of a trademark consists of a combination of human features associated with a brand. Consumers 

use the personality of a brand name as a means of personal identification but also positioning on the product in 

question, with the result that it often appears as a personality identity with the personality of that trademark. 

Within a consumer society, a brand is no longer the subject of financial exchange, recognition, and consumers 

themselves. Consumers use the brand when their personality helps them identify, place, and recognize 

themselves. Such an adaptation of course also depends on the ability of the mark to make it attractive to 

consumers. For this reason, the brand personality must be discreet, attractive and recognizable to all consumers. 

These brand features determine its personality, the ability of a brand to reach consumers by combining the 

human characteristics associated with it. 

Many empirical researches on brand-

consumer relationships has shown that brand 

personality allows consumers to express 

themselves by shaping and enhancing the 

relationship between brands and consumers. 

For this reason, consumers tend to build, 

develop and strengthen their relationship with 

the brand. 

 

The Conceptual Model of Brand Personality 

Appeal Scale: 

 

 H1: Brand relationship quality has a positive effect on WOM transmission. 

 H2: Brand personality appeal has a positive effect on brand relationship quality. 

 H3: Brand personality appeal has a positive effect on WOM transmission. 

 H4: Attitudes toward advertising have a positive effect on brand personality appeal. 

 H5: Attitudes toward advertising have a positive effect on brand relationship quality. 

 H6: Attitudes toward public relations have a positive effect on brand personality appeal. 

Figure 22 Conceptual Model 

https://en.wikipedia.org/wiki/Quality_of_life
https://en.wikipedia.org/wiki/Self-control
https://en.wikipedia.org/wiki/Emotionality
https://en.wikipedia.org/w/index.php?title=Sociability&action=edit&redlink=1
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 H7: Attitudes toward public relations have a positive effect on brand relationship quality. 

 

2. METHODOLOGY 

In this paper were applied Computational Methods in order to evaluate and associate the Profile of Mood States 

(POMS), Brand Personality Appeal (BPA)with Personality Dimensions (EPQ) and Emotional Intelligence 

(TEIQue) of e-Sports Players. The methodology, that was adopted, consists of three concrete phases. During the 

first phase electronic questionnaires were created and posted through the website http://www.cicos.gr. 

Subsequently, data were collected and preprocessed from the questionnaires. The data set for analysis was 

consisted of demographics elements of responders, such as the gender, the birth-place, the place of present 

residence, educational background of both the respondents and their parents, professional occupation of parents 

and also of subscales of the POMS, BPA, EPQ and TEIQue tests. During the third phase, the data set was 

analyzed based on Data Mining techniques and evaluate the results. More specifically, we utilized classification 

algorithms so as to manage to describe the hidden patterns underlying in the data. Decision trees are a powerful 

way in order to represent and facilitate statements analysis (psychological) principally, comprising successive 

decisions and variable results in a designated period. 

 

2.1. Brand Names and Psychological Affect in e-Sports Players 

In order to better understand the psychological profile of e-sport players, it is important to investigate interests 

and activities of players. This element will offer opportunities to brands trademark companies and sponsors to 

connect with e-Sports users and better address their needs for gaming. Identifying the most effective approach of 

a company of a known or non-branded brand to e-Sports users and consumers starts with the full understanding 

of the e-Sports consumer for the optimal marketing effectiveness of the particular company, whether 

psychological or otherwise. The knowledge of e-sports users' activities, its demographics, its psychological 

profile and how it is combined with its personality as well as the way it recognizes a brand name and how loyal 

it is in general in brand names is essential for on line gaming industry to support and reclaim in strategic manner 

the contact points of the brand with the e-sport consumer. For example, e-sport users like partners or sponsors to 

e-Sports, trademark companies. According to current research, e-sport users' favorite brand names in total, 5 of 

the top 10 brands were sporting brands. Only about a year or two ago the e-sports scene was relatively unknown, 

but big name brands like Coca-cola, Monster, and RedBull became early parts of the e-sports scene, and they 

have all benefited from this early support. 

Recently bigger consumer brands have begun looking into the space such as Comcast, Hewlett Packard, and 

SAP. In May 2015 a SuperData brief found that the global e-sports market is worth $612 million dollars with a 

viewership of 134 million, a number that only continues to increase. The 2013 League of Legends final sold out 

the Los Angeles Staples Center and in 2014 the League of Legends world championship, broadcast on ESPN, 

had a concurrent viewership of 27 million. 

 

2.2. Psychological Profile, Personality, Emotional Intelligence in e-Sports Players 

 

Nowadays, more and more people are becoming avid gamers. Gaming culture is quickly becoming a large and 

going topic. With younger generations of people spending on average around 20 to 40 hours a week playing 

video games, it’s hard to ignore that gaming is receiving a lot of attention. Many questions arise, what is it about 

video games that are so alluring? Can video games help train minds to specialize in the work force? Are video 

games even healthy? Each question revolves back to how the gamer reacts to playing video games. The real 

question is how do video games affect the player psychologically? 

Video games have often been associated with negative condensations. Such negative gaming affects theories 

such as including notion social detachment. Social detachment can be described as the disengagement from 

participation in a range of societal activities. Two common detachments associated with video games are 

heightened aggression, and social separation. Heightened aggression is thought to be a critical long term effect 

of playing violent video games. Heightened aggression as a player has been thought to be the cause of school 

shootings, lack of sympathy, and other negative highly aggressed connections. Social separation in video games 

in terminology is when the gamer becomes detached from social and social interactions and loses social skills 

due to the lack of interactions with live people. Some researchers state that it’s not the violence in the video 

game that causes heightened aggression but each player is different with a separate and varying set of 

characteristics and it is how the game interacts with each individual’s characteristics that determine the amount 

of long term aggression to be claimed. There is some speculation that video games can cause social detachment 

through people and real life encounters. Though people don’t realize that it’s not said game that detaches the 
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player, it is that said gamer carries the type of personality that play. It is the player that chooses to play the game 

that already feels socially disconnected without a direct effect of playing video games. Although it seems that a 

higher number of people who play video games have social impairment, it is not directly connected to video 

games. Video games have evolved, and now allow us to socialize with people in games such as Halo, Call of 

duty, World of Warcraft, and so many other games that encourage online multiplayer or co-op multiplayer. 

Video games as such are now the center of many parties, clubs, and there is even a new aspect on gaming which 

includes competitive gaming such as e-sports. 

Some previous studies have suggested that individual psychological characteristics (including personality traits) 

may predispose certain individuals to overuse the Internet, and past research has chiefly examined the effects of 

shyness, anxiety, loneliness, depression, and self-consciousness on the level of Internet use so far. Some other 

studies reported that Internet addiction to video games seems to be associated with impulsivity, neuroticism, 

psychoticism, and lie subscale of Eysenck personality questionnaire. Another research examined the relationship 

between a number of personality traits (sensation seeking, self-control, aggression, neuroticism, state anxiety, 

and trait anxiety) and online gaming addiction. Five traits (neuroticism, sensation seeking, trait anxiety, state 

anxiety, and aggression) displayed significant associations with online gaming addiction. The study suggested 

that those certain personality traits may be important in the acquisition, development, and maintenance of online 

gaming addiction, although further research is needed to replicate the findings  

However, little has been researched about the characteristics linked to ‘‘at-risk’’ populations with such a 

dependence upon ‘‘online games,’’ especially of aggressive nature, which is one of the important subcategories 

of Internet addiction. Therefore, to explore the relationship between online e-sports gaming, psychological 

mood as measured by Profile of Mood States (POMS), psychological characteristics as measured by Eysenck 

Personality Inventory (EPQ) and emotional intelligence as measured by Trait Emotional Intelligence 

Questionnaire (TEIQue). Each of these parameters is expected to affect or be affected by one’s gaming 

activities.  

 

2.2. Data Mining Techniques 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable 

information from very large scientific and commercial databases. It is imposed by the explosive growth of such 

databases. Usually, a data mining process extracts rules by processing high dimensional categorical and/or 

numerical data. Classification, clustering and association are the most well known data mining tasks. 

Classification is one of the most popular data mining tasks. Classification aims at extracting knowledge which 

can be used to classify data into predefined classes, described by a set of attributes. The extracted knowledge 

can be represented using various schemas. Decision trees, "if-then" rules and neural networks are the most 

popular such schemas. A lot of algorithms have been proposed in the literature for extracting classification rules 

from large relational databases, such as symbolic learning algorithms including decision trees algorithms (e.g. 

C4.5) and rule based algorithms (e.g. CN2), connectionist learning algorithms (e.g. back{propagation networks), 

instance-based algorithms (e.g. PEBLS) and hybrid algorithms. Association rules can be used to represent 

frequent patterns in data, in the form of dependencies among concepts attributes. In this paper, we consider the 

special case, that is known as the market basket problem, where concepts-attributes represent products and the 

initial database is a set of customer purchases (transactions). 

 

3. RESULTS 

3.1. General Statistics 

We asked gamers to rank the most common 

activities they do while they are not playing 

or watching e-Sports. The following chart 

shows how the activities ranked: 

 

 

 

3.2. Mining Association Rules 

Association Rule Mining is a common 

technique used to find associations between 

many variables. In Data Mining, Apriori is a 

classic algorithm for learning association rules. Apriori is designed to operate on databases containing 

Figure 23 
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transactions (for example data collected from surveys in this case). As is common in association rule mining, 

given a set of item sets, the algorithm attempts to find subsets which are common to at least a minimum number 

C of the itemsets.  

 

 Apriori uses a "bottom up" approach, where frequent subsets are extended one item at a time, and 

groups of candidates are tested against the data. The algorithm terminates when no further successful extensions 

are found. Apriori uses breadth-first search and a tree structure to count candidate item sets efficiently. It 

generates candidate item sets of length k from item sets of length k − 1. Then it prunes the candidates which 

have an infrequent sub pattern. According to the downward closure lemma, the candidate set contains all 

frequent k-length item sets. After that, it scans the transaction database to determine frequent item sets among 

the candidates. 

  

Association rules present association or correlation between item sets. An association rule has the form of A 

B, where A and B are two disjoint item sets. 

  

 The Goal: studies whether the occurrence of one feature is related to the occurrence of others. 

 Three most widely used measures for selecting interesting rules are:  

 Support is the percentage of cases in the data that contains both A and B,  

 Confidence is the percentage of cases containing A that also contain B, and  

 Lift is the ratio of confidence to the percentage of cases containing B. 

3.3. Apriori rules visualization  

 

 Grouped Matrix plot 

 Antecedents (columns) in the matrix 

are grouped using clustering. Groups are 

represented as balloons in the matrix. 

 

 

 

 

 

 

 Graph 

 Represents the rules (or itemsets) as a 

graph. Specifically of our use, the parameters 

that were altered are:  

 control=list(type="ite

ms") 

 Paracoord 

 

 

Parallel coordinate charts are a visualization 

that consists of N amount of vertical axes, 

Figure 25 

Figure 24 

Figure 26 
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each representing a unique data set of 61 rules, with lines drawn across the axes. The lines show the relationship 

between the axes, much like scatter plots, and the patterns that the lines form indicates the relationship. We can 

also gather details about the relationships between the axes when you see the clustering of lines. Let’s take a 

look at this using the chart below as an example. Specifically of our use, the parameters that were altered are: 

 control=list(reorder=TRUE) 

Apriori rules 

For the top 117 rules that were extracted from the apriori the following parameters were altered: 

 support: A numeric value for the minimal support of an item set 

 confidence: A numeric value for the minimal confidence of rules/association hyperedges 

Specifically of our use: Support: 50%, Confidence: 90% 

 

The top 6 rules 

 
 

{ΕΙ_sociability=LOW, 

POMS_distress=LOW} 

{POMS_depression=LOW} 0.6041667 1.0000000 

{EPQ_E_Extraversion.Introversion=HIGH}                                        {POMS_Tension_Anxiety=LOW}                                                       0.6250000   0.9677419 

{Do.ypu.buy..sportswear.to.have.athletic.appearance.during.your.game.=NO,                                                                                                                  

    POMS_anger_hostility=LOW} 

{POMS_Tension_Anxiety=LOW} 0.6041667 0.9354839 

ΕΙ_emotionality=LOW,                                                                                                                                                                         

    POMS_distress=LOW} 

{POMS_anger_hostility=LOW}   0.6041667 1.0000000 

{ΕΙ_well_being=LOW,                                                                                                                                                                              

POMS_Tension_Anxiety=LOW}                   

{ΕΙ_emotionality=LOW}                                                            0.5208333   0.9259259 

{ΕΙ_well_being=LOW,                                                                                                                                                                              

     POMS_Tension_Anxiety=LOW,                                                                                                                                                                       

     POMS_anger_hostility=LOW}                  

{ΕΙ_emotionality=LOW} 0.5208333 0.9615385 

Table 6 

3.4. Correlation Analysis 

Correlation is any of a broad class of statistical relationships 

involving dependence, though in common usage it most often 

refers to the extent to which two variables have a linear 

relationship with each other.  

As it is shown above, the is high negative correlation between 

EI and POMS questionnaires and some low positive 

correlation between EI and the emotion factor of the BPA 

questionnaire. 

If the measures of correlation used are product-moment 

coefficients, the correlation matrix is the same as the 

covariance matrix of the standardized random variables Xi / 

σ(Xi) for i = 1, ..., n. 

3.5. K-means Clustering Analysis 

K-means clustering is a method of vector quantization, 

originally from signal processing, that is popular for cluster analysis in data mining. k-means clustering aims to 

partition n observations into k clusters in which each observation belongs to the cluster with the nearest mean, 

serving as a prototype of the cluster. 

Figure 27 
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Figure 28 

For each cluster iteration, the cluster centers are multiplied by the first loading of the principal components of 

the original data. Thus offering a weighted mean of the each cluster center dimensions that might give a decent 

representation of that cluster (this method has the known limitations of using the first component of a PCA for 

dimensionality reduction) 

 

The second split is a good one (in the manner that it splits the first cluster into two clusters which are not “close” 

to each other). 

 

 

4. CONCLUSION 

Concluding, mood state, emotional intelligence brand personality can serve as crucial variables and can be 

prevalent in the marketing literature covering a wide range of topics; including evidence that profile of mood 

state emotional intelligence and brand personality of the e-sports players can highlight marketing habits and may 

promote effectively publicity politics. 
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The impact of viral marketing to Albanian consumers 
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Abstract 

Nowadays companies are using different marketing methods to communicate about products or services they 

offer. Generally mass media such as television, radio or newspapers disseminate their messages through 

advertising. This communication method is used in advertising strands. Today, new tools are emerging and 

being developed in the areas of social networking. One of them is the viral marketing. The viral marketing is a 

trend. This new electronic concept of the term "word of mouth" for commercial purposes emerged with the 

development of the Internet in the early 20th century. The process is based on a written communication by 

exchanging emails, forums, social media and website. Social networks such as Facebook are expanded and have 

become very well known by the public in recent years. The greatest strength of these social networks is the use 

of viral marketing. Companies are using social media, because it is a cheaper alternative to traditional 

advertising methods. Social media has become an essential way to a new format of mouth-to-mouth marketing. 
Consumers will share their opinions about brands with or without the knowledge of companies. What is not 

known is how their purchasing action affected when exposed to this new form of advertising: Will encourage 

consumers to purchase, it will remove the purchase decision or will not have any impact?  

The purpose of this paper is to understand how viral marketing in the form of viral messages on social networks 

affects Albanian consumer behavior and their decision to purchase. The main goal of companies is to convince 

customers to realize a certain purchase and this paper investigates how viral marketing affects the buying and 

how much is meaningful and necessary to adapt accordingly by companies in their marketing strategies. The 

data were obtained through an online questionnaire. 

The results of the research show that viral messages on social networks, does not give a great effect on 

consumer behavior and the decision to purchase. Based on the data were exactly blogs, promising areas for this 

form of marketing and information reflected in them affect consumers. The study submit an impact of viral 

messages on consumer behavior. The majority of respondents are inclined to consider the opinion of the people 

around them, including: friends, family or colleagues when they decide to buy. Regarding the third concept: 

viral messages and the power of viral marketing, it seems clear that the impact in this case is greater. 

Keywords: viral marketing, social media, Albanian consumers, consumer behavior. 

1. Introduction  

Initial marketing goals have been focused on how products or services will reach the market and consumers buy 

it what was available on the market. With the development of economy, companies were forced to position 

themselves in the market and towards consumers. Communication in the Internet market is very important and 

therefore made social media such as Facebook, Youtube, Instagram and blogs have become very influential 

marketing tools for companies. Viral marketing is a strategy that encourages people to follow messages to each 

other. If a significant number of receivers deliver the message to a large group of other people, the message 

distribution increases massively. A viral message can be transmitted to thousands of millions of people, 

explaining in this way and the term "viral marketing". Internet viral marketing can be qualified as marketing 

"mouth-to-mouth." (Scott, 2007) The amount of private people who use social networks like Facebook, 

Instagram, Snapchat, Youtube, Twitter and blogs every days, calculated millions. For companies adapting these 

new strategies, not only reduces the cost of media, but also gives the opportunity to increase customer awareness 

for the brand and ensure access to the most influential strategy of marketing companies, online marketing " 

word of mouth "- viral marketing. (Fergusson, 2008). 

The viral marketing is a marketing current form, which has grown tremendously in recent decades order. In 

many books, journals and dissertations browse this paper are found many positive opinions toward marketing 

this way. David Scott is one of many authors who appreciates this form of marketing. Scott says that the Internet 

has wrought a revolution in online communication through social media, communities, social networks and 

blogs, for a much lower cost than traditional forms such as TV, radio and commercial papers (Scott, 2007). 

Consumers will share their opinions about brands with or without the knowledge of companies. What is not 

known is how their purchasing action affected when exposed to this new form of advertising: Will encourage 
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consumers to purchase, it will remove the purchase decision or will not have any impact? A viral marketing is 

such an important marketing strategy, how to avoid being ignored by companies? 

2. The viral marketing 

Viral marketing is a phenomenon that is followed by messages as being viruses from one side to the other, 

within an electronic structure (Gil-Or, 2010). The customer is the sender of the message and the recipient is 

encouraged to follow the message to others. The viral marketing strength lies in the power of the message and 

the desire or how likely consumers are to distribute it to other people. Viral marketing exploits the possibility of 

reaching a very large number of potential customers with a minimum delivery pulse (Skrob, 2005). The viral 

marketing has proven to be a cost effective tool for online promotion using individual people to send emails to 

friends and colleagues without the involvement of the company. 

A message on the viral marketing can be a picture, a phrase or a video. According to Godin (2000) the future 

belongs to people who release viruses online. Messages must be easily transmitted and stimulate an emotional 

response from customers, which results in the distribution of viral message on their social networks. "Finally, in 

order of viral marketing to functions, the focus lies in the strength of people's emotional response and ability to 

influence, so that information can be disseminated to others who think alike" (Larson, 2009). It is very important 

to design or create a good message about products, because it increases the chance for them to become 

profitable  

Social networks such as Facebook, Youtube and blogs have expanded and have become very well known by the 

public in recent years. The greatest strength of these social networks is the use of viral marketing. Companies 

are taking their benefits using social media, because it is a cheaper alternative compare to traditional advertising 

methods. Social media has become an essential way to a new format of mouth-to-mouth marketing (Tedesco, 

2009, cited in Larson, 2009, p 1). Facebook is the world's largest social media with more than 350 million active 

users and 170% increase in 2009. Besides 350 million active users, about 175 million are on Facebook once a 

day. Today have great influence not only experts in marketing but also capable bloggers. Blogs began to 

develop in 2000 and became a huge Internet success, especially in Switzerland. 

The concept of viral marketing is: ensuring that customers will transmit messages to other people. Consumers 

will share their opinions towards brands with or without the knowledge of companies. The power of a positive 

or negative outlook toward the brand has a very great importance. As a result, companies are more interested in 

positive influence, through the message advertised and this is achieved through integrated strategies of viral 

marketing (Larson, 2009). It is very important that companies be aware of and to understand how influential it 

comes broadcast "word of mouth" to information about products or services and brands. Of course, that means 

that positive opinions can stimulate buying customers and vice versa. 

The concept of customer acquisition act is very important, because substantial impact on the performance of 

companies. It is very convenient for companies, understanding consumer behavior. The purchase process starts 

at the moment when need arises. The customer wants to satisfy this need and goes into the second phase of 

information search, where the consumer tries to provide valuable information about the product or service. This 

is the phase when consumers can use information via online. 

3. Methodology 

Deductive method is a logical process, where reaching a certain conclusion from something, known as true, 

provided when working from theoretical "empirically". The best way to develop a deductive process is 

appropriated theories, hypotheses and predictions about which we intend to study and then gather empirical data 

to see if the predictions and theories are the same as real life. Projections are based on previous empirical 

findings and theories (Ghauri and Gronhaug, 2005). Through deductive approach applicant will conduct some 

surveys, in order, to find a certain pattern and then try to generalize. This study was conducted on deductive 

method. 

According to Jacobsen (2002), extensive access to the working of a study is about how units the research wants 

to encounter. In this way researchers focus more on the width of the case, in order to provide a specific 

description of the phenomenon of alignment in multiple contexts. Extensive method is often called an observer 

looking, because it works with a large number of units, which generally translates into hundreds people. The 

focus is more on general and in what it is common among many people. This paper uses extensive method: 

respondents equaled the unit, while the variables and the phenomenon is viral marketing and its impact on 

consumer behavior. 
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According to Ghauri & Gronhaug (2005) quantitative methods, usually must be deductive. Quantitative research 

prefers to develop and use models, theories or mathematical hypothesis. The strength of this method lies in the 

reliable data. For this study we have used quantitative methods to collect data. 

In this paper they are also used primary data and secondary ones for a general review of viral marketing. 

Primary data were obtained through an online questionnaire, which was sent to customers online, to respond. 

Secondary data were obtained in previous research, journals, books and websites. It was important the presence 

of two types of data so that the results were reliable  

Persons who choose not to answer are potential threats to the validity of the study results. Online questionnaire 

was sent to 200 individuals and only 150 of them answered to all questions. The reason why some questions are 

answered less than 150 is because, having certain questions, a choice between YES and NO, if a negative 

response, some of the following questions concerning the foregoing were not important to the interviewee. 

4. Results 

Age of respondents ranging from 15 to over 50 years old and most of the respondents (60%) were between 21-

30 years old. Most of the respondents were female, 62% female and 38% male. 

Asked if possessed an email account, determine which among listed, 98% answered that possessed an email 

account and the majority of 58% answered gmail.com.  

94% of respondents said they are part of a social network, while 6% were answered negatively. By 94% of 

respondents, who were part of at least one social network, 62% of them responded that was frequented social 

network Instagram. 

When asked if they were aware or not of the existence or viral advertising messages online, the majority of 

respondents, 98% responded positively. 

Further were asked to respond about their degree of reliability associated with the type of communication "word 

of mouth" online and 61.3% of them said they have average confidence, meanwhile, 26% are skeptical. 

Asked if they received an email from a known person, which contained a link to a product or recommended 

service, respondents were equal to almost their opposite responses, 52% of them received one email and 48% 

did not get one. 

Further asked if after receiving and reading information in the email, have completed the purchase of the 

product, 18% of them responded positively, compared to the majority of the 82% who answered negatively. 

When asked whether most affected by negative or positive comments about the product or service, the majority 

of 58% answered that the most are affected by negative comments, while 42% are influenced more by positive 

comments.  

 

Statement is presented: "I am predisposed to buy a product or service, if information about them I got from the 

known persons. 26% of them strongly agree with the statement, 37% of them agree with the statement, 28% of 

them support the assertion only when it comes from trusting people, 5% of them have an indifferent attitude 

towards the affirmation and only 4% their they disagree with the statement. 

58% 
42% 

Affected by negative or 
positive comments about 

product 

Negative comments Positive comments 
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Further they asked how useful are to these positive or negative comments online and the majority of 66% said 

that such comments are influential in their decision-making process for acquisitions, while 18% of them have 

qualified very useful, versus 16% who are regarded as the least useful. 

Finally respondents addressed the question, how much influence the mass distribution online advertising of a 

product or service to their perception of quality and reliability and most of the 56% of them responded that 

affects a few, while 38 % responded that affects so much and 6% responded that it does not affect.  

 

 

Conclusions  

The purpose of this paper was to validate if viral marketing in the form of viral messages according to three 

concepts, social networks, listening and speaking of consumers ("word-to-mouth") and the power of viral 

marketing influenced the consumer behavior in the purchase process.  

Empirical data analysis revealed much compliance between secondary and primary data, but some other aspects 

did not find the expected compatibility. Through this study with quantitative research, was investigated 

regarding how these three aforementioned concepts, influencing consumer buying in such a way that it can be 

determined if it is necessary for companies to adopt viral marketing in their marketing strategies. The results of 

quantitative research show that the viral messages on social networks, does not give a great effect on consumer 

behavior and the decision to purchase. 

Based on questionnaire responses were exactly blogs and information reflected in them, the most influential 

consumers. In short if companies want to aim at social networks, blogs according to this study is the most 

effective way to persuade customers to realize the purchase. 

Although not expressed very great influence on social networks, viral marketing is an expensive strategy and 

remains a good way to promote the need for product or service to customer or to encourage them for a future 

purchase. Results regarding the viral messages, when it comes to listening and speaking people, show that there 

is a more significant impact on consumer behavior. The majority of respondents are inclined to listen to the 

people around them, above all when it comes to a narrow circle, including: friends, family or colleagues. 

Regarding the concept of viral messages and the power of viral marketing, it seems clear that the impact in this 

case is greater. Depending on how the brand defenders feel toward the product, persons will display a negative 

or positive outlook. A negative outlook can "destroy" a viral campaign and remove consumers from the act of 

buying, meanwhile, that a positive outlook can result in a great success for the company.  

The viral marketing is still a new concept and according to many authors, provided a glow in his future. The 

surrounding environment is in a constant change and social media can have a much greater impact on consumer 

behavior in the future. It is very important that companies stay updated and understand new technologies not to 

lose any possible advantage. 

 

 

7% 

64% 

29% 

Affect of online ads of product 
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Abstract  

Rapid development of mobile technologies establishes a solid framework for the deployment of mobile hardware 

in several aspects of entrepreneurship. There is a continuous and enhancement demand for mobile applications 

and enterprises’ daily office work gradually expand from PC to mobile terminals realizing the Bring Your Own 

Device (BYOD) policy. Bring Your Own Device (BYOD) as one of important mobile office modes has received 

the academia’s extensive attention in recent years.  

Contemporary working methods deploy BYOD in several phases and stages such as offline mobile office, online 

mobile office, and intelligent mobile office. Towards this direction BYOD has been introduced in several sectors 

such as education, health, office mode, etc. 

The purpose of the specific paper is to introduce a concept of BYOD policy in marketing based on high-end 

technological IT solutions. Through this research work a system framework will be defined aiming to combine 

technological trends with wireless marketing strategies integrating BYOD features. 

 

Keywords: Bring Your Own Device, Marketing, Mobile Signage 

 

1 Introduction 

Mobile communication is a major technology growing rapidly and having a great market potential. It is also 

well known that Internet technology is a key and major technology that grows rapidly with significant market 

potential. It is obvious that Mobile Internet is also explosively growing resulting to significant changes and 

radical changes to several industries in recent years. As the Cisco’s 2016 global mobile data traffic forecast 

report release mentions that almost half a billion (429 million) mobile devices and connections were added in 

2016. Smartphones accounted for most of that growth, followed by M2M modules. Global mobile devices and 

connections in 2016 grew to 8.0 billion, up from 7.6 billion in 2015.Globally, smart devices represented 46 

percent of the total mobile devices and connections in 2016; they accounted for 89 percent of the mobile data 

traffic. (“smart devices” refers to mobile connections that have advanced multimedia/computing capabilities 

with a minimum of 3G connectivity.) [1].  

Based on this it is easy to understand that the future of technology will be strongly related to mobile technology. 

The expansion of technological features of mobile devices has resulted to significant increase and use of mobile 

applications and Bring Your Own Device (BYOD) as one of important mobile office modes has received the 

academia’s extensive attention in recent years [2].  

Based on the entrepreneurial exploitation in literature there are different perspectives such as Morrow B et al [3] 

mentioning that Bring Your Own Device (BYOD) is a policy for employees allowing them to bring their own 

machines (laptops, tablets, smart phones and other mobile devices) to their work. Although employees use their 

own devices, they have access rights to enterprise's internal information and they can use enterprise’s licensed 

applications. Another perspective comes from Thomson G [4] showing the three stages of mobile office: offline, 

online and intelligent Furthermore, [7] reports the phenomenon of extensive use of personal devices for work in 

enterprises. A rather different perspective comes from the use in the field of education, Bring Your Own Device 

(BYOD) is also widely used in the specific field, and has become a new education information service mode in 

recent years [5]. 

2. Main Concept of BYOD in Marketing 

Based on the key findings of mobile smartphone usage and the penetration rate of smartphones in our everyday 

lives a key question arise for marketing Managers “How do I take advantage of smartphone to use it in 

MARKETING”. The answer to this is to integrate information technology with Marketing and develop solutions 
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that will deliver content to the smartphone of the visitor / customer based on the principles of proximity 

marketing [6]. 

It is well known that BYOD concept has been adopted by several organisations allowing their employees to 

work with their own devices [7]. BYOD’s benefits are clear: employees are more familiar and satisfied with 

using their own device(s), and employers save money by not having to pay for high-priced devices and data 

plans. Companies’ goals with BYOD are to increase the flexibility, convenience, and portability of devices that 

cater to their employees’ workflows, which increases productivity and morale [7]. 

However there are some initiatives which are trying to integrate the concept of the smartphone usage and 

marketing such as [8] aiming to design integrated systems for marketing allowing the end user to access the 

marketing services and information with their own smartphone without having to install any mobile application 

or to access internet. They only have to connect to a free Wi-Fi near them. 

So, the proposal is to develop the specific concept aiming to develop solutions that will allow the end user to 

access information on his own smartphone without having to install on the specific device any mobile 

application. It is well known that smartphones and their associated apps are useful in all forms of tourism travel 

arrangements and tourists are clearly depended on their smartphone and the information they can retrieve on 

their personal device [9]. Nowadays SMART CITIES and SMART PLACES are an important trend resulting to 

SMART TOURIST DESTINATIONS [10]. 

The overall idea and the main concept of applying contemporary information technology to marketing are 

setting the background to develop solutions that will establish the vaulting horse for smart solutions aiming to 

facilitate the use of smartphones in marketing. Tourism seems to lead the way towards this direction and soon 

other sectors will also incorporate the BYOD concept. 

3. New BYOD Framework and proposed solution 

The basis for the success of the specific BYOD concept on marketing is established on the fact that access to 

information and to services is not provided by a mobile application. The simplest solution is to provide the 

information to the end user through a mini-site. Mini sites are easy to be developed and based on the fact that 

modern smartphones have features equal to a PC, a programmer is able to develop a mini site with the all the 

functionalities of a contemporary site and smartphones are able to access these mini sites without problems.  

The aforementioned concept can be deployed with a system solution proposed in [8] resolving the most 

important issue of the technological barrier of smartphones, which is the difficulty to access content stored on 

another device, which can be accessed by local WiFi. 

The technological solution of [12] paves the way to marketing success. Of course the specific development is at 

early stage and lots of work needs to be done for the proper development and deployment of the technological 

breakthrough towards marketing deployment. 

4. Future Work 

BYOD is a successful trend of modern generation. Especially in business organization and education seems to 

penetrate the majority of cases. However, the dependency of persons from their smartphones and the fact that 

smartphone has become the most important personal device is guiding marketing professionals and IT people to 

collaborate and develop marketing solutions based on the BYOD concept. 

The specific proposed concept is rather new in the field of contemporary proximity marketing and requires 

several steps in order to mature as solution with high quality standards able to be integrated in the real world. 

The team is already working on a specific project idea to publish in the near future an integrated Proximity 

Marketing BYOD business solution. 
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Abstract 

In a world dominated by automation, nGreece makes the difference and invests in direct communication. 

nGreece actually is an accommodation platform of requests, and its main feature is the direct contact between 

tourists and professionals of tourism. This service is known, in the professional field dealing with such 

applications, as Human to Human (H2H) service. 

The traveler will be able to conduct a personalized search, check the availability of accommodations and 

choose the accommodation he wants, depending on his needs, while obtaining higher quality and economy. The 

fact that the user saves a lot of time, as the only thing he has to do is to make a request and then he has to wait 

for the results obtained, is very important. 

nGreece will be not just another tourist-digital intermediate between traveler and other tourism business, but it 

will be the mean which will connect those two directly, amending radically the role of the customer. The 

traveler becomes from almost passive service receiver to an active participant to the offered services. 

Keywords: Residency Request Platform, H2H service, Business network, Accommodation availability 

 

1. INTRODUCTION - DETERMINATION OF THE TOURISM PRODUCT 

 

The concept of tourism has been identified with different approaches, so it is difficult to define it precisely. 

Tourism refers to the activities of people, including travel and stay in places outside their usual environment for 

leisure, business and various other reasons, without the duration of their stay on the site exceed a consecutive 

year (Middleton, 1996). 

According to the needs arising due to the development of technologies and the great competition, more and 

more tourism businesses are developing online services and using new technologies. This business method is 

known as Electronic Tourism or e-Tourism. It is an evolving field that is defined as the use of Information and 

Communication technologies in the tourism industry. It provides a set of possibilities offered by the internet and 

other technologies to people who wish to travel. Consumers can raise requests, to search, compare and choose 

any tourist service they wish, as hotel accommodation, car hire, ferry and plane tickets 

(https://en.wikipedia.org/wiki/Travel_technology, 2014). 
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1.2 The system of tourism  

 

Tourism consists of a grid of economic activities, both primary and secondary, such as accommodation, 

catering, leisure and others. Moreover, the conceptual and design approach of tourism is mainly determined by 

the characteristics and interdependencies between tourism and the environment in which manifests (Butler & 

Pearce, 1999). 

The function of tourism as a system, is influenced by external factors related to tourism supply, as natural 

resources of a region and the role played by public and private bodies. It is therefore conceivable that the long-

term planning of tourism policy development must take into account external factors, such as economic 

influences, demographic changes and trends and the current changes taking place in people's lifestyles 

(Briasouli, 2000). 

The subjects of the tourism system are natural or legal entities (companies, associations, etc.) involved in the 

tourist system. All the natural entities represent the tourists and all the legal entities represent the tourism 

businesses (Leiper, 1990). 

Τhe evolution of  technology has a great impact at tourism industry as well. Technology plays an important role 

in the hospitality and tourism industry. Both customers and businesses can benefit from advances in 

communication, reservations and guest services systems. Technology allows continuous communication and 

streamlines the guest experience, from reservation to checkout (Smith, 2017). 

The Internet has a powerful impact on hospitality and tourism. For many businesses and locations, the 

experience starts long before a traveler arrives--it begins with the first visit to the website, when a person sees 

photos of the location and gets a sense of what to expect. In the hospitality and tourism business, effective use of 

Internet technologies can improve revenue. Websites, blogs, online advertising, social media, online ordering 

and information repositories all help convince customers to choose a location or business (Smith, 2017). 

Booking engines to allow easy access by consumers and travel professionals; the systems enable individuals to 

make reservations and compare prices. Booking engines cut costs for travel businesses by reducing call volume 

and give the traveler more control over their purchasing process (Smith, 2017). 

Because many tourism businesses are large and dispersed, they use computer systems to stay connected. 

Computer systems allow communication between branches and locations which makes it easier to streamline 

reservations and cross-company policies. They are also used internally to keep all of the staff on the same page 

and make it easier to access information that can improve the guest experience: guest preferences, housekeeping 

information and reservation details can all be kept on a single system (Smith, 2017). 

Many travelers take some form of mobile communication device with them on the road, whether it is a tablet 

computer or a mobile phone. To keep customers advised of changes many tourism and hospitality businesses 

use mobile communication; they send delay notices, offer deals and sponsor location-based advertising. 

Depending on the type of business the communication might happen through emails, text messaging or GPS 

tagging, for example (Smith, 2017). 

 

1.3 Tourism categories 

 

The concept of tourism is multidimensional. For this reason it has been divided into different categories which 

are: Domestic tourism, Outbound tourism, Inbound tourism, International tourism, Internal tourism, National 

tourism. There are also a few other distinctions, such as the mass, individual, constant, seasonal, static, kinetic, 

youth and the elderly tourism (Lagos, 2005). 

Furthermore, there is a new concept in tourism, which includes all forms of tourism and attracts tourists with 

special interests. This kind of tourism is called alternative tourism. It is created by people's desire to find a 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

347 
 

different way of holiday, which will help them to learn the culture of each place, while protecting the natural 

environment (Linardatou, 2011). 

The basic forms of alternative tourism are: educational/cultural tourism, rural tourism, health tourism, religious 

tourism, business tourism, conventional tourism, exhibitions tourism, adventure tourism, sport tourism, city 

tourism, family tourism, tourism of winter sports, sea tourism, selective tourism, folk tourism, general/overall 

tourism, ecotourism, cosmopolitan and social tourism, geotourism, tourism for people with disabilities, 

archaeological tourism, spa tourism and motivation tourism (Linardatou, 2011). 

 

1.4 Tourism and Internet 

 

Tourism is one of the most important chapters in the economy of a country. This explains why many countries 

are trying to boost their tourism. It makes sense such a crucial sector to be affected by the development of 

technology and therefore, to serve the various needs that arise from time to time, tourist electronic platforms and 

various other Web sites are created to serve both tourists and enterprises operating in the area (Piromalis, 2014). 

A tourist website could contribute not only to the successful presentation of the best possible image to the online 

visitor, but also in response to the greater number of the possible questions that a visitor might have. It also 

provides answers to issues related to the coverage of needs through the use of new technological possibilities 

that appear in the IT field (Piromalis, 2014). 

One of the main tools of the internet that can help the marketing of a company, are the social media. The Social 

Media dominate the Internet space in recent years, while most companies were reluctant at first, with respect to 

their use. However, the most successful businesses are now implementing strategies related to Social Media, 

taking advantage of their popularity to the public and using them as an integral part of marketing. The Social 

Media can be used for various purposes such as trade, customer service, research, development and public 

relations (Siomkos & Tsiamis, 2004). 

The categories of social media are: Blogs, Social Networks, Microblogs, Wikis, Video Sharing, Podcasts, RSS 

Feeds, Photo Sharing. (http://php.indiana.edu/~cjbonk/Syllabus_R685_Fall_of_2008.htm, 2016). 

 

1.5 Social Media Marketing 

 

The Social Media Marketing is the use of all Social Media Networks, to highlight and promote a business, 

product or service. One of its benefits is that it strengthens all businesses, because it provides them an additional 

channel of communication with existing customers, while is a mean of attraction of new customers. The aim is 

to maintain the customer, as well as to help in the management of corporate identity internet business 

(http://en.wikipedia.org/wiki/Social_media_marketing, 2016). 

The customer-oriented approach in the marketing area has become an indisputable fact and the consumer is 

placed in the center of the business effort. The Social Media Marketing puts the customer at the center of 

communication and enhances its role. By doing this and utilizing the best social networking tools, achieving 

two-way communication and dialogue within online communities, highlighting the consumer to an active 

participant. 

There are some elements that characterize Social Media Marketing. First of all Social Media sites are popular 

and not only to the young people. They also provide immediate feedback, encourage two-way communication 

and allow the creation of personal and business accounts (Contact's, 2011). 

They can even extend the brand of the company and to create strong ''bonds'' between the business and their 

clients. The fact that gives great value to the Social Media Marketing is that these sites are free, so businesses 

have the opportunity to publicize their many components and advertised inexpensively. Besides, users of Social 

Media is more active than any other internet user (Contact's, 2011). 

http://en.wikipedia.org/wiki/Social_media_marketing
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As information is the key element of the tourist industry, the flow must be achieved quickly, accurately and 

safely. The information and communication technologies have become an integral and essential part of the 

tourism industry, as their strength allows the integrated, efficient and accurate transmission of information 

between all participants in the tourist circuit. The marketing process, therefore, of the tourism product, has 

changed and adapted to the new technological revolution to tourism businesses and organizations to increase 

their efficiency and become more competitive (Kilipiris, 2009). 

The internet has revolutionized the travel industry, providing a new way for consumers to "acquire" the 

experience of the destination, watching images and videos, as well as to read user’s comments, who inform 

them about issues that impress them during their visit to this destination (Buhalis, 2010). 

Also the Internet through Social Media, facilitate stakeholders to plan their trips and looking for the best tourism 

products, according to their expectations. This is one of the major reasons, where companies now engaged in the 

promotion of tourist destinations (Destination Management Organizations), to facilitate the tourist tour before, 

during and after the tourists visit in this destination (Buhalis, 2010). 

On the other hand, hotels, airlines and general businesses that are engaged to the tourism market, are getting 

involved more and more in social networking services, in order to enhance their business image in consumers' 

minds. For example, many tourism businesses are posting videos on YouTube, which promote and advertise 

their business, or even cooperate with tourist sites, to provide offerings that are designed to attract more 

customers (kathimerini, 2010). 

Moreover, businesses also use Social Media for research purposes, such as to collect the comments made by 

users, to monitor market trends, but also to correct their services, according to customer requirements 

(kathimerini, 2010). 

Finally, it is important to remember that tourism businesses, such as hotels and caterings, trying to exploit the 

latest developments in terms of the Social Media (kathimerini, 2010). 

This development relates to services based on the geographical location of the user, which give the ability to 

view different information about hotels, restaurants, monuments, pharmacies, police, public transports and in 

general points that have been mapped (in GoogleMaps), which are located in the nearby user range (kathimerini, 

2010). 

 

2. THE CREATION OF NGREECE  

 

Wishing to reinforce the tourism sector, an online platform has been created, that aims at the best possible 

service for tourists to find accommodation, which differs from the already existing web sites. The business plan 

of this application relates to an automated accommodation requests management system, based on the travel 

profile of each user. It is about an accommodation platform of requests with main feature the direct contact 

between tourists and professional known as Human to Human (H2H) service. 

The purpose, as stated above, is the communication between Greek professionals in the tourism sector with 

world traveler and provide tourist information with the use of network in a completely different manner, 

interactive and extrovert. In the second level, as part of the global promotion of our country within the global 

tourism market, the business plan of this particular application, includes more and more aspects and sectors of 

the Greek economy, such as promoting Greek products and exploration of all colors, taste and image of our 

country. 

 

2.1 Operating Characteristics of nGreece  

 

All the above services combined with the design of digital platform and using special algorithms and filters, will 

decode the travel profile in a friendly and interactive way. The user/traveler will be able to conduct a 
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personalized search, check the availability of accommodations and choose, with the help of a network that 

constantly evolves, the accommodation he wants, depending on their needs, while obtaining higher quality and 

economy. Equally important is the fact that the user saves a lot of time since the only thing he has to do is to 

make a request and then wait for the results to come. 

It will also allow direct coverage of the availability of accommodation rooms to create last minute offer or 

answer a last minute stay request from a tourist/party concerned. Basic and major difference from other services 

(booking) is that the price of the room will not be more expensive than usual. The objective is not the 

exploitation of the existing need and the profit but the coverage of the availability of accommodation. 

The whole project will be translated into other languages, in order to serve better either tourists or professionals 

working in the field. It provides access to all devices as well, even this is a computer, a tablet or a mobile phone. 

The professional can monitor and manage the received requests from any machine and in any place in the world, 

without having to install a separate application on his computer. 

The tourism business professionals will have both personal and professional page, where they will mark, with an 

image in the GEO Locator Google Map, the position of the company and this will be enriched with photographs 

and other basic features. They will also have the ability to monitor stakeholder demands with RSS and submit 

bids in a way friendly and modern. The ability to connect automatically to the social media should be assigned, 

too. 

In addition, they can build a fully enriched personal web site with all the possibilities of modern technology, 

which will be hosted by the digital platform. In this way, professionals will have the opportunity to promote 

their business in the best possible way, without additional burden at the company's operating costs, because it 

will not be necessary to appeal to manufacturers web sites but only in other tourist - Digital intermediate 

(booking.com etc.). 

Those who already have a web site will be able to select an icon, through Special Google Map Marker from Geo 

Locator and connect directly to the site, through another website that they already have at social media 

(facebook, etc.). 

Finally, there will be a reward policy for active customers with a special system so that they can redeem their 

participation in the specific application. 

Regarding the degree of innovation of the business idea to the above application, refers to the implementation of 

new innovative services in the tourism market. The idea is based on the new model H2H (Human 2 Human) 

services and concerns the networking connection among humans. 

There will be personalized answers on individual requests, providing reliable results and not automated as 

standard search engine. 

In Greece there is no company that provides these kind of services. However, there are some companies that 

advise many travelers for their vacation. These are: airbnb, booking and Trivago. Additional services are 

provided by travel agencies, travel portals, websites (groupon), accommodation finder websites and online 

booking sites (type booking, Trivago etc.), but at secondary level. 

Another innovative element is the geolocation services, which record the user's location with proposed tourist 

destinations (family holidays, rural tourism, religious tourism, medical tourism, tourism etc. aged 3) and on 

dates specified by him. Possible proposals about tourist sites will be provided by relevancy score (rating), 

according to the profile of each user. The corresponding score will result from a smart, pleasant and interactive 

questionnaire. When choosing the ideal destination, the location will be displayed using Google maps, which 

will facilitate the access to this destination. 

Equally important is that it manages to contact directly owners of hotel accommodation with their clients. This 

application will be not another tourist-digital intermediate between traveler and other tourism business, but it 
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will be the mean which will link those two, altering radically the role of the first. The traveler from almost 

passive service receiver becomes an active participant in services provided. 

The range of search results for a tourist destination that a user/traveler receives is the maximum since there will 

be no registration fee for customers (agents). Moreover, for the customer hosting at the platform, there are no 

advertising costs, so they will have the opportunity to make offerings at the most competitive prices, thereby 

achieving greater coverage of the availability of the accommodation. This will help the last minute reservations 

not incure with additional costs. 

Finally, as mentioned above, tourism businesses will be able to raise their offers and advertise their web pages. 

If they do not have one, then our platform will be able to create one for them and advertise their accommodation 

in the best possible way. These services are organized into financial packages of classified capabilities and 

value. A flowchart of the above operation is as follows: 

 

 

Figure 1: nGreece Flowchart 

 

The traveler will be able to raise a request. Then the ideal accommodation will be "selected". The 

accommodation proposed must fulfill the most of the criteria that the traveler has set. The obtained results create 

a ticket. Finally, there is the possibility of direct communication between the traveler who creates the request 

and the professionals who respond to it. 

 

2.2 SWOT analysis of nGreece 

 

The SWOT analysis (strengths, weaknesses, opportunities, threats) is a tool that helps in the diagnosis of the 

business in relation to the competition. The ultimate goal is to identify the strengths that can support the growth 

of the new company and to define the strategic directions of a coherent and comprehensive development 

strategy. 

Furthermore, the identification and registration of weaknesses is a necessary basis for those policies and actions 

that would help locate these weaknesses. In a dynamically changing environment, presented opportunities and 

risks which must be viewed and taken into consideration when designing policy interventions in favor of the 

new entity. 

In short, the "strengths" of nGreece include: Use of customized interactive services, low operating costs, long 

experience and high scientific training, customer-oriented design, high security and protection, view content in 
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other languages, (not only in Greek) and flexible use through the implementation of all electronic devices (pc, 

tablet, mobile phone). 

This application also shows some weaknesses. These are: the lack of high initial capital, the weakness of 

cooperation between stakeholders - businesses at national, regional and local level, the low level of 

technological education professionals and the delayed debt collection from customers. 

The use of the internet platform may create great opportunities which are: unlimited possibilities of internet and 

social media in combination with the continuous technological progress, operating in a global market, ability to 

promote Greek products, flavors and images of our country, the ever-growing tourism economy, the existence of 

financial programs which supports the creation of small and medium enterprises and increased direct access to 

consumers via the internet. 

The threats that arise by the creation and the use of this application are: prolonged period of economic recession 

in Greece, creating financial problems, the bank financing difficulty, the increasing concentration of tour-

operators, increasing competition abroad from countries with lower costs (Mediterranean, Eastern Europe, Far 

East), and the corporate tax. 

 

2.3 Competitiveness factors 

 

In terms of pricing, there will be a free package for the professionals who wants their property to have a basic 

presence on the platform. The aim is to enrich the database with as many rooms as possible and not the 

immediate profit. 

Additionally, there will be an innovative affiliate marketing system that rewards customers with active 

participation with some extra credits. By redeeming these virtual credits, they will be able to use additional 

services of the website (such as "last minute offers") and at the same time the platform will be strengthened. 

Every business - accommodation can cover its advertising projection, through the platform, and there will be no 

need to maintain a personal website, thus saving money immediately by reducing its operating costs. 

Generally, the aim is to encourage a policy of reward active customers, and also there will be discounts and 

promotions to attract new members (e.g. at low seasons). 

 

3. CONCLUSIONS 

 

This project, highlighted the importance of tourism to the Greek economy. The development of technology has 

played an important role in the development of the tourism system in general. Social media is one of the basic 

tools that promote tourism and contribute to it’s reinforcement and to attract larger number of travelers. Apart 

from these,  have been created many web applications to serve either tourists or professionals operating in this 

field. 

The creation and therefore the development of the web platform, which called nGreece, designed to play this 

role in the evolvent of the tourism sector and help travelers to make their vacation easily and without any 

trouble. As mentioned, it is an accommodation platform of demands which its key feature element is that allow 

the direct contact between tourists and professionals. 

As concern the tourists, it helps them to make a personalized search, check the completeness of 

accommodations and choose the accommodation they want, achieving greater quality and economy. 

Also as concern the tourism professionals, it offers the possibility of direct coverage of the availability of the 

rooms even with last minute offers. There is the possibility of tourism businesses to promote their offerings and 
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to advertise their web pages. If they do not have one, the nGreece is able to create their one and advertise their 

accommodation in best possible way. 

This application can help all those who are involved in the tourism sector. The trips will take place in an easy 

way, finding the accommodation be made quickly and without cost and hoteliers can ensure as much as 

possible, bigger completeness for their rooms. 

 

3.1 Future work 

 

The web platform, of the nGreece, is an application that serves similar purposes like other web applications. 

Because it bears several innovative features, other websites can use it and collaborate with it in order to have 

better results and exploit fully all its features. The operating mode of the application is unique. It’s not a threat 

to them, instead it is a tool that can be used to provide assistance. 

Also, in the future, the nGreece will be able to offer more features to his members and to potential partners. It 

can offer most organized personal websites to professionals, space to host more photos, professional photo 

shooting of accommodation spaces for the best possible result, and creation of a contributory system in which 

the professionals would have more benefits by the platform regarding the advertising and promotion of their 

business. 
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Abstract  

The main purpose of this article is to identify and rank a set of value co-creation for the BOP market drivers 

using Fuzzy Interpretive Structural Modelling (ISM) to support the evaluation of value co-creation possibilities 

in the BOP market of India. This paper highlights deployment of theFuzzy ISM as a management decision 

support tool for the identification and ranking of a set of value co-creation drivers to make part of a system for 

the possibility of value co-creation in the BOP market of India. 

Keywords:Value Co-creation, Bottom of the pyramid (BOP), Fuzzy ISM  

1. INTRODUCTION 

Value co-creation is accepted by the developed markets for the successful development of the product and 

service. IKEA, The body shop, H&M, IBM, LEGO, Coloplast, and Starbucks are few of the various companies 

that practice value co-creation in the developed markets and achieved customer satisfaction and improvement in 

the company’s bottom line. Over the years, developing markets too, have started acknowledging the concept of 

value co-creation. Companies such as GE Healthcare, Philips, TATA chemicals, AMUL, to name a few, but not 

limited to have adopted value co-creation to design the offerings with the customers. Value co-creation is 

defined as ‘an economic and social process in which individuals have established roles that condition their 

behaviors and perceptions’ (Lambert & Enz, 2012) to generate value. The relevance of value co-creation in the 

developing and underdeveloped markets is stated by London and Hart (2004), Simanis et al. (2008), and 

Prahalad and Ramaswamy (2013). These markets hold two third of the total world poor and according to the 

2011 figures of the World Bank, 32.7 percent of India lives below International Poverty Line of US$1.25 per 

day while 68.7 percent live on less than US$2 per day. Most popularly, the poor population is called as ‘Base of 

the Pyramid’ population or ‘bottom of the pyramid’ (BOP, from hereafter). Thus, the potential of value co-

creation for innovative product and service development in the BOP market of developing countries is 

substantial. Hammond et al. (2007) estimated the cumulative purchasing power of BOP as USD 3 trillion. This 

in itself makes the BOP a sweet pie for the marketers. But, irrespective of vast pool of opportunities in this 

market, several organizations failed in the successful adoption of value co-creation in these markets resulting in 

plummeted sales and huge product failure cost. Some of the organizations that failed in the BOP markets were 

HP, DuPont, Johnson and Johnson, and others, to name a few. A specialized business models suitable for these 

markets were one of the main reasons for such failures (Garrette & Karnani, 2010). Thus, this calls upon a need 

to identify the factors relevant for value co-creation in the BOP markets. But, according to the authors’ 

knowledge, no significant research publication is available on enablers’ for value co-creation in the 

underdeveloped markets such as Bottom of the Pyramid. Therefore, in this study an attempt is made to identify 

and prioritize the factors that enable the value co-creation in the BOP market of India.  

This study is divided into five sections followed by introduction. Section two explains literature review and 

methodology for identifying the enablers of value co-creation from the literature. As per author’s knowledge, no 

prior research is conducted to identify the enablers of value co-creation for the BOP market therefore qualitative 

research is used to prioritize the enablers in section three. Data analysis and results have been presented in 

section four. Finally, discussions and concluding remarks have been given with the limitations of this research 

in the section five. The research paper concludes with directions for future research.  

2. LITERATURE REVIEW 

This section discusses in detail the literature related to the value co-creation concept and enablers related to its 

implementation in the BOP market.Value co-creation, an outcome of the S-D logic paradigm of marketing, has 

been growing with an increasing interest from both academia and industry (Spohrer & Maglio, 2008). Value co-

creation is a powerful concept as it facilitates hedonic, cognitive, social integrative and personal integrative 
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benefits to the consumers participating in this process (Nambisan & Baron, 2007). It also helps in attaining 

sustained competitive advantage, early emotional investment (Walmsley, 2013) of the customers, opening job 

and career avenues for the participants (Alter, 2010), development of brand communities (Schau et al., 2009), 

widening of the revenue streams, intellectual property rights (Choi & Burnes, 2013) and reduction in the ethical 

conflicts (Abela & Murphy, 2008) due to the innate characteristics of convergence of production and 

consumption (Choi & Burnes, 2013). An increasing role of the customer in the value realization at the BOP 

market calls upon a need to study this specific segment. Government, large multi-national organizations, and 

NGOs collectively emphasize on the creation of co-created products and services for this segment, which is not 

a monolith (Prahalad, 2012). The requirements of this segment have varied needs against the developed market 

consumer due to certain characteristics such as low income (Pitta et al., 2008), lack of accessibility (Karnani, 

2007), lack of availability (Vachani & Smith, 2008) and lack of affordability (Prahalad, 2006) of resources. A 

deep engagement with an active participation of the BOP consumer in the service co-creation is suggested to 

meet the needs effectively and deliver benefits to the customers that are sustainable in the long term. The 

various authors previously established an understanding on value co-creation drivers are presented in table 1.  

 Table 1:Drivers of Value Co-creation  

Driver(s) Author(s) 

Co-production  

 

Enquist et al. (2007), Achrol & Kotler (2012); de Boer & Chevrollier (2010, January), Santos 

& Laczniak (2015), Bharti et al.(2014), Bendapudi & Leone (2003) 

Interaction  Bharti et al. (2014), Bharti et al. (2015), Mauser et al. (2013), Jaakkola & Alexander (2014), 

Ramaswamy & Gouillart (2010), Elg et al. (2012), Rihova et al. (2015), Kastenholz et al. 

(2012)  

Resources  Bharti et al. (2015), Edvardsson et al. (2011), Nenonen & Storbacka (2010), Grönroos & 

Voima (2013), Echeverri & Skålén (2011), Jaakkola & Alexander (2014) 

Relationship  Bharti et al. (2015), Payne et al. (2008), Grissemann & Stokburger-Sauer (2012), Lee et al. 

(2012), Grönroos (2011), Chathoth et al. (2013) 

Engagement platform(s)  Ramaswamy (2010), Leavy (2012), Zwass (2010), Ramaswamy & Ozcan (2013), Frow et al. 

(2015),  Brodie et al. (2011) 

Top management 

commitment  

Bharti et al. (2015), Prahalad & Ramaswamy (2004), Gummesson & Mele (2010), Cheung & 

To (2010), Vargo & Lusch (2010) 

Organizational agility  Bharti et al. (2015), Vargo & Lusch (2010), Huarng & Mas-Tur (2016), Bleoju et al. (2016), 

Toon et al. (2016), Lee & Schottenfeld (2014), Ng et al. (2011), Liu & Deitz (2011), Tan et 

al.(2009), Roberts & Grover (2012) 

Customer empowerment  Pongsakornrungsilp & Schroeder (2011), Fuchs & Schreier (2011), Jaakkola & Alexander 

(2014), Gill et al. (2011), Banks & Deuze (2009), Harwood & Garry (2010) 

Competition  Prahalad & Ramaswamy (2002), Zwass (2010), Zhang & Chen (2008), O’hern & Rindfleisch 

(2010), Romero & Molina (2011), Ballantyne & Varey (2008), Roser et al. (2013) 

Cost sharing with other 

stakeholders 

Prahalad & Ramaswamy (2002), Ramaswamy (2009), O’hern & Rindfleisch (2010), Lusch et 

al. (2007), Belk (2014), Vernette & Hamdi-Kidar (2013) 

Customer learning Bharti et al. (2015), Witell et al. (2011), Matthing et al. (2004), Elg et al. (2012), See-To & 

Ho (2014), Eichentopf et al. (2011) 

Rapid prototyping Bharti et al. (2015), Sanders & Stappers (2008), Leavy (2012), Hillgren et al. (2011), Simo et 

al. (2013, October), Ind & Coates (2013), Mahr & Lievens (2012) 

Communication  Bharti et al. (2015), See-To & Ho (2014), Ramaswamy & Chopra (2014), Chathoth et al. 

(2013), Gustafsson et al. (2012), Choi et al. (2016), Reypens et al. (2016), Breidbach & 

Maglio (2016) 

 

3. METHODOLOGY 

The BOP is a huge market in terms of volume, and value co-creation carries huge potential for the future growth 

of companies. But it is difficult to cater to this market because of high costs and various other challenges 

involved in entering and serving these markets (Pitta et al. 2008). Various factors act as enablers and be useful 

to attract marketers to foray into BOP market and expand if they are already present in the market. Therefore, 

using Fuzzy ISM approach drivers of value co-creation were prioritized. The methodology of this study 

comprises of five steps mentioned below.  

Step 1: Identification of factors from the literature:A literature survey has thrown light on the various drivers 

that are useful in co-creation of value and attract companies to enter and serve rural markets. The sources of 

literature survey are books on co-creation, BOP, newspaper articles, and reports on co-creation and BOP by the 

consultancy firms, research papers and government websites. Detailed description of each driver is given in 

table 1. These sources were accessed from January 2004 to June 2016. 
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Step 2: Focused group discussions to verify factors identified in Step 1: A focus group is a small group of 

participants ranging from six to ten which is led through the moderator through an open discussion (Krueger, 

2009). In this study, the number of respondents varied from six to eight per Focussed Group Discussions 

(FGDs). FGDs were conducted to substantiate the factors which were identified after the literature review (Step 

1). Five FGDs were conducted with 30 professors, marketing managers and research scholars with expertise in 

marketing in the city of Roorkee in Uttarakhand, New Delhi, and Haryana in India. They were selected from 

nearby educational institutes and companies situated in the nearby industrial estate on the basis of the 

judgemental and convenience sampling. Respondents with diverse backgrounds and from different geographical 

locations were chosen in order to get a wider view. The duration of each FGD varied from twenty five minutes 

to one hour and forty minutes. Thirteen value co-creation drivers were finalized after Step 2. 

Figure 1:Drivers of Value Co-creation for the Bottom of the Pyramid Market in India 

Step 3: Interviews for development of structural self- interaction matrix: A relationship matrix was developed to 

identify the contextual interrelationship among the various drivers to enter the BOP markets. It was developed 

based on the primary data collected through semi structured and open-ended interviews with industry and 

academia experts in BOP markets. Using purposive sampling, interviews with 30 experts of the cadre of 

directors of companies (2), marketing managers (8), distributors and dealers (10), consultancies (2), and 

professors (8) with expertise in marketing were conducted. The sectors covered are telecommunication, 

healthcare, education, FMCG, agriculture, consultancy, tyres, etc. The size of the sample is ideal since previous 

studies states that between eight and forty-two are an adequate sample size of experts for thismethodology 

(Prasad & Suri, 2011). Twenty-two interviews were conducted face-to-face and the rest of them were telephonic 

interviews. The duration of the interview was 20 to 25 minutes in each case. The main objectives of the study 

were explained to the respondents and were asked to indicate the nature of the relationship that exists among 

drivers. The analysis of the collected data was done through data reduction, data display and conclusion 

drawing/verification (Miles & Huberman, 1994).        
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Step 4: ISM for development of model: ISM has been used widely for identifying the interrelationship among 

various drivers, enablers and barriers in the field of management education, global supply chain, vendor 

selection, E-governance, higher technical education and supply chain collaboration (Hawthorne & Sage, 1975; 

Mandal & Deshmukh, 1994; Kumar et al., 2008; Faisal & Rahman, 2008; Prasad & Suri, 2011; Ramesh et al., 

2010). Hence, ISM model was used in this study to identify a hierarchal relationship among the drivers of co-

creation of value for the BOP market in Step 3 and their relative importance.  

Step 5: Reliability and validity:Peer briefing and triangulation was used to improve the reliability and validity of 

this study (Denzin, 1978; Lincoln & Guba, 1985). 

4. MODELLING THE DRIVERS TO VALUE CO-CREATION IN THE BOP MARKET OF INDIA 

USING FUZZY ISM 

The objectives of this research were achieved using Fuzzy ISM. Hararyet al.(1965) explained the basic 

mathematical foundation of the methodology. The various procedural steps of ISM are well documented in 

literature (Farris & Sage, 1975; Hawthorne & Sage, 1975; Malone, 1975; Mandal & Deshmukh, 1994; Warfield, 

1974; Watson, 1978). The final ISM model (figure 1) is developed from the canonical form of the final 

reachability matrix and the digraph is obtained from level partitioning and then by removing transitivity. 

5. ISM FUZZY-MICMAC ANALYSIS 

Duperrin and Godet (1973) developed the concept of MICMAC. This technique can be used to identify and 

analyse elements in a complicated system and is used to analyse the driver power and the dependence power of 

the variables (Faisal & Rahman, 2008). However, the problem with ISM technique is that it does not denote the 

extent of the relationship between two factors i.e. the relationship can be strong, medium and low. To overcome 

this problem, the fuzzy ISM model is used for the MICMAC analysis and its procedure is well explained in 

studies by Kandel (1986), Abbasi and Arya (2000), and Gorane and Kant (2013). Binary direct relationship 

matrix (BDRM) is obtained using initial reachability matrix by converting all its diagonal elements to 0. The 

final driver-dependence matrix derived based on the fuzzy MICMAC stabilized matrix is shown in Figure 2.  

6. FINDINGS AND DISCUSSIONS  

This paper identified thirteen drivers to value co-creation in the BOP market of India and the final model that 

exhibit the interrelationship among the identified drivers as shown in Figure 1. Using the fuzzy ISM approach 

the drivers were clustered according to their driver power and dependence power.  

 

Figure 2:Driver – Dependence matrix 

The model depicts that top management commitment is one of the most important drivers that attract companies 

towards value co-creation at the bottom of the pyramid market of India. The top management commitment 

influences the organizational agility which in turn leads to development of engagement platforms for co-creation 

of value. The engagement platform influences interaction, co-production and resources. Interaction influences 

co-production and co-production and resources are interrelated.  In addition, co-production leads to relationship 

building and customer empowerment. An empowered customer leads to improved customer learning and rapid 

prototyping. Rapid prototyping and improved customer learning lead to cost sharing.  

The driver and the dependence power diagram obtained from the Fuzzy-MICMAC analysis gives an insight into 

the relative importance and interdependence between these drivers. This technique helped to stabilize the results 

and uncertainties were removed from the model. The results are more robust since this technique considers the 

possibility of reachability rather than considering only reachability with the help of assignment of weight to the 

possibility of interactions. Some of the major findings of this study have been underlined here.In Quadrant - I, 
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there is no autonomous driver. It signifies that all drivers influences the co-creation of value and play a 

significant role. In Quadrant – II, there are three factors that are dependent elements, i.e. customer learning, 

rapid prototyping, and relationship. These have weak driving power, but are strongly dependent on one another. 

In the model, they lie at the top of the hierarchy. Companies are required to carefully understand the dependence 

of these on the lower factors of the ISM. In Quadrant – III, there are three drivers that are called linkage 

elements. They have a high dependence power as well as high driving power. They are very unstable in nature 

and any change applied to them duly affects others and in turn the element itself. These drivers are interaction, 

communication, and cost sharing. In Quadrant – IV, there are seven drivers called independent drivers. These 

factors have the high driving power, but much less dependence power. These are engagement platform, top 

management commitment, co-production, resources, competition, customer empowerment and organizational 

agility. They can also be referred to as ‘key drivers’ to practice value co-creation in the BOP market. These 

factors are very important and require a high priority as these influences other drivers in the model. 

Conclusion 

Today, BOP population is on the march and its markets are becoming a powerful engine for the Indian 

economy. Though all of driving factors are important for carrying out value co-creation in the BOP market, it 

has become very important for companies to correctly identify the factors that act as major drivers and the kind 

of relationship that exists between them. Without analysing the drivers’ companies cannot correctly frame a 

strategy for profitable targeting and serving the BOP markets. One of the key findings of the study is that top 

management commitment and organizational agility are two of the biggest drivers of value co-creation. This is 

the first study that has identified thirteen drivers to value co-creation for the BOP markets and applied ISM 

along with fuzzy MICMAC analysis to identify the factors acting as enablers. This research provides valuable 

insights for companies who are currently serving BOP markets and those planning to enter these markets. This 

model presents a hierarchy of drivers along with their importance and interactions among themselves. It also 

indicates that organizational agility plays a pivotal role in raising the effectiveness of co-creation of value in the 

BOP market. The research can help top management and assist practitioners devise a strategy for co-creation 

value in the BOP markets. There are a few recommendations for future research based on the study conducted. 

The main recommendation is to extend this research for those industries that were left uncovered such as textile 

and publication industry. 

References 

Abbasi, S. A., and Arya, D. S. (2000), Environmental impact assessment: available techniques, emerging trends, 

Discovery Publishing House, India. 

Abela, A. V., and Murphy, P. E. (2008),“Marketing with integrity: ethics and the service-dominant logic for 

marketing”,Journal of the Academy of Marketing Science, Vol. 36 No.1, pp. 39-53.  

Achrol, R. S., and Kotler, P. (2012), “Frontiers of the marketing paradigm in the third millennium”, Journal of the 

Academy of Marketing Science, Vol. 40 No.1, pp.35-52. 

Ballantyne, D., and Varey, R. J. (2008),“The service-dominant logic and the future of marketing”, Journal of the 

Academy of Marketing Science, Vol. 36 No.1, pp. 11-14. 

Banks, J., and Deuze, M. (2009),“Co-creative labour”, International Journal of Cultural Studies, Vol.12 No5, pp. 

419-431. 

Belk, R. (2014),“You are what you can access: Sharing and collaborative consumption online”, Journal of Business 

Research, Vol. 67 No.8, pp.1595-1600. 

Bendapudi, N., and Leone, R. P. (2003),“Psychological implications of customer participation in co-

production”, Journal of Marketing, Vol.67 No.1, pp.14-28. 

Bharti, K., Agrawal, R., and Sharma, V. (2014),“What drives the customer of world's largest market to participate in 

value co-creation?”, Marketing Intelligence & Planning, Vol. 32 No.4, pp.413-435. 

Bharti, K., Agrawal, R., and Sharma, V. (2015), “Value co-creation Literature review and proposed conceptual 

framework”, International Journal of Market Research, Vol. 57 No.4, pp. 571-603. 

Bleoju, G., Capatina, A., Rancati, E., and Lesca, N. (2016),“Exploring organizational propensity toward inbound–

outbound marketing techniques adoption: The case of pure players and click and mortar companies”, Journal of 

Business Research, Available at http://dx.doi.org/10.1016/j.jbusres.2016.04.165. 

http://dx.doi.org/10.1016/j.jbusres.2016.04.165


5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

360 
 

Bonsu, S. K., and Polsa, P. (2011), “Governmentality at the Base-of-the-Pyramid”, Journal of Macromarketing, Vol. 

31 No.3, pp.236-244. 

Breidbach, C. F. and Maglio, P. P. (2016),“Technology-enabled value co-creation: An empirical analysis of actors, 

resources, and practices”, Industrial Marketing Management, Vol.56 No.7, pp.73-85. 

Brodie, R. J., Hollebeek, L. D., Juric, B., and Ilic, A. (2011), “Customer engagement: conceptual domain, 

fundamental propositions, and implications for research”, Journal of Service Research, 1094670511411703. 

Chathoth, P., Altinay, L., Harrington, R. J., Okumus, F., and Chan, E. S. (2013), “Co-production versus co-creation: A 

process based continuum in the hotel service context”, International Journal of Hospitality Management, Vol. 32, 

pp.11-20. 

Cheung, M. F., and To, W. M. (2010), “Management commitment to service quality and organizational outcomes”, 

Managing Service Quality: An International Journal, Vol. 20 No.3, pp. 259-272. 

Choi, E., Ko, E., and Kim, A. J. (2016), “Explaining and predicting purchase intentions following luxury-fashion 

brand value co-creation encounters”,Journal of Business Research. Available at 

http://dx.doi.org/10.1016/j.jbusres.2016.04.180 

Choi, H., and Burnes, B. (2013), “The internet and value co-creation: the case of the popular music 

industry”,Prometheus,Vol.31 No.1, pp. 35-53. 

de Boer, J., and Chevrollier, N. (2010, January), “A co-design innovation methodology: towards efficient delivery of 

mobile services in developing regions”, In 2nd Mobile for Development conference organised by HumanIT of 

Karlstadt Universiteit (Zweden) in cooperation with the Makerere University (Uganda), 1-12. 

Denzin, N. K. (1978), Sociological methods: A sourcebook. McGraw-Hill Companies, London.  

Duperrin, J. C., and Godet, M. (1973), “Methode de hierarchisation des elements d’un systeme”, Rapport economique 

du CEA, Vol. 1 No.2, pp.49-51. 

Echeverri, P., and Skålén, P. (2011), “Co-creation and co-destruction: A practice-theory based study of interactive 

value formation”, Marketing theory, Vol.11No.3, pp. 351-373. 

Edvardsson, B., Tronvoll, B., and Gruber, T. (2011), “Expanding understanding of service exchange and value co-

creation: a social construction approach”,Journal of the Academy of Marketing Science, Vol.39 No.2,pp. 327-339. 

Eichentopf, T., Kleinaltenkamp, M., and van Stiphout, J. (2011), “Modelling customer process activities in interactive 

value creation”, Journal of Service Management, Vol. 22 No.5, pp. 650-663. 

Elg, M., Engström, J., Witell, L., and Poksinska, B. (2012), “Co-creation and learning in health-care service 

development”, Journal of Service Management, Vol.23 No.3, pp.328-343. 

Enquist, B., Edvardsson, B., and Petros Sebhatu, S. (2007), “Values-based service quality for sustainable 

business”, Managing Service Quality: An International Journal, Vol.17 No.4, pp. 385-403. 

Faisal, M. N., and Rahman, Z. (2008), “E-government in India: modelling the barriers to its adoption and 

diffusion”, Electronic Government, An International Journal, Vol. 5 No.2, pp.181-202. 

Farris, D. R., and Sage, A. P. (1975), “On the use of interpretive structural modeling for worth 

assessment”, Computers & Electrical Engineering, Vol. 2 No.2-3, pp.149-174. 

Frow, P., Nenonen, S., Payne, A., and Storbacka, K. (2015), “Managing Co‐creation Design: A Strategic Approach to 

Innovation”, British Journal of Management, Vol. 26 No.3, pp. 463-483. 

Fuchs, C., and Schreier, M. (2011), “Customer empowerment in new product development”, Journal of Product 

Innovation Management, Vol. 28 No.1, pp.17-32. 

Garrette, B., and Karnani, A. G. (2010), “Challenges in marketing socially useful goods to the poor”, California 

Management Review, [Forthcoming]. 

Gill, L., White, L., and Cameron, I. D. (2011), “Service co-creation in community-based aged healthcare”, Managing 

Service Quality: An International Journal, Vol. 21 No.2, pp. 152-177. 

http://dx.doi.org/10.1016/j.jbusres.2016.04.180


5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

361 
 

Gorane, S. J., and Kant, R. (2013), “Supply chain management: modelling the enablers using ISM and fuzzy 

MICMAC approach”, International Journal of Logistics Systems and Management, Vol. 16 No.2, pp. 147-166. 

Grissemann, U. S., and Stokburger-Sauer, N. E. (2012), “Customer co-creation of travel services: The role of 

company support and customer satisfaction with the co-creation performance”, Tourism Management, Vol. 33No.6, 

pp.1483-1492. 

Grönroos, C. (2011), “A service perspective on business relationships: The value creation, interaction and marketing 

interface”, Industrial Marketing Management, Vol. 40 No.2, pp. 240-247. 

Grönroos, C., and Voima, P. (2013), “Critical service logic: making sense of value creation and co-creation”, Journal 

of the Academy of Marketing Science, Vol. 41 No.2, pp.133-150. 

Gummesson, E., and Mele, C. (2010), “Marketing as value co-creation through network interaction and resource 

integration”, Journal of Business Market Management, Vol. 4 No.4, pp.181-198. 

Gustafsson, A., Kristensson, P., and Witell, L. (2012), “Customer co-creation in service innovation: a matter of 

communication?”, Journal of Service Management, Vol. 23 No.3, pp. 311-327. 

Hammond, A. L., Kramer, W. J., Katz, R. S., Tran, J. T., and Walker, C. (2007), “The next 4 billion”,Innovations, 

Vol.2 No.1/2,pp.147-158. 

Harary, F., Norman, R. Z., and Cartwright, D. (1965), Structural models. 

Harwood, T., and Garry, T. (2010), “‘It's Mine!’–Participation and ownership within virtual co-creation 

environments”, Journal of Marketing Management, Vol. 26 No.3-4, pp. 290-301. 

Hawthorne, R. W., and Sage, A. P. (1975), “On applications of interpretive structural modeling to higher education 

program planning”, Socio-Economic Planning Sciences, Vol. 9 No.1, pp.31-43. 

Hillgren, P. A., Seravalli, A., and Emilson, A. (2011), “Prototyping and infrastructuring in design for social 

innovation”, CoDesign, Vol.7 No.3/4, pp. 169-183. 

Hilton, T. (2008),“Leveraging operant resources of consumers: improving consumer experiences or productivity?”, 

The Marketing Review, Vol. 8 No.4, pp.359-366. 

Hilton, T., and Hughes, T. (2013), “Co-production and self-service: The application of Service-Dominant 

Logic”,Journal of Marketing Management,Vol. 29 No.7/8, pp. 861-881. 

Huarng, K. H., and Mas-Tur, A. (2016), “New knowledge impacts in designing implementable innovative 

realities”, Journal of Business Research, Vol. 69 No.5, pp.1529-1533. 

Hunter, G.L., and Garnefeld, I. (2008), “When does Consumer Empowerment Lead to Satisfied Customers? Some 

Mediating and Moderating Effects of the Empowerment-Satisfaction Link”,Journal of Research for Consumers, 

Vol.15, pp.1-14. 

Ind, N., and Coates, N. (2013), “The meanings of co-creation”, European Business Review, Vol.25 No.1, pp.86-95. 

Jaakkola, E., and Alexander, M. (2014), “The role of customer engagement behavior in value co-creation a service 

system perspective”, Journal of Service Research, Vol.17 No.3, pp.247-261. 

Kandel, A. (1986),Fuzzy mathematical techniques with applications. 

Karnani, A. (2007), “The Mirage of Marketing to the Bottom of the Pyramid”,California Management Review,Vol. 49 

No.4, pp.90-111. 

Kastenholz, E., Carneiro, M. J., Marques, C. P., and Lima, J. (2012), “Understanding and managing the rural tourism 

experience—The case of a historical village in Portugal”, Tourism Management Perspectives, Vol. 4, pp.207-214. 

Krueger, R. A. (2009), Focus groups: a practical guide for applied Research, 320, casey, MA.  

Kumar, P., Shankar, R., and Yadav, S. S. (2008), “Flexibility in global supply chain: modeling the enablers”, Journal 

of Modelling in Management, Vol.3 No.3, pp.277-297. 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

362 
 

Laczniak, G. R., and Santos, N. J. (2010), “The integrative justice model for marketing to the poor: An extension of 

SD logic to distributive justice and macromarketing”, Journal of Macromarketing, Vol.31 No.2, pp.1-21.  

Lambert, D. M., and Enz, M. G. (2012),“Managing and measuring value co-creation in business-to-business 

relationships”, Journal of Marketing Management, Vol. 28 No.13/14, pp.1588-1625. 

Leavy, B. (2012),“Collaborative innovation as the new imperative-design thinking, value co-creation and the power of 

“pull””, Strategy & Leadership, Vol. 40 No.2, pp.25-34. 

Lee, S. M., Olson, D. L., and Trimi, S. (2012), “Co-innovation: convergenomics, collaboration, and co-creation for 

organizational values”, Management Decision, Vol. 50 No.5, pp.817-831. 

Lee, Y. S., and Schottenfeld, M. A. (2014), “Collaborative knowledge creation in the higher education academic 

library”, Journal of Learning Spaces, Vol.3 No.1. 

Lincoln, Y. S., and Guba, E. G. (1985), Naturalistic inquiry, Vol. 75, Sage, London. 

Liu, G., and Deitz, G. D. (2011), “Linking supply chain management with mass customization capability”, 

International Journal of Physical Distribution & Logistics Management, Vol. 41 No.7, pp.668-683. 

London, T., and Hart, S. L. (2004), “Reinventing strategies for emerging markets: beyond the transnational model”, 

Journal of International Business Studies, Vol. 35 No.5, pp.350-370. 

Lusch, R. F., Vargo, S. L., and O’Brien, M. (2007), “Competing through service: Insights from service-dominant 

logic”, Journal of retailing, Vol. 83 No.1, pp.5-18. 

Mahr, D., and Lievens, A. (2012), “Virtual lead user communities: Drivers of knowledge creation for 

innovation”, Research policy, Vol. 41No.1, pp.167-177. 

Malone, D. W. (1975), “ An introduction to the application of interpretive structural modelling”, Proceedings of the 

IEEE, Vol. 63 No.3, pp.397-404. 

Mandal, A., and Deshmukh, S. G. (1994), “Vendor selection using interpretive structural modelling (ISM)”, 

International Journal of Operations & Production Management, Vol. 14No.6, pp.52-59. 

Matthing, J., Sandén, B., and Edvardsson, B. (2004), “New service development: learning from and with customers”, 

International Journal of Service Industry Management, Vol. 15 No.5, pp.479-498. 

Mauser, W., Klepper, G., Rice, M., Schmalzbauer, B. S., Hackmann, H., Leemans, R., and Moore, H. (2013), “ 

Transdisciplinary global change research: the co-creation of knowledge for sustainability”, Current Opinion in 

Environmental Sustainability, Vol. 5 No.3, pp.420-431. 

Miles, M. B., and Huberman, A. M. (1994), Qualitative data analysis: An expanded sourcebook, Sage, London. 

Nambisan, S., and Baron, R. A. (2007), “Interactions in virtual customer environments: Implications for product 

support and customer relationship management”,Journal of Interactive Marketing,Vol. 21 No.2, pp.42-62.  

Nenonen, S., and Storbacka, K. (2010), “Business model design: conceptualizing networked value co-

creation”,  International Journal of Quality and Service Sciences, Vol. 2 No.1, pp.43-59. 

Ng, I., Maull, R., and Smith, L. (2011), “Embedding the new discipline of service science”, In  The science of service 

systems, pp. 13-35, Springer, US. 

O’hern, M., and Rindfleisch, A. (2010), “Customer co-creation”, Review of Marketing Research, Vol. 6, pp.84-106. 

Payne, A. F., Storbacka, K., and Frow, P. (2008), “Managing the co-creation of value”, Journal of the academy of 

marketing science, Vol. 36 No.1, pp.83-96. 

Pitta, D. A., Guesalaga, R., and Marshall, P. (2008), “The quest for the fortune at the bottom of the pyramid: potential 

and challenges”, Journal of Consumer Marketing, Vol.25 No.7, pp.393-401. 

Pongsakornrungsilp, S., and Schroeder, J. E. (2011), “Understanding value co-creation in a co-consuming brand 

community”, Marketing Theory, Vol.11 No.3, pp.303-324. 

Prahalad, C. K. (2006), The Fortune at the Bottom of the Pyramid, Pearson Education. India, New Delhi. 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

363 
 

Prahalad, C. K. (2012), “Bottom of the Pyramid as a Source of Breakthrough Innovations”,Journal of Product 

Innovation Management,Vol. 29 No.1, pp.6-12. 

Prahalad, C. K., and Ramaswamy, V. (2002), “The co-creation connection”,Strategy and Business, pp.50-61. 

Prahalad, C. K., and Ramaswamy, V. (2004), “Co-creating unique value with customers”, Strategy & leadership, Vol. 

32 No.3, pp. 4-9. 

Prahalad, C. K., and Ramaswamy, V. (2013), The future of competition: Co-creating unique value with customers, 

Harvard Business Press, US. 

Prasad, U. C., and Suri, R. K. (2011),“Modeling of continuity and change forces in private higher technical education 

using total interpretive structural modeling (TISM)”, Global Journal of Flexible Systems Management, Vol. 12 

No.3/4, pp. 31-7.. 

Ramaswamy, V. (2009), “Co-creation of value—towards an expanded paradigm of value creation”, Marketing Review 

St. Gallen, Vol. 26 No.6, pp.11-17. 

Ramaswamy, V. (2010), “Competing through co-creation: innovation at two companies”, Strategy & Leadership, Vol. 

38 No.2, pp.22-29. 

Ramaswamy, V., and Chopra, N. (2014), “Building a culture of co-creation at Mahindra”, Strategy & 

Leadership, Vol. 42 No.2, pp.12-18. 

Ramaswamy, V., and Gouillart, F. (2010), “Building the co-creative enterprise”,Harvard Business Review, Vol.88 

No.10, pp.100-109. 

Ramaswamy, V., and Ozcan, K. (2013),“Strategy and co-creation thinking”,Strategy & Leadership, Vol.41No.6, pp.5-

10. 

Ramesh, A., Banwet, D. K., and Shankar, R. (2010),“Modeling the barriers of supply chain collaboration”, Journal of 

Modelling in Management, Vol. 5 No.2, pp.176-193. 

Reypens, C., Lievens, A., and Blazevic, V. (2016), “Leveraging value in multi-stakeholder innovation networks: A 

process framework for value co-creation and capture”, Industrial Marketing Management, Vol. 56 No.7, pp. 40-50. 

Rihova, I., Buhalis, D., Moital, M., and Gouthro, M. B. (2015), “Conceptualising Customer‐to‐customer Value 

Co‐creation in Tourism”, International Journal of Tourism Research, Vol. 17 No.4, pp.356-363. 

Roberts, N., and Grover, V. (2012), “Leveraging information technology infrastructure to facilitate a firm's customer 

agility and competitive activity: An empirical investigation”, Journal of Management Information Systems, Vol. 28 

No.4, pp.231-270. 

Rocchi, S., and Kusume, Y. (2008), “Empowering creativity: a design-led innovation experience based on value co-

creation and user insights”, In P. Kandachar and M. Halme (eds.), Sustainability Challenges and Solutions at the Base 

of the Pyramid (Sheffield: Greenleaf, 2008). 

Romero, D., and Molina, A. (2011), “Collaborative networked organisations and customer communities: value co-

creation and co-innovation in the networking era”, Production Planning & Control, Vol. 22 No.5-6, pp.447-472. 

Roser, T., DeFillippi, R., and Samson, A. (2013), “Managing your co-creation mix: co-creation ventures in distinctive 

contexts”, European Business Review, Vol. 25 No.1, pp.20-41. 

Sanders, E. B. N., and Stappers, P. J. (2008), “Co-creation and the new landscapes of design”, Co-design, Vol. 4 No.1, 

pp.5-18. 

Santos, N., and Laczniak, G. (2015), “Marketing to the poor: A SWOT analysis of the Market Construction Model for 

engaging impoverished market segments”, Social Business, Vol. 5 No.2, pp.95-111.  

Schau, H. J., Muñiz Jr, A. M., and Arnould, E. J. (2009), “How brand community practices create value”, Journal of 

Marketing,Vol. 73 No.5, pp.30-51. 

See-To, E. W., and Ho, K. K. (2014), “Value co-creation and purchase intention in social network sites: The role of 

electronic Word-of-Mouth and trust–A theoretical analysis”, Computers in Human Behavior, Vol. 31, pp.182-189. 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

364 
 

Simo, R., Miettinen, S., Kuure, E., and Lindström, A. (2013, October), “A Laboratory Concept for Service 

Prototyping-Service Innovation Corner (SINCO)”, In ServDes. 2012 Conference Proceedings Co-Creating Services; 

The 3rd Service Design and Service Innovation Conference; 8-10 February; Espoo; Finland (No. 067, pp. 229-241), 

Linköping University Electronic Press. 

Spohrer, J., and Maglio, P. P. (2008), “The Emergence of Service Science: Toward Systematic Service Innovations to 

Accelerate Co‐Creation of Value”, Production and Operations Management,Vol.17 No.3, pp. 238-246. 

Subrahmanyan, S., and Tomas Gomez-Arias, J. (2008), “Integrated approach to understanding consumer behavior at 

bottom of pyramid”, Journal of Consumer Marketing, Vol.25 No.7, pp. 402-412. 

Tan, B., Pan, S. L., Lu, X., and Huang, L. (2009), “Leveraging digital business ecosystems for enterprise agility: The 

tri-logic development strategy of Alibaba. Com”, ICIS 2009 Proceedings, pp.171. 

Toon, M. A., Morgan, R. E., Lindgreen, A., Vanhamme, J., and Hingley, M. K. (2016), “Processes and integration in 

the interaction of purchasing and marketing: Considering synergy and symbiosis”, Industrial Marketing 

Management, Vol. 52, pp. 74-81. 

Vachani, S., and Smith, N. C. (2008), “Socially responsible distribution: Distribution strategies for reaching the 

bottom of the pyramid”,California Management Review, Vol. 50 No.2, pp.52–84. 

Vargo, S. L., and Lusch, R. F. (2004), “Evolving to a new dominant logic for marketing”, Journal of Marketing, Vol. 

68 No.1, pp.1-17. 

Vargo, S. L., and Lusch, R. F. (2008), “Service-dominant logic: continuing the evolution”, Journal of the Academy of 

Marketing Science, Vol. 36 No.1, pp.1-10. 

Vargo, S. L., and Lusch, R. F. (2010), “From repeat patronage to value co-creation in service ecosystems: a 

transcending conceptualization of relationship” Journal of Business Market Management, Vol.4 No.4, pp.169-179. 

Vernette, E., and Hamdi-Kidar, L. (2013), “Co-creation with consumers: who has the competence and wants to 

cooperate”, International Journal of Market Research, Vol. 55 No.4, pp. 539-561. 

Walmsley, B. (2013),“Co-creating theatre: authentic engagement or inter-legitimation?”, Cultural Trends,Vol. 22 

No.2, pp.108-118. 

Warfield, J. N. (1974),“Developing subsystem matrices in structural modelling”, IEEE Transactions on Systems, Man, 

and Cybernetics, No.1, pp.74-80. 

Watson, R. H. (1978), “Interpretive structural modelling—A useful tool for technology assessment?”, Technological 

Forecasting and Social Change, Vol. 11 No.2, pp.165-185. 

Witell, L., Kristensson, P., Gustafsson, A., and Löfgren, M. (2011), “Idea generation: customer co-creation versus 

traditional market research techniques”, Journal of Service Management, Vol. 22 No.2, pp.140-159. 

Zhang, X., and Chen, R. (2008), “Examining the mechanism of the value co-creation with customers”, International 

Journal of Production Economics, Vol. 116 No.2, pp.242-250. 

Zwass, V. (2010), “Co-creation: Toward a taxonomy and an integrated research perspective”, International Journal of 

Electronic Commerce, Vol. 15 No.1, pp.11-48. 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

365 
 

Use of Web 2.0 tools by Aestheticians and Cosmetologists and the use of 

mobile academic Library services 

Vasiliki Spanoudi
1

, Emmanouel Garoufallou
1,3

, Rania Siatri
1
, Georgia Zafeiriou

1
, Stavroula 

Antonopoulou
2,3

 and Christine Theodorika
4

 
 

1

Alexander Technological Educational Institute (ATEI) of Thessaloniki, Greece 
2

American Farm School, Perrotis College, Thessaloniki, Greece 
3
Alcala University, Spain 

4
Library TEI of Epirus, Greece 

Abstract. The study aims to examine the use of Web 2.0 and Web 2.0 library services and mobile technology, by 

aestheticians and cosmetologists in their working environment, as a means of informing the design of information literacy 

programs specifically designed on the use of these services by aestheticians and cosmetologists.The idea of Library 2.0 

represents modern efforts made by the library community to engage its users and market its services and online tools to the 

public through Web 2.0 tools eliminating geographical, temporal or economic constraints. A web-based questionnaire 

survey was used to collect data.Findings indicate that although aestheticians and cosmetologists use some of the Web 2.0 

tools and services, they do not possess a deep knowledge and familiarity with the majority of the tools, and their use of in 

their dialy  professional life.  

Keywords: Aestiticians and Cosmetologists, Beauty Therapists, Beauty Salons, Web 2.0, Web 2.0 tools, library 2.0, social 

networks, wikis, blogs, rss feeds, Facebook, YouTube, mobile technology, academic libraries, media literacy, Information 

seeking behaviour. 

 
1 Introduction 

 

This research aims to investigate Aestheticians and Cosmetologists that own or have the responsibility to run 

a beauty parlour in the Region of Central Macedonia. The survey examined and tried to determine the extend to 

which users are familiar with Web 2.0 technologies, their use on their daily and professional life, whether or not 

library based information is used and whether or not Web 2.0 and Social Media tools and services are utilized in 

order to promote their businesses. 

2  Literature review 

Web 2.0 tools have been at the epicenter of today’s information world. According to Miller (2006) Web 2.0 

is participative and presents the value of user-generated content. This designation occured due to the 

possibilities offered, such as editing information, creating or editing online content, when using WEB 2.0 tools. 

Vassilakaki and Garoufallou (2014, 2015a, 2015b) reviewed the literature to seek ways in which use of  

Facebook and Twitter affects libraries and librarians, investigating library practices and the impact their use has 

on libraries. Furthermore, research shows that library professionals and especially students relate Web 2.0 with 

terms such as Twitter, Facebook, blogs, wikis, podcasts, RSS feeds and social web, which are digital tools 

providing the aforementioned capabilities to users (Aharony, 2009). 

Investigating (Dowes, 2004; Klemperer, 2006; Anderson 2007) how users interact with Web 2.0 tools, four 

main characteristics accrued: - user generated content, as selfpublishing is promoted; - sharing information – 

network effect, which is based on the increase of the value to existing users of a service, because the number of 

people using it will rise; - openess, which is based on working with open standards, free of use data, open source 

software and open innovation; and - wisdom of crowds, a theory underpined by the fact that groups can solve 

any problem more effectively than any individual member. 

 

Despite the fact that transition was hard, Web 2.0 has proved to be a valuable tool for libraries, as it creates 

amphidromous communication channels (Kim et al, 2010). Its tools promote interaction in a variety of ways, 

with each and every one of them offering something special. For example, RSS feeds are ideal for informing 

users for new library activities, whilst blogs are the best way for them to provide feedback to their library 

(Cooner, 2004). 
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The impact of new technologies was also inevitable in all education fields, due to the fact that the emerging 

trends deluged people’s everyday life. Mobile technology evolution rose expectations for students by providing 

access to everything, something that would be sooner or later noticed in academic classrooms. Cooner (2004) 

tried to predict the future with a study in which he defined the advantages and disadvantages of incorporating 

mobile technologies to education. The results stated that mobile learning is binding for students because it is 

active and presents an alternative, enriched environment (Tees, 2010; Ituma, 2011; Miller 2012). 

3  Methodology 

The research was curried out between February and March 2017. The research took place at the Region of 

Central Macedonia, Greece. All participants were graduates of the Aesthetics and Cosmetology Department 

from TEI of Thessaloniki and Athens.  

It was difficult to identify the total population of Aestheticians and Cosmetologists owning a business or the 

number of professionals having a senior role or working in the Region of Central Macedonia ((including the 

prefectures of Thessaloniki, Chalkidiki, Pieria and Serres). One sourse that provided data was the union of 

professionals’ aestheticians and cosmetologists in Northen Greece (http://eepabe.gr/). Due to the fact that the 

data was old, as it was recorded for businesses back in the 2013, we identified by using these data and by 

investigating through the Web that the total population is closed to 210 businesses out of the initial population 

of 246 official and authorized beauty salons that are registered to the union. As a result of this research we 

identified that no one ever recorded in detail this kind of businesses, the professionals that work in these 

business including hotels and spa centres, and the characteristics of this population as well as where (place) and 

how long (time) these businesses offer series to the public. A total of 151 (71.9%) usable questionnaires were 

recovered out of the 210 emails send to professionals. The sample consisted of 100% women. 

 

The method used for data collection was a Web-based questionnaire, which included both open and closed-

ended questions covering subjects on the Web 2.0 tools and mobile technology. It was based on a methodology 

developed and used by (Garoufallou and Charitopoulou, 2011, 2012; Garoufallou et al., 2016a, 2016b), in order 

to investigate undergraduate students of ATEI of Thessaloniki as well as other professionals. Use of a web-

based questionnaire served the need for validity, personal anonymity and timely collection of answers. The 

questionnaire covered a wide range of questions. Analysis of data consisted of both descriptive statistics and 

chi-squared tests to investigate differences in categorical variables. The tool used for analysing data was SPSS 

version 20. In this paper authors present only a small collection of the data collected due to the six page limits 

per paper imposed by editors. 

4  Results 

4.1  Demographics 

In total 151 usable questionnaires were collected. The sample consisted of 100% women. 11.26% of the 

participants (n=17) indicated that were between 23-30 years of age, 34.43% were aged between 31-40 (n=52), 

44.38% that was the largest percentage were 41-50 (n=67) and 9.93% were older than 50 (n=15). Participants 

when asked to describe their familiarity in using a PC. 13.9% (n=21) indicated “above average”, 47% (n=71) 

average, 32.5% (n=49) below average, while a small percentage of 6.6% (n=10) answered “excellent”. 

The majority of the respondents (46.4%, n=70) indicated use of the Internet between 4 and 5 hours per day, 

28.4% (n=43) from 6 to 9 hours, while a total percentage of 25.2% (n=38) uses the Internet for less than 3 hours 

per day. Microqualitative open ended questions indicated that the the vast majority of professionals used the 

Web mainly to locate information for their personal interests, such as reading the news. 60.9% (n=92) used it in 

order to locate information information regarding new products, therapies, companies that offer services to 

aestheticians and cosmetologists or to beauty parlour, seek and identify competitors, innovations in the beauty 

industry, to check on the prices policies and the marketing strategy of the competitors. 11.3% of the respondents 

(n=17) view the Web as a supporting tool for their work and as such do not use it as a supporting tool for their 

businesses. A small group, 27.8% of the respondents (n=42) used it for academic purposes, such as locating 

scientific information, reading articles, finding information in order to complete assignments or projects, since 

they stated that in some form they continuoue either to futher their studies or to be involved in lifelong learning 

activities. 
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4.2  Web 2.0 and aestheticians and cosmetologists 

This part of the questionnaire explored issues concerning the use of Web 2.0 tools, which are their preferred 

tools, frequency of use, and purpose of use. Data analysis shows that aestheticians and cosmetologists are not 

adequately familiar with Web 2.0 tools. Tools with no impact and use were the RSS, BitTorrent, Podcast and 

Mashups with 100%. Tools with a little or moderate impact, since only few participants used them in a regular 

basis, are Wikis, Flickr, Tagging, as well as Blogs and Bookmakrs (0.7%, 1.4%, 2%, 9.9% and 10.6% for often 

or very often use, respectively). Instagram and Messaging are services that professionals tend to use, as an 

average of 37.5% and 21.6% of the professionals use them in a regular basis. The most used services are 

Facebook (always 67.5%, Very often 7.4%, Often 21.9%) and YouTube (Always 13.2%, Very often 23.8%, 

Often 47.7%) (see table 1). 

In order to gain a better understanding of the patterns of use of the respondents, the issue of Web 2.0 tools 

use as a teaching aid in the Department of Cosmetology was explored. Aestheticians and cosmetologists were 

asked if their Department utilizes these tools, if there is a departmental blog or a wiki, RSS feeds, or any other 

service for storing and dissiminating information. The vast majority of aestheticians and cosmetologists 

mentioned that the department and the staff do not follow any of these social media tools either as a mean of 

promoting services, or for supporting teaching and communication with aestheticians and cosmetologists. The 

only tool that is widely used is the departmental website and electronic communication. These results are also 

consistant with previous results of a research conducted by Garoufallou et al (2016) indicating that the 

departmentof aesthetics and Cosmetology is oriented more toward traditional teaching methods, whilst its 

students are ready to embrace more advanced or alternative more updated or fashionable approaches, 

eventhough they might not make the most efficient use of all the social media tools. In microqualitative 

questions some of the respondents pointed out the fact that they have not received any sort of formal training on 

the use of Web 2.0 tools either as undergraduate students or as graduates in any of their formal lifelong learning 

activities such as seminars, training, etc. All acquired knowledge is self taught. They acknowledge lack of 

knowledge on marketing issues with regards to Internet and social media practices. They indicated that they are 

unsure of their implemented practice and expressed their regret for the lack of structured formal training on such 

issues. 

 

Table 1: Aestheticians and cosmetologists’ familiarity and use of Web 2.0 tools 

 Never  

% - n= 

Rarely  

% - n= 

Often  

% - n= 

Very often  

% - n= 

Always  

% - n= 

Facebook 1.9 - 3 1.3 - 2 21.9 - 33 7.4 - 11 67.5 - 102 

Instagram 56.3 - 85 0 - 0 9.3 - 14 7.9 - 12 26.5 - 40 

Youtube 0 - 0 15.3 - 23 47.7 - 72 23.8 - 36 13.2 - 20 

Blogs 71.5 - 108 13.9 - 21 7.3 - 11 2.6 - 4 4.6 - 7 

Flickr 94 - 142 4.6 - 7 1.4 - 2 0 - 0 0 - 0 

Wikis 97.3 - 147 2 - 3 0.7 - 1 0 - 0 0 - 0 

RSS 100 - 151 0 - 0 0 - 0 0 - 0 0 - 0 

Tagging 92.1 - 139 5.9 - 9 2 - 3 0 - 0 0 - 0 

Bookmakrs 77.5 - 117 11.9 - 18 10.6 - 16 0 - 0 0 - 0 

BitTorrent 100 - 151 0 - 0 0 -0  0 - 0 0 - 0 

Podcasts 100 - 151 0 - 0 0 -0  0 - 0 0 - 0 

Messaging 47.8 - 72 10.7 - 16 29.8 - 45 3.8 - 6 7.9 - 12 

Mashups 100 - 151 0 - 0 0 - 0 0 - 0 0 - 0 

 

Patterns of familiarity and use, seems to be consinstant also with the use of Web 2.0 tools, by aestheticians 

and cosmetologists, when it comes to promoting their businesses. 98% of the respondents maintain a Facebook 

profile for their company and 43.8% respondents have created already an Instagram account but many stated 

that the Instagram account is a personal one that is been used to market services, products and their businesses. 

34.4% indicated that they will create an Instagram account and 5.9% that are seriously thinking about it. Finally, 

21.8% of the beauty industry professionals will create a blog where as 24.5% will be engaged with the creation of a 

Youtube channel. (Table.2)  
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Table 2: Aestheticians and cosmetologists perception about creating new Web 2.0 tools in their businesses 

Is it essential to create a... Done it 

% - n= 

Thinkin

g of it 

% - n= 

 Near future  

% - n= 

Never 

% - n= 

Create a blog? 0 - 0 16.4 - 25 21.8 - 33 61.8 - 93 

Create a wiki? 0 - 0 8.6 - 13 2.7 - 4 88.7 - 134 

Create Facebook profile? 98 - 148 0 - 0 0 - 0 2 - 3 

Create instagram profile? 43.8 - 66 5.9 - 9 34.4 - 52 15.9 - 24 

Create flickr account? 0.7 - 1 24.5 - 37 5.3 - 8 69.5 - 105 

Create YouTube channel? 0 - 0 9.3 - 14 24.5 - 37 66.2 - 100 

Create RSS feeds? 0 - 0 0 - 0 0 - 0 100 - 151 

Create podcast or vidcast? 0 - 0 0 - 0 0 - 0 100 - 151 

Create mashups? 0 - 0 0 - 0 0 - 0 100 - 151 

4.3  Mobile technology and library use 

Issues regarding use of mobile technology as well as library use through mobile devices were also explored. In 

this paper we will only make a statement on the issue due to the page limit of the paper. More than 35% of the 

respondents indicated use of a library at the city of Thessaloniki, although library use can not be caracterised as 

an integral part of their daily or weekly routine with the exception of two respondents. An encouraging almost 

65% of the cosmetologists is planning use of a library in the near future as they indicated that libraries are an 

indispensable tool when it comes to acquisition of valid and updated information. Services like OPAC, 

ejournals, digital libraries and user accounts are not used often by professionals, but when they did, the vast 

majority prefers the use of mobile phones. Mobili access seems to take a lead in accessing information from 

libraries and library services since they offer current, easy to use and instant information in their fingertips. 

5  Conclusion 

The aim of this research was to investigate familiarity and use of Web 2.0 tools among professional 

aestheticians and cosmetologists as well as intended use of library for professional purposes with an emphasis 

on their preferred mobile device for accessing electronic library resources. The vast majority of the respondents 

utilizes Facebook as a means to promote their businesses as well as Instagram. Percentage of use are inline with 

percantages of familiarity with the aforementioned tools A considerable percentage is thinking about the 

creation of a blog or a Youtube channel. Wikis podcasts, vidcasts, mashups and RSS were some of the tools that 

are never used. 

 

Οne of the prominent issues is the realization of a need, on behalf of the cosmetologists, for some sort of further 

and formal education on the use of web 2.0 tools, from issues that are marketing related to ethics and the 

netiquette. 
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Abstract 

 

The aim of this study was to examine the websites’ persuasiveness of the five star hotels in Greece. 

Therefore, a content analysis was conducted; 335 websites of five star hotels were visited and data were analyzed 

with the use of SPSS. Persuasiveness measured using six dimensions; that is informativeness, usability, 

credibility, inspiration, involvement and reciprocity. The study revealed a relatively low score of the hotels in 

overall persuasiveness index, especially in involvement dimension. Moreover, the paper urged to single out the 

relationship between the size of the hotel and the overall persuasiveness revealing a positive effect. Finally, three 

groups of hotels were formed based on their scores in each facet separately. The findings could offer useful 

knowledge for the hotel managers to enhance their website’s persuasiveness.       

  

Keywords: hotels, websites, persuasiveness, size, Greece 

 

1. Introduction 

 

The Internet has dramatically transformed the entrepreneurial process worldwide, providing a variety of 

effective strategic and tactical instruments to enterprises, which reap in turn considerable benefits by increasing 

and amplifying their competitiveness. Given their prospective effectiveness in cost reduction, in customer 

relationship management and in supply chain management, online channels have been included by numerous 

corporations for their marketplace penetration (Ganesan et al., 2009).  

The advancement of Internet technology has reconstructed the tourism sector through the development 

of numerous tourism related websites and applications (Wang and Qualls, 2007). The growing Internet usage has 

unavoidably modified the share of online booking channels for travel and tourism purposes, through which hotels 

attract their customers (Chiang, 2003). Internet usage simplifies interaction among hotels and their website 

visitors, as it offers a suitable way for visitors to obtain a positive impression of a hotel’s services, which in turn 

may enhance reservations (Bonson and Flores, 2011; Hsu, 2012). 

One of the main characteristics of the hospitality sector is the necessity to provide infor¬mation to a 

large number of people (Werthner and Klein, 1999), a fact that explicates hotels’ extensive Internet usage for 

communication purposes (Li and Wang, 2010; Xiang and Gretzel, 2010).  The hotels’ websites are a basic 

communication channel, incorporating internet usage and implementing marketing theory (Li and Wang, 2010) 

into a holistic experience, in order to give valuable information to visitors as well as to preserve and manage the 

hotel’s relation with them (Lee and Morrison, 2010). 

Website development and Internet usage is useful not only for large hotel chains but also for indigenous 

and smaller hotels  as  well-structured and  easily navigated websites  constitute an economical and efficient 
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marketing and advertising channel, which has the potential to enhance their competitiveness in the market (Parets, 

2002). In accordance with previous studies, the majority of enterprises in the tourism industry consider their 

websites a crucial competitive advantage over their competitors and as being significant in reaching new visitors 

(Mullen, 2000). To fully exploit the Web services as well as to be in line with technological advancement, hotels 

constantly develop their websites for user-friendly, personalized and interactive access for visitors. Furthermore, 

hotels utilize their websites for internet promotions, developing and integrating their branding strategy on the 

web, collecting visitors’ information, enhance customer care, and providing online booking. (Mullen, 2000; 

Karpinski, 2001). 

The reputation of the World Wide Web offers hotels the potential to sidestep intermediaries, like tour 

operators, and interact directly with consumers. Among the most efficient ways to attract more visitors and to 

strengthen a hotel’s image is to maintain a suitable website. In spite of the expanding significance of online 

reservations for hotel rooms, a lot of online bookings are being made by tour operators’ agencies instead of 

through the websites of the hotels (Nelson, 2004). Even though hotels’ management is making efforts to get back 

their operations through their company webpages (Shellum, 2004), there is a scarcity of knowledge about the 

predilections of their visitors as far as the overall persuasiveness of their webpages is concerned. 

Previous studies in the hospitality sector have explored the numerous determinants leading to the success 

of hotels’ webpages (Jeong et al., 2003; Vrana et al., 2004). These researches, nevertheless, have focused on 

individual aspects and characteristics rather than on the overall persuasiveness of websites. The objective of 

current research is to identify the strategy being pursued by Greek premium hotels on their webpages in order to 

evaluate their overall website’s persuasiveness. 

2. Theoretical Background 

 

Persuasiveness in the web framework is delineated as the communication procedure that is planned to 

impact individuals’ assumptions, principles, or viewpoints (Simons et al., 2001). The webpages offer 

considerable opportunities for persuasive interactivity, as individuals can be effortlessly approached (Oinas- 

Kukkonen, 2010). The websites’ design integrates persuasiveness by implementing various persuasive methods in 

the design to escalate individuals’ motivation and trust, altering the visitors’ attitude and encouraging online 

purchase intentions (Cheung and Law, 2009). According to Kim and Fesenmaier (2008) six factors can be 

utilized in order to evaluate the persuasiveness of web sites, namely: informativeness, usability, credibility, 

inspiration, involvement and reciprocity. 

Informativeness is described as the extent to which a webpage offers a visitor useful and beneficial 

information. Hotels offer a plurality of information (e.g., services, prices, room photos) on their webpages to 

intensify the service offerings, and enhance web-based marketing. Given that the quantity of webpages is 

constantly growing and the volume of information accessible online is rising, the main criteria for evaluating the 

quality of webpage information are correctness, diversity, coherence, validity and repleteness (Jeong and 

Lambert, 2001). Informativeness of the webpages can be positively correlated to attitudes toward them and, 

consecutively, toward the extent of their persuasiveness. Informativeness supports customer care and gives hotels 

the opportunity to provide beneficial information to potential customers while they are online (Luo, 2002). 

Usability is a second crucial characteristic of webpages, which can be defined as the degree of 

webpages’ ease of use (Benbunan-Fich, 2001). Ease of use is comprised of two distinctive characteristics, ease of 

comprehending and ease of navigating. The notion of ease of comprehending proposes that webpages are 

constructed in such a way that users can conveniently comprehend the owner of the page, the targets of the page, 

what services are offered online, as well as to provide up-to-date information to visitors. Furthermore, webpages 

must be comprehensibly constructed in order to be easy for users to locate the essential content and must provide 

a web map and a search tool (Nielson, 2000). In such manner, webpage design gives visitors the opportunity to 

conveniently comprehend the information provided, helping hotel management to accomplish its objectives. 

Hence, usability is associated with the quickness and ease of online reservations.  

According to previous studies, credibility is identified as a significant part of persuasiveness and can be 

categorized as cue-based and experience-based (Díaz and Martín-Consuegra, 2016). Cue-based credibility refers 

to the degree to which a user trusts a webpage, depending on elementary investigation of credibility signs 

included within it. It proposes that information inquirers can presume the degree of trustworthiness of the 

webpage in the time of a primary visit depending solely on disposable cues. Among the signals of trust in a 

webpage are privacy and security, or the recognition of the webpage possessor which gives details concerning the 

organization and its history (Yang et al., 2003). 

Inspiration can be described as an index of motivation including the dynamism and guidance of 

comportment and may be provoked by stimuli (Thrash and Elliot, 2003). Hence, in the case of hotel webpages, 

the emphasis on aesthetics (i.e. use of optical features) demonstrates the ambition of the hotels to establish a 

tenacious and positive association or impression and to generate enticing experiences so that the positive 

impressions encourage potential visitors to make reservations. 
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Involvement can be described as an imperceptible condition of motivation about an object which is 

triggered by the pertinence or significance of the object (Díaz and Martín-Consuegra, 2016). In the online 

framework, interactivity has been proved to be a crucial determinant determining the degree of involvement with 

internet usage. According to previous studies, a growth of the interactivity of webpages leads to an equivalent 

growth of sympathy and exploration (Liu and Shrum, 2009). 

Within the Internet context, reciprocity relates to the degree to which a webpage is anticipated as 

providing two-way “communication” among hotels and users (Häubl and Trifts, 2000). In the hotel sector, 

promotions or specialized offerings are paradigms of advantages usually provided to visitors with the expectation 

of creating a mutual relation. In numerous circumstances, webpage visitors are requested to give personal details 

such as name and e-mail and/or address as reciprocation of advantages experienced. 

Previous studies (Bai, Hu and Jang, 2007; Escobar-Rodríguez and Carvajal-Trujillo, 2013) have 

associated organization size with their e-relationship marketing or the information provided; thus the following 

model is proposed (Figure 1): 

 

Figure 1 

 

 
 

The proposed model consists of the following hypotheses:  

 

H1: The size of the hotel is positively correlated to persuasiveness  

H2: The size of the hotel is positively correlated to informativeness 

H3: The size of the hotel is positively correlated to usability 

H4: The size of the hotel is positively correlated to credibility 

H5: The size of the hotel is positively correlated to inspiration 

H6: The size of the hotel is positively correlated to involvement 

H7: The size of the hotel is positively correlated to reciprocity 

3. Methodology 

 

Content analysis was conducted in order to assess hotels’ website persuasiveness. Based on previous 

research (Díaz and Martín-Consuegra, 2016), six dimensions were measured; specifically, informativeness (28 

items), usability (6 items), credibility (3items), inspiration (5 items), involvement (8 items) and reciprocity (4 

items). Each item was coded as “1” and “0” aiming at reducing subjectivity in the procedure of data collection 

(Lee and Morrison, 2010 as cited in Escobar-Rodríguez and Carvajal-Trujillo, 2013). In order to obtain the final 
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score, the sub- score of each dimension (adding the “Yes” answers) was divided by the sum of the items that was 

consisted of. As a result, the highest feasible result of each dimension is 1 and 0 is the bottom level (Escobar-

Rodríguez and Carvajal-Trujillo, 2013). Moreover, the size of the hotels was measured based on the number of 

beds following previous literature (Pikkemaat and Peters, 2006).  

The research is focused on Greek five star hotels and the sample was collected from the Hellenic 

Chamber of Hotels. 443 5- class hotels were listed in Greece while 335 had a webpage. The data were gathered 

by visiting the websites of our sample. 

 

4. Results 

 

4.1 Descriptive analysis 

 

The majority of the five star hotels were located in South Aegean region (32.2%) and in Creta (23%) 

while Central Macedonia and Attica followed with 11.3% and 9.3% respectively. The minority of the hotels of 

our sample was located in Western Macedonia (0.3%) and in North Aegean (1.2%) region.  

In terms of informativeness dimension, almost all of the hotels had their telephone number in their 

website (99.7%), their address (99.4%) as well as their e-mail (98.5%). Moreover, there was a satisfactory 

description of the services provided in most of them (97.6%), photos of the hotel (98.8%) and photos of each type 

of the available room (94.3%). The greater number of the hotels had also an online information request form 

(80%), a cancellation policy (89.6%) and online payment (90.7%). However the absent of career opportunities 

(67.2%), corporate social responsibility (85.1%) and terms of use (84.2%) is noticed.  

Looking closer at the usability dimension, most of the hotels provided an effective navigation in their 

pages (96.1%), a home button (84.8%) and accessible information (99.7%).  Yet, only 98 of the hotels had a site 

map available. In credibility dimension, only half of our sample (58.2%) offered information about the 

organization, 19.7% had their privacy policy available and 7.8% presented the hotels’ history. The vast majority 

of the hotel (96% - 99%) had satisfactory inspirational items such as the visual appeal, the pictures’ quality, the 

contrast between background and text. 

Examining the involvement dimension, results indicate the absence of all the items apart from the social 

media. Specifically, 95.2% of the 5 star hotels had a page on Facebook/Twitter/LinkedIn and only a 5-10% had a 

guestbook, FAQ page, forum or a compliment/complain form. Moreover, none of them had a callback 

opportunity.       

Finally, in reciprocity dimension results demonstrate that 66% of our sample provided hyperlinks to 

other partners or sponsors, only 20% had a “what’s new” choice, 59.1% offered the opportunity to their visitors to 

receive a special newsletter and 13.7% of them had an online brochure about the hotel. 

The mean score of persuasiveness was 0.58 (SD=0.07) with maximum score 0.83. Specifically, 

informativeness and usability had a mean score 0.66 (SD = 0.08) and 0.69 (SD=0.12) respectively. The highest 

score of all facets was demonstrated in inspiration (M= 0.98, SD=0.07) and the lowest in involvement (M=0.18, 

SD = 0.09); credibility and reciprocity had an average score 0.29 (SD=0.25) and 0.40 (SD=0.24) discretely. 

 

4.2 Statistical analysis 

 

Correlations  

In order to examine the hypotheses related to the size of the five star hotels, correlation tests were 

conducted. Results indicate a positive and significant correlation among all variables and the size except for the 

inspirational one. Therefore, all except H5 hypothesis were supported by the empirical evidence. Specifically, 

size was correlated with overall persuasiveness (r=0.27, p=0.000), informativeness (r=0.167, p=0.002), usability 

(r=0.199, p=0.000), credibility (r=0.157, p=0.004), involvement (r=0.198, p=0.000) and reciprocity (r=0.239, 

p=0.000). Moreover, significant positive relationships were found among all the dimensions of persuasiveness 

(p<0.01).   

 

Cluster Analysis 

Trying to identify the most persuasive hotel websites, a cluster analysis was conducted. Our sample was 

classified into three clusters in terms of the six dimensions of persuasiveness. The first cluster was labeled as the 

“influential”, following previous study (Díaz and Martín-Consuegra, 2016) and it included the hotels with the 

highest score in almost all of the six dimensions. 52 hotels were included in this cluster with an average overall 

persuasiveness at 0.64. Some of the hotels in this group are: Eagles Palace, MarBella Corfu, Neptune Beach Hotel 

and Amazone. The majority of the “influential” hotels were located in Creta (14 hotels) and in Central Macedonia 

(11 hotels). The next cluster was labeled as “follower” including hotels with a moderate score in all dimensions 
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and included 173 hotels with a mean score in overall persuasiveness at 0.59. The greater number of “follower” 

hotels was located in South Aegean (60 hotels) and Attica (20 hotels). Finally, the last cluster was labeled as 

“passive” because hotels in this group (110 hotels) scored low in almost all facets of persuasiveness, with an 

overall score at 0.54.  

Finally, in order to find significant divergences among the three clusters for overall persuasiveness as 

well as for each dimension separately, one-way ANOVA test was conducted. Results indicate significant 

differences in all dimensions among the groups (p<0.05) except the inspiration one. 

 

 

5. Discussion, limitations and further research 

 

The aim of this study was to examine the websites’ persuasiveness of the five star hotels in Greece. 

Moreover, the paper urged to single out relationships among the size of the hotels and their website’s 

persuasiveness as well as to recognize clusters of the hotels based on this attribute and its dimensions.  

First of all, the study revealed that the overall persuasiveness is relatively low compared to previous 

studies that were conducted in similar sections (Díaz and Martín-Consuegra, 2016). Specifically, the inspirational 

and usability dimensions scored relatively high but involvement and credibility facets need improvement. These 

dimensions are very important as greatly involved individuals shape attitudes that do not change easily, while 

credibility was found to be an important driver in user’s first impression (Kim and Fesenmaier, 2008).   

Regarding the size of the hotel, it was found to be positively correlated to overall persuasiveness as well 

as to five out of six dimensions of persuasiveness. This is consistent with previous research that found hotel size 

to be related to the information provided in hotels’ website regarding investor’s interest and social media 

(Escobar-Rodríguez & Carvajal-Trujillo, 2013) as well as to the extent of e-Relationship Marketing features 

adoption (Bai,  Hu, and Jang, 2007).  
Finally, three groups of hotels were formed based on their score on each dimension of persuasiveness. It 

is interesting that the first group included hotels that scored high almost in all dimensions and could be an 

example to follow the other websites. This group placed great emphasis on reciprocity dimension providing 

“rewards” such as special newsletters to the users. Previous segmentation in airlines industry (Díaz and Martín-

Consuegra, 2016) has also revealed the existence of “influential” websites that are the most persuasive as well as 

the “passive” ones that that cannot impact on consumer’s decision.      

However, more research is proposed assessing the effect of persuasiveness on hotel’s financial 

performance as well as the study of the “influential” websites for a benchmarking strategy.      
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Abstract 

The study aims at assessing the impact of CSR initiatives of Indian Hotel Industry on customer satisfaction and 

trust.Data for the study was collected from the consumers of the hotel located in National Capital Region of 

India. Data collection was performed using a structured questionnaire. This questionnaire contains various items 

related to all three construct of the study.Data analysis was done and both measurement and structural model 

was assessed to assess hypothesized relationships.Results of the study presents a positive and significance 

relationship between CSR initiatives of hotel industry and customer satisfaction and trust. The results also prove 

the already established relationship between customer satisfaction and trust.Results of the study may have the 

strong implication for the Indian hotel industry. It is a motivating factor that CSR initiatives have positive effect 

on the customer satisfaction. This research could be further extend with the variation in both national culture as 

well as industry. 

Keywords- CSR,Customer satisfaction, Trust, India 

Introduction 

Service sector companies are facing difficulties in maintaining customer base due to entry of foreign players, 

slow growth rate and maturity of the market, which raise the need to developing competitive advantage to retain 

customer and earn more loyalty. Improvement in customer loyalty leads to the better profitability for the 

company (Hellowell, 1996). In order to have a more loyal customer it is necessary to assess how customer 

perceives organizations efforts.  

In contemporary era awareness about the environmental issue, intense exposure to the information has increased 

the customer’s knowledge about companies’ activities.Growing competition and increasing awareness for the 

environment has developed CSR as a mainstream corporate agenda in the contemporary era.A huge amount of 

research is available in the literature on the management and measurement aspect of the CSR especially in 

developed countries (Goyal et. al., 2013). Further, earlier studies focused on the manufacturing sector as this 

sector has been considered more responsible for environmental degradation and negative effects on the local 

community. The present paper is structured in a very regular manner. Next section, deals with the literature 

review and hypothesis development followed by the research methodology used in the present study. Next to 

this, analysis, results and findings are presented, followed by the managerial implication and the conclusion of 

the present research. Trust was measured using 

Literature Review and Hypothesis Development 

Corporate Social Responsibility 

In the last quarter of the 20
th

 century concept of CSR started gaining wide attention both from scholars and 

practitioners. The construct proposed by Caroll (1979) was the most accepted to construct to explain CSR 

consists of economic, legal, ethical, and discretionary (philanthropic) are the perception from the organization. 

These constructs were used in various studies to analyze CSR. The interest of managers in these four constructs 

based on the norms of that particular society. According to Maignan (1999) CSR is defined as the degree to 

which firms assume economic, legal, ethical and discretionary responsibilities towards their stakeholders. 

Marketing literature proposed that fulfilling the CSR activity exerts a positive effect on the costumer’s behavior 

towards company’s good and services (Luo and Bhattacharya, 2006; McWilliams and Siegel, 2001; Mohr et al., 

2001, Poolthong and Mandhachitara, 2009). 

Trust 

Consumer trust is defined as “a belief that the product or service provider can be relied on to behave in such a 

manner that the long-term interests of the consumers will be served” (Crosby et al., 1990). Trust is an important 

driver for relationship development. In order to develop and maintain a long term relationship with customers, 

company needs to create trust in their product offerings (Morgan and Hunt, 1994). Trust is an important element 

in the customer company relationships (Chiou and Droge, 2006). According to Reichheld and Schefter (2000, 

p.107) “to gain the loyalty of customers, you must first gain their trust”.  

Customer Satisfaction 

Handelman and Arnold (1999) that firm’s CSR initiatives generates positive word of mouth. In a study 

conducted by Luo and Bhattacharya (2006) studied fortune 500 companies and identified a direct relationship 
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between CSR and customer satisfaction. Author(s) further concluded that customer satisfaction behaves as a 

mediator in the relationship between CSR and market value of the firm. In a literature review conducted by 

Maignan and Ferell (2004) proposed that CSR programs have positive impact on customers.  

Based on the review following hypothesis were proposed: 

H1: Perceived CSR activities positively affect the customer satisfaction. 

H2: Perceived CSR activities positively affect the customer trust 

H3: Customer satisfaction positively affect the customer trust 

 

Research Methodology 

The conceptual framework developed from the literature review has been presented in Figure 1. Quantitative 

research approach has been adopted in the present study. A structured questionnaire was developed and tested to 

collect data from the consumer of Indian hotels. The questionnaire was initially developed and tested on the 25 

management graduate of one of the reputed management college. Some of them were well aware about some 

famous hotel’s CSR initiatives. After this, managers working in some good hotels in Delhi/NCR region were 

contacted to comment on the questionnaire. In total 15 managers were contacted to ensure the face validity of 

the questionnaire. Further, data was collected from a pilot sample of 78 people to evaluate the reliability of the 

questionnaire. 5-point Likert scale (1- highly disagree to 5- Highly agree) was used to measure variables of 

interest. Reliability and validity tests were performed. The final questionnaire was used to collect data from the 

final set of respondents. The convenience sampling method was used to identify the respondents. The data 

collection was done in the Delhi NCR region.The anonymity of participants was assured while collecting the 

data. This data was collected in the collaboration of management final year students. In total 377 responses were 

collected.  

Measurement Scales 

Measurement of CSR is very diverse in nature. Carroll (1979) proposed a widely accepted four dimensional 

model to measure the CSR. These dimensions were ethical, legal, philanthropic and economic. In the present 

study for CSR assessment three dimensions except legal was adopted. From the literature 18 practices were 

identified covering these three categories. The customers were asked to response based on their perception about 

CSR activities from the hotels where they regularly stay. Customer satisfaction has become the top most priority 

in the contemporary market scenario. Different studies proposed that customer satisfaction leads to the better 

market share and add into the profitability of the firm (Luo and Bhattaharya, 2006). In the present study three 

item scale as suggested by Cronin et al. (2000) and Olorunniwo et al. (2006) to measure customer satisfaction in 

hotel industry. Trust was measured using five items scale used in the earlier studies (Morgan and Hunt 1994). 

Data Analysis 

Before testing the hypotheses unidimensionality and validity of the scale was examined. To serve this purpose 

exploratory factor analysis and confirmatory factor analysis was conducted. During EFA 3 items of CSR scale 

were deleted due to the presence of cross loadings. Customer trust and customer satisfaction confirmed the 

unidimensionality of the scale. Exploratory factor analysis revealed satisfactory amount of variance that is in the 

range of 69.48- 72.80well above than the desired limit of 60%. The value of Cronbach alpha was in the range of 

0.78-0.83 (TABLE 1) that was more than the minimum required value 0.70 which confirmed the reliability of 

the scale. Next to this, confirmatory factor analysis was performed on the remaining items. Various goodness of 

fit indices was calculated to assess the discriminant and convergent validity of the scale. Ratio of Chi-square to 

degree of freedom was calculated which comes into the desired range of 1-3 (Table 2). Other fit measures like 

GFI, AGFI were also calculated. The value of these indices varies like 0 (No fit) to 1 (perfect fit). In the present 

analysis, the value of these indices has shown a good-fit of the model. In addition, RMSEA, TLI also calculated 

to assess the goodness of fit of the model. 
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 Table 1: EFA RESULTS 

Latent Construct Item Variance 

Explained 

α 

CSR   72.80 0.78 

Community 

responsibility 

 (6 Items) 

Donate to charities  43.34 0.77 

Help the disadvantaged   

Disaster relief   

Provide education scholarship   

Helps local community   

Customer 

Responsibility 

 ( 3 Items)  

Provide quality product and service  13.44 0.81 

Focus on customer satisfaction   

Proper product information   

Employee 

Responsibility  

(5 Items) 

Provide safe workplace  8.31 0.78 

Offer fair compensation   

Offer equal employment opportunity   

Helps in maintain work life balance   

Environmental 

Responsibility 

 (4 Items) 

Support environment preservation  11.80 0.77 

Support pollution reduction initiatives   

Support water resource protection   

Trust (5  Items)  The services of this company make me feel a sense of security  72.78 0.83 

 I trust on the quality of this hotel   

 Services of this company is a quality assurance   

 This company is interested in its customers/   

 This company is honest with its customers    

Customer Satisfaction My choice to purchase this service was a wise one. 69.48  

I think that I did the right thing when I purchased this service.    

This facility is exactly what is needed for this service.   

 

Further, Data was analyzed using smart PLS to apply partial least square method; a variance based structural 

equation modeling approach. This method is good while dealing with small size and good in assessing the 

theoretical hypothesis and relationship between variables. PLS results are distributed in two parts; one is outer 

model (measurement model) which deals with the relationship between measurement item and their respective 

latent construct. Second part is inner model (Structural model) which provides the results to evaluate the 

structural path of the model.  

TABLE 2 CONFIRMATORY FACTOR ANALYSIS RESULTS 

 CSR Customer 

Satisfaction 

Trust 

X
2
 297. 27 94.16 43.60 

Df 137 44 16 

X
2
/df 2.15 2.33 2.5 

P <0.05 <0.05 <0.05 

GFI 0.834 0.896 0.938 

AGFI 0.833 0.833 0.847 

RMSEA 0.06 0.06 0.57 

 

Measurement Model 

Loadings of the all latent constructs were in the range of 0.733-0.812. This loading is more than the minimum 

acceptable value i.e. 0.701. The critical ratio was more than the t-value at 95% significance level reveals the 

strong internal consistency of the measurement model. The average variance extracted was in the range of 0.61-

0.72which is more than minimum required criteria (Chin,1995). The acceptable value of AVE and composite 

reliability established the construct reliability of the measurement model. The results of the measurement model 

have been presented in Table 3. 
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TABLE 3: MEASUREMENT MODEL RESUTLS 

Latent Construct Item Loadings AVE 

CSR     

Community 

responsibility 

 (6 Items) 

Donate to charities  .807 0.72 

Help the disadvantaged .812  

Disaster relief .811  

Provide education scholarship .794  

Helps local community .763  

Customer 

Responsibility 

 ( 3 Items)  

Provide quality product and service  .753 0.61 

Focus on customer satisfaction .766  

Proper product information .803  

Employee 

Responsibility  

(5 Items) 

Provide safe workplace  .807 0.67 

Offer fair compensation .756  

Offer equal employment opportunity .744  

Helps in maintain work life balance .767  

Environmental 

Responsibility 

 (4 Items) 

Support environment preservation  .794 0.68 

Support pollution reduction initiatives .803  

Support water resource protection .785  

Trust (5  Items)  The services of this company make me feel a sense of security  .765 0.62 

 I trust on the quality of this hotel .765  

 Services of this company is a quality assurance .809  

 This company is interested in its customers .794  

 This company is honest with its customers  .764  

Customer 

Satisfaction (3 

items) 

My choice to purchase this service was a wise one .743 0.69 

I think that I did the right thing when I purchased this service.  .786  

This facility is exactly what is needed for this service. .789  

Structural Model 

Structural model was evaluated based on certain measures. Those measures for predictive relevance of the 

model include R
2
, average variance accounted (AVA), regression weights or path coefficients (Fornell and Cha, 

1994). The path significance of the model is evaluated by bootstrapping critical ratio, with the significance level 

at 95% and R2 values more than the 0.10 is required to confirm the predictive relevance of the model. These 

measures confirm the existence of the relationship. Figure 2 demonstrates the path coefficients and CR values 

for each hypothesized relationship. The summary of the results is presented in Table 4. 

TABLE 4 STRUCTURAL MODEL RESULTS 

Hypothesis Dependent 

Variable 

Independent 

Variable 

β CR R2 Results 

H1 Customer 

Satisfaction 

CSR 0.409 5.311 0.48 Supported 

H2 Trust CSR 0.633 8.654 0.79 Supported 

H3 Trust Customer 

Satisfaction 

0.565 9.454  Supported 

Results 

Data analysis supported all three hypothesis proposed in this study. Perceived CSR initiatives demonstrated 

positive influence on customer satisfaction in the hotel industry. The relationship between customer satisfaction 

and trust has also been well defined in the literature and results of the present study also extends the same in the 

hotel industry. Positive relationship between CSR, customer satisfaction and trust provides various academic 

and managerial implications. 

Managerial Implications 

Results of the study show that CSR program exerts positive influence on the customer attitude. Developing an 

effective CSR program will help organization in getting more satisfied customers. Effective implementation of 

CSR program can improve satisfaction level of the customer. In order to improve satisfaction level management 

can invest more in CSR activities and their proper communication is necessary so that consumer can have better 

idea of companies CSR initiatives. This will lead to the increase in the customer satisfaction level. In present 
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study customer responsibility and environmental responsibility attained the better mean score in comparison to 

other dimensions of CSR. The positive influence of customer satisfaction on trust is widely accepted in the 

literature. It is imperative to the hotel managers to develop better service quality to improve the customer 

satisfaction level. Results show that hotel managers should divert more investment in the CSR activities because 

consumers are more satisfied with the companies they perceive doing better on CSR part.  

Limitations 

Although, our all hypotheses were supported, the present study also has some limitation and that can be taken 

care in future studies. The data collected in the present study are from the sample based in India. More future 

studies are required to test the hypothesized relationship in a different country so that generalization of the 

results will be possible. The second limitation is that some other variables like brand image can be incorporated 

in future studies to develop a more holistic framework and will provide some more idea of benefits due to more 

involvement in CSR activities. Apart from CSR, there are more variables that lead to the customer satisfaction 

like perceived value commitment. Therefore, inclusion of these variables will give more generalized model in 

this field of study. In future studies, inclusion of more dimensions of CSR will be resulted in the better 

measurement framework of CSR.  

Conclusion 

In globalized creating differentiation is important factor for service organizations. CSR is one of the emerging 

issues which can helps companies in achieving that level of differentiation by involving them in CSR activities. 

Further, relationship of corporate social responsibility with different customer relational outcome is widely 

addressed in the literature. The literatureshows the paucity of these studies in developing economies like India. 

Present study extends the results of the earlier studies in the context of Indian Hotel Industry by confirming the 

positive relationship between CSR perceptions, trust, and customer satisfaction. In the current competitive 

scenario, it is necessary to understand the customer perception from the companies. Since in service firms the 

main objective of the managers to minimize the perception performance gap to remain within the zone of 

tolerance. The results of the present study demonstrate the level of CSR perception from the Hotel industry and 

their likely effect on customer trust and satisfaction. 
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Abstract 

The continuous and rapid technological development has created many opportunities in many business sectors, 

including in this tourism. The extensive use of the internet makes it more intense and compelling creating and 

using more advanced projection techniques and tourism promotion to attract more and more tourists, keeping 

their desire for holidays. The main objective of this final work is to highlight the key ways electronic CRM used 

by the hotel industry and what it can be its prospect.  
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1. INTRODUCTION 

Tourism is a sector which is based on information, which, depending on the developments of the time it takes 

different forms. More specifically, previous, information channel on a tourist destination, undertaken on the 

"word of mouth" promotion, a way, which is then replaced in part by the print media and more specifically from 

brochures and tourist drivers who were able to provide detailed information material about their travel 

destinations. Although these reporting methods are valid today, it is the fact that the technological 

developments, the development of computers and the increasingly strong presence of the Internet, now provides 

more features in the daily lives of people. In particular, new technologies now affect every area of the business 

through its ease of use and simplified procedures (Wu et al, 2010). Even used in order to effectively carry out 

the tourist information management, such as for example, tourist trade, a large proportion of which is carried out 

electronically. 

Other uses of new technologies in the tourism sector related to booking tickets, hotels and other, financial 

transactions, such as payment of booking by credit card, etc.) And business functions, such as mass hotel food 

orders from dealers. Therefore, Internet penetration in tourism is increasing and this increase contributes to the 

preference of tourists for individual trips compared with package travel packages (from Tour Operators and 

Travel Agents) (Pappas et al, 2006). 

The ability of the prospective tourist to explore the entire world through travel destination websites and via 

internet directly related to tourism (eg expedia, googlemaps, etc.) And the possibility of making an instant 

reservation, increases possibilities of individual tourists and tourist businesses which prefer not to pay a 

percentage of the booking price to travel agents or other intermediaries. 

 

2. METHODOLOGY  

 

The methodology used in the present paper is the critical review of the literature. The sources of relevant 

literature investigation derived from popular online bibliographic databases, such as Science Direct, Emerald, 

EBSCO host and scientific search engines such as Google Scholar and Scirus. General search engines such as 

Google have also been examined. The types of bibliographic sources included in the research are articles 

published  on scientific journals, books, conference proceedings, company papers and studies, white papers, 

online sites and online journals. The selection criteria of these literature sources were based on the relevance to 
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the topic of the paper and this research is not exhaustive. The authors have used their access on online databases 

so to identify the related papers and to construct this paper. 

  

3.LITERATURE REVIEW 

3.1. New Technologies, Competitiveness and Comparative Advantage 

The use of new technologies provides the dynamics of competitiveness in a tourism business by creating new 

services and restructuring existing. 

 New technologies are redefining the rules of competition by putting on a new basis the conditions of existence 

in most economic activities. Even the new technologies allow the creation of new foundations to work together 

more effectively consumers with businesses to provide goods, while giving value to their activities. (Buhalis, 

1998). This is the reason that competition affects all companies regardless of the sector in which they operate, 

the size, type of activity and geographic location. (Clemons & McFarlan, 1986). 

The entrance of new technologies in the tourism sector has resulted in more intense competition between tourist 

companies, because through them had the ability to improve the quality of their tourist assets, while reducing the 

cost, and the possibility of improved customer service their worldwide , leading thus to a globalization of 

tourism. (Andriotis, 2002). 

The type of new technology applied and used depends on the needs to satisfy every business for its customers. 

In this context, the search engines are those that facilitate the faster and more timely access of internet visitors, 

contributing to the reliability of operations, one reliability based on searching and finding timely and direct 

information of their visitors on tourist destinations, or any other interesting information. 

In this context, they help to optimize customer service, control of the supply and demand of the tourism product 

and the shaping of a better business plan and automatic reservation confirmation systems (Automatic Check In / 

Out). The interactive television (Web TV) contributes to the concentration of information from various sources, 

such as for example the markets in which their customers operated and the choice of a tourist destination they 

want to visit. The virtual reality (Virtual Reality) also has enormous potential, as it can change a destination 

image according to business objectives or the customer's wishes. Furthermore, the mobile attaches considerable 

importance to timely and reliable information, since it enables direct communication between suppliers, 

intermediaries, customers at any time (Rach, 1997). 

Given the variety and number of applications of new technology, one tourism business will create a competitive 

advantage over its competitors, or if the harness creative or if entered into more intimate relationships with their 

partners and customers, or whether diversify its tourist product, or if it expands its distribution. (Peppard, 1993). 

 

3.2. Conditions for a Successful Comparative Advantage through New Technologies. 

While no one disputes the acquisition of comparative advantage with the introduction of new technologies, 

however, there are opposing views, according to which not add important elements in the development of the 

business.In any case, the application of new technologies not directly correlate technological technology costs 

with profitability and this because very often the introduction of new technologies does not provide added value 

or the functioning of the tourism industry nor the reduction of costs, such as for example, labor, capital, 

education .On the other hand, the non-application of new technologies in the tourism business can make the 

company vulnerable and harmful (Samanta, 2009). However the fact is that to be effective, the use of new 

technologies must meet specific criteria associated the restructuring of both business processes and 

reorganization of organic structures and control systems. (Pappas et al., 2006). Prerequisite for this purpose is to 

recruit the right people who will be able to make the best use of new technologies to enable appropriate 

decisions to be taken by creating profits (Buhalis, 1998). These individuals must be properly trained to ensure 

the proper functioning of the company, have the market knowledge, the specifics and diversity of its resources 

(Assimakopoulos et al., 2015).  

 

 3.3 The redefinition of tourism with new technologies  

 

The use of new technologies is essential to tourist production, advertising, distribution and operational functions 

in both the private and public sector ) and the fact that since the mid-1990s, global market has completely 

changed since the introduction of new technologies all operational methods and practices have changed now 

using the new communication possibilities offered by new technologies. (Rayman - Bacchus & Molina, 2001). 
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In this context, followed by the tourism market such technological developments, which are directly related to 

the distribution channels (distribution channels) of tourist goods and the advertising support of tourism 

enterprises in order to make their product on the market and to promote it. New technologies, as mentioned 

above create a diversified business environment, mainly due to the change in the way information 

communication, which is easily, quickly and cheaply accessible (Wu et al, 2010).  

The development of the information society and the important technological developments have radically 

changed the way in which the tourism product is organized and distributed, with many advantages, the most 

important of which is the reduction of distribution costs and enhance two-way communication between the 

business and the public. Technological developments reorganize all those procedures under which they are 

produced, distributed and delivered to the final recipient, the tourism products in order to maximize their 

effectiveness and enhance their added value (Pappas et al, 2006). 

 

3.4 The dimensions of CRM 

 

The process of using a CRM is a multi-dimension concept that is considered as a relatively new one due to the 

fact that there are not lots of studies. However, there are some studies in the banking sector and in contact 

centers thus there is some information available. The dimensions that are related to the CRM are the key 

customer focus, the knowledge management and the technology based CRM. For all these dimensions it is 

essential that one works systematically in order to guarantee improved performance. According to this view, the 

investigation of the CRM is based on the customer orientation in order for one to understand the customer focus 

(Zhou et al., 2009).  

The customer orientation is one of the most important dimensions of the CRM. There are several researches that 

highlight the effects of conducting studies on the dimensions of the CRM in the hotel sector and these studies 

show that the main purpose of the CRM in the hotel industry is the hotel orientation. Customer oriented 

behaviors increase the satisfaction of the customers thus there are many studies that show that the good 

customer oriented behaviors in a hotel show that there is a positive impact on the performance. Thus, the 

customer orientation is a very important factor in order for CRM to be successfully implemented (Mechinda and 

Patterson, 2011).  

One of the most crucial factors that have been revealed is that the service firms like the hotels are, have a better 

understanding as far as it concerns the customer orientation and the importance that this has on the performance 

of the firms.  The delivery of the service that the hotels offer occurs when there is an interaction between the 

service providers and the encounter of the services. In order thus to enhance the service experience, the hoteliers 

have to focus on the interaction with the customers. The customer oriented services can be provided through a 

positive relationship between the provider and the customer. Thus the research shows that there is a positive 

correlation between the customer orientation and the organizational performance (Reimann et al., 2010).  

Moreover, the customer orientation is one of the market beneficial sources and it helps the hotels understand 

what the customers need, thus it can help the hoteliers provide an appropriate plan in order to satisfy the needs 

of the customers. What needs to be underlined is that the customer orientation is one of the most important 

beneficial aspects of the market sources and it can help a hotelier understand the customer. The beneficial 

influence that the customer orientation strategy has on the marketing planning shows that with the help of CRM  

there can several marketing and innovation actions that can be created, hence, there are numerous positive 

impacts on the customer orientation as far as it concerns organizations performance (Verdugo et al., 2009).  

 

Another important aspect of CRM is that it enhances service employees in order to conduct a customer oriented 

behavior thus the organizations develop the appropriate working environment such as providing staff with a 

series of modern tools and technology based innovations in order to track the complaints of the customers while 

an appropriate rewards system can also be offered (Salter et al., 2010).  

CRM success requires technological quality and systems while it also requires an effective service concept and a 

suitable operations procedure. The success of CRM implementation relies on the active involvement that the 

employees have in a specific organization. Thus, what we can say is that the CRM organizations and especially 

the hotels, need to implement it in order for it to become an essential means for the organizations to organize 

their actual business processes for both the employees and customers.  

All the organization resources such as the marketing capabilities and the culture that an organization has need to 

be integrated in order for CRM to be implemented successfully and for the organizational performance to be 

improved. Therefore, many studies underline that the CRM when implemented in an organization can lead to a 

customer retention. It also influences the marketing decisions of the future. Such decisions are the brand 

differentiation, the price and the distribution (Salter et al., 2010).  
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What has also been reported is that the main purpose behind the collection of data of the customers is to have a 

good image about a series of different perspectives. Organizations can authenticate the data that they gather in 

order to establish and develop the relationship that they create with their customers. Thus the knowledge about 

the customers has a vital role as far as it concerns the main purpose behind collecting the data, which is to have 

a clear image on what the customers want (Yueh et al., 2010).  

The useful information that is gathered about the customers can be gathered through a series of interactions and 

the decision on which CRM system is the best in order for the company to be successful is based on the results. 

The managing of the knowledge which results in an organization being successful is the building of a better 

customer relationship, which results in a positive impact on the organizational performance (Sarmaniotis et al., 

2013).  

The success of the relationship management can depend on the collection and the analysis of the information on 

the customers opinions and this can lead to the development of highly personalized offerings. In the same time, 

the hotels can enjoy the benefits of knowing their customers and implement a series of successful marketing 

activities in order to meet their needs. The customer knowledge management is highly associated with the 

marketing capabilities and it enables several companies to take a series of decisions in order to improve their 

decisions (Assimakopoulos et al., 2015).  

Last but not least, the technology based on CRM enables the organizations to plan and implement a series of 

successful marketing strategies in order to create a long last relationship and make more profit by their sales. 

The impact that the information technology has on the organization performance shows that it has a positive role 

in the CRM strategy. Many customer centric strategies can be achieved with the help of the help of information 

technology (Assimakopoulos et al., 2015).  

Consequently, the technology based on CRM enables the organizations to implement successful marketing 

strategies and actions in order to retain their relations with their customers and become more profitable. This 

leads into creating a customer database and a series of information storing systems. This way, an organization 

can improve its marketing capabilities and provide valuable information in its storing system which can help the 

managers and the employees achieve more marketing goals and more effectively (Assimakopoulos et al., 2015). 

 

3.5 The dimensions of CRM 

 

In the modern era of growing company competition and customer demand for better service delivery, CRM is a 

one-way street for businesses that want to remain competitive and grow. CRM is a methodology to better 

understand the needs of existing or future customers with the main goal of better service. It is based on 

widespread use and distribution of information and is the basis on which the company relies to promote its 

products and services in the best possible way, shaping the climate prevailing in its relationships with customers 

and leveraging it to its advantage (Davenport et al. 2001). 

 

To increase the quality of the results in the above functions, CRM has the following capabilities: 

 

• Advanced Customer Management 

• Meeting appointments 

• Task Manager 

• Managing Candidates 

• Communication via e-mail, fax 

• Collaboration with an ERP computerized system 

• Advanced Administrative Information 

• Orders Management 

• Business Standards 

• Contact tracking 

• Promotional campaigns 

• Off Line Mode 

• Compatibility with Microsoft and open source applications 

 

It is obvious that the CRM solution is far from a simple installation and use of software. Instead, it is a 

comprehensive strategy that reorganizes business processes, outsourcing back office capabilities to better 

address customer requirements and needs. It sets new business transaction conditions using new parameters in 

customer management, always aiming at creating a single strategy capable of delivering profitable growth in the 

business. This strategy includes: 
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• Targets 

• Photos 

• Regular 

• Organization 

• Vision (DeGregor, 2011) 

 

It is clear that the CRM solution is an advanced business philosophy, creating a flexible working environment 

capable of responding to the individual needs of the modern market. 

The key benefits of using CRM are the key features of today's business vision and strategy: 

 

• Fast forwarding of information 

• Fastest sales cycles 

• Hierarchy of procedures 

• Integrated business image information 

• Analysis of business activities 

• Identify major customers 

• Targeted commercial communication 

• Limit losses 

• Creating a perfect relationship with customers 

• Quality service provision (DeGregor, 2011) 

 

Clearly, using a CRM solution, the company is driven to develop its operations through simple processes such 

as information recording and trafficking, and automated analysis of activities, whether in terms of sales 

promotion or customer support. CRM is a powerful tool for outsourcing the benefits of the business, turning 

every activity of its executives into profit (Zhou et al., 2009).  

CRM has during the last years become one of the most controversial issues as far as it concerns the business 

field. One has to mention that CRM is based on the belief that it establishes a sustainable relationship between 

the hotel and the customers in order for the hotel to obtain loyalty. Thus, the successful implementation of a 

CRM system can become of great benefit for an organization and this way the organizations can obtain higher 

quality sales through a better segmentation and the customization of their products and services by ensuring 

long lasting customer retention and loyalty (Sarmaniotis et al., 2013).  

Despite the fact that CRM bring a series of benefits to the companies, some of them gain more by implementing 

it compared to others. CRM brings a series of benefits for the companies and it generates lots of information for 

the customers. CRM is ideally suited for the hotel industry especially when being implemented in order for it to 

be successful and effective taking into account that the hotel can receive lots of data about the details of the 

customers. The organizations production and consumption are two important elements as far as it concerns 

building relationships thus the CRM data cam be transformed into useful knowledge for them (Assimakopoulos 

et al., 2015).  

The electronic management of customer relationships (e-CRM) is essentially the transfer of Customer 

Relationship Management system (Customer Relationship Management - CRM) online. In the electronic 

customer relationship management include personalized electronic communication applications such as 

electronic tenders which have been adapted to the demands of the visitor, the personal spaces in tourist portals 

and forms under which the accommodation is assessed after the visit. These applications create competitive 

advantage both for business and for tourism services promoters (Ngai et al, 2007) 

The e-marketing methods in tourism, supported by various e-CRM applications, but also by new means and 

modes of communication such as technologies and Web 2.0 applications. These are tools "mass collaboration", 

as they are called, in order to allow Internet users to have direct participation, while cooperating with other 

users, directly, to produce, to be pumped and spread, both the information and the knowledge through the 

Internet (Sarmaniotis et al, 2010). 

 Such tools are the on-line journals, blogs, the Internet social and collaborative networking (Social-Collaborative 

Networking sites), websites are Podcasting and Online Videos, technology Tagging for marking and 

categorizing information and other technologies, such as those wikis that allow different users to compile a 

common content. Furthermore, the technology RSS (Really Simple Syndication) to immediately send the 

relevant information on a website and the combination AJAX (Asynchronous JavaScript And XML) to create 

faster more efficient and more user-friendly web applications (Wu et al, 2010). 
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4. Discussion 

 

According to Petzer et al. (2009) the ability of an enterprise to build positive relationships with customers leads 

to success in the long term and hence the CRM is a key issue in theory and practice of hospitality marketing. 

Gilbert et al. (1999) argue that the marketing relationships are particularly suitable for the hotel industry. Piccoli 

et al. (2003) pointed out that the hotel industry has maximum potential with respect to the CRM application 

compared to other sectors.  Sigala (2005) investigated the integration of CRM hotel in procedures / functions. 

Shostack (2014) highlighted that e-CRM systems have helped the hotel industry to effectively manage their 

customers, their serve quickly and as efficiently as possible. Assimakopoulos et al. (2010) point out that, in the 

hotel sector, CRM systems do not incorporate the marketing variables effectively and identify deficiencies in 

variables such as the customer satisfaction, loyalty assessment, recording customer complaints etc. 

Hotels collect information about their customers both in detention, entry, exit, and sometimes during the stay. 

The issue is the right of hotels to collect information, access to information, they can to properly manage 

customer information and further They have the knowledge and the skills to use mining techniques CRM data. 

Since customers and businesses interact frequently, companies should make use of CRM and related 

technologies to analyze large amounts customer information. 

Papaioannou et al (2010) indicate that the Greek hotels are not open to messages sent by customers and 

therefore does not make our best to preserve them.  Assimakopoulos et al. (2010) agree  with the positions of 

previous authors who find that hotels do not seem to apply marketing strategies relations and retention, and 

emphasizes that there is a gap due difficulties in training staff. These are some of the  main reasons why CRM 

projects usually fail. However, strongly supported that CRM applications certainly can help management to 

improve earnings undertaking if some key factors are respected. 

 

5. Conclusion 

 

The implementation of a CRM system in business is not simple case. The CRM, as repeatedly reported is not a 

software package, enough to buy a business and by magic increases customer loyalty. In general Integrating a 

CRM system requires first of all, reorganization and shift to a customer-centric character. It takes a whole box to 

form a company, from end to end, from section to section and from the upper level management to the forefront. 

So education and inspiration for workers to become customer oriented, are critical factors. Business must 

analyzed in each section, all the elements that affect the relationship with customers and incorporated where 

possible in CRM program. When CRM is successfully materialized in function can help in this direction. CRM 

requires commitment and understanding of the business and not only from Marketing. Everything a customer 

wishes, during his stay in a hotel, can be predicted and therefore be provided, using a CRM system, which is 

suitable for the business. Of course the expectations are not the same for all categories of tourists and 

differentiate over time. The pursuit of customer satisfaction should be.However, there is a need for a future 

research which will rely in a primary research which will indicate the views of the hotel managers about the 

CRM systems that they are using. 
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Abstract 

This paper integrates international business networking studies with literature on small-to-medium family 

businesses (SMFBs)internationalisation, plus recent contributions from the socio-emotional wealth perspective 

on family ownership. It reports on a study which aimed to shed light 1) on the choices of decision modes of 

different types of SMFBs on foreign partner selectionafter the first entrance to foreign markets and 2) on the 

role of the socio-emotional wealth preservation tendencies in different types SMFBs’ networking decisions. A 

qualitative case study was used in analyzing the actions of one small-to-medium family managed firm and one 

small-to-medium family owned firm, operated in the Greek apiculture sector. The study indicated that both 

SMFB types change their decision modes after the first entrance to foreign markets, yet identified differences 

between them. The SEW preservation tendencies appeared only in the small-to-medium family managed case. 

The choice of the decision mode in the small-to-medium family managed case and the SEW preservation 

tendencies led to international partner engagements resulting in a low speed of internationalisation. In contrast, 

the choice of the decision mode in the small-to-medium family owned case and the lack ofSEW preservation 

tendencies led to international partner changes resulting in a speedier internationalisation.  
 

Keywords: family business, international partnerships,networks, decision mode, socio-emotional wealth 
 

1. INTRODUCTION 

Few decades ago Small-to-Medium Enterprises (SMEs), i.e. businesses having fewer than 250 employees, 

were considered as family owned; the presence of the family in the SME was taken for granted and there was no 

need to label a SME as a Small-to-Medium Family Business (SMFB), i.e. a SME “owned by one family where 

the family (i) controls the largest block of shares or votes, (ii) has one or more of its members in key 

management positions, and (iii) has members of more than one generation actively involved with the business” 

(Kontinen&Ojala, 2011, p. 9). Nowadays, it is acknowledgeable within the International Business (IB) literature 

that there are firms with different governance systems and ownership structures (e.g. family ownership, 

corporate ownership), hence different types of businesses such as SMFBs or corporations emerge 

(Fernández&Nieto, 2006; Swinth& Vinton, 1993). 

The acknowledgment of the existence of various types of businesses has facilitated a growing academic 

interest to the exploration of differences between SMFBs and non-SMFBs in the context of internationalisation 

(Banalieva&Eddleston, 2011;Fernández& Nieto, 2006). Indeed, the ΙΒ literature has highlighted significant 

differences between SMFBs and non-SMFBs’ international activities (Abdellatif et al., 2010; Miller et al., 

2009), mostly in terms of the family owner’s altruism, control and socio-emotional wealth preservation 

tendencies which impact SMFBs on their actual international strategic choices, thus influencing SMFB’s 

international growth (Delgado-Garcia & de la Fuente-Sabate, 2010; Morgan & Gomez-Mejia, 2014; Scholes et 

al., 2015).  

However recent IB and family business (FB) scholars distinguish also between different SMFBs types in 

terms of governance structures highlighting that SMFBs are heterogeneous (Chua et al., 2012; De Massis et al., 

2014). In particular a SMFB may have a family governance and it may be managed only by family members 

(termed as Small-medium family managed firm - SMFM) or a SMFB may have a family governance but it may 

be managed by non- family members who are recruited externally (termed as Small-medium family owned firm 

- SMFM) (Arregle et al., 2012; Boellis et al., 2016). Given that a family owner-manager usually behaves 

differently than a manager who is recruited externally or a corporate shareholder in the context of 

internationalisation (Fernández& Nieto, 2006), a question that remains unanswered in the relevant literature is 

whether decision makers in different types of SMFBs behave differently when they select foreign partners to 

expand their businesses to foreign markets (Pukall&Calabrò, 2014; Kampouri et al., 2017). To answer this 

question, the purpose of this study was twofold: 1) to identify SMFM and SMFO firms’ choices of decision 

modes i.e. “the method and logic that decision-makers employ to go about reaching an international decision” 

(Child & Hsieh, 2014, p. 599) when they select foreign partners to expand their businesses to foreign markets 

and 2) to unravel the role of socio-emotional wealth preservation tendencies (if any) in SMFM and SMFO 

firms’ international networking decisions (e.g. engagements or changes).  
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A research focus on the selection of foreign partners of SMFBs is important since foreign partners serve as 

bridges to foreign markets and can provide access to scarce resources (e.g. financial capital, reputation, 

knowledge) that SMFBs lack (Graves & Thomas, 2008). Foreign partners are particularly important for SMFBs 

since they can lower internationalization risk (Musteen et al., 2010) - most SMFBs are shown to adopt a risk-

averse behaviour towards internationalization - and can enhance firms’ performance, thus influencing the 

continuation of the firm. An exploration of different types of SMFBs’ choices ondecision modes choices on 

foreign partner choices is important since it may provide a better understanding on the international activities of 

different types of SMFBs (Pukall&Calabrò, 2014) and such an understanding may assist SMFBs in adopting 

appropriate networking decisions in their external activities.  

 
2. STUDY BACKGROUND 

2.1. Foreign partnerships in the context of SMFBs internationalisation 

Partnership is defined as “a dynamic relationship among diverse actors, based on mutually agreed objectives, 

pursued through a shared understanding of the most rational division of labor based on the respective 

comparative advantages of each partner” (Brinkerhoff, 2002, p. 1286). Partnerships are at the core of 

internationalisation given that internationalisation depends on a firm’s international relationships 

(Johanson&Mattsson, 1988; Johanson&Vahlne, 2009).  

In general firms expand overseas by engaging in five different types of partnerships, namely 1) partnerships 

with distributors, 2) partnerships with agents, 3) partnerships with foreign licensees, 4) partnerships with 

international franchisees and 5) foreign joint venture partnerships (Cavusgil, 1998). Up to present, current 

research in the SMFBs internationalisation literature has primarily concentrated on SMFBs partnership activities 

prior their internationalisation (e.g. how SMFBs find partners when entering a foreign market) 

(Kontinen&Ojala, 2011), revealing that SMFBs are shown to reactively respond to demands from distributors or 

agents in order to enter a foreign market (Kontinen&Ojala, 2011; Plakoyiannaki et al, 2014). Such relationships 

offer member firms substantial benefits, including connections facilitating the internationalisation of operations 

(Elango&Pattnaik, 2007), the identification of international opportunities by their partner firms 

(Kontinen&Ojala, 2011) and provide access to scarce resources (e.g. financial capital, knowledge) (Sandberg et 

al., 2014).  

Recent research has also illustrated that after the first entrance to a foreign market, most SMFBs 

systematically search for suitable foreign partners to develop closer relationships for example SMFBs are shown 

to search for exclusive distributors or exclusive representatives and actively use their existing foreign partner 

relationships (De Farias, 2009; Eberhard& Craig, 2013;Kontinen&Ojala, 2011). SMFBs have the interest and 

the desire to market their products overseas but their resources are too limited to permit other forms of 

international expansion (Graves & Thomas, 2008). Although the importance of further research on international 

partnering has been highlighted in the SMFBs literature (Pukall&Calabrò, 2014; Scholes et al., 2015), up to 

present research on SMFBs’ choices on decision modes on foreign partner selectionafter the first entrance to 

foreign country appears to be absent from the relevant literature (Kampouri et al., 2017). 

 
2.2. Decision Modes on foreign partners 

Previous IB researchers have suggested several dimensions that differentiate firms’ modes of decision-

making on internationalisation. The first dimension is whether or not an internationalisation behavior planned in 

advance by the firm is an extemporization, or an unplanned response to chance opportunities (Crick & Spence, 

2005). Another dimension is whether a rational calculation is performed in advance of making a commitment 

compared to, relying on imitating the decisions of other firms (e.g. Plakoyiannaki et al., 2014). Rational 

calculation can vary from a simple estimation of cost or a risk, to a more extensive weighing up of alternatives 

(Child &Hiesh, 2014). A third dimension is whether internationalisation decisions are incremental and path-

dependent (Evers & O’Gorman, 2011).  

Child &Hiesh (2014) using the aforementioned dimensions, have identified four decisions modes that 

organizations in general may follow, ranging from a low level of planning and rationality to a high level, 

namely: 1) reactivity, 2) incrementalism, 3) bounded rationality and 4) real options reasoning. It should be 

noted that these four decision modes are not exclusively differentiated from each other, but differ in some 

constituent dimensions. 

Specifically, firms in a reactive mode tend to be more conservative and lack a consistent strategy (Covin, 

1991). They are driven by responding to immediate situational demands or environmental changes which 

encourage them to take decisions. Firms in an incremental mode are guided by vague goals rather than by clear 

rules reflecting those criteria. In fact, goals are typically defined after actions have been taken in pursuing them. 

Contrary to reactivity, an incremental mode involves comparison of alternatives that may be advanced by 

different parties, such as the leading members of a firm or members of its external network (Child &Hiesh, 

2014). Compared to incrementalism, bounded rationality is goal-directed and more rational in the sense of being 

guided by assessments of whether a potential course of action satisfies aspiration levels. The notion that 
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decision-makers are often boundedly rational is associated with the recognition that they seek to meet goals, but 

face severe limitations in their ability to secure and process relevant information (Child &Hiesh, 2014, p. 601). 

Real options reasoning is a highly rational decision-making mode. This decision mode recognizes the full 

knowledge of alternatives (Adner&Levinthal, 2004).  

Recent research highlights that most SMFBs usually adopt a reactive decision mode on foreign partner 

choices in the first step towards international expansion(Kontinen&Ojala, 2012). A reactive mode of decision-

making on internationalisation implies that SMFBs do not plan their actions in advance, do not judge foreign 

partners by reference to clear goals, do not follow formal decision rules, and do not compare alternatives against 

the one that is presented to them (Child &Hiesh, 2014). However, since IB and FB researchers do not explicitly 

discriminate between SMFB types it remains unanswered in the literature how SMFM firms or SMFO firms 

behave when they select foreign partners prior andafter their first entrance to foreign markets (Kampouri et al., 

2017).A research focus on the decision mode choices on foreign partners by different types of SMFBs after the 

first entrance to foreign markets,may provide a better understanding of the internationalization process of 

SMFBs, since it may unravel factors (e.g. engagements or changes in the network) that will affect the further 

development of the firm in various target markets abroad. 

 
2.3. SMFB heterogeneity & the Socio-Emotional Wealth  

According to the IB literature, there are different types of SMFBs because family may be involved to 

different extends in firm ownership and management (Boellis et al., 2016). In most European countries, firms 

are usually controlled and managed by their founders, or by members of the founders’ family or other firms 

(Fernández& Nieto, 2006). The IB and SMFB literature recognize two different types of SMFBs, namely Small 

and Medium Family Managed (SMFM) and Small and Medium Family Owned (SMFO) firms. As illustrated in 

the introduction section, a SMFM firm is a firm owned and run by one family and thus the family takes all the 

strategic decisions (Arregle et al., 2012; Boellis et al., 2016). A SMFO firm is a firm with one or more family 

members in managerial positions but managers who take the international strategic networking decisions may be 

recruited externally (Arregle et al., 2012; Boellis et al., 2016). 

Existing research in the SMFB internationalisation literature indicates that in SMFM firms (also termed as 

small and medium family controlled firms) socio-emotional wealth dimensions namely 1) the ability and desire 

of family members -usually the owner- to exert control and influence over the firm’s strategic decisions, 2) the 

strong identification of the firm with the family name, 3) the firm’s sense of belongingness which is shared not 

only among family members but also among non-family employees, 4) the intention of handing the business 

down to future generations, and 5) the family members emotions that permeate the organization, are linked with 

family ownership governance and they may limit SMFM firms’ opportunities to both national and international 

expansion(Berrone et al., 2012; Gomez-Mejia et al., 2011; Scholes et al., 2015). To illustrate, in SMFM firms 

the division between the firm and the personal objectives often becomes blurred and a high proportion of the 

owner’s wealth is invested in the business. Given that the family’s investments are not diversified, SMFM firms 

mostly adopt a risk-averse behavior towards international decisions.  

On the other hand, there are many cases where a SMFB have recruited an external manager (this is the case 

of the SMFO firm). In SMFO firms (also termed as small and medium family influenced firms) the dominance 

of the family is less pronounced, and family attributes drive strategic decisions to a lesser extent (c.f. Arregle et 

al, 2012). Hiring an external manager may help to overcome the risks associated with internationalisation 

(Gomez-Mejia et al, 2010); external managers are more likely equipped with international experience that 

compensates for the inexperienced family principals (Boellis et al., 2016). As a consequence, external managers 

are risk-neutral because their investments are usually diversified from the firm (Fernández& Nieto, 2006). 

In general, the ownership type can influence a firm’s international strategy and performance because it is 

related to different degrees of risk aversion (Fernández& Nieto, 2006). The fact that the ownership 

characteristics of SMFM and SMFO firms differ could impose specific constraints on their ability to engage in 

certain strategic moves, including also their international decisions on foreign partners. Hence the choice of 

decision mode made by different types of SMFBs on foreign partners merits a special theoretical focus and 

analysis. 

 
3. RESEARCH METHOD 

To fulfill its purpose this study employed a qualitative case study research. Qualitative case study research 

was selected as it allows capturing “how” and “why” SMFBs chose their foreign partners (Sayer, 2000; Welch 

et al., 2011). It also enabled an in-depth investigation, with explanations of cause-and-effect relationships 

(Sayer, 2000) and it served to illuminate the complex and under-investigated phenomenon of SMFBs’ strategic 

choices in the international arena by facilitating the collection of rich data from multiple sources of evidence (cf. 

Easton, 2010).  

Despite the popular view that the more cases the better, we recognize the importance of the limited number 

of cases in the generation of deep contextualized insights of investigated phenomena (Dubois &Gadde, 2002). In 
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this study, we incorporated features of single and multiple case designs and selected two “diverse” Greek 

SMFBs (Seawright&Gerring, 2008, p. 300) operating in the apiculture sector (one SMFM firm and one SMFO 

firm). Each diverse case was also selected given their informational redundancy (Emmel, 2013). The apiculture 

sector was selected on account of its dynamic nature, its critical role in the Greek economy and its growth 

potential in foreign markets (International Trade Centre, 2011). 

Data were collected from multiple sources: The main empirical data was collected through semi-structure 

interviews with the family owners/ CEOs of the firms and key actors in the investigated company which have 

been involved in its international decision-making processes. We conducted 15 in-depth, open-ended personal 

interviews, all of which were tape-recorded and ranged in duration from 60 to 90 minutes. Secondary data, such 

as web pages and documents (e.g. trade press publications and internal presentations) were utilized as well, in 

order to understand the history of each firm as well as to triangulate with the insights gleaned from the 

interviews (Welch et al., 2011).  

The data was analysed followed the process suggested by Spiggle (1994), notably categorisation, abstraction 

and integration. In the categorisation phase, we coded and analysed data emerging from interviews and 

secondary data. In vivo coding was used in order to organise the data and to facilitate the identification of 

themes across the different sources (Saldaña, 2015). We then employed thematic analysis in order to unveil 

similar thematic aspects across data sources and generate comparisons within the same organizational context. 

In the abstraction stage, we linked the themes into conceptual categories (Spiggle, 1994). In this stage, we 

reviewed and refined the emerging themes related to our theoretical framework, so as to ensure the quality of the 

findings, by investigating the relationships between “the everyday language” of our empirical data and the 

concepts in the existing literature (Dubois &Gadde, 2002, p. 555). In the final stage of data analysis, i.e. 

integration, we connected the empirical findings with existing theory. 

 
4. FINDINGS 

Both of the case study firms followed an incremental approach to internationalisation by initially expanding 

through the establishment of networking relationships in neighboring locations and progressively moving to 

more distant areas. This means that the companies slowly expanded their network reach from their home base, 

by first choosing a location close to the home base before gradually moving to more distant locations (Chen, 

2009). In line with the existing IB literature, both firms has managed to establish relationships with foreign 

distributors or agents (e.g. wholesalers or sales representatives) at first, by mostly responding to situational 

demands from them revealing a reactive mode of decision making on the selection of foreign partners prior the 

first entrance to key foreign markets (Eberhard & Craig, 2013;Kontinen&Ojala, 2011).Key foreign markets 

were conceptualized by the interviewees as markets with a growing demand for the SMFBs’ products. The key 

markets reported were mainly European countries and the USA. Extracts of interviews are given below:  
“…We developed relationships with foreign wholesalers to enter key markets… Key markets are those 
markets with a growing demand for honey such as Germany and U.S.A….” 

(CEO and owner, SMFM) 
“…We had sales representatives at first… At the moment, in most foreign markets we have exclusive 
sales representatives. Spain constitutes the most important market for us, and we have managed to 
establish a wholly-owned subsidiary…”  

(Business Developer, SMFO) 
In line with Kontinen&Ojala (2011) such relationships compensated for the lack of knowledge (i.e. language 

barriers) of SMFBs, facilitated the development of direct relationships with foreign customers and managed the 

communication with customers belonging to other business cultures. 

 
4.1. Decision modes on foreign partners after the first entrance 

After the first entry to key foreign markets, both of the investigated firms began systematically searching for 

suitable partners in their existing international business networks to develop a closer relationship with them (see 

also Table 1).  

Table 1: The investigated firms 

Firms 
No. of 

employees 

Year of 

establishment 

International partnership type 

in entering key foreign market 

International partnership type in 

expand to key foreign markets 

SMFM 110 1928 
International partnership with 

wholesaler (1935) 

 International partnership with 

foreign (exclusive) 

representatives 

SMFO 160 1979 
International partnership with 

sales representative (1999) 

 Foreign joint venture partnerships  

 International partnership with 

foreign (exclusive) 

representatives 

Extracts from the interviews are given below: 
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“…we have now managed to establish long-term and successful relationships with exclusive sales 
representatives in key foreign markets that we have found through our international network...”  

(CEO and owner, SMFM) 
“We carefully search for international business partners within the existing relationships with foreign 
partners when we want to develop close relationships.”  

(CEO and Business Developer, SMFO) 
Nevertheless, family-owner managers in the SMFM firm lacked the necessary information needed to 

examine all their alternative foreign partners when searching for exclusive representatives. Hence, the company 

selected those partners who seemed to have a good knowledge of the foreign market. As one of the respondents 

mentioned: 
“We searched for exclusive representatives within our existing network relationships with our sales 
representatives and selected those that seemed to be more promising…We were not aware of each one’s 
capabilities, so we selected those that seemed to have good knowledge of the foreign market since we 
wanted to provide us with information about our customers’ preferences…”  

(CEO and owner, SMFM) 
Family decision-makers in the SMFM recognized that they had to select partners that they could develop a 

closer relationship with. They had clear goals (e.g. from the above quotation: “we want our partners to provide 

us with information about our customers’ preferences”) but face limitations in their ability to secure relevant 

information(e.g. from the above quotation: “selected those that seemed to be more promising”), revealing a 

bounded rational decision mode.  

On the other hand, the SMFO firm had full knowledge of the alternative partners in making its choice. As 

the firm’s representatives stated: 
“We discussed partner selection in key markets with the family owners. Together we carefully assessed 
each of our existing partners in that market, in order to select the most appropriate. It is important for us 
that the exclusive representatives not only have a very good knowledge of the market, but have their own 
network relationships with other partners, too…  

(CEO, SMFO) 
“When we build close relationships it is extremely important for us to share similar goals with our 
partners. In general if we are not sure whether we can agree on basic things or not, we don’t develop 
such committed relationships… The family owners share their ambitions with us, but we take the 
decisions regarding our partner choices…” 

(Business Developer, SMFO) 
The SMFO firm chose a highly rational decision-making mode, a real options reasoning decision mode; it 

had clear criteria when searching for partners (e.g. from the above quotation: “It is important for us that the 

exclusive representatives not only have a very good knowledge of the market, but have their own network 

relationships with other partners” & “it is important to share similar goals with our partners”) and rules 

reflecting those criteria (e.g. from the above quotation: “if we are not sure whether we can agree on basic things 

or not, we don’t develop such committed relationships”). By carefully assessing their alternative partners, the 

SMFO firm developed more committed relationships with its foreign partners in Spain, and managed to build 

subsidiary in this market.  

 
4.2. Socio-emotional wealth preservation tendencies on SMFBs’ international networking decisions 

What emerges of particular importance in this study is the significant differences between the SMFM and the 

SMFO firm thereby revealing and the SMFM firm’s tendency to SEW preservation. Extracts from the 

respondents of the SMFM firm are given below: 
“We aim at stable and long-term relationships with our customers and we have no intention of changing 
them…we want our partners to consider us as family…”  

(CEO and owner, SMFM) 
“Currently, we have no intention of changing relationship partners. But when you do business, you 
should look at what is most advantageous. Emotions should not affect your decisions since attachments 
with your partners can lead to opportunity loss… Sometimes, I do not agree with the owners decisions on 
maintaining a relationship… But it is the owners that take the final decisions...” 

(Non-family employee in the export department, SMFM). 
The above quotations highlight a sense of belongingness which is shared not only among family members 

but also among their foreign partners, promoting a sense of stability and commitment to them (e.g. from the 

above quotation: “…we have no intention of changing them…”). The reciprocal bonds seen within the SMFM 

firm are not exclusively between family members as it is highlighted in the existing literature (Scholes et al., 

2015) but are extended to their foreign partners as well (e.g. from the above quotation: “we want our partners to 

consider us as family…”) (Berrone et al., 2012).  

The family owners’ sense of belongingnesswith their exclusive representatives, influenced the behavioral 

aspects of managing the business and led to family owner-managers’control over non-family employees (from 

the above quotation: “I do not agree with the owners decisions on maintaining a relationship… but it is the 

owners that take the final decisions..”), in order to align the way business is conducted with their own values 
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and aspiration levels. The preservation of SEW tendencies of the SMFM firm led the firm in foreign partner 

engagement during their process of internationalisation compared to the SMFO firm. 

In the investigated SMFO firm, in which the owners did not have unilateral control over the firm, no SEW 

preservation tendencies were identified. Relationships were terminated when there were disagreements among 

the members of the network: 
“Ιfwe do not agree on basic things with our international partners we terminate the relationship since 
such a situation is not beneficial for our company… I remember that we chose the wrong partner once 
and both sides decided that this relationship should be terminated since we could not set common future 
objectives...”  

(Business developer, SMFO) 
In general our results highlighted SEW preservation tendencies in the case of the SMFM firm but not in the 

case of SMFO firm. Such SEW preservation tendencies led to network engagement and facilitated the family-

controlled firms’ maintenance and growth in the international arena. Nevertheless, it also led to a slower path of 

internationalisation than in the case of the SMFO firm, where SEW preservation tendencies were not observed 

and the SMFO managed to achieve a speedier internationalisation process (see also figure 1).  

 

 

 

 

(  ) SMFM (   ) SMFO 
Figure 1: Internationalisation of the case SMFBs 

5. CONCLUSIONS 

This study explored the choice of decision modes of one SMFM firm and one SMFO firm after their first 

entrance to a foreign market. In line with the existing literature both types of SMFBs were found to choose a 

reactive mode when seeking to enter a foreign market (Kontinen&Ojala, 2012). Nevertheless, they were found 

to change their decision mode after their first entry into key foreign markets and to choose different decision 

modes between them. In particular theSMFM case study firm was found to choose a bounded rational decision 

mode and the SMFO firm was found to choose a real option reasoning decision mode. What is of particular 

importance is that our case study evidence shows that the rational decision making of the SMFO and the lack of 

SEW preservation tendencies resulting in a speedier internationalisation compared with the SMFM’s bounded 

rational decision mode after the first entrance to key foreign markets. 

Our results contribute to the SMFBs internationalisation literature on networking activities(Eberhard& 

Craig, 2013;Kontinen&Ojala, 2011) by showing that SMFBs change their decision modes in the later stages of 

internationalisation. This study also enriched our understanding on the variance in SMFBs’ strategic behavior in 

the international arena (Arregle et al., 2012), by illuminating the differences or similarities among the decision-

making of family owners and non-family managers, hence it provided a better understanding of the 

internationalisation of different types of SMFBs (Kampouri et al., 2017). 

From the management standpoint, this study provides an in-depth understanding of how different types of 

SMFBs decide on their foreign partners, hence it assists SMFBs in adopting appropriate networking decisions in 

their external activities. It also helps SMFM firms to emulate already internationalised companies and improve 

their performance in the international arena. In sum, our evidence may serve as a roadmap for SMFB owners in 

terms of developing effective and enduring relationships with network partners in the international arena. 

Finally, the study has several limitations that could be addressed in future research. First, we only explored 

SMFBs’ choices of decision mode, not the decision-making process. Future research could explore the entire 

decision-making process of family owners and/or non-family managers and their role in the establishing of 

international network relationships. Moreover, to enhance our understanding on SMFBs’ choices of foreign 

partners, more qualitative research is needed on SMFBs’ international networking activities. Finally, since our 

case study was conducted in a single country and business sector, we suggest that future research could expand 

our sampling choices to include SMFBs from multiple countries and sectors. 
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Abstract 
The research examines the effect of the marketing function of the firm, operationalized as the presence of a 

marketing executive position, on the firm’s return on assets. The global data set of publicly traded companies is 

broken down by continent in order to identify cross-regional differences. Results suggest that the mechanism 

through which the effect takes place varies across world regions. While the presence of a chief marketing officer 

(CMO) in the top management team of public firms is directly and positively related to firm performance in 

Latin America and the U.S., a more indirect pattern of influence emerges in Europe and Asia, whereby the effect 

of CMO presence on firm performance manifests itself through an interaction with the complexity of the firm’s 

operating environment – specifically, the more market segments a company competes in, the more likely it is 

that the CMO would add value to the firm’s bottom line. 

Keywords: CMO, marketing department influence, firm performance, globalization, complexity. 
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Evaluating performance of academic departments 

 

P. Mitropoulos, I. Mitropoulos  
Technological Educational Institute of Western Greece, Department of Business Administration, Laboratory 
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Abstract 

The paper uses the Data Envelopment Analysis (DEA) method to assess the efficiency among different 

departments of a typical Greek university. To measure the departments’ academic performance, we consider six 

DEA models with different input-output combinations to investigate the departments performance, and the 

quantitative outcomes of the evaluation are analyzed. To deliver reasonable results a Tobit model is considered 

in a second stage to examine the degree to which the environmental effects impact on departmental efficiencies. 

We find that the departmental infrastructure, age and schools’ personnel have an important role. 

 

Keywords: Education management, technical efficiency, Greek university department 
 
1. INTRODUCTION 

 
The operation of a university department nowadays is determined by continuous investments in infrastructure 

and by an increased demand for quality services. This operation gives rise to debates concerning the inevitable 

trade-offs between objectives of efficiency and the specific role of university departments. Thus, the 

achievement of the desired goal, the production and transmission of knowledge, becomes an empirical issue. 

What will be examined is whether the moves towards and advanced educational system and the development of 

university department facilities has resulted in improvement in productive efficiency in the case of a Greek 

university and its departments. 

 

In this study, we seek to provide practical extensions to the existing body of knowledge concerning the use of 

Data Envelopment Analysis in the efficiency assessment of university departments and the identification of 

optimal level of inputs-outputs. The purpose of this paper is to examine whether there are efficiency differences 

among academic departments of a representative university in Greece so that policymakers and the university’s 

administration can make more informed decisions on ways in which new funding mechanisms may impact on 

education delivery standards. We use DEA to measure efficiency and a statistical Tobit model to analyze the 

determinants of efficiency. The DEA model evaluates efficiency by forming performance measures obtained as 

ratios of multiple inputs and multiple outputs focusing on departments’ research performance. By controlling the 

effect of external factors on efficiency, a new measure of efficiency, corrected for environmental factors, is 

obtained in the second stage of our analysis. Our sample consists of 18 academic departments from a 

representative Greek university and covers the years 2001–2004.  

 

2. METHODOLOGY 

 

A university employs its resources (human, financial, and capital) to produce academic services (teaching, 

research and public service). A basic economic problem is how to avoid waste in that process. Although 

economic efficiency is a combination of both technical efficiency (production without waste) and allocative 

efficiency (allocation of financial resources to their most highly valued uses), the absence of data on prices of 

inputs limits the focus of this study to the measurement of technical efficiency.   

Data Envelopment Analysis is a non-parametric technique that accommodates multiple inputs and outputs 

without the requirement for a common denominator of measurement. This feature makes it particularly fit for 

analyzing the efficiency of academic departments as they use multiple inputs to produce multiple outputs. DEA 

empirically identifies a set of efficient units among a given sample, based on their observed input-output 

combinations. Determination of those fully efficient units enables the construction of an empirical piecewise 

linear frontier, the so called “best practice frontier”, which isolates potentially efficient units: points on the 

frontier, from inefficient ones: all points enveloped by the frontier.   

 

The measurement of technical efficiency using DEA depends on the assumed type of returns to scale. Returns to 

scale refers to the changes in output as all inputs change by the same proportion. Constant returns to scale (CRS) 
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assume that changes in inputs would lead to proportionate changes in output, while variable returns to scale 

(VRS) assume that the same changes would lead to disproportionate changes in outputs. In other words, a 

percentage increase in input can yield less than a percentage change in output, suggesting diseconomies of scale, 

or more than a percentage increase of output, implying the existence of economies of scale.   

 

Charnes, Cooper and Rhodes (1978) developed DEA as a way to measure technical efficiency under constant 

returns to scale (CRS). However, the CRS model is not able to distinguish between scale efficiency and pure 

technical efficiency. The model was then refined by Banker, Charnes, and Cooper (1984) to measure technical 

efficiency under variable returns to scale (VRS), and capture the scale efficiency of each unit. Scale efficiency is 

then obtained by dividing each department CRS technical efficiency score by its VRS technical efficiency score.  

 

The overall shape of the frontier depends on the assumption made for attainable points, the so-called production 

possibility set. For instance, the assumption that any linear convex combination of feasible production points is 

also a feasible production point leads to the formulation of the VRS (variable returns to scale) DEA model. 

Allowing any (non-negative) linear combination by relaxing the convexity constraint leads to the CRS (constant 

returns to scale) DEA model. The efficient units will be those that have an efficiency score of 1 (or 100%) and 

the inefficient ones will be those with efficiency scores less than 1 (or 100%).  

 

Technical efficiency consists of producing the maximum amount of output from a given amount of input, or, 

producing a given amount of output with minimum input quantities, such that when a firm is technically 

efficient, it operates on its production frontier. Following that logic, DEA efficiency scores can be calculated 

using two approaches: the input-based approach minimizes inputs for a given level of output, and the output-

based approach maximizes output given a fixed quantity of inputs. All the results relate to DEA with input 

orientation allowing for variable returns to scale (VRS). The input orientation adopted in our model focuses on 

departments, attempt to ensure the standards of education and to reallocate their resources efficiently.   

 

Under the assumption of variable returns to scale (VRS), the efficiency of the department j can be obtained by 

solving the following DEA model:  

 

              
 
   

             
 
          

 
     ,       

Where θ       is the efficiency of the units, χij and xio denote the ith (i=1,…,m) input of the j
th
 unit and o

th
 

reference unit, respectively. In addition, χrj and xro stand for the r
th

 (r=1,…,s) output of the j
th

 unit and o
th

 

reference unit, respectively, and  λj expresses the optimal weights assigned to inputs and outputs.  
 

The DEA results, however, cannot be used per se as results presenting efficiency differences explained by some 

variables including the DEA model because of the existence of factors that have effects outside the decision 

making of departments, i.e. the influence of environmental factors, are taken as factors explaining efficiency 

differences. So, a vector of exogenous variables called ‘‘environmental’’ variables may affect relative efficiency 

scores. The way relative efficiency scores are affected by environmental variables may be deduced by 

regressing the efficiency scores against them. The Tobit model is the most common in the literature when 

explaining efficiency (Coelli et al 2005). We use this censored approach since the efficiency measures are given 

between the values of 0 and 1.  

 

3. DATA AND VARIABLES 

 

In the context of DEA approach, we used a dataset covering the period 2001–2004. Data for each of the 18 

department had been provided by the university’s office of Institutional Research and the Economic office. The 

inputs used in the DEA model to measure efficiency of academic departments are: the total expenditures, the 

number of academic staff, the total number of undergraduate students studying for a first degree and the total 

number of postgraduate students studying for a master degree or a PhD.  

 

The total number of graduates from higher degrees (masters, PhD thesis) is used to reflect the quantity of 

postgraduate output. Moreover, the quantity of undergraduate inputs is captured by including the number of 

graduates (Johnes, 2006). The choice of the number of full-time academic staff, which measures the teaching 

and research staff input to the education process, manifests the size of the university and function as a potential 

indicator of the department to conduct research. Finally, we used as an input the total expenditures to reflect 

financial differences in the higher education process. 
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On the other hand, three output dimensions are used in the assessment of production (research output) 

efficiency: the number of conference papers and presentations, the number of publications and the number of 

monographs and translations of a book/chapter. The outputs are variables that demonstrate typical performance 

indicators from the research perspective. The DEA model is applied to conventional academic departments of a 

typical Greek university separately, since we use each time separate combinations of inputs and outputs. 

University DMUs use different input combinations (e.g., teaching staff) and access different supplier and 

customer networks.  

 

In this study, the following strategy is used. In DEA analysis only a few easily identifiable input and output 

variables are included. As for other factors, their influence is tested in the subsequent analysis with tobit-models. 

The environmental variables were: (i) the school that the department belongs to using a dummy variable for the 

five different schools excluding one school denoting that there are different publishing conventions between 

subject disciplines and this needs to be controlled for when measuring efficiency of research output, (ii) a 

dummy variable that represents the ownership of a building for its department, (iii) the age of its department 

calculated in years denoting learning by doing effects or simply depicted departmental reputation, and finally, 

the personnel that each department occupies as an additional measure of department size. In addition, six 

different models are used starting from simple one to more complicated ones. This kind of modeling approach 

allows for the testing of the stability of the results that is of particular importance here. Thus, the relative 

efficiency scores were estimated for each model of different input–output combinations separately, creating six 

different models. Table 1 provides the different model variants. 

 
Table 1. Models and variables in DEA efficiency measurement. 

 

 Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 

 Inputs 

Total expenditures X X X X X X 

No. of postgraduates X X X X X  

No. of academic staff X X X X X X 

No. of graduates X  X X  X 

 Outputs 

Conferences  X X X  X 

Publications     X X X 

Monographs X X   X X 

 

4. RESULTS 

 

The results of the DEA analysis, by means of the different model variants, are depicted in Table 2. An academic 

department is classified as fully efficient or partially efficient, if it is subsequently efficient in all or in a part of 

the problem variations. A department is characterized as inefficient if the efficiency score is less than 1 for all 

models. According to the results four departments were fully efficient, five departments were partially efficient 

and the remaining nine departments were inefficient. The overall efficiency score of the entire sample was 84% 

denoting that most departments are using their inputs efficiently to produce their output. This average efficiency 

score is very high compared to what other studies that examined departmental efficiency through a single 

university have found (Fernando and Cabanda, 2007). 

 

The effect of individual explanatory variables of the school that the department belongs are clearly insignificant 

in explaining inefficiency for the majority of our selected models. The specific finding contradicts the 

hypothesis that the efficiency of university departments differs among the fields of study. On the other hand, for 

all of our models the ownership of a building for its department significantly affects the relative efficiency 

scores in our sample. Thus, we can assume that departments with their own buildings, laboratories and classes 

perform better than others, denoting the role of infrastructure in the harmonious operation of departments. 

Surprisingly, the age of its department is related to inefficiency nonlinearly as both the first- and the second-
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order terms become statistically significant at the 5% level. According to this result, inefficiency increases as 

age increases, revealing non-significant learning by doing effects. In contrast, a school’s personnel appear to 

have a mixed character in our results. The specific variable seems to have a negative statistically significant 

effect on departmental efficiency (models 1 and 4). In contrast, the personnel variable affects positively 

efficiency scores when the number of graduates is included in our DEA model (models 2 and 5). These findings 

seem to be logical because of the number of personnel working as departmental secretaries. 

 

Table 2. Relative efficiencies for different university departments.  
 

Department Mean SD Min Max Efficiency level 

DMU1 1,00 0,00 1,00 1,00 Fully efficient 

DMU2 1,00 0,00 1,00 1,00 Fully efficient 

DMU3 1,00 0,00 1,00 1,00 Fully efficient 
DMU4 1,00 0,00 1,00 1,00 Fully efficient 
DMU5 0,96 0,09 0,78 1,00 Partially efficient 

DMU6 0,94 0,14 0,67 1,00 Partially efficient 

DMU7 0,94 0,14 0,67 1,00 Partially efficient 

DMU8 0,90 0,25 0,40 1,00 Partially efficient 

DMU9 0,88 0,20 0,52 1,00 Partially efficient 

DMU10 0,85 0,16 0,55 0,97 Inefficient 

DMU11 0,76 0,20 0,36 0,85 Inefficient 

DMU12 0,74 0,23 0,26 0,84 Inefficient 

DMU13 0,73 0,14 0,47 0,83 Inefficient 

DMU14 0,70 0,18 0,33 0,78 Inefficient 

DMU15 0,69 0,15 0,39 0,76 Inefficient 

DMU16 0,69 0,12 0,47 0,76 Inefficient 

DMU16 0,68 0,09 0,59 0,76 Inefficient 

DMU18 0,64 0,16 0,44 0,78 Inefficient 

Overall  0,84 0,08 0,69 0,91  

 

5. CONCLUSIONS 

 

This study has attempted to assess the scale efficiency of departments that operate in single university with an 

eye toward future improvement through policy changes. The efficiency scores are computed using DEA, which 

is a non-parametric method used to model the relationship between multiple inputs and outputs for a decision-

making unit (DMU), it then provides estimates of the potential improvement that can be made in inefficient 

units, in our case inefficient departments. However, DEA is very sensitive to the measurement of inputs and 

outputs. Particularly, when measuring different input-output combinations, the efficiency differences should be 

taken into account, because they influence the departments resource use. 
 

In the second part of the paper we analyzed the estimated efficiency, within a Tobit model, to determine the 

influence of environmental effects on efficiency. Our findings indicate that the ownership of building and 

consequently departmental facilities has a significant effect on efficiency, thereby suggesting a role for 

infrastructure in the department’s development and evolution. Another important factor influencing efficiency is 

age (and its square). This suggests that reputation achieved through the number of years of operation and 

expertise acquired did not lead to more efficient performance. In addition, the behavior of schools’ personnel 

variable varies according to the input–output selection. 

 

In conclusion, the results of our DEA analyses indicate the importance of variable selection both on the input 

and the output side, regarding the appropriate database. Average efficiency and rankings vary to some extent 

from one model to another, thus preventing straightforward conclusions. Furthermore, we view these results 

only as a step in a research process, which involves finding out what characterizes observations at opposite ends 

of efficiency distributions. Moreover, the results should be evaluated by the university authorities and 
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department administration together functioning as a guide to make their resource allocation decisions. In 

addition, the results of Tobit models suggest the need for future research, since the results change depending 

among other things on the DEA model used. 
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Abstract 

Purpose – Since the early 1980’s, Higher Education has witnessed major changes in the UK and in many 

developed countries as a result of a series of political and economic developments.Government reforms over 

this period have led to a marketised HE system. In particular, the UK HE sector has experienced massive 

expansion in terms of student numbers, funding crises, increased competition on a global scale and rising 

tuition fees in recent years. Nowadays, Higher educational institutions (HEIs) in England and Wales can charge 

up to £9000 a year andare under increasing pressure to deliver quality services and place greater focus on the 

value they offer to students who are increasingly considered customers. Within this context, the present study 

seeks to examine students’ value perceptions over a period of time. Utilising the conceptualisation of value of 

Sheth et al. (1991) and Leblanc and Nguyen (1997), we aim to explorewhether perceptions of value were 

significantly different between students’ cohorts attending university in years 2007, 2014 and 2017. In other 

words, have students, who pay higher tuition fees today, become more critical in their evaluations of perceived 

value? The research seeks to establish whether today’s students give the same importance to the components of 

perceived value as their predecessors. It is of great interest to find out whether HEIs have made progress in 

enhancing the student experience and offer better value today to their students.In addition, this research 

examines the impact of time on the structural relationships between service quality, perceived value, satisfaction 

and recommendation.Figure 1 provides an overview of the conceptual model guiding this research study.  

 

 
Figure 1: Conceptual Model 

 

Design/methodology/approach –This longitudinal study uses data collected in three stages over a ten-year 

period at one UK university. Questionnaires were distributed to convenience samples in the academic years 

2007, 2014, and 2017. For stage one and two of the data collection, we gathered 479 and 365 responses 

respectively. For stage three, data collection is currently taken place and will be completed by April 2017. With 

regard to the measurement scale, perceived value isoperationalised with items adapted and modified from the 

study of LeBlanc and Nguyen (1999). Items for service quality and recommendation are borrowed from Clemes 

et al. (2013), while measures for satisfaction are taken from Ledden et al. (2007). All items are measured on a 

7-point Likert scale.  

Findings – As this is an on-going research study and the data collection process for stage three has not yet been 

completed, we aim to present preliminary observations from the analysis using data from stages one and two.  

Originality/value – To our knowledge, this is a first attempt to examine students’ perceptions of value over a 

long period of time. Therefore, this research study aims to make important empirical contributions to this 

stream of research and provide meaningful insight into the impact of time on students’ evaluations of value. We 

hope that the present abstract paper and its improved final versionwill generate a fruitful discussion among 

participants at the conference, and contribute further to our understanding of perceived value.  

Keywords: perceived value, service quality, student experience,higher education. 
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Abstract: 

Facebook can be a powerful means of public relations for both profit and nonprofit organizations. Through its 

Facebook page, an organization can promote itself, communicate and cultivate relationships with its publics. 

Despite the potential Facebook offers, scientific research in the field is still rather limited. For example, there is 

no study comparing how Facebook is used by for-profit as opposed to nonprofit organizations. This paper aims 

to fill that gap to some extent, drawing insights from the Greek experience. Its objective is to record the 

similarities and differences in the way these two types of organization use their Facebook page as a means of 

public relations. The research was conducted by content analysis in a sample of a total of 218 organizations in 

Greece, 118 profit and 100 nonprofit. The study concludes that in general there are similarities in the way both 

types of organization present and promote themselves through their Facebook page, but with differences as 

regards user involvement.  

Keywords: Public relations, Facebook, Greek organizations, profit/ nonprofit organizations 

 

1. INTRODUCTION 

Public relations (PR) help organizations to promote themselves, communicate, but mainly establish long-lasting 

relationships with their publics (Broom et al., 2009). The emergence of first the Internet and then the social 

media offers new potential for organizations in this direction. Through them an organization can present itself to 

its publics, communicate with them on a regular basis and achieve user engagement (Waters et al., 2009; Cho 

and Huh, 2010). As the most popular social networking site of them all, with more than 1.2 billion daily and 1.8 

billion monthly active users around the world (http://newsroom.fb.com/Company-Info/), Facebook seems to be 

a highly suitable means for this purpose (Waters et al., 2009). 

Facebook’s potential as a PR tool could not fail to attract the attention of researchers. A number of studies have 

already been published on the way Facebook is used as a means of PR by the organizations, both for-profit 

(Men and Tsai, 2011; Haigh et al., 2013) and non-profit ones (Waters et al., 2009; Bortee and Seltzer, 2011). 

The relevant number, however, still remains limited and further research in the field needs to be conducted 

(Wang, 2015). For example, although for-profit and nonprofit organizations have been studied separately, to 

date there has been no comparative study. However, such a study may be interesting in order to investigate 

possible similarities and differences between the two types of organizations on the way they use their Facebook 

page as a means of PR. 

This paper attempts to begin to fill this research gap. This paper aims to record the similarities and differences 

in the way Greek profit and nonprofit organizations use their Facebook page as a means of PR. It continues with 

the literature review on Facebook’s advantages as a means of PR, the gaps in the relevant research to date and 

states this study’s research question. It then analyses the methodology used, presents the findings and 

conclusions, indicates the limitations of the study, and makes suggestions for further research. 

2. REVIEW OF LITERATURE 
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Like other social networking sites, Facebook combines the features of one- and two-way communication and of 

interpersonal and mass communication (Cho and Huh, 2010). This makes it a very effective PR tool for any 

organization, both for presentation and image management as well as for developing relationships with its 

publics. 

From the PR perspective, Facebook offers a multitude of advantages. A Facebook page allows an organization 

to communicate directly and regularly with its users, thus rendering its communication with the public 

independent of the gatekeepers of the traditional media, who could block or interfere with its messages (Waters 

et al., 2010; Macnamara and Zerfass, 2012). Postings on a Facebook page give an organization full control over 

the messages it sends, complete discretion as to the manner, extent, timing and frequency of its promotion, and 

the possibility of using arresting technical means, such as audiovisual files. A Facebook page can be used to 

introduce an organization to the public, present its mission statement or history, promote its products or 

services, inform users about things that matter to it, e.g. successes or future goals, even educate the public in 

areas of concern to it. And given the viral nature of social networking sites, a message posted on Facebook can 

reach an even wider public (Men and Tsai, 2014).  

Facebook’s potential for interactive communication enable an organization to create, develop and strengthen 

long-lasting two-way relationships, which is the whole object of PR activity (Taylor et al., 2001; Water et al, 

2009; Men and Tsai 2011). Facebook allows an organization to engage with its public through the active 

responses of users who like, comment on or share its messages (Saxton and Waters, 2014). It lets the 

organization record their views, cultivate relationships with them and be seen as a ‘friend’ (Sung and Kim, 

2014). For an organization, this makes Facebook a very effective means of presenting a friendlier, more 

desirable image and developing relationships with its various publics and of doing so in a cost-effective way 

(Deligiaouri and Yannas, 2012). For all these reasons Facebook can be successfully used for PR purposes by 

both profit and nonprofit organizations. 

While a number of studies have investigated the way organizations, both for-profit (Men and Tsai 2011; Haigh 

et al., 2013) and nonprofit ones (Waters et al., 2009; Bortee and Seltzer, 2011), use Facebook as a means of PR, 

there has to date been no comparative study focusing on how differently the two types of organization use their 

Facebook pages for this purpose. Given the differences in scope, level of professionalism and resources (Taylor 

et al., 2001) between the two, it would be interesting to study this question as well. This is a gap that the present 

paper aspires to some extent to fill, drawing insights from Greek experience. Facebook is the most popular 

social networking site in this country as well, with more than 6.7 million active accounts 

(http://monitor.sidebar.gr/), which equates to more than half of its population. So, the question this study seeks 

to answer is: What similarities and differences exist in the way Greek profit and nonprofit organizations use 

their Facebook page as a means of PR? 

3. METHODOLOGY 

The research was conducted using content analysis of organizations’ Facebook pages. The coding instrument 

used in this study was mainly developed by Waters et al. (2009), followed, with some variations, by later 

researchers (Men and Tsai, 2011; Bortee and Seltzer, 2011; Haigh et al., 2013), and has been tested for 

reliability and validity in the earlier studies. It is divided into three categories: organizational disclosure, 

information dissemination and user involvement. These categories investigate the different ways in which an 

organization can use its Facebook page as a means of PR (Waters et al., 2009). The research was conducted in 

218 Greek organizations between May and November 2016. Of these, 118 are for-profit organizations drawn 

from the list of the 300 largest companies in Greece in 2014 based on annual turnover (ICAP 2016), and include 

those that have a corporate Facebook page. The other 100 are legitimate Greek nonprofit organizations, chosen 

by random sampling from different relevant lists (e.g. www.volunteer4Greece.gr), since there is no comparable 

official list for Greek nonprofit organizations. 

A randomly selected sample of 15% of the total (n=33) was content-analysed independently by two coders and 

the results assessed for intercoder reliability using the Holsti formula (1969). There was 90% category 

http://www.tandfonline.com/author/Waters%2C+Richard+D
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agreement, a percentage that is considered high. The rest of the organizations were then also coded 

independently. The two-proportion z-test was used to identify statistically significant differences between the 

findings (McClave et al., 2008). The analysis that follows takes into account the statistically significant 

differences at a significance level of a=0.01. 

4. RESEARCH FINDINGS 

For disclosure, the research findings (see Table 1) show that, without exception, all (100%) the profit 

organizations that have a Facebook page display their logo on it. Almost all (98.3%) describe their products, 

services or programs, and have a link to or give their website address. Most post their mission statement 

(78.8%) and give information about their history (61%). Only 20.3%, however, have a link to a Twitter feed, 

and none (0%) has a link to a blog or lists the administrators. As for the Greek nonprofit organizations, almost 

all (98%) describe their products, services or programs, 96% mention or provide a link to their website address, 

94% display their logo, 88% describe their mission. 47% present their history, and 8% list the administrators. 

Very few of them, however, have links to YouTube (10%), Twitter (8%), Instagram (4%), a blog (3%) or 

Pinterest (3%). 

Table 1. Presentation of the research findings 

 (a) Greek for-profit 

organizations 

 (n=118) 

(a) Greek for-profit 

organizations 

In % 

(b) Greek nonprofit 

organizations 

In % (n=100) 

Significant 

differences between 

(a) and (b), a=0.01 

Disclosure     

Description 116  98.3 98 NO 

History 72 61 47 NO 

Mission Statement 93 78.8 88 NO 

Link or website address 116 98.3 96 NO 

Logo 118 100 94 YES 

Administrators listed 0 0 8 YES 

Link to Twitter feed 24 20.3 8 NO 

Link to blog 0 0 3 NO 

Link to Instagram 18 15.3 4 YES 

Link to YouTube account 25 21.2 10 NO 

Link to Pinterest 6 5.1 3 NO 

     

Information dissemination     

News links 114 96.6 100 NO 

Photo posted 116 98.3 100 NO 

Video files 105 89.5 79 NO 

Audio files 0 0 3 NO 

Discussion wall 40 33.9 52 YES 

Press releases 1 0.8 17 YES 

Campaign summaries 19 16.1 57 YES 

Info about achievements/ 

awards 

28 23.7 12 NO 

     

Involvement     

E-mail to organization 59 50 84 YES 

Phone number 79 66.9 87 YES 

Message board used 19 16.1 7 NO 

Calendar of events 32 27.1 70 YES 

Volunteer opportunities 3 2.5 20 YES 

Donate 1 0.8 24 YES 

Store 23 19.5 5 YES 

 

Concerning information dissemination, the vast majority of Greek for-profit organizations post photographs on 

their Facebook page (98.3%) and provide news information (96.6%) about themselves and their activities. 

89.5% post video files, but none use audio files. 23.7% post information about their achievements or awards, 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

412 
 

16.1% information about their campaigns, and just 0.8% post press releases. 33.9% of them provide a 

discussion wall. By contrast, all the Greek nonprofit organizations (100%) provide news links and post photos, 

79% post videos and 3% audio files. 57% post information about their campaigns, 17% publish press releases 

12% post information about their achievements or awards, and 52% of them have a discussion wall.  

Finally, the findings for user involvement show that 66.9% of Greek for-profit organizations list their phone 

number on their Facebook page and 50% provide an email address; far fewer (27.1%) have a calendar of events, 

an e-store (19.5%) or a message board (15.3%). Just 2.5% give information about volunteering, and only 0.8% 

about making donations. Conversely, 87% of Greek nonprofit organizations provide their phone number and 

84% give an email address on their Facebook page, 70% have a calendar of events and 7% a message board, 

24% provide methods for donation, 20% mention volunteering opportunities and just 5% have an e-store.  

As regards statistically significant differences between Greek profit and nonprofit organizations at the 

statistically significant level of a=0.01, no significant differences were identified for 15 of the 26 variables 

considered. Among the eleven variables for disclosure, just two differences were found: more for-profit 

organizations have a link to Instagram, while more nonprofit ones list their administrators. Of the eight 

variables relating to information dissemination, significant differences were found for only two, namely the 

existence of a discussion wall and information about campaign summaries. In both cases the frequency of 

appearance was greater in the for-profit organizations. The picture changes, however, with the variables relating 

to user involvement, where six out of the seven show statistically significant differences. Significantly more 

nonprofit organizations than profit ones list their e-mail address and phone number, have a calendar of events, 

outline volunteer opportunities or suggest methods for donation. On the other hand, significantly more for-profit 

organizations have an e-commerce store accessible via their Facebook page. In sum, the statistically significant 

differences between how Greek profit and nonprofit organizations use their Facebook page lie more in user 

involvement than in disclosure or information dissemination. 

5. CONCLUSIONS, LIMITATIONS AND SUGGESTIONS FOR FURTHER RESEARCH 

The study showed that in general there are similarities in the way Greek profit and nonprofit organizations use 

their Facebook page, mainly for disclosure and, secondly, for information dissemination. This result is in line 

with the findings of Taylor et al. (2001), who concluded that the design features of websites are similar for 

profit and nonprofit organizations, despite their different goals. 

It did, however, identify significant differences as regards user involvement. Nonprofit organizations seem to 

pursue this far more actively than for-profit ones, despite the latter’s presumably higher degree of PR 

professionalism and greater human and financial resources. One possible explanation is that nonprofit 

organizations are often more flexible than for-profit ones, which makes two-way communication easier. Also, 

the modesty of their resources may make nonprofit organizations see the Web and social media as one of the 

few tools available to them for relationship development (Coomb, 1997; Taylor et al., 2001) and therefore 

invest more heavily in them than for-profit ones. The two-way communication that Facebook makes possible 

helps nonprofit organizations build, maintain and strengthen relationships with their publics (Cho and Huh, 

2010). Greek for-profit organizations, by contrast, seem to use their Facebook page more as a promotional 

instrument. 

Facebook offers possibilities that over the dozen or so years of its existence have made it a highly popular and 

effective PR tool. As such it lends itself to further research that will increase academic knowledge in the field 

(Wang, 2015). For example, it would be interesting to study how profit and/or nonprofit organizations in 

different countries use their Facebook page for PR purposes or qualitative characteristics of Facebook pages, 

such as level of professionalism, frequency of updating, how successful they are at projecting the organization’s 

news items or press releases, and how good are the photographs and similar features that enhance the 

organization’s presentation and improve its communication with its publics. Finally, although there are already 

some studies investigating user reactions (Wang, 2015), it would be interesting to look more deeply at the 
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impact of a particularly advanced Facebook page on the legibility of the owner, the mobilization of its public 

and the achievement of its goals. 
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Abstract 

This paper illuminate the interrelation between social media marketing and football fans’ purchasing behaviors. 

Study uses social media marketing activities of sports clubs within the Turkey as an intermediate of stimuli fan 

purchasing behavior. Sports and social media are the key elements in the daily routine of a regular individual in 

modern times. People tend to share both good things and rigors of their day through social media. On the other 

hand, social media creates a reciprocal transmission between the user and the community. It is safe to suggest 

that a user effect and get effected by social media. Sports clubs need to strengthen their bonds with their fans. 

Therefore, it is inevitable for a sport club to effectively use the social media and promote products via these 

accounts. Scope of this paperwill be the effect of social media accounts of Turkish sports clubs on fan 

purchasing behaviors.  In order to put up a tangible evidence regarding the issue; in-depth interviews with the 

fans will be carried out, in addition to detailed analysis of social media usage patterns of sports clubs.Profound 

analysis of the subject, will contribute to sports marketing literature while providing fresh insights for sport 

organizations to create new marketing strategies using modern communication channels. 

 

 

Keywords: sport marketing, social media marketing, sports communication, consumer behavior, contemporary 

marketing 

 

1. Introduction  

Growing interest to technological advances have introduced a new way of communication named as social 

media in the recent years. Nevertheless the power of social media have shifted from being a mere social network 

where people connected to an innovative sales platform, customer communication, news network and voice of 

the revolution in some cases. This innovative “social media” phenomenon of Web 2.0 applications like Twitter, 

Facebook and Instagram departed from its’ primary goal of “gather people together” like early platforms of 

social networking to an irreplaceable element in modern people’s life.  Accordingly materiality of using 

effective social media accounts, therefore a brand image, have increased on organizational side as well (Eyrich, 

Padman&Sweetser, 2008; Waters, Burnett, Lamm& Lucas, 2009).   

In the presence of this developments on social media, it is common that everyone define it regarding to their 

understanding. Frankly, providing positivist definition to question of “what social media is” is a difficult task. 

Since the establishment of Usenet by Tom Truscott and Jim Ellis from Duke University, the definition of social 

media have significantly altered while concept itself have evolved dramatically. Usenet let users to post 

messages to public server which in fact were used by a selected minority in 1979. Nowadays, people who do not 

have an online profile are the minority. Basis of social media is the combination of Web 2.0 applications that are 

supported by the User Generated Content, hereafter UGC. Regarding to Kaplan and Heinlein (2010); social 

media is a collection of applications supported by the Internet which have been founded by the ideological and 

technological understandings regarding Web 2.0 that allow the exchange and generation of UGCs.  

Whereas, the combination of UGC and Web 2.0 applications also attracted the organizations and corporation as 

their target market suddenly became accessible via the usage of devices that connects to Internet. We will be 

delving the depths of interaction of sport clubs and social media channels in the further parts of this paper, but a 

general understanding regarding the presence of organizations in social media is worthy to include. The term 

integrated marketing communication which is defined by Boone & Kurtz (2007) as the coordination and control 

of innumerable basics of the promotional mix and other aspects such as advertising, public relations, direct sales 

etc. to come up with a cohesive message that convey message to target audience, transformed into a complex 

strategic decision that uses several mediums. Mangold and Faulds (2009) studied the social media as the new 

hybrid approach to integrated marketing communication of organizations. According to their studies social 

media is the hybrid element of promotion mix because conventional IMC elements are combined via the perks of 

social media like word-of mouth advertising.  

It is safe to suggest that modern consumers feel more connected to organizations that they choose to receive 

products or services when access them via social media platforms.  On the other hand consumers prefer to be 

included in every stage of product and service development as co-creators (Berthon, Pitt, McCarthy, & Kates, 

2007).  Contemporary business models have been identified with consumer interaction in various social phases 

while discarding the conventional business-model approaches. Through the usage of social media accounts and 
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blogs consumers can be both users of the product or service and seller of it at the same time. Accordingly there 

are numerous developments in affiliate marketing as well.  Whereas new consumers of this modern age do 

believe their abilities and experiences on products and service and of their peers they are connected through 

social media channels or blogs they are subscribed (Karpinski, 2005). 

All things considered transforming your organization to modern standards and to an effective social media entity 

is not as easy as it seems. There are numerous factors that an organization should carefully consider before 

venturing into social media. It must be remembered that social media usage is not a simple organization-

consumer transaction but it’s a way how organizations establish IMC with its customers. Many organizations are 

failing in the first basic step; integration. Social media channels are not separate platforms and their usage 

patterns differ from individual communication. Organizations must use their social media channels as one 

integrated communication platform with their consumers.  In social media communication speed and beneficial 

information really matters therefore organizations must meet certain standards and develop their tactics while 

asking themselves the critical questions described by Hanna et al. (2011);  

- Who are the targets?  

- On which social media platforms their target are present?  

- What story a company should tell?  

- How can marketers feed this content inside the social ecosystem?  

When questions aforementioned are considered; a dynamic and careful introduction strategy for organizations is 

obligatoryfor organizations that are eager to seize a respectable position in social media communication field. 

The foul communication or one single drastic mistake can demolish the organization’s image in social media. 

On the other hand just because an organization opened a Facebook page will not guarantee a community which 

is there to defend or appraise the organizations’ products or services and identity.  Which in fact not an option 

for sports teams, especially in football. Fandoms were present in the social media long before corporate accounts 

were established. As members of the fandom are first of all human beings or –users in social media terminology 

that generate contents.  

 

Facebook Twitter Instagram 

Galatasaray 13,242 M 7 M 3.5M 

Fenerbahçe 9,907 M 5,6 M 2,4M 

Besiktaş 6,041 M 2,35 M 1,2 M 

 

2. General Overview of Sports Clubs’ Social Media Usage Patterns 

Social media interaction plays an important role for the sports clubs’ fans in especially in Eastern Europe as well 

as Turkey.  Both clubs and fans are liked to get in touch with each other via social media communication tools. 

Whereas Forbes’s analysis about the social media users of sports clubs had shown that football (soccer) is the 

most followed sport genre on Twitter with its 207 million follower. Out of football cluster, Barcelona, 

Manchester United and Real Madrid move off with their 30+ millions of followers. Barcelona by the way, is the 

most followed football club in the world right now, with a gigantic number of 60M followers. 

On the other hand recent statistics shows that there is a huge demand for social media interaction in Turkey in 

terms of sports organizations.  The chart below shows the statistics of Beşiktaş, Fenerbahçe and Galatasaray, the 

biggest 3 club of Turkish sport context. 

 

Chart shows us that Galatasaray is one of the most followed football clubs on the planet as well as Fenerbahçe.  

Galatasaray is the 5th most followed football club in the Twitter whereas Fenerbahçe ranks as 7th. On other 

hand Besiktas is coming a little after to their closest rivals.  Accordingly to GuardianUk; the success behind the 

European clubs to get huge followers is due to fact their international recognition. Same article identifies the 

importance of posting most modern and popular items. Lack to do so will yield criticism as well as losing of 

some loyal fans. On the other hand social media accounts can be considered as international gateways as well. 

Due to the without boundaries world status right now, sports clubs may tempt international fans through their 

postings in a place free for everyone. Yet, providing new and necessary information for fans (followers) from 

various sources. McAlexander et al. (2002)’s study shows that the most important benefit of creating a brand 

community and communicating with them is increasing brand loyalty. (McAlexander, Schouten, &Koening, 

2002) 

There are nevertheless certain debates among both practice and academia (Fournier & Avery, 2011) that social 

media is for individuals not brands. It is safe to argue that sports clubs are wriggling from those concerns due to 
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fact that they are in fact brand shaped communities formed by their own population of self-identified 

individuals.  

 

3. Loyalty 

Loyalty is an unavoidable factor in many aspects of life. For centuries old, since the beginning of time 

humankind’s search for loyalty in their relationships have not ended. Therefore in this modern age some of the 

old terms become more and more essential to preserve. As the intermediaries of this modern age, brands seek 

loyalty from their consumers. Forming a database consisting of “loyal customers” has been recognized as a path 

towards acompetitive advantageous position in a highly competitive environment. Hence maintaining 

continuous purchase behavior in customers’ mind-set becomes a strategic goal for organizations that aims to 

preserve and increase their current situation on market and profitability (Abdelmajid, 1998; Klugman, 2009).  

Phenomenon of brand loyalty had been studied by many researchers and practitioners (Day, 1969, Jacoby & 

Chestnut 1978, Aaker, 1996, Kumar & Shah, 2004 so forth) throughout the years and can be evaluated as a vital 

factor in terms of providing a sustainable growth towards an organization as well as a brand and can be defined 

with customer’s purchasing behaviors favoring a one brand against other brands in the market and has been 

discussed in traditional marketing framework in two dimension; attitudinal and behavioral (Gommans, Krishnan, 

&Scheffold, 2001). Consumer is committed to a brand by repeatedly purchasing, expanding brand’s area of 

accession by word of mouth or other means of advertising. Creating an allegiance in customer’s cognitive world 

is one of the chief objectives of organizations, firms, sports teams and so on (Day, 1969).  Regardless of the 

brand size, building customer loyalty a fact that needs to be taken care with utmost importance as the customer 

loyalty is a constant and decisive factor in the growth of the brands (Baldinger, Blair, &Echambadi, 2002). 

Brand loyalty cannot be described solely as “selecting a brand”, also presents that customer made a choice and 

reject other brands in the subject market (Jacoby & Chestnut 1978). Therefore we might say that selecting a 

brand to be loyal is customer’s well-thought selection over many factors.  

This study cover true loyalist, football fans but loyalty may come and go in different ways. Nevertheless it must 

be vital for a researcher to separate the loyalty degree of a consumer. Therefore true loyalty must be defined in 

particular. Customers may purchase a brand or a product by the consequence of a restriction, unavailability or 

lack of availability. Customers influenced by the unavailability in their purchasing decisions are included to the 

group of “spurious loyalty” (Day, 1969). 

Therefore to be described as “loyal” customer shall satisfy some means. “Loyal segment is often defined as a 

buyer who devotes at least %50 of his product purchase to a single brand” as Day (1969) pointed out. Also, 

Shoemaker and Lewis (1999) described true loyalty as the customer makes a choice without the needs and 

normal consideration sets in his mind used before deciding to make a purchase and in the reality customer 

actually buys for the brand itself.  

All those statements and descriptions may implement in sports marketing purchases as well, buying a team-shirt 

or a team logoed product not always generated because of a need in present. That is a well-known fact that 

sometimes fans of a team buy a jersey or other licensed products just for the economical contribution towards to 

club. Loyal fans feel a pressure to buy a licensed product of a club to sustain the financial position of the club 

they support (Slattery & Shaw, 2003).  

On the other hand, stranded in the concept of “repeat purchase” may not always refer to true loyalty. In the 

consumer psychology consumers may form emotional connections to many things including gifts, collectibles, 

and sports clubs and in particular, brands (Thomson, MacInnis, & Park, 2005). Slater (2001) documented several 

emotions and described the emotions towards specific brands. In comply with their successors Newman and 

Werbel (1973) argued that misleading that might occur because of taking repeat purchase as the sole factor that 

shapes and creates for brand loyalty. They also added that there has to be brand attraction phenomenon in 

present.  

Existence of an effective and emotional connection between two parties may differ a true loyal from a spurious 

one. People are tending to repeat a purchase for many reasons like price sensitivity, restrictions, monopolistic 

market environment, and unavailability so on. Jacoby and Kyner (1973) found out more than fifty ways of 

repeat purchase in their work. Therefore creating a bond between consumer and the brand may create reciprocal 

benefits for both sides. Some powerful moments and memories in consumer’s lifespan play a role as a connector 

between identities and the brands (Olsen, 1995).  Loyal customer should also recommend the products or 

services he/she consumed from the brand to his/her environment, try to increase the recognition of the brand and 

defense the brand if some threat occurs.   

Schmitt et al., (1995) stated that consumers are forming communities around brands and he created a 

framework, categorizing consumers with different levels of psychological engagement with brands. In his outer 

layer, it has been pointed out that, brand becomes increasingly significant to the consumer. Furthermore brand 

becomes a part of definition of personal identity in some point (Elliott, 1998). Identity coupling with the brand 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

418 
 

simplifies the selection process of the customer. Customers feel more confident selecting the brands that they 

feel reflect their self-identity (Escalas&Bettman, 2005). Brand communities covers feelings toward connection 

and emotional attachment to a certain group and afar from the bond, communities also creates a synergy through 

community members to achieve similar and collective goals for the brand (Bagozzi& Dholakia, 2006). 

Belongingness to a community increase the amount of purchasing activities consumers and therefore community 

member loyalists tend to feel more included in particular brand community.  

 

Bowlby (1979) pointed out that degree of the consumers’ emotional attachment towards the brand or in this 

study “football club” determines the interaction level with the object. Connected to brand, included in brand 

community and personally attached to a brand can define a consumer positioned in outer layer in terms of 

Schmitt’s work can also be evaluated as well as the representative of a relationship and a bond of a football fan 

with the team he/she establishes. Nicolau (2011), measured and confirmed the positive effect of winning the 

2010 FIFA World Cup over the “Spain” brand with respect to tourism market value.   

Even though clubs and fans both are not so eager to have position as the intermediaries of a business transaction 

nevertheless in the final analysis, football clubs can be interpreted as brands and the “fans” are the extreme loyal 

consumers of the brand they are emotionally attached. Klugman (2009) described fans commitment, as “fans 

love their club in a manner that incorporates the club into their sense of self, with the club becoming an ideal 

that is to be served”. Being a fan of the club refers to being in a family in particular and fans, satisfying their 

self-identity, support the club in tangible and intangible ways to generate reciprocal benefits because the love 

towards a club generates an unique form of identification where success and failures, the idea, colors and 

tribulations are embraced as if they are subjected to fans.  

Answer the somewhat dogmatic, extreme support of fans; a football club in line with present corporate identity, 

have to grow and maximize its profits to attract better football professionals, expand or rebuild home court, 

compete in international tournaments and achieve its goals determined pre-season to procure satisfaction for the 

fans and sustain the persistence of the “extreme loyalism” received. Therefore a loyal customer will feel obliged 

to contribute to financial position of his/her supported club to couple of reasons.  First of all the feeling of 

inclusion to a community means more than just purchasing a product in many cases and secondly to be able to 

get better satisfaction from the products of the club they support or watch good players in a well-endowed 

stadium (Leeuwen, Quick, & Daniel, 2002). In some meaning it is safe to say that football fans invest for their 

ambitions.  

In conventional purchase decisions, satisfaction consumer obtained from using product directly effects the repeat 

purchase, word-of mouth and recommendation elements. Nevertheless; it is safe to suggest that purchasing 

behavior of the football fans shows an unconventional tendency when their favorite team starts to have losing 

streak. Normally a satisfaction derived from the brand starts to decrease, consumers starts to switch their 

preferences to other brands but in football sector a naturally possible decrease in the satisfaction level occurring 

because of the losing streaks arouses the emotions and loyalty of the fans towards the club (Yildiz, 2011).  

On the other hand; marketing manager who is conventionally responsible for ensuring the loyalty for a brand, 

develop and sell it, has none or in some cases limited saying about the operations of a football club such as the 

transfers, stadium capacity and jersey preferences. Findings so far suggest that chairmen or operating councils of 

football clubs have to consider preferences of fans as the number one priority. (Thedorakis, Alexandris, Tsigilis, 

&Karvounis, 2013). 

Hence, this study aims to evaluate the social media presence of sport clubs with regard to fans’ purchasing 

behaviors. Additionally, it is been suggested here that push strategies used through social media channels by 

using Web 2.0 and UGC applications will also increase the general amount of sales while increasing the loyalty.  

4. Methodology  

In order to evaluate the aforementioned hypotheses a qualitative interview have been produced. Participants 

were asked 5 different open-ended questions that are aimed to understand their understanding regarding using 

social media channels as mediums for sales. All 40 interviews were recorded and decoded by the software 

named Yoshikoder.  

While selecting the participants snowball method is preferred. It is believed that by using snowball effect 

researchers can find right participants who will not decrease the reliability of the study. All participants have 

been chosen from the fans of 3 biggest clubs in Turkey; Besiktas, Fenerbahce and Galatasaray with a random 

selection.Snowball or chain referral sampling is a popular method, employed widely in qualitative studies in 

social sciences. Mostly used in research questions regarding sociological sensitive issues, participants direct 

researcher to other individuals that may also voluntarily participate and contribute in the study with the 

affiliation to the subject at hand. Eligibility of potential respondents have been checked with control questions 

regarding their affiliation to their sport clubs, type of chains have been controlled and data quality have been 

monitored during the interviews (Biernacki& Waldorf, 1981). 
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5. Results  

First of all it must be stated that data obtained from this study is merely preliminary and would yield enhanced 

outcomes when supported with quantitative data that spans into more general public. While evaluating the 

results, the general understanding have been detracted to three general answers. Questions and the frequency 

analysis have been conducted after the answers have been decoded by Yoshikoder. The results can be seen in the 

table below; and the discussion regarding the results will be evaluated in the section below.  

 

Table 1.0 

Questions Positive Notr 

Negati

ve 

Do you think presence of the club you support in social media is a must? 100% 0 0 

Do you think club you support effectively uses the social media channels? 60% 20% 20% 

Do you support the idea to include licensed product sales on social media channels? 75% 5% 20% 

Have you ever buy any product after you have seen it on your club's social media acc.  20% 10% 70% 

You experience any sentimental changes in your loyalty following your club accounts in 

social media  
%62.5 20% %17.5 

 

6. Discussion  

Sport clubs presence in the social media is clearly seen as an obligation and a must regarding the fans. 

Therefore, it is safe to suggest that powerful and enhanced social media management for sport clubs is also a 

perk. Nevertheless it is a claim that can be tackled by the unorthodox nature of supporting a sport club. In the 

defense of a possible claim towards this, our study presents the very notion of fan loyalty is effected by the 

usage of social media patterns of sport clubs. So that; providing licensed products for the purpose of the sale to 

social media account managers will be an effective way to increase the marketing power of the sport clubs as 

loyalty directly increases the sales (Igneci, Aslan & Bulut, 2013).  

Furthermore, a controversial outcome is observed within the results. Most of the participants have told that they 

have not seen any licensed products for the purpose of sales in their clubs’ social media accounts. While %20 

percent have clearly stated that they have purchased products via the social media, a natural debatable outcome 

arise. It’s either people who positively answered to that question have seen a product that has been worn by a 

player or any other individual related to club and ordered it, or they genuinely came across to a marketing 

practice. Even though people who negatively answered are eager to buy through social media channels have not 

purchased anything yet can only be answered they unconsciously missed that specific post which was promoting 

a licensed product.  

So to say, results provided here suggest that including licensed products and using social media channels as a 

medium of integrated marketing communication will most likely increase the sales of sport clubs while 

enhancing the loyalty of the fans.  

7. Limitations and Further Recommendations  

First of all, as it is aforementioned this study should be enhanced with quantitative data that expands to greater 

span which will provide opportunity for researchers to benefit from the use of statistical methods. On the other 

hand, inclusion only the fans of three biggest clubs in Turkey due to time and availability problems do not 

shadow the reliability of the results but limit them. A comprehensive study that will replicate the study here to 

greater population will also provide demographical results that can provide benefits to marketers and researchers 

that study regional strategies.  

Lastly, this study provides tangible evidence for club marketers to redevelop their social media strategies while 

contributing to the social media literature. Enhanced studies regarding the topic will encourage the development 

of sport marketing literature in Turkey as well as in Europe.  
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1. Introduction 

Online social networking sites, such as Facebook, have grown in popularity in recent years and they provide an 

exciting new area of study. Facebook provides individuals with easy access to view personal information about 

their friends, coworkers, and even complete strangers (Muise, Christofides, and Desmarais, 2009). Facebook has 

over 500 million active users and every month over 700 billion minutes are spent on Facebook (Facebook, 

2011). Among U.S. college students, for instance, 96% have a Facebook account. In Greece, Facebook is the 

primary social network used by the majority of the population. Given the popularity of Facebook in Greece, the 

current study was designed to investigate the relationship between Facebook use and personality characteristics, 

in college students. 

Prior research has investigated the relationship between personality traits and Facebook usages (Amichai-

Hamburger and Vinitzky 2010) and their differences in information sharing (Pempek Yermolayeva and Calvert 

2009). It is the focus of the present study to expand such studies and investigate the effect of personality traits 

such as Openness to experience, Conscientiousness, Extraversion, Agreeableness and Neuroticism on the level 

and way Greek college students use Facebook. Overall, 367 college students from the two largest Universities in 

Northern Greece participated in the study. 

 

2. Big Five Model and Facebook usage review 

Facebook represents the most used social medium with over 1,7 billion active users (statista.com 2016). Only in 

the United States, 72% of the population make use of Facebook in a daily basis (Duggan 2015). These users 

generate a huge amount of data and content, attracting scholars' interest. Some researchers focus on personality 

traits in combination with Facebook use, associating behaviors and measurement online activities (Amichai-

Hamburger and Vinitzky 2010; Wang et al. 2012).  

Many theories are used to explain the online behavior of users in combination with their personality (Gosling et 

al. 2011; Hall and Pennington 2013).  One of them, the Five-Factor Model of personality (FFM), known as Big 

Five, represents the most commonly used model for researching and examining the relationships between 

personality traits and online users. This taxonomy is one of the most reliable methods for exporting and 

monitoring personalities (McCrae and John 1992; Zywica and Danowski 2008; Ryan and Xenos 2011; Moore 

and McElroy 2012; Tan 2012). Big Five is based on the notion that users' personality can be ranked on a five-

axes model. Every axis represents a specific factor from: Openness to experience, Conscientiousness, 

Extraversion, Agreeableness and Neuroticism, defined as follows (John et al. 2008). 

2.1 Literature Review 

In a total of 20 articles, two journals dominate by contributing with 12 articles, in specific Computers in Human 

Behavior and Personality and Individual Differences with 6 articles each, covering the period from 2009 to 

2016. An important find on our research is that 9 articles belong to psychology-related journals and 8 on multi-

disciplinary science (computing, marketing and psychology) journals.  

2.2 Streams of Research 

Our literature review revealed three emerging streams regarding research on personality traits and Facebook. 

The first one is related to personality traits and how these traits are associated with users' online behavior on 

Facebook. Our research revealed 6 articles that associate Big Five's traits with specific measurement activities 

on Facebook. These articles examine exclusively the five personality traits without taking in consideration other 

aspects of personality. The second revealed stream examines Facebook usage and Big Five in combination with 
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additional traits, such as loneliness, self-esteem, narcissism and anxiety. These 5 articles, in fact, extend the 

FFM model with the aforementioned traits. The last stream involves the attachment theories together with Big 

Five personality traits and Facebook usage. Three articles are found to associate attachment theory as a 

framework for explaining engagement with Facebook. In order to create these three stream, we took into 

consideration only primary research articles, excluding literature reviews (Table 1). 

INSERT TABLE 1 

 2.3 Facebook intensity 

Several academic articles examine the use of social networks sites (SNSs) from a social capital point of view. 

Facebook intensity is one of the factors examined on these studies. As intensity, researchers mean the time 

spend per day and the number of Facebook friends.  Ellison (2007) found a positive correlation between 

Facebook intensity and social capital, while Chung et al. (2016) confirmed that frequent Facebook users prefer 

consuming information to interacting with other users. Su and Chan (2017) claim that demographics and 

Facebook Use Intensity (FUI) are not correlated and that intensity is not affecting the tendency to employ 

Facebook-enabled commutative features.  

3. Personality traits and Five Factor Model  

In literature each one of the five factors has been examined, showing associations with the way users interact on 

social media. Furthermore, several of the measurable activities on social media are believed to be influenced by 

each of the five factor model, negatively or positively. 

Some of them indicate which personalities use Facebook under certain conditions (Carpenter et al. 2011). Others 

(Ross et al. 2009; Amichai-Hamburger and Vinitzky 2010) found that users with high neuroticism have accurate 

personal profile information or that users with high extraversion use frequently the internet. Other studies shown 

that high extraverted and open to new experiences users are less influential that it was though on past studies 

(Correa et al. 2010). Similar results can be found in more studies (Ryan and Xenos 2011; Moore and McElroy 

2012). Moore and McElroy (2012) found that extraverted and sentimentally stable users (neuroticism’s bipolar 

factor) are positively related to Facebook usage, but users with low agreeableness and conscientiousness are 

negatively related.  

Cimbaljević (2015) confirms an association between personality traits and decisions regarding the tertiary 

education. Mariani, Di Felice (2016) developed a scale that measures Facebook intensity, including engagement 

measurements and integration with specific users’ personality in daily life. Their study examines Facebook 

usage from a self-esteem perspective.  

Other studies follow the same procedure, including self-esteem and Facebook intensity to their research (Wilson 

et al. 2010; Lee et al. 2012; Skues et al. 2012; Orosz  et al. 2015; Błachnio et al. 2016). In particular Skues et al. 

(2012) found that higher levels in openness are associated with more time spent on Facebook and high number 

of friends. Loneliness is also correlated to more friends on Facebook based on Skues et al. (2012), Ross et al. 

(2009) and  Mariani (2016). Five studies, examine intentions’ sincerity on Facebook in order to clarify if self-

presentation on social media can be considered reliable(Gosling et al. 2007; Back et al. 2010; Nadkarni and 

Hofmann 2012; Seidman 2013; Hart et al. 2015). One study only examines the relationship among personality, 

Facebook use and leisure activities, finding that there is a positive relationship between time use on Facebook 

and recreation activities (Kuo and Tang 2014). Furthermore, attachment theory examines how deep an 

emotional bond is between two persons. The theory sustains that attachment may not be reciprocal, so an 

individual may have an attachment with another person which is not shared (Godey et al. 2016). Our study 

revealed three articles that combine attachment theory with personality traits and Facebook usage. These studies 

extend the five factor model by adding anxiety and avoidance as complementary factors (Jenkins-Guarnieri et 

al. 2012; Jenkins-Guarnieri et al. 2013; Hart et al. 2015). One study examines the association between Facebook 

usage and adolescents, finding that extraverted minors are positively related to Facebook use. In that study, 

authors associate teenagers, who tend to be influence by peer group pressure, with frequent Facebook usage 

(Vlachopoulou and Boutsouki 2014).  

3.1 Extraversion and Facebook usage 

Extraversion measures a person’s energy and enthusiasm. Usually extraverted individuals are social, optimistic, 

active and talkative (Moore and McElroy 2012). Extravert individuals usually keep a positive way of thinking 

on their daily life (Augustine and Hemenover 2008). Vlachopoulou and Boutsouki (2014) and Jenkins-Guarnieri 
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et al. (2012) confirm that extraverted users are positively related to Facebook overall usage. Furthermore they 

find associations between extraversion and Facebook use intensity, explaining why extraversion holds a primary 

role on initiating relationships on Facebook.   

Hypothesis 1. Extraversion will be related to Facebook usage in terms of (a) the intensity of use, (b) the number 

of friends, (c) the frequency of usage, (d) the time spending, (e) photo sharing and (f) commenting on others’ 

photos (g) writing on others’ wall and (h) checking his/ her Facebook Wall.  

3.2 Neuroticism and Facebook usage 

Neuroticism measures a person’s negative emotionality and nervousness (John et al. 2008; Smith et al. 2014). 

Neuroticism refers to anxious and nervous by nature personalities. Neurotic individuals often hide some aspects 

of themselves, but they show them only online (Seidman 2013). Neuroticism and emotional stability are 

inversely associated. More high scores on neuroticism an individual obtains, less emotional stability presents. 

Neurotic users use Internet more frequent, respect to extravert ones (Amichai-Hamburger and Vinitzky 2010). 

Regarding social media, neurotic users tend to participate more, trying to create a more attractive profile (Wehrli 

2008).   

Hypothesis 2. Neuroticism is positively related to Facebook usage in terms a) the intensity of use, (b) the 

number of friends, (c) the frequency of usage, (d) the time spending.  

3.3 Agreeableness and Facebook usage 

Agreeableness measures a person’s altruism and affection. Individuals with high score in agreeableness are 

more flexible, forgive easier, are kind and sympathetic. Usually they try to avoid conflicts, and that is why such 

individuals are likely possible not to reject an offer coming from a friend. Agreeableness may also refer to 

individuals who seek information on internet (Nadkarni and Hofmann 2012; Seidman 2013; Choi and Kim 

2014). Agreeableness is negatively correlated to Facebook usage on previous studies (Jenkins-Guarnieri et al. 

2012; Seidman 2014).  

Hypothesis 3. Agreeableness is negatively related to (a) the frequency of use, (b) photo posting and (c) sharing 

others’ content.  

3.4 Openness to experience and Facebook usage 

Openness measures peoples’ originality and open-mindedness (Čukić and Bates 2014). It also reflects the 

individuals' vividness of imagination. Open to new experience users are correlated with often status updates and 

participation to Facebook groups (Bachrach et al. 2012). Other studies confirm that users with high openness 

tend to use other alternatives of communications rather than Facebook (Guadagno et al. 2008). Especially for 

Facebook, Amichai-Hamburger and Vinitzky (2010) found that users with high scores on openness tend to share 

more personal information, confirming a positive association with open to new experience users and social 

media usage.  

Hypothesis 4. Openness to new experience will be positively related to Facebook usage such that individuals 

with high scores in openness (a) will use Facebook more frequently, (b) will spend more time on Facebook and 

(c) will share his/her content.  

3.5 Conscientiousness and Facebook usage  

Conscientiousness measures the constraint and the control of impulse. Such individuals are thinking before 

acting, delaying gratification, following rules and being organized. Individuals with high scores on 

conscientiousness are reliable and disciplined. Previous studies claim that, because of Facebook's nature, 

conscientious users focus on their goals and try not to be distracted by the medium (Wehrli 2008). Even if these 

individuals use Facebook, they do it only for academic purposes or self-improvement (Kuo and Tang 2014; 

Mark and Ganzach 2014). This exact type of personality implies that conscientious users are hesitant with 

"Like" button but not with photo uploads (Bachrach et al. 2012).  

Hypothesis 5. Conscientiousness will be negatively related to Facebook usage regarding a) the intensity of use, 

(b) the number of friends, (c) the frequency of usage, (d) the time spending, (e) photo sharing and (f) writing on 

others’ wall. 
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Methodology 

Procedure & Sample 

In spring of 2015, a survey was conducted at two large public universities in North Greece. Overall, 367 college 

students completed a structured questionnaire in an online format. Students were asked to access the 

questionnaire online in an exchange for a class credit. Of the respondents’ sample, 59% (217) were female and 

41% (151) male, 97.3% (357) were from the under 30 age group and only 2.7% (10) were from the 31 and over 

age group. The composition of the sample in educational groupings is as follows: 6.2% (23) secondary 

education (first year students), 87.5% (322) higher education, 5.4% (20) master degree, 0.5 (2) doctoral degree. 

The majority of the respondents (82.1%, 302) came from urban areas and semi urban areas (12.5%, 46) and only 

a small minority from rural areas (5.2%, 19). Table 2 provides a detailed view of the characteristics of the 

sample. 

INSERT TABLE 2 

Measures 

Personal traits were measured using the Big-Five Inventory developed by John and Srivastava (1999). Big-Five 

Inventory is a brief measure of Big Five dimensions (44 items total) and it is based on short phrases with 

relatively accessible vocabulary. Cronbach’s alphas for the personality dimensions of extraversion, 

agreeableness, contentiousness, neuroticism, openness were .70, .70, .72, .74 and .75, respectively. A value of 

0.7 or more indicates satisfactory reliability (Nunnally's 1978). Facebook intensity was measured by means of a 

6-item, 5 point Likert-scale, adopted by Ellison, Steinfield and Lampe (2007) (with a Cronbach's alpha of .70). 

The measure assesses the extent to which the internet users are actively engaged in Facebook activities. Include, 

for example, the following items, “I am proud to tell people I’m on Facebook” and “Facebook has become part 

of my daily routine”. It, also, counts the number of participants’ Facebook friends, as well as, the minutes that 

participants use Facebook per day.  

Furthermore, the questionnaire included a series of questions about Facebook usage and participants’ activities 

through Facebook (e.g. sharing others’ content, photos sharing, commenting on others’ photos, writing on 

others’ wall etc.). Questions were adopted from prior studies on Facebook (Bumgarner, 2007; Burke, Marlow 

and Lento, 2010).  

Statistical Analysis 

In order to test the research hypotheses, a number of hierarchical regression analyses was performed with 

personal traits as independent variables and both Facebook intensity and the other measures of Facebook usage 

as dependent variables. Age and gender were controlled for in the analyses to eliminate alternative explanations. 

Previous research (Mcandrew and Jeong, 2012) has showed that age and gender exert a significant effect on 

Facebook use. 

Results 

Extraversion 

Table 3 presents the mean values, standard deviations, and correlations for all the measured variables. Table 4 

shows the results of hierarchical regression analyses estimating the effects of personality traits on Facebook use. 

Hypothesis 1a states that an extraverted person is likely to use Facebook more intensely. As shown in Table 4, 

the coefficient for extraversion is positive and significant (p<.05), indicating that extraversion is associated 

positively with increased Facebook intensity. Hence, hypothesis 1a is supported. Hypothesis, 1b posits that 

extraversion positively predicts the number of friends a person has on Facebook. Indeed, the coefficient for 

extraversion is positive and significant (p<.001) and as a result hypothesis 1b is, also, supported. On the 

contrary, hypotheses 1c and 1d, predicting that an extraverted person is likely to use Facebook more frequently 

and spend more hours a day, are not supported, since extraversion is not significantly related to these variables.  

INSERT TABLE 3 

INSERT TABLE 4 

Tables 5 and 6 present the results of hierarchical regression analyses estimating the effects of personality traits 

on preferences for specific features of Facebook. Hypothesis 1e assumes that extroverts are likely to share more 
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photos in total. As shown in Table 5, the coefficient for extraversion is positive and significant (p<.01), 

indicating that extroverts are used to share more photos through Facebook. Therefore, hypothesis 1e is 

supported. As hypotheses 1f, 1g and 1h suggest, extraverted persons more frequently comment on others’ 

photos (p<.001), write on others’ Facebook wall (p<.05) and check their wall (p<.001). Hence, hypotheses 1f, 

1g and 1h are confirmed. Interestingly, extroverts, also, send private messages more frequently than introverts 

(p<.05). 

INSERT TABLE 5 

INSERT TABLE 6 

Neuroticism 

In keeping with hypothesis 2a, the results confirm that neuroticism has a strong positive effect on Facebook 

intensity (p<.01) (Table 4). Contrary to hypotheses 2b and 2c, however, neuroticism exerts no effect on the 

number of Facebook friends and frequency of use respectively. The argument of hypothesis 2d is that neurotic 

people are likely to use Facebook more hours a day. The results supported this argument (p<.01). Nevertheless, 

neuroticism is not significantly associated with any of the preferences for specific features of Facebook (Tables 

5 and 6).  

Agreeableness 

In line with our prediction in hypothesis 3b, agreeableness was found to have a significantly negative effect 

(p<.05) on photo sharing (Table 5). Moreover, results indicate that agreeable persons share others’ content on 

Facebook more frequently (p<.05). Hence, hypothesis 3c is, also, supported. On the contrary, hypothesis H3a is 

not confirmed from our data, since agreeableness exerts no effect on the frequency of Facebook use (Table 4). It 

is interesting that agreeable persons tend, also, to do many likes (p<.05) (Table 5). They, however, check their 

Facebook wall less frequently than disagreeable persons (p<.05). 

Openness  

Contrary to hypotheses 4a, 4b and 4c individuals with high scores in openness neither use Facebook more 

frequently, nor spend more time on Facebook, nor share his/her content (Table 4). Interestingly, openness is 

positively related (p<.05) to people’s tendency to share private messages (Table 6).  

Contentiousness 

Contentiousness has absolutely no effect on none of the dependent variables (Tables 4, 5 and 6). Therefore, 

hypotheses 5a, 5b, 5c, 5d, 5e and 5f are not confirmed.  

Conclusions 

This study adds to the growing body of literature on the effects of personal traits on use of Facebook, a topic 

that interests both academics and practitioners of digital marketing. In line with our expectations, extraversion is 

the most important factor in influencing both the intensity of Facebook usage and the users’ preferences on 

Facebook. Extroverts tend to be heavy users of Facebook, have more friends, share more photos, as well as 

more frequently comment others’ photos, write on others’ wall, see their personal wall and send private 

messages. These findings are in accord with prior research suggesting the pivotal role of extraversion on 

Facebook use and intensity of use (Jenkins-Guarnieri et al. 2012; Vlachopoulou and Boutsouki 2014). 

Neuroticism has also been considered as one of the most important personal traits affecting the use of Facebook 

(Wehrli 2008). Neurotic people try to reduce the disappointment that they face in their offline lives through the 

use of Facebook by gratifying personal desires and needs online (Amichai-Hamburger et al. 2002). They locate 

their “real me” through the internet and in particular through the Facebook.  Likewise, our findings show that 

neurotics use Facebook in a more intense manner and for more hours.  

Agreeable individuals are concerned about what other people may think of them and they are oriented to others 

to receive validation of their self-worth (Eftekhar et al. 2014). Because of their orientation toward others, they 

seek acceptance, approval and connection with others and tend to express their friendliness through the use of 

Facebook (Seidman 2013). Indeed, our results indicate that agreeable users express many likes toward others’ 

posts, share others content and photos and do not often check their own wall. 
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Contrary to our expectations openness has only a limited effect on Facebook usage. It appears that users with 

high scores on openness are prone to send private messages through Facebook. Private messaging is a secondary 

Facebook feature that allows users to connect one-to-one to ask questions and share their opinions. Even though 

it is not such a popular choice among Facebook users, it is preferred by open-minded individuals because it 

offers an element of differentiation for them. Finally in disagreement with prior studies, the present survey 

indicates no effect of contentiousness on Facebook use.  
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Table 7: Personality and Facebook usage revealed streams from literature 

Stream Short description Articles 

Five Factor Model 

Stream 

Studies using the classic FFM and BFI or 

TIPT surveys 

Correa, Hinsley et al. (2010) 

Gosling, Gaddis et al. (2007); Ross, Orr et 

al. (2009); Back, Stopfer et al. (2010); 

Moore and McElroy (2012); Seidman 

(2013) 

Extended Factor 

Model Stream  

Represents studies that use the classic 

FFM, extending it by adding self-esteem, 

loneliness, narcissism and anxiety traits 

Lee, Moore et al. (2012) 

Skues, Williams et al. (2012) 

Wilson, Fornasier et al. (2010) 

Pettijohn, LaPiene et al. (2012) 

Błachnio, Przepiorka et al. (2016) 

 

Combined Factor 

Model Stream 

Represents a combination of the Five 

Factor Model and Attachment Theories 

Jenkins-Guarnieri, Wright et al. 2012); 

Jenkins-Guarnieri, Wright et al. (2013); 

Hart, Nailling et al. (2015) 
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Table 2: Sample 

Demographics  Percent (N) 

   
Gender   

Women  59 (217) 
Men  41 (151) 
   

Age   
From 18 to 30  97.3 (357) 
> 30  2.7 (10) 

   
Education   
   Secondary Education  6.2 (23) 
   Higher Education  87.5 (322) 
   Master Degree  5.4 (20) 
   Doctoral Degree  0.5 (2) 
   
Residence   
   Urban areas  82.1 (302) 
   Semi urban areas  12.5 (46) 
   Rural areas  5.2 (19) 
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Table 3: Means, Standard Deviations and Correlations  

 Mean SD 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  

1. Gender ,59 ,492                      

2. Age 21,91 3,090 -,014                     

3. Extraversion 3,594 ,4699 ,058 ,054                    

4. Neuroticism 2,848 ,5914 ,244** -,002 -,029                   

5. Agreeableness 3,655 ,47 ,190** ,036 ,204** -,177**                  

6. Openness 3,395 ,4987 ,062 ,119* ,338** ,035 ,107*                 

7. Conscientiousness 3,612 ,5463 ,110* ,093 ,178** -,243** ,341** ,132*                

8. Facebook Intensity 3,116 ,6059 ,158** -,013 ,132* ,171** ,042 ,021 -,006               

9. Number of Friends 8,01 1,566 -,050 -,053 ,206** -,034 ,007 ,097 ,031 ,175**              

10. Frequency of Use 4,84 ,412 -,014 -,008 -,037 -,026 ,061 -,069 -,049 ,097 ,060             

11. How many hours 5,30 1,693 ,010 -,073 ,013 ,130* ,024 ,014 -,071 ,275** ,173** ,286**            

12. Likes 6,22 1,315 ,145** -,168** ,097 -,035 ,123* ,081 ,057 ,173** ,209** ,211** ,200**           

13. Sharing others’ content 2,86 1,466 ,009 ,101 ,007 ,076 -,116* ,053 -,066 ,134* ,045 -,020 ,080 ,174**          

14. Photos Sharing 3,08 1,202 ,161** ,001 ,191** ,053 -,028 ,066 ,049 ,259** ,299** ,148** ,165** ,350** ,309**         

15. Commenting on others’ Photos 3,81 1,507 ,051 -,009 ,205** -,021 ,035 ,068 ,011 ,204** ,312** ,166** ,203** ,432** ,314** ,562**        

16. Writing on others’ Wall 3,00 1,218 -,021 ,060 ,132* ,086 -,025 -,013 ,023 ,217** ,125* ,026 ,174** ,239** ,425** ,459** ,594**       

17. Checking his/ her FB Wall 5,19 1,510 ,162** ,019 ,244** ,096 -,037 ,131* ,054 ,218** ,190** ,062 ,174** ,287** ,237** ,360** ,401** ,320**      

18. Sending private messages 6,53 ,951 ,160** -,091 ,132* ,031 ,108* ,161** ,129* ,181** ,144** ,197** ,186** ,295** -,020 ,103* ,158** -,012 ,245**     

19. Poking other people 1,51 ,991 -,074 -,022 -,033 ,064 -,061 -,104* -,053 ,048 ,013 -,099 ,051 ,029 ,212** ,165** ,173** ,283** ,054 -,237**    

20. Changing his/ her status 2,37 1,402 -,051 -,007 ,071 ,088 -,072 -,059 -,060 ,100 ,151** -,019 ,158** ,118* ,360** ,372** ,309** ,407** ,310** ,004 ,318**   

21. Contributing Content 2,78 1,478 -,036 ,129* ,097 ,064 -,069 ,092 -,003 ,291** ,142** ,087 ,190** ,234** ,333** ,357** ,390** ,444** ,286** ,049 ,210** ,510**  

22. Sharing his/ her Content 3,12 1,570 -,040 ,076 ,092 ,061 -,049 ,060 ,022 ,202** ,171** ,133* ,234** ,216** ,390** ,359** ,407** ,430** ,323** ,149** ,179** ,416** ,744** 
* p < .05, ** p <  .01, *** p <  .001 
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Table 4: Personality Traits and Facebook Use 

  Facebook 
Intensity 

 Number of 
Friends 

 Frequency of 
Use 

 How many 
hours 

 
 

Model 
1 

Model 
2 

 

Model 
1 

Model 
2 

1 

Model 
1 

Model 
2 

1 

Model 
1 

Model 
2 

             
Control Variables             

Gender  .15** .11*  -.08 -.08  -.02 -.02  .002 -.05 
Age  .01 .01  -.15** -.17***  -.10 -.09  -.14** -.14** 
             

Personality traits             
Extraversion   .11*   .19***   -.03   -.02 
Neuroticism   .15**   -.02   -.01   .17** 
Agreeableness   -.01   -.05   .09   .08 
Openness   -.02   .02   -.05   .05 
Conscientiousness   -.00   .04   -.04   -.04 

             
R2  .022 .054  .03 .07  .010 .020  .02 .054 
Adjusted R2  .016 .036  .02 .05  .004 .001  .015 .036 
F  4.03 2.93  5.20 3.77  1.79 1.05  3.80 2.93 
AF   .032   .041   .010   .033 
AR2   2.46*   3.14**   .76   2.54* 
             

Note: Betas refer to standardized regression coefficients prior to entry. 

* p < .05, ** p <  .01, *** p <  .001 
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Table 5: Personality Traits and Preferences for Specific Features of Facebook (1/2) 

  
Likes 

 Sharing others’ 
content 

 
Photos Sharing 

 Commenting on others’ 
Photos 

 Writing on others’ 
Wall 

 

Checking his/ her 
FB Wall 

 
 

Model 1 Model 2 
 

Model 1 Model 2 
1 

Model 1 Model 2 
1 

Model 1 Model 2 
 

Model 1 Model 2  Model 1 Model 2 

                   
Control Variables                   

Gender  .11* .09  -.01 .01  .14** .14*  .04 .05  -.03 -.06  .16** .14** 
Age  -.24*** -.24***  .07 .07  -.04 -.06  -.07 -.08  .04 .03  -.02 -.04 
                   

Personality traits                   
Extraversion   .07   .03   .18**   .22***   .13*   .25*** 
Neuroticism   -03   .04   .04   -.04   .09   .05 
Agreeableness   .11*   -.14*   -.13*   -.03   -.04   -.11* 
Openness   .03   .06   .02   .01   -.03   .06 
Conscientiousness   -.01   -.01   .05   -.02   .07   .04 

                   
R2  .068 .092  .006 .000  .022 .068  .006 .051  .003 .028  .024 1.05 
Adjusted R2  .063 .074  .032 .013  .016 .050  .000 .033  -.002 .009  .019 .088 
F  13.23 5.17  1.06 1.71  4.06 3.76  1.09 2.78  .554 1.452  4.54 6.02 
AF   .024   .026   .046   .046   .024   .081 
AR2   1.89   1.96   3.58**   3.45**   1.808   6.47*** 
                   

Note: Betas refer to standardized regression coefficients prior to entry. 

* p < .05, ** p <  .01, *** p <  .001 
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Table 6: Personality Traits and Preferences for Specific Features of Facebook (2/2) 

 

  Sending private 
messages 

 
Poking other people 

 Changing his/ her 
status 

 Contributing 
Content 

 Sharing his/ her 
Content 

 
 

Model 1 Model 2 
 

Model 1 Model 2 
1 

Model 1 Model 2 
1 

Model 1 Model 2 
 

Model 1 Model 2 

                
Control Variables                

Gender  .16** .13*  -.09 -.09  -.06 -.07  -.04 -.06  -.05 -.07 
Age  -.19*** -.215***  .02 .03  -.03 -.03  .06 .05  -.004 -.02 
                

Personality traits                
Extraversion   .11*   -.01   .09   .05   .09- 
Neuroticism   .02   .05   .1   .09   .08 
Agreeableness   .03   -.04   -.9   -.09   -.08 
Openness   .11*   -.1   .02   .06   .04 
Conscientiousness   .07   -.02   .02   .05   .08 

                
R2  .061 .107  .008 .026  .004 .030  .006 .028  .003 .028 
Adjusted R2  .055 .090  .003 .007  -.001 .011  .000 .009  -.003 .009 
F  11.75 6.16  1.51 1.32  .75 1.57  1. 02 1.47  .48 1.46 
AF   .047   .017   .026   .022   .025 
AR2   3.74**   1.29   1.89   1.64   1.84 
                

Note: Betas refer to standardized regression coefficients prior to entry. 

* p < .05, ** p <  .01, *** p <  .001
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Abstract 

 

Extant literature advances that various social media platforms and services offer several opportunities for business 
practitioners to interact and communicate (in a marketing sense) with customers, stakeholders, and the public at 
large. What is also clear is that the potential uptake of social media applications by nonprofits can help drive new 
marketing possibilities within the third sector. Understanding how nonprofits use such media or how such firms can 
use social media tools more effectively, appears to be of critical importance to organisations competing in this 
space. Yet our understanding remains weak. Only a handful of studies have examined any aspect of nonprofits’ 
social media use. Further to this, there appears to be even less research around how small to medium (SME) sized 
nonprofits are using social media. Therefore, the key aim of this research is to investigate whether, and to what 
extent, a sample of UK–based SME nonprofits are using social media for business related purposes. Findings from 
this research may help speak to future strategic directions for SME nonprofit firms as well as broader stakeholder 
groups. 

  
 

Keywords: social media; SME; non–profit; third sector; Europe; United Kingdom. 

1. INTRODUCTION 

Nonprofit organisations, also commonly referred to as ‘third sector’ firms, form an essential part of the social, 

political, and economic landscape of contemporary society (Waters 2009). The weight of the nonprofit sector in the 

global economy as a whole does not cease to grow, meaning that today it is a very important part of the European 

economic and social fabric (Ariza–Montes & Lucia–Casademunt 2016). In a European context, recent data indicates 

that there are more than 141,000 registered ‘public benefit foundations’ in Europe, with combined annual 

expenditures of more than 56 billion euro (McGill 2015). These foundations would be in addition to other nonprofit 

nongovernment organisations (for example, Germany has 600,000 NGOs), registered charities, nonprofit 

associations (including community groups and sporting clubs), and firm’s whose mission is based on nonprofit 

motives (ie. as one example, the United Kingdom had 162,965 voluntary organisations in 2016). Researchers from 

Johns Hopkins show that the third sector has grown significantly in all European countries, with growth rates of 20–

30% over five years – rates that are well above what was observed in the economy as a whole (Anheier 2002). To 

this point, some European countries demonstrated above–average growth of the third sector as far back as the early 

1970s (Anheier & Seibel 2001).  

 

By way of this strong growth, literature seeking to understand the organisational effectiveness within nonprofit 

organisations has endeavoured to canvas best practice in a number of core functional areas such human resource 

management (Delaney & Huselid 1996), board and governance practices (Herman & Renz 2010), and financial 

management (Zietlow, Hankin & Seidner 2007). There has also been substantial interest from researchers and 

practitioners as to the importance of marketing within the nonprofit sector. As noted by Pope, Isley and Asamoa–
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Tutu (2009), nonprofits did not apply marketing techniques until the 1960s and 70s, although the use of such 

techniques is now a well–accepted practice.  

2. LITERATURE REVIEW 

The value of marketing to business is no secret. One of the great modern advances in business practice has been the 

establishment of depth and knowledge in specific business areas, such as marketing (Wind 2005). Gauging and 

communicating what your products or services are worth to customers has never been so important, given the 

competitive nature of today’s global business environment. Yet, like many business disciplines and functions, 

marketing is not an exact science. Thus, with the benefits of marketing also come a range of challenges for business. 

Many of these challenges are felt most acutely by small to medium (SME) sized firms. For example, marketing 

challenges for SMEs are often characterised by a lack of resources, limited finances, a lack of formal and strategic 

planning (Doole, Grimes & Demack 2006; O'Dwyer, Gilmore & Carson 2009). Additionally, due to their small size 

and resource constraints, SMEs are unable to sustain cost leadership or support research and development activities, 

and thus may suffer from limited access to industry knowledge (Kara, Spillan & DeShields 2005). Further 

disadvantages include a limited customer base, limited access to competitive markets and in particular marketing 

expertise (O'Dwyer, Gilmore & Carson 2009). These characteristics clearly impact a SMEs’ ability to carry out 

proper marketing practices (Doern 2009). This impact appears even more desperate for nonprofit SMEs. 

 

In general, nonprofits 'possess certain characteristics' making them different to for–profit organisations (Khan & Ede 

2009, p. 337). Crucially, nonprofits have a different emphasis compared with for–profit organisations, operating 

solely for the clients, whereas for–profit organisations ultimately report to stock–owners wanting capital stock 

growth and/or regular stock dividends. Other key differences and characteristics of nonprofits can include: the use of 

volunteers, the extent of for–profit competition, and sources/level of access to funds (Andreasen & Kotler 2008).  

 

Funding is generally tight within nonprofits (when compared to their for–profit peers) and due to limited financial 

resources and capital, securing additional sources of funding is crucial for survival. Consequently, evidence suggests 

adoption of for–profit marketing practices is not without problems for nonprofits organisations, e.g. sponsorship 

acceptance might jeopardise the mission values (Daellenbach, Davies & Ashill 2006; Dolnicar & Lazarevski 2009). 

Although it can be argued that market orientation is not a relevant concept for nonprofit organisations, because their 

mission is defined in advance and cannot be changed in dependence of market needs; the chase for funding in a 

‘corporate’ marketing environment may influence or compromise the mission nonprofit firms exist to serve, where 

‘mission creep’ sees organisations moving away from their original mission (Andreasen & Kotler 2008, p. 353). 

Therefore, it is crucial that balancing ‘financial and operational objectives and organisational purpose’ (Mort, 

Weerawardena & Carnegie 2003, p. 80), and the need to infuse into nonprofit professionalisation ‘virtuous 

behaviour and judgement capacity’ (Mort, Weerawardena & Carnegie 2003, p. 81), are emphasised in finding a 

balance between mission and money. Given this organisational ‘balancing act’, the provision of efficient, low–cost 

marketing tools or strategies would therefore appear to have the potential to positively impact the marketing 

effectiveness for nonprofits. One such area of progress that speaks to this need is social media. 

 

Throughout the early 2000s, a number of major technology milestones occurred, including the development and 

release of formative social media and blogging platforms such as MySpace and Facebook. Twitter, LinkedIn, 

YouTube, and other social media sites were also launched, providing business with new communicative tools to 

help facilitate relationship building and stakeholder engagement. As such, social media is seen to help organisations 

engage present and potential stakeholders by sharing, cooperating, and mobilising joint actions in near–real time 

(Golbeck, Grimes & Rogers 2010; Greenberg & MacAulay 2009).  

 

Social media’s two way communication stream is seen to offer firms of all sizes a cost–effective way to organise 

enthusiasts, nurture meaningful interactions with large target audiences, and attract attention towards core 
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organisational messages that might otherwise be ignored by traditional media (Lovejoy, Waters & Saxton 2012). 

Anecdotal evidence from market research further suggests that firms can use social media to increase traffic to their 

website, identify new business opportunities, create stakeholder communities, distribute content, collect feedback 

from customers, and generally to support their brand (Breslauer & Smith 2009; Michaelidou, Siamagka & 

Christodoulides 2011). These advantages would seem particularly relevant for small to medium sized firms. 

 

In the fast moving and ever–changing business environment, there is growing endorsement that smaller businesses 

may gain marketing–based value from the use of social media for both internal and external business purposes 

(Geho, Smith & Lewis 2010). As one example, Lacho and Marinello (2010) assert that the ease of use of different 

social media platforms makes this medium accessible to both inexperienced and technically orientated people. This 

accessibility is of particular relevance to small and medium sized enterprises (SMEs) that have traditionally lacked 

the skills to effectively use IT, but who benefit from the technology when they use it well (Wielicki & Arendt 2010). 

Yet empirical evidence seeking to examine SMEs use of social media is, as yet, scarce and to a large extent remains 

anecdotal, particularly in the SME environment (Stockdale, Ahmed & Scheepers 2012). By extension, there appears 

even less observed research around how small to medium (SME) sized nonprofits are using social media (Jones 

2012). As such, the key aim of this research is to consider how European SME nonprofits are using social media. 

3. METHODOLOGY 

In order to address this research aim, a sample of 117 senior executives from small to medium sized third 

sector/nonprofit organisations located in the United Kingdom were recruited via a permission–based business 

research panel. Respondents included in the sample were first screened to ensure that they had a robust 

understanding and awareness of the marketing activities carried out within their current nonprofit organisation. 

Information such as (but not limited to) the nature of the organisation’s marketing activities, size of the firm (in 

respect to both paid employees and volunteer staff), core industry/sector focus (for example, the environment, 

culture, health, religious activities etc.), and the overall mission of the organisation were obtained during data 

collection. Further to this, information pertaining to social media usage (for nonprofit business purposes) within the 

firm was also acquired. 

4. RESULTS 

Respondents from a broad array of nonprofit sectors were represented in the data. Education and research services 

(n=34); culture and recreation (inc. culture and arts, sports, or other recreation and social clubs) (n=17); social 

service–based nonprofits (n=9); and development and housing organisations (inc. social and community 

development, housing, and employment and training) (n=9) accounted for 58% of the respondent’s current third 

sector employers. Furthermore, 29% of respondents noted that their current nonprofit employer had a faith–based 

mission (n=35). 25% of firms had less than four (4) paid employees, with 74% of respondents indicated their current 

employer maintained a paid workforce of between 5 and 8 employees. Sampled firms had a mean of 3–4 volunteers 

assisting with operational duties within the organisation, again leading to the small nature of many of the nonprofits 

represented in the data. 

 

Of the respondents, 80% (n=94) indicated that their current nonprofit firm utilises social media for business 

purposes, with remaining respondents (n=23) noting that their nonprofit employer does not currently employ social 

media for organisational reasons. That said, 71% of these respondents (n=15) indicated that, despite current non–

usage, their firm is looking to engage social media tools (for business purposes) within the next 12 months 

subsequent to the data collection period.  

 

Respondents were also asked to indicate which social media tools their firm utilised. Predictably, Facebook (51%), 

Twitter (51%) and YouTube (24%) placed as the three most used social media platforms amongst this SME sample. 

Additional tools or sites such as LinkedIn, Google+, and Pinterest were also utilised, but not to the same magnitude. 

41% of those respondents who indicated the use of social media by their current firm for business purposes, noted 
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that this form of media was used (most frequently) for public relations. Branding and marketing (38% of 

respondents), relationship building (35%) and networking (35%) also ranked highly in terms of engagement usage 

frequency (ie. reason for engaging social media for business purposes). Aspects like fundraising (20%), 

employee/volunteer recruitment (19%), and sales (9%) ranked amongst the least utilised engagement/usage tactics. 

Just over half of all respondents (51%) noted that their nonprofit spent, on average, between 0–3 hours per week on 

social media–related tasks. 19% of respondent firms spent between 4–6 hours per week. Approximately 33% of 

respondents to the survey indicated that their nonprofit firm would likely look to grow the use of social media tools 

and platforms in the 12 months subsequent to the data collection period.  

5. DISCUSSION AND CONCLUSIONS 

As is clear for many for–profit businesses, literature related to the third sector asserts that nonprofits may gain 

substantial benefits when using social media for general marketing and other related business purposes. This current 

paper, and the results contained within, supports this view. From this perspective, the main discovery from the 

current investigation was the identification of a number of social media strategies, which were emphasised by senior 

executives from a sample of Europe–based small and medium sized nonprofit organisations. The elevation of 

innovative engagement tactics and strategies like branding and marketing, relationship building, and networking by 

high–ranking SME managers and executives, are seen both to reinforce and further promote aspects of social media 

usage recognised by other third sector researchers. 

 

The relatively reserved usage of social media for monetary activities is an interesting outcome from the findings. 

Whilst the marketing function of an SME may well be restricted based a number of well–researched marketing 

challenges (reflected upon previously within the literature review), other nonprofit researchers have noted that 

nonprofit sectors such as education (ie. which ranked highest in terms of sector participants in the current study) are 

seen to have the most sophisticated fundraising programs of all nonprofits (Waters et al. 2009). As such, it is 

somewhat surprising to see respondent firms in the current study having not embraced fundraising on social 

networking in a more robust, entrepreneurial way, given the advanced fundraising knowledge they might already 

apply to other fundraising mechanisms. Over time, we may ultimately see this usage activity increase, particularly 

through the advent of several applications (like Justgiving, ChipIn, and SponsorMe) which have been designed 

namely to assist nonprofits fundraise online.  

 

Although the findings from this research indicate that small and medium sized third sector firms are keenly using 

social media as part of their marketing and other general business functions, the exploratory nature of this study 

should be recognised as a limitation, with only 117 nonprofits examined (from the United Kingdom). Nonprofit 

firms may use social networking sites differently in other countries. Further research that aims to further understand 

social media tactics within SME firms generally, by also within nonprofits, can only aid nonprofit practitioners to 

improve their effectiveness in this space. 
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Abstract  

The present study aims to identify the main Twitter communication strategies used by Greek politicians–members of 

the Parliament – for the period between the 7
th

 July 2015 Referendum and the 20
th

 September 2015 General 

elections. Moreover, this study seeks to address whether the normalization or equalization hypothesis is supported 

with respect to the Twitter activity of politicians as well as to the communication strategies pursued by the seven 

parties of Parliament under examination. To that end, a content analysis was performed of the tweets that were 

posted on the Twitter official accounts of candidates. Results suggest that in general, Twitter was used by politicians 

mainly as a one-way vehicle to differentiate candidates regarding their political position/stance as well as to attack 

their opponents and boost their offline campaigns. Moreover, findings indicate that both normalization and 

equalization effects were evident not only in the amount of tweeting activity but also in the level of campaign 

sophistication since both major and minor parties were high-end users of Twitter and used interactive styles of 

campaigning on an equal basis. Our study lends support to the claims of Gibson and McAllister (2015) who argued 

that social media such as Twitter are “balancing if not equalizing” the dynamics of electoral competition. 

Introduction 

Social media such as Twitter has been regarded as an effective platform to: a) communicate with highly engaged 

voters as well as new and different constituents (Bekafigo and McBride, 2013), b) mobilize groups, and c) enhance 

political engagement (Xenos et al., 2014) and voters’ turnout of “traditionally hard-to-reach audiences” (Brody and 

Dalrymple, 2016, p. 312) like young voters. Through Twitter politicians can use a more personalized style of 

campaigning (Enli and Skogerbo, 2013) by giving clues about their personal lives (Graham et al., 2013). Moreover, 

political actors can promote their campaigns on Twitter and differentiate themselves from their opponents (Bar-llan 

et al., 2015). The 140-character limit of tweets enables the broadcasting of short and succinct messages that contain 

candidates’ thoughts and opinions about general and political issues (Graham et al., 2013) that can be easily read, 

liked and shared by the users; thus creating a “buzz around the candidate” (Murthy, 2015, p. 821) and enhancing the 

transparency of political actors (Ausserhofer and Maireder, 2013). Moreover, Twitter can provide the opportunity 

for candidates to interact and engage in dialogue with their constituents (Aharony, 2012; Bruns and Hughfield, 

2013) by initiating interaction through the mention function (@id) and by responding to messages and comments of 

voters with the reply function (Conway et al., 2013). In addition, Twitter can be used by politicians to foster 

mobilization by requesting for online actions (i.e., sharing posts or interacting with other online media) as well as for 
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offline participation (i.e., calls for volunteers, contributions/donationa, participation in events, and vote) (Magin et 

al., 2016). 

Due to the increased popularity of Twitter as means for political communication, relevant scholarly research has 

exploded almost “overnight” (Vergeer, 2015).  The research about Twitter usage by candidates could be categorized 

in three main streams: (1) studies which explore how Twitter is used and what communication strategies are 

employed by political actors, (2) studies that try to examine the factors that might exert influence on candidate’s 

propensity to adopt Twitter, and (3) studies which try to delineate the effects of Twitter political communication on 

voters (Jungherr, 2015). Regarding the first stream of research, it could be argued that most studies have been 

conducted in countries such as the USA (Goldbeck et al., 2009; Conway et al., 2013; Evans et al., 2014), Australia 

(Macnamara and Kenning, 2011), United Kingdom (Graham et al., 2013), Netherlands (Kruikemeier, 2014), and 

Spain (Ramos-Serrano et al. 2016) while less is known about how politicians from South-East Europe like Greece 

are using Twitter to communicate with their electorate. To date only the study of Poulakidakos and Veneti (2016) 

tried to shed light on the ways the two major parties in Greece (SYRIZA and New Democracy) were utilizing 

Twitter during the pre-election period of the 2014 European Parliamentary election. Results indicated that Greek 

parties pursued unidirectional Twitter strategies in order to attack their opponents, as well as to promote the party’s 

position and campaign. To fill this gap in the literature about Twitter political communication in Greece the present 

study aims to present the communication strategies used by candidates from all parties represented in the Parliament 

during the period between the day of the 2015 referendum (5 July) and the 2015 national elections (20 September).  

Regarding the second stream of research, it should be noted that a considerable amount of studies have examined the 

impact of party/candidate’s characteristics (i.e., size of party, resources, incumbency status, ideology) on the 

normalization or equalization effect of political communication in Twitterverse (e.g., Vergeer and Hermans, 2013; 

Larrson and Moe, 2014; Rauchfliesch and Metag, 2015). However, according to Southern (2015) most of these 

studies test the normalization/equalization hypotheses based on the rates of adoption and level of tweeting activity, 

with few exceptions examining the equalization or normalization patterns of Twitter communication strategies used 

by political actors (e.g., Koc-Mishalska et al., 2016; Ramos-Serrano et al., 2016). To that end this study, will test 

whether Twitter activity by Greek politicians is normalizing or equalizing electoral competition as well as whether 

this normalization/equalization effect is related to the communication strategies used by the different parties. As a 

result, the aim of this study is threefold. First, to reveal the communication strategies used by members of the Greek 

Parliament prior to the September 2015 general elections. Second, to test whether candidates from different parties 

differ in the level of tweeting activity, thus to test whether Twitter has a normalization or an equalization effect on 

electoral competition in Greece, and third to examine whether there are differences in the Tweeting communication 

strategies across politicians from different countries.  

Twitter Communication Strategies 

A stream of research on the usage of Twitter in political communication is interested in delineating the way 

candidates and politicians use Twitter (Jungherr, 2015).  As Jungherr (2015) notes, in this stream, a group of studies 

focuses on deciphering the communication strategies pursued by political actors in Twitter during election periods as 

well as off--peak periods through content analysis of politicians or parties’ tweets. Their results show that the 

tweeting strategies may vary from one-way information provision to more interactive strategies that try to engage 

and mobilize voters (Bruns and Highfield, 2013). Moreover, a common finding among these studies is the fact that 

politicians irrespective of the country are employing Twitter to broadcast their messages in a one-way manner and as 

a supplement for their offline campaigns. For example, British and Dutch candidates in the 2010 general elections 

pursued one-way communication strategies by promoting their campaign activities and critiquing their opponents 

(Graham et al., 2014).  Similar patterns were observed by Raynauld and Greenberg (2014) who found that 

candidates in the 2010 Ottawa elections used Twitter mainly to provide information about their personal positions 

on critical issues as well as to increase their campaign’s awareness by posting campaign activities. Australian 

candidates for the 2010 General elections used Twitter to disseminate information about their campaigns as well as 
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to attack their opponents (Macnamara and Kenning, 2011). Candidates running for the 2012 Primary elections in the 

US tweeted mostly about elections issues and campaign-related events. Moreover, candidates also utilized 

mobilization strategies in order to increase voters’ participation (Conway et al., 2013). The Twitter style of House 

candidates in the 2012 elections was mainly that of broadcasting information about campaign, media references and 

candidates’ opinion on issues (Evans et al., 2014). More recently, examining the use of Twitter by Spanish 

candidates in the 2014 European Parliamentary election, Ramos-Serrano et al. (2016) found that Twitter is still used 

by candidates as a one-way vehicle to inform voters about their positions, party stance, to critique as well as to 

promote their campaigns. 

It should be noted that although the majority of the studies show a clear pattern towards one-way communication 

strategies in Twitter, a number of studies reveal a trend – small in scale – with respect to the use of the interactive 

features of Twitter. Graham et al. (2013) found that despite the dominance of broadcasting strategies almost 3 out of 

10 tweets of British candidates during the 2010 General elections were reciprocal through which candidates tried to 

increase public engagement. Goldbeck et al. (2009) examining the tweeting behavior of US Congress members 

revealed that the majority of tweets were links to articles, and posts about the professional as well as the personal 

activities of politicians (e.g., events, upcoming activities). However, they found evidence of interaction in the 

Gongress members’ accounts since a number of tweets involved direct communication between them and their 

constituencies. Similarly, Kruikemeier (2014) found that two main strategies implemented by Dutch candidates on 

Twitter during the 2010 general elections were personalization and interactivity. Specifically, candidates posted 

information about their personal life, their thoughts and emotions as well as their professional activities. In addition, 

significant number of tweets was also interactive in nature since they included mentions (@id) of politicians to 

others.  

Taking into consideration the results of the previous studies on the tweeting strategies of political candidates the 

present study will try to address the following research questions: 

RQ1: What are the main tweeting strategies used by Greek politicians during the period between the July 2015 

referendum and the national elections in September 2015? 

RQ2: Are Greek candidates pursuing mainly broadcasting strategies and in a lesser extent interactive and 

mobilization strategies? 

The Effect of Twitter Campaigning and Electoral Competition: Equalization versus Normalization 

The increased use of Internet on political communication has attracted the interest of scholars who tried to delineate 

its effect on the dynamics of electoral competition by testing two hypotheses: equalization and normalization. 

Equalization hypothesis posits that new media “equalizes” the competition among political actors (Strandberg, 

2013) and helps underprivileged candidates/parties such as challengers as well as new parties with small size and 

lack of resources to compete on an equal basis with incumbents and established parties and create effective online 

campaigns (Klinger, 2013). On the other, hand the normalization or the “no-change” hypothesis (Strandberg, 2013) 

argues that the web reflects in a large degree the offline communication patterns where political “elites”, large and 

older parties are more likely use the new media in their campaigns as well as to execute sophisticated online 

campaigns since they have the resources, and probably their campaigns are created and managed by professional 

staff (Gibson and Ward, 2009). Early conceptual or theoretical in nature studies on online political communication 

tend to support the equalization hypothesis (Southern, 2015). However, later empirical studies rejected the 

equalization hypothesis since established political figures/parties were found to still dominate in the web (Margolis 

and Resnick, 2000). The advent of social media has re-opened up the possibilities for “underdogs” (Larsson and 

Moe, 2014) to take advantage of the interactive features of web 2.0 tools. However, research so far has provided 

inconclusive findings regarding social media’s equalization or normalization effect (Strandberg, 2013) on political 

campaigning.  
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A significant number of studies confirm the normalization hypothesis by investigating the use of social media by 

political candidates or parties. Specifically, Klinger (2013) examining the use of Facebook by Swiss political parties 

during the 2011 elections found that larger parties executed more effective Facebook campaigns than smaller 

parties. In another study, Strandberg (2013) found that incumbents as well as high-profile candidates were more 

likely to use social networking sites during the 2011 Finnish Parliamentary elections compared to challengers. In a 

similar vein Koc-Michlaska et al. (2016a) examined the use of Web 2.0 tools by candidates from four countries 

(France, Germany, Poland, and United Kingdom) running for the European Parliamentary elections in 2014. The 

study’s data supported to a large extent the normalization hypothesis since candidates from major parties with 

highest resources such as major or minor parliamentary parties as well as major fringe parties adopted web 2.0 tools 

and used them in an interactive manner and as means to mobilize voters in a higher extent compared to minor fringe 

parties. Outside the European context, Lev-On and Haleva-Amir (2016) found evidence that supported the 

normalization hypothesis regarding the use of Facebook by candidates who contested for the Israeli Parliamentary 

Elections in 2015. In particular, candidates from dominant parties who had realistic chances to be elected were more 

active on Facebook that peripheral parties.  

In contrast, other studies on social media political campaigning are supportive of the equalization hypothesis. 

According to Bruns and Highfield (2013), smaller parties are more likely to adopt social media in order to get their 

messages to their target voters compared to major parties which receive offline media coverage. Gibson and 

McAllister (2015) noted that the web through social media starts “re-balancing if not equalizing” the dynamics of 

electoral competition since they found evidence that Australian candidates originated from minor parties used social 

media to a greater extent during the pre-election periods between 2001 to 2010 compared to their counterparts. The 

“re-balancing” effect of social media was also evident in the study of Evans et al. (2014) for the 2010 House race. 

Although, incumbents and major parties were more likely to adopt Twitter, challengers and third-party candidates on 

the other hand used more interactive styles of Tweeting such as mobilization and user interaction.  The study of 

Larrson and Kalsnes (2014) about the use of social media (Facebook and Twitter) by politicians from Norway and 

Sweden showed that young opposition candidates were more active users of social media than older, high-profile 

candidates of governing parties. Furthermore, Magin et al. (2016), examined Facebook campaigning during the 2013 

German and Austrian national elections. They argued that small parties use more extensively mobilization strategies 

in order to overcome their limited resources and to engage their voters compared to larger parties.  

Regarding the impact of Twitter on whether it fosters normalization or equalization of political communication, 

again studies have found inconsistent and contradictory results. Confirming the normalization hypothesis, Vergeer 

and Hermans (2013) found that Twitter usage during the 2010 Dutch general elections was greater for candidates 

from established and larger parties. Similarly, normalization dominated the Twitter political communication of 

candidates from the 28 member of the European Union during the 2014 European Parliamentary elections (Koc-

Michlaska et al., 2016b). However, in the majority of the examined studies, the equalization effect seems to be 

prevalent in Twitter campaigning. Supporting the equalization thesis the study of Larsson and Moe (2014), in 

Norwegian context (elections 2011 and 2013) revealed that politicians from minor and marginal parties labeled as 

“underdogs” tweeted more extensively than their privileged counterparts. Rauchfliesch and Metag (2015) also found 

evidence towards the equalization effect of Twitter in political communication in Switzerland. More precisely, 

weaker parties with limited resources and a social democratic ideology had a more active presence on Twitter. In 

Spain, the use of Twitter by parties during the pre-election period of the 2014 European Parliamentary elections 

favored minor and left-leaning parties which used the medium in a more interactive manner while established and 

conservative parties used it in a traditional way by providing campaign related information (Ramos-Serrano et al., 

2016).  

These inconsistent results regarding the effects of social media and Twitter in particular on political communication 

call for further research in different contexts. Thus, contributing to the debate about the normalization/equalization 
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effect of social media (i.e., Twitter) on electoral competition the present study will try to address the following 

research questions: 

RQ3: Which candidates/parties are the most active on Twitter? 

RQ4: Are there differences between the parties in the communication strategies used on Twitter? 

Methodology  

In order to achieve the study’s objectives and address the research questions a multi-phase methodology was used. 

First, list of the Twitter official accounts of politicians from the national-seat holding parties was determined 

through searches on Twitter and Google search engine. Next, a hand-coded content analysis was conducted to tweets 

of politicians who had official and active Twitter accounts. The data collection was limited to the tweets that were 

posted from the 5
th

 of July 2015 (the day of the Greek Bailout Referendum) to the 20
th

 of September 2015 (the day 

of the elections). It should be noted that the examined period was chosen since it covers the period after the 

referendum that was characterized by intense political instability as well as the pre-election period that started from 

20
th

 of August until the 20
th

 of September.  

The unit of analysis was an individual tweet. First, for each tweet we collected information regarding the features of 

the tweet; whether it included links, photos, videos, simple text, and mentions (@id) to other users. Each tweet was 

also classified based on its type: re-tweet or original tweet. Note that, re-tweets were excluded from the sub-sequent 

content analysis. Next each tweet was classified only in one of the fifty-five sub-categories that will be described in 

the following section. These sub-categories were grouped into 9 broader categories.  

Coding Scheme 

In order to develop the coding scheme of the study, a literature review was conducted. After a careful consideration 

of the coding schemes that have been used by previous studies regarding political campaigning on Twitter (e.g., 

Graham and Broersma, 2013; Goldbeck et al., 2012; Evans et al., 2014; Graham et al., 2016; Conway et al., 2013; 

Kruikermeier, 2014; Macnamara and Kenning, 2011; Aharony, 2012; Raynauld and Greenberg, 2014) an eleven-

category coding scheme was used in the present study, as follows: 

1. Campaign: tweets related to the campaign of politician: advertisements, celebrities endorsing the 

politician, photos of citizens supporting the politician, references to opinion polls, speeches, non-media 

interviews, meetings, photos of politician talking to the citizens on the street, events, photos of volunteers, 

live-streaming of videos, links to other social media accounts of the politician, and (b)  

2. Media: tweets about the media appearances of politician: media interviews, debates, appearances on 

TV/Radio shows, media references to politician, statements on media. 

3. Locations: messages about visits to locations, cities, and trips.  

4. Activities: tweets about professional activities of politicians, photos that show the politician working 

5. Attack: entries where politicians attack basic opponents, the government, or others. 

6. Personal Messages: posts in which the politician congratulates or thanks others, shares his opinions, 

emotions and thoughts for non-political issues,  makes statements about important dates (national days). 

Moreover, this category includes tweets such as wishes, humorous messages, biographical information, 

information about personal accomplishments, downloading material, and links to articles about non-

political issues.  

7. Information and Political Stance: This category is related to posts about the politician’s opinions, 

statements, and announcements to political issues, links to articles with political content, information about 

current affairs, and links to statements of the prime minister or other politicians.  

8. Direct Communication: tweets that include mentions (@id) to other politicians or citizens. 

9. Dialogue: tweets in which the politician replies to other politicians or citizens.  
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10. Requests for actions: messages where the politician calls for volunteers, donations, asks for vote, invites 

citizens to campaign events, asks citizens to visit another webpage or link, and to participate online by 

sharing content. 

11. Requests for feedback: this category includes requests to citizens’ to submit their opinions, to take a 

survey, to participate in discussions, and to participate or create a forum. 

Results 

Of the 300 politicians (members of the Hellenic Parliament), 136 had Twitter accounts (45.3%). However, 32 

accounts were not included in the analysis since they were either inactive or private. It should be noted that the 

politicians of the Communist Party of Greece KKE were not included since they did not have Twitter accounts. In 

total, 21,638 tweets were collected. Of those tweets 3,145 were re-tweets of other users’ posts and were not used in 

the subsequent content analysis. Table 1 presents the features of the tweets. Candidates showed a preference towards 

tweets that included links to other media (47.5%) or tweets that contain simple text (32.5%). Multimedia such as 

photos and videos were utilized only to a minor extent. Another important finding is the fact that a number of 

politicians are using the hashtag symbol (#) (15.2%) as means to coordinate public discussion under a certain topic 

and create topical Twitter communities (Bruns and Burgess, 2011). 

Table 1. Features of Tweets  

 No. of 

Tweets 

Percent of 

Tweets 

Links 10,273 47.5% 

Simple Text 7,027 32.5% 

Photos 1,317  6.1% 

Videos 988  4.6% 

Hashtags 3,288  15.2% 

 
Table 2 presents the communication strategies that were utilized by Greek politicians during the examined period. 

Table 2. Tweets by Category  

Category 
Number of 

Tweets 

Percent of 

Tweets 

Campaign 2035 11% 

Media 2260 12.2% 

Locations 328 1.8% 

Activities 381 2.1% 

Attack 4701 25.4% 

Personal Messages 982 5.3% 

Information/Political Stance 5476 29.6% 

Direct Communication 73 0.4% 

Dialogue 1623 8.8% 

Requests for Actions 611 3.3% 

Requests for Feedback 23 0.1% 

 
Regarding the first research question, findings indicate that politicians mainly used twitter to: (a) inform their 

followers about their political positioning (29.6%), (b) attack and criticize their opponents (25.4%), (c) boost their 

offline traditional campaign by posting about their activities and appearances on traditional media (12.2%), and (d) 

promote other campaign-related messages (11%). To a lesser extent, politicians tried to engage in dialogue by 

responding to tweets since 8.8% of the tweets were replies of politicians to other users. In contrast to the findings of 

Kruikemeier (2014) Twitter was not used for personalized campaigning as posts about locations (1.8%), activities 

(2.1%) and non-political personal messages (5.3%) accounted for a small percentage of politicians’ tweets. 
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Politicians also avoided the initiation of conversation with other users through the use of the mention function 

(@id). The strategies of mobilization (e.g., requests for actions, volunteers, donations, and votes) and collaboration 

(requests for feedback and opinion sharing) were utilized in a low level and tweets belonging to these strategies 

accounted only for the 3.4% of total tweets. 

Addressing the second research question, the present study found that Greek politicians after the referendum of July 

7 and during the pre-election period of the September 2015 general elections mainly pursued broadcasting strategies. 

Twitter was mainly used to promote an opponent-focused negative campaign and as a supplement to boost the 

traditional campaign activities of politicians. Although, broadcasting one-way strategies dominated, it should be 

noted that a certain amount of tweets could be characterized as interactive and dialogic in nature. Thus, results 

suggest that there is an underlying trend of Greek politicians taking advantage of the interactive features of Twitter 

such as the reply function, a trend that is expected to grow in the years to come.  

Regarding the third research question, Table 3 shows the Twitter activity (number and percentage of tweets) per 

party. Based on the raw number of tweets, politicians from the main opposition party (New Democracy) were the 

most active on Twitter (7,074 tweets) followed by the extreme right party – Chrysi Avgi (4,888 tweets), the leading 

party of SYRIZA (3,268 tweets) and the parties of Democratic Coalition (2,934 tweets), and Potami (2,361 tweets). 

Hence, the findings do not show a clear pattern supporting the equalization or the normalization hypothesis. Instead 

evidence supporting both hypotheses was found. For example, candidates from large parties (Vergeer and Hermans, 

2013) such as New Democracy and SYRIZA proved to be extensive Twitter users while an important number of 

candidates’ from smaller parties like Chrysi Avgi, Democratic Coalition, and Potami were also high-end users of 

Twitter. Similar to the arguments of Gibson and McAllister (2015), social media like Twitter seems to “balancing if 

not equalizing” the electoral competition. Moreover, looking closer at the findings, it can be argued that the main 

opposition party (Larsson and Kalsnes, 2014) (New Democracy) and far right-wing parties (Lilleker and Jackson, 

2011) (Chrysi Avgi) are the most active Twitter users.  

Table 3. Twitter Activity per Party 

Party 

Number of 

Tweeting 

Politicians 

Number of 

Tweets 

(Percent) 

SYRIZA (Coalition of the Radical Left) 39 3,268 (15.1%) 

New Democracy  34 7,074 (32.7%) 

Democratic Coalition 12 2,934 (13.6%) 

Laikos Sindesmos – Chrysi Avgi (People’s Association – Golden Dawn) 8 4,888 (22.6%) 

Anexartitoi Ellines (Independent Hellenes) 3 654 (3.0%) 

 Union of Centrists 1 459 (2.1%) 

To Potami (The River) 7 2,361 (10.9%) 

Total 134 21,638 (100,0%) 

 

The above findings are further confirmed by taking into consideration the profile of the most active candidates on 

Twitter (Table 4). Results suggest that the distribution of tweets was skewed since only ten politicians (out of 136) 

accounted for almost half of the tweets. The characteristics of these high-end users also indicate that both 

normalization and equalization are occurring in Twitter usage. Specifically, on the one hand, supporting 

normalization, amongst the most active users of Twitter are incumbents, high-profile politicians (elites) originating 

from large parties such as Georgiadis Adonis, Koumoutsakos Georgios, Tsipras Alexis, and Mpolaris Markos, 

Loverdos Andreas and Evangelos Venizelos. The latter two candidates were previously members of the Panhellenic 

Socialist Movement (one of the two largest parties in Greece along with New Democracy until 2011). On the other 

hand, supporting equalization, other high-end users originated from minor parliamentary parties such as Chrysi Avgi 

and Potami which have managed to enter the Hellenic Parliament only recently.  
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Table 4. The Top Ten High-End Users of Twitter 

 Party  Number of 

Tweets 

Percent  of 

Tweets 

Georgiadis Adonis New Democracy 2,300 10.6% 

Mparmparousis Konstantinos Chrysi Avgi 1,694 7.8% 

Panagiotaros Ilias Chrysi Avgi 1,354 6.3% 

Maurotas Georgios Potami 1,259 5.8% 

Koukoutsis Dimitrios Chrysi Avgi 1,188 5.5% 

Koumoutsakos Georgios New Democracy 733 3.4% 

Loverdos Andreas Democratic Coalition 603 2.8% 

Venizelos Evangellos Democratic Coalition 544 2.5% 

Tsipras Aleksis SYRIZA 543 2.5% 

Mpolaris Markos  SYRIZA 528 2.4% 

 

Next, addressing the fourth research question, and to examine whether the seven parties of the Greek parliament 

differed in the communication strategies used by candidates on Twitter a chi-square was performed. Based on the 

results, candidates from the seven parties differed significantly (p<0.05) in the strategies they pursued [χ2 (18, 

N=18,493)=4,443.47, p=0.000]. Table 5 presents the Twitter strategies used by each party. 

 

 

 

Table 5. Twitter Communication Strategies by Party 

 SYRIZA New 

Democracy 

Democratic 

Coalition 

Chrysi 

Avgi 

Anexartitoi 

Ellines 

Union of 

Centrists 

Potami 

Campaign 433 494 149 697 44 88 130 

Media 391 1201 204 131 63 137 133 

Locations 53 186 13 50 11 2 13 

Activities 48 131 16 163 8 1 14 

Attack 274 1597 933 1432 69 99 297 

Personal Messages 68 312 58 300 42 5 197 

Information/Political Stance 845 1650 599 1899 83 49 351 

Direct Communication 1 42 11 3 2 1 13 

Dialogue 23 689 206 5 42 55 603 

Requests for Actions 158 133 71 189 9 19 32 

Requests for Feedback 3 6 1 1 2 2 8 

 

The dominant strategies used by the left leaning governing party – SYRIZA – was that of political positioning and 

provision of information. Moreover, emphasis on the campaign and support of the offline media activities was 

another characteristic of the Twitter style of this party. New Democracy – the main opposition party – focused on 

providing information and revealing its political stance along with a more aggressive strategy by attacking its main 

opponent – SYRIZA. Similar pattern in the tweeting behavior was found for candidates of the far-right wing party – 

Chrysi Avgi. It should be noted, that New Democracy also implemented to a significant extent the strategy of 

dialogue. Attacking the opponents was the dominant strategy of the Democratic Coalition party (a centre-left 

socialist party) followed by information provision and political positioning. Interestingly, an important strategy used 

by this party was dialogue. Potami – a rather new and small social liberal centrist party with a European orientation 

– represents an interesting case since the main strategy implemented on Twitter was dialogue followed by 

information broadcasting/political positioning and attacks on the opponents.  

In general, information provision and political positioning proved to be the most popular strategy that was pursued 

by the majority of the parliamentary parties. However, the size and political personality of the party seems to 

account for the difference in the strategy to be pursued. For example, aggressive strategies such as attacking are 

most likely to be used by the main party in opposition and parties with a far-right political position. More 
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participatory styles of campaigning such as requesting actions are likely to be implemented by large parties such as 

SYRIZA and New Democracy in order to increase voters’ participation in elections and boost their base of electoral 

support. This strategy also could be pursued by extreme far-right parties like Chrysi Avgi that might want to attract 

and recruit new followers and volunteers. In addition, a dialogic Twitter style of campaigning is related to the main 

opposition party (New Democracy) which on the whole tries to pursue a more sophisticated Twitter campaign, as 

well as new parties like Potami which try to cultivate reciprocal relationships with voters. 

 

Conclusions  

 

The present study examined the tweeting behavior of Greek politicians for the period between the 7
th

 July 

referendum 2015 and the 20
th

 September General elections, to identify the main communication strategies pursued 

on Twitter and examine whether the normalization/equalization effect is evident on Twitter activity and strategies 

used by politicians.  

Consistent with the majority of studies about Twitter campaigns (e.g., Macnamara and Kenning, 2011; Ramos-

Serrano et al., 2016; Poulakidakos and Veneti, 2016) findings indicate that Twitter was used by politicians mainly as 

a one-way vehicle to differentiate candidates regarding their political position as well as to attack their opponents 

and boost their offline campaigns. However, it is noteworthy the fact that a trend was revealed towards more 

dialogic types of strategies, similarly to the findings of other studies (e.g., Goldbeck et al., 2009; Graham et al., 

2013; Kruikemeier, 2014). 

Another important conclusion of this study is the fact that there was not a clear pattern regarding the 

normalization/equalization effect in the tweeting activity of politicians and the strategies pursued. More precisely, 

candidates from large as well as minor parties proved to be active Twitter users. Hence, Twitter seems to be an arena 

that is represented in an equal manner by all parties of the Parliament. In addition, more sophisticated campaigns in 

terms of participation and dialogue were utilized by major as well as minor parties. Perhaps the 

normalization/equalization effect in Twitter campaigning would have been identified and supported more clearly if 

the sample had included politicians of other parties that run for the September 2015 elections but did not make it to 

parliament. Moreover, since this study is a research in progress, we intend to examine, the effectiveness of the 

different communication strategies in terms of users’ online engagement in the near future.  
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Abstract 

The abuse of alcoholic beverages (beer, spirits and wine), also included in Agenda 2030 as one of the limits to the 

sustainability of well-being, results in considerable social and economic repercussions due not only to the increase 

in health spending but above all because of Of the loss of productivity arising in recent years especially from the 

youth component of human capital. Although the health benefit of a moderate consumption of wine is widely 

studied, the damage caused by its abuse is not so well known, and because the communication strategies 

implemented by the companies tend to make full use of only the positive aspect. From this point of view, starting 

from the health effects of wine consumption (both in case of abuse and in moderation) the paper provides the design 

of a web communication strategy to promote for Young people a culture of drinking in a sustainable way. 

Keywords: Wine; well-being sustainability; responsible communication; web strategy 

 

1. INTRODUCTION 

 
Wine, along with beer and spirits, as an alcoholic beverage is observed by the World Health Organization, which 

recognizes as priority of public health “the prevention and reduction of harmful use of alcohol” (WHO, 2006; 2010; 

2014). But this issue is also being viewed by other international and national bodies. Alcohol abuse, in particular, is 

included among the limits to the sustainability of well-being by Agenda 2030, the action plan for people, the planet 

and prosperity signed in September 2015 by the governments of the 193 UN member states. 

Indeed, within the goals 3 “Ensuring the health and well-being for everyone and for all ages”, a specific target (the 

3.5) consists in strengthening the prevention and treatment of substance abuse, including abuse of drugs and the 

harmful use of alcohol. This last, more precisely, results in considerable social and economic repercussions, not 

only because of the increase in health care costs but, above all, due to the loss of productivity resulting, especially 

in recent years, from the youth component of human capital. 

The Organization for Economic Cooperation and Development (OECD) in 2015, for example, has published a 

report titled “Tackling Harmful Alcohol Use: Economics and Public Health Policy” that provides a detailed analysis 

of trends and disparities social issues related to alcohol consumption. It also offers an extensive evaluation of 

health, social and economic consequences of the main policy options to counter the damaging effects of alcohol in 

three OECD countries (Canada, Czech Republic and Germany), extrapolating political indications applicable to a 

wider audience of countries (OECD, 2015). Among these indications, a special role is assigned to awareness 

campaigns on the use of alcohol. 

Although the health benefit of a moderate consumption of wine is widely studied, the damage caused by its abuse is 

not so well known, and because the communication strategies implemented by the companies tend to make full use 

of only the positive aspect. This "market defect" can be filled with sustainable governance actions that imply the 

implementation of communication strategies aimed at increasing a moderate consumption of wine in particular of 

young people. This strategy is indispensable to finally create a clear distinction between the wine product as an 

alcoholic drink indiscriminately consumed by young people and wine product as a source of value for the 

territories, businesses and society as a whole. 

In such optics, this paper firstly aims to highlight the health effects of wine consumption (both in case of abuse and 

in case of moderation) and secondly to provide the design of a web communication strategy to favor among Young 

people a culture of drinking in a sustainable way. 
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2. WINE, HEALTH AND WELL-BEING SUSTAINABILITY 

 
Well-being sustainability is influenced in several ways from an harmful consumption of wine. Several studies have 

certainly explored the complex relationship between moderate consumption of wine and health highlighting the 

benefits on this latter.  

In fact, this relationship has been the focus of a long series of studies from which, for example, emerges that the 

consumption of wine in moderate doses, fish, and legumes in the context of a Mediterranean diet particularly 

improves HDL functions in high cardiovascular risk individuals. So, wine consumption is analyzed with respect to 

the issue of diabetes, obesity, cancer (focusing on the  chemo-preventive effects of wine polyphenols) and metabolic 

syndrome; but also with respect brain health considering the effects on cognitive decline and neurodegenerative 

diseases (de Lorimier, 2000; Pozo-Bayón et al., 2012; Misso & Mariani, 2016). 

All these studies have been conducted precisely in order not to demonize the consumption of wine and enhance its 

health benefits and production characteristics, thereby defining the boundaries between the responsibilities of 

producers and those of consumers. 

The border between the producer responsibility to promote and communicate his wine and consumer behavior in 

exceeding or moderate the consumption of that product is clearly well-demarcated on the following factors: 

- freedom and voluntariness of the consumer in the individual choices of consumption of alcoholic beverages; 

- rationality in consumer preference for wine; 

- the consumption of wine in food habits and the social sphere. 

 

Table 1. Effects on well-being sustainability of harmful and fair use of wine 

Harmful use of wine Fair use of wine 

1. Loss of productivity 
1. Reduction of cardiovascular and 

neurodegenerative diseases 

2. Increased cost for health care 2. Increase of social and individual welfare 

3. Increase of victims of road accidents 3. Improvement of youth well-being 

4. Disabilities 4. Economic strengthening of wine chain 

5. Children born with fetal alcohol disorders 

(fasd)  

6. Victims of violence 
 

Source: our elaboration 

 

Compared to these factors, however, there is information that, if properly conveyed could produce positive 

externalities on society by allowing wine company to "monetize" the benefits coming just  from these information 

actions. In fact, the wine business may have an economic interest in investing in a Communication "positive" of 

wine that enhances the benefits to health from a moderate consumption; while a "negative" communication is seen 

by the company itself as a dual cost. The first cost is represented by the loss of consumers while the second is 

represented by the cost of production information. 

In other words, we could say that there is a "market failure" if the wine produced is consumed inappropriately; 

defect that no longer belongs to the market if only to the extent that the wine enterpreneur feels responsible to 

society and for philanthropy wants to contribute to the improvement of society to which addresses its product. 

To address this market failure then it is called the territory, with all its stakeholders (the local government in the first 

place, the world of research and training, citizens, businesses) that, through a calibrated governance over the private 
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interests may determine the fulfillment of a superior interest to increase the knowledge of the effects of wine on 

health, especially among young people, causing them to more responsible behavior (Smith & Mitry, 2007; Misso & 

Catullo 2012). 

 

3.  A RESPONSIBLE WEB COMMUNICATION STRATEGY FOR YOUNG CONSUMER OF WINE IN 

CAMPANIA REGION 

 

The Italian Institute of Statistics (Istat), has observed that in Italy wine is consumed by the 51.7% of the population 

aged 11 and over that has consumed alcohol in 2016, while 47.8% consumes beer and 43, 2% alcoholic aperitifs, 

bitter or spirits. The over sixty-year-old people (36.2% men and 8.3% women), the 18-24 year olds young people 

(22.8% and 12.2%) and adolescents of 11-17 years (22.9% and 17.9%) exceed in consumption of alcoholic 

beverages with respect to the recommendations of the Ministry of Health. Young people (18-24) are the most at risk 

for binge drinking, most commonly during socializing, as reported by 17.0% of young people (21.8% of males and 

11.7% of females). 

In this context, communicating wine is not a priority or the interest of the individual producer or an already well-

organized supply chain but rather it becomes a strategic priority for those local institutions that want to really mark a 

change of step in increasing the well-being of its citizens, especially young people.  

For the Campania, an Italian region with a traditional vocation to viticulture and with several enterprises well-known 

in all the world, it is important to define a limit between wine like alcoholic beverage and wine like expression of an 

exclusive territory and excellent production. This aim can be achieved only empowering the young people on their 

choise of beverage. 

In modern societies, in which internet has become 'the key to success' for businesses, as it offers various advantages 

and benefits in e-commerce through e-marketing, the most appropriate tool to reach young people will be a web 

application able to "push through" complete messages about wine (Tsekouropoulos et al., 2012a; Lockshin & Corsi, 

2012; Müller, 2004). 

Starting from this consideration, for sustainable aware wine consumption from young people of Campania Region, 

in Italy an integrated web communication strategy has been developed within the research project financed with the 

funds. r.l. 5/2002 - financial year 2008 - entitled "Corporate social responsibility in the wine sector, public health 

and communication strategies" (Scientific coordinator Prof. Rosa Misso). 

In particular this strategy has provided: 

1. The design of a logo to communicate the moderate choice in wine consumption (fig. n.1);  

2. The design, development and content of CHOOSEYOURHEALTH website (fig. n.2); 

3. The implementation of the strategy by the main tools for the wine consumption. 
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Figure 1: The logo to communicate the moderate choice in wine consumption 

Source: Alfredo Marotta creation 

 

 
 
Figure 2: The design, development and content of CHOOSEYOURHEALTH website 

Source: Alfredo Marotta creation 

 

Several tools have been thought to tune the young people with the message: “Connect with your health” :an app (fig. 3) and the 

press of the logo on the wine glass to be used specially in the wine bar (fig. 4). 
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Figure 3: The CHOOSEYOURHEALTH app 

Source: Alfredo Marotta creation 

 

 

 

 
Figure 4: The press of the logo on the wine glass to be used specially in the wine bar 

Source: Alfredo Marotta creation 

 

4.  FINAL REMARKS 

 
Today more than ever, it is advisable to intervene in the territories with communication strategies that emphasize the 

ethical value of information to be especially sent to young people, as their well-being is a real lever for the future. A 

greater awareness of young people in their choices of wine consumption is indispensable not only in terms of social 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

460 
 

impact in order to reduce the damage caused by an excessive consumption but above all to prevent future 

generations from considering wine as simply an alcoholic beverage, neutralizing the efforts and the successes that 

the whole viticultural chain, especially in Campania, has managed to achieve in the markets and society. The 

Campania Region's task at this point is to start a governance strategy that will ensure that all stakeholders (wine 

shops, wine bars, restaurants, conservation organizations, wine-growing companies) adopt 

"CHOOSEYOURHEALTH". 
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Introduction 

The Greek unprecedented recession plaguing the Greek people and businesses has created in recent years a strong 

trend towards the internationalization of both existing businesses and start-ups. Start-ups either turn directly to 

international markets or within a very short time they attempt international expansion for better prospects and higher 

profitability. According to European Startup Monitor (ESM), startups are defined by three characteristics: 1) 

Startups are younger than 10 years 2) Startups feature (highly) innovative technologies and/or business models 3) 

Startups have (strive for) significant employee and/or sales growth (ESM, 2016). 

The internationalization patterns of start-ups, which are usually small and specialized knowledge – intensive firms, 

are often different from those of larger companies operating in more mature service or manufacturing industries 

(Kuivalainen et. al, 2012; Coviello & Munro, 1995; Knight, 1997; Knight & Cavusgil, 2004; McDougall, Shane, & 

Oviatt, 1994; Moen & Servais, 2002).). There are several studies that examine the internationalization patterns of 

start – ups. However, there is limited literature concerning the internationalization patterns of Greek start –ups. The 

successful internationalization of Greek start-ups nowadays is crucial. Taking under consideration the long lasting 

economic crisis in Greece, the developmental role that the Greek start-ups can play is of great importance. 

 

The main purpose of this paper was to investigate: 1) the entry mode choices of Greek start-ups 2) the motivational 

factors to enter international markets and 3) the obstacles Greek start-ups may face towards internationalization. 

 

Methodology  

Primary data were collected from questionnaires sent to start-ups that have export activity. Regarding the sampling 

method, random selection was followed between the sectors of Manufacturing and Services, so that there are equal 

chances for all. The size of sample was set at 50 companies, twenty of which operated in the service sector and thirty 

in manufacturing. Among them, 45 companies were small as they had fewer than forty-nine (49) employees. The 

research period was initially set at twenty five working days, but due to lack of response from companies, in 

conjunction with the fact that many were closed or had transferred their headquarters, the project implementation 

time was extended to three months, from April to June 2016. 

The questionnaire consisted of 14 closed questions characterized by clarity, simplicity and objectivity, and it is 

divided into three thematic sections: general questions, specific questions and evaluation. On a 5-point Likert Scale, 
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the answers were measured as: 5 denoting “Strongly Agree” and 1 denoting “Strongly Disagree”, i.e. the score 

grows in proportion to the degree of agreement. 

Finally, the data was processed with the help of the SPSS 20 statistical package (Statistical Package for Social 

Sciences) for further analysis of responses in order to obtain useful conclusions. 

 

Conclusions 

Concerning the phase in which Greek start-ups currently are, the conclusion is that they choose the permanent 

export activity through representatives and the occasional export activity, although there are several drawbacks in 

these methods, e.g. there is a wage cost for the dealers/ importers, or a check review by the company itself 

depending on the methods of promotion and positioning in the target market. This fact could be described as one of 

the fears of start-ups. On the contrary, very few of them choose exports through sales branches in a foreign country.  

Regarding the internationalization strategies chosen by start-ups, the main conclusion is that they do not prefer the 

acquisition option, as only 2% of the respondents answered positively, considering the high cost of investment and 

the financing of previous debts as the main disadvantages. Furthermore, only 2% of the respondents choose wholly 

owned subsidiaries, as there are high investment costs, administrative costs and large adjustment time is required. 

On the contrary, most companies opt for a strategic alliance at 18%, as there is a risk-cost allocation of the 

investment amount. Additionally, 12% of start-ups choose to export through intermediaries, because they need the 

help of experienced and qualified persons and they are gradually given the opportunity to learn the characteristics 

and the peculiarities of the new market.  

As far as the evaluation of the real incentives that motivate start-ups to expand internationally is concerned, the 

conclusion derived is that the main incentives for international expansion are the pursuit of higher sales and profits 

and the access to a larger market, since the main business objective is to increase profitability. However, to achieve 

this objective, it is not sufficient to act only within the national borders. On the contrary, excess capacity seems to be 

the least important incentive for the internationalization of start-ups.  

Concerning the evaluation of the factors that prevent Greek start-ups from daring the international expansion, the 

conclusion is that late payments from foreign customers are the biggest obstacle, as funds are required to be able to 

provide credit to their customers. Additionally, the complexity of distribution networks is a thorn for the 

international expansion of start-ups, while they do not seem to be affected by the risks of exchange rate fluctuations.  

Finally, regarding the parameters of the target country, it is evident that the expected potential profits hold the 

largest evaluation rate, averaging 4.88. On the contrary, Greek start-ups do not show great interest in the similarity 

of the target market to the domestic market. 
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Purpose–Reasons/aims of paper 

Aim of the study is to develop a model delineating customer perceptions on wedding marketing strategies in 

Kaohsiung, Taiwan.Main objective of this paper is to analyze a category of special events: the wedding market 

sector in Kaohsiung, Taiwan by examining how they attract consumers regarding their marketing strategies using 

the method of fuzzy-set Qualitative Comparative Analysis (fsQCA).   

Research–Methodology 

Based on a survey to married, in relationship and singles local citizens of Taiwan the relationships between 

impressions, importance, push factors with  decision making was explored. To test the hypotheses of the proposed 

model a primary research study was conducted employing a mall intercept technique via distribution of a self-

administered questionnaire within a cross sectional on-site field research context. A fsQCAmodeling approach 

technique was employed in order to measure, estimate and confirm the different casual paths constructs, as well as 

to test the significance of the paths between different segments of the wedding industry.  

Findings–Conclusions 

Our findings reveal that the presence of importance, push factors and decision making determines the level of 

consumer perception performance. However, impressions do not show significant impact on consumer perceptions. 

Originality/value –  

A new model is developed related to related to wedding costumer perception, impressions, importance, push and 

pull factors and decision making. More of that this model was applied on a different types of wedding segments 

which makes it unique as up to our knowledge no other model examine those factors. More of that, the proposed 

model was evaluated with a contemporary method such as fuzzy set/Qualitative Comparative Analysis (fsQCA) 

which wasn’t used in the past to explore the factor of a wedding related model.  

1. INTRODUCTION 

Understanding different factors that affect the environment of an organization is highly important to create different 

marketing strategies (Varadarajan 2010, Bang, Joshi et al. 2016). Lin and Wu (2010) say usually how you use your 

resources and capability is important to sustain a competitive advantage in its environment. That is the reason why 

enhancing marketing critical resources will affect how a company is situated on an environment as it can create a 

stronger position in the marketplace (Hooley, Greenley et al. 2005).Wedding business provides services and sells 

wedding products to people who get married. Wedding services include wedding schemes, wedding etiquette, 

providing wedding hosts, photography, making videos, and holding wedding. Wedding stores have comprehensive 

services for the people who get married. Holding a wedding involves many practical matters to do. Customers come 

to the wedding store, and the store arranges everything for the customer. (Wu, 2012).With reference to Nutt (2007), 

setting up usually starts by setting a date. This is not a simple task, as the planner must choose a date which is not 

only convenient for the couple but also for the guests. A wedding is a once-in-a-lifetime-experience so it is assumed 

that most couples would prefer this event to be witnessed by their entire intended guests. Subsequently, the type of 
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ceremony would have to be finalized as well because this will indicate whether the wedding is formal or semi-

formal, big or small (Krishnan, 2008).  

Aim of the study is to develop a model delineating customer perceptions on wedding marketing strategies in 

Kaohsiung, Taiwan.Main objective of this paper is to analyze a category of special events: the wedding market 

sector in Kaohsiung, Taiwan by examining how they attract consumers regarding their marketing strategies using 

the method of fuzzy-set Qualitative Comparative Analysis (fsQCA).  A new model is developed related to related to 

wedding costumer perception, impressions, importance, push and pull factors and decision making. More of that this 

model was applied on a different types of wedding segments which makes it unique as up to our knowledge no other 

model examine those factors. More of that, the proposed model was evaluated with a contemporary method such as 

fuzzy set/Qualitative Comparative Analysis (fsQCA) which wasn’t used in the past to explore the factor of a 

wedding related model.  

2. LITERATURE REVIEW 

Setting up a wedding celebration, ranging from the venue, props, foods, and reception can be done by anyone who 

has the patience and time to allocate for the overall operation, as weddings indeed consume much time (reference 

from our journal). Nowadays there are some changes, since parents respect children’s wishes and now couples 

pursue the elaboration, professional, and custom made theme wedding. In Taiwan there many different tribes and 

that is why the same situation occurs for Aboriginal and Hakka. According to Shone and Parry (2004), “weddings 

involve an entire range of services and customers that are making use of these services”. Consumers are influenced 

by some factors which are the price (it is many people most concerned about), quality (the degree of reputation for a 

greater impact), and creativity (derive the planning of wedding planners). To attract more consumers and 

continuously progress to integrate with different industries, Taiwan’s wedding business needs to fully understand 

customer needs, work together to clients and find way to create a competitive advantage.Wedding companies should 

investigate their available resources and capabilities and decide based on a large number of complex factors which 

are the best marketing strategies to select(Wu, Lin et al. 2010).  

 

Seebaluck, Munhurrun et al. (2015) examine push and pull factors for a wedding destination and their findings 

revealed that destination's attributes and destination marketing and promotion encouraged tourists to marry in 

Mauritius. Related to decision making some of the most important issues is employee attitude, cleanliness, and food 

quality on how couples decide to book a banquet for a wedding in Hong Kong(Lau and Hui 2010). They also find 

out that first impression is a catalyst on how people choose a specific company. Few scholars have attempted to 

investigate impression management (Brandon-Lai, Armstrong et al. 2016) and decision making in wedding industry. 

3. METHODOLOGY 

Several researchers claim that structural equation modelling (SEM) and multiple regression analysis (MRA) used in 

hypothesis testing that is connected to net effects estimation may be confusing in some cases especially when we are 

faced with low multi-collinearity (Woodside 2013, Skarmeas, Leonidou et al. 2014, Woodside 2014). However, the 

use of fuzzy logic and fuzzy sets is a recent tool that avoids this kind of problem.  Fuzzy logic was first introduced 

by Zadeh (1965) and fuzzy set form by Smithson 1987. Ragin (2000), introduced fuzzy set/Qualitative Comparative 

Analysis (FsQCA) in the 1990s and subsequently developed FsQCA  software for other researchers. This method 

solves the above mention problem since, as Elliot (2013) mentions, correlation analysis with fsQCA  is enhanced in 

three ways: (1)variables are treated as symmetric-- (2) several solutions can lead to the same result and (3) the 

researcher can focus on combinational effects. A number of researchers have applied this technique rather than the 

standard regression approaches for these reasons (Eng and Woodside 2012, Cheng, Chang et al. 2013, Stanko and 

Olleros 2013, Ganter and Hecker 2014, Skarmeas, Leonidou et al. 2014, Woodside 2014, Leischnig and Kasper-

Brauer 2015).  

As Skarmeas, Leonidou et al. (2014) state, fsQCA  is a method particularly powerful because it allow researchers to 

calibrate partial membership in sets using values in the interval between “0” (non-membership) and “1” (full 

membership) without abandoning core set theoretic principles (Ragin 2008, Ragin 2008, Mendel and Korjani 2012). 

This is the reason that three adjustments must be made when the researcher calibrates the set related points at 0.05 

for full non-membership, at 0.50 for maximum membership ambiguity, and at 0.95 for full membership.This study 

uses the statistical software package fsQCA 2.0 for its analysis. The advantage of fsQCA is that it can cause one or 
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more different combinations which will be tested if they are sufficient to obtain a concrete outcome, for example 

such as X1*~X2*~X3 can be satisfactory for an outcome (Y) where * is union and ~ is absence or negation. 

The data is collected by a self-administered questionnaire to married, in relationship and singles local citizens of 

Taiwan. A primary research study was conducted employing a mall intercept technique. This study issues 500 

questionnaires, from which 426 were valid responses, giving a response rate of 85.02%. Assessing the differences 

between the early and late respondents with regard to the means of all the variables reveals no significant 

differences, suggesting that nonresponse bias is not a significant issue. The early and late respondents showed no 

significant differences on any of the variables, indicating that late respondents do not differ from early respondents 

and the absence of non-response bias. 

In the present study, the outcome was "consumer perception". The antecedents examined, following the necessary 

prior calibration for the fsQCA method, were a series of characteristics such as: “importance”, ‘impression’, ‘push 

factors’, and ‘decision making’. The questions for those measures also correspond to values on a seven point Likert 

scale. 

4. RESULTS 

In this section, we verify whether we can consider any of the causal conditions as a necessary condition of the 

outcome. A condition is necessary when the outcome constitutes a subset of the cases of that causal condition (Kvist 

2007, Fotiadis, Yeh et al. 2016). We also checked consistency scores where “1” indicates that the combination of 

causal conditions complies with the rule in all cases. In our case for our necessary conditions we used an over the 

0.9 threshold to see if a combination of conditions is necessary or almost necessary. Coverage is calculated as a 

score close to “0” will mean that this condition is unimportant. As we can see table 1 the analysis of necessity 

between different causal conditions related to the outcome consumer perception indicates that no condition meets 

the above mention requirements. For that reason, no condition is necessary for the outcome.  

Table 1: Analysis of necessity (±consumer perception). 

 fsout ˜fsout 

 Consistency Coverage Consistency Coverage 

Importance 0.61370 0.71312 0.59672 0.65233 

˜Importance 0.42341 0.52345 0.51222 0.31231 

Impression 0.68467 0.65821 0.67345 0.71221 

˜Impression  0.43512 0.47723 0.42352 0.44124 

Push Factors 0.63231 0.81221 0.65232 0.59423 

˜Push Factors 0.41234 0.46452 0.42343 0.49323 

Decision Making 0.59882 0.63233 0.61223 0.67232 

˜˜Decision Making 0.49823 0.42321 0.39212 0.44321 

Then the next step is to make an analysis of our subset where we can verify the conditions of sufficiency. For that 

reason, we create causal paths which are the combinations of these causal conditions. Based on table 2 we can 

consider that two of the causal paths can be considered as empirically important. Empirical importance stems from 

the degree to which the causal condition or combination of conditions explains the result. And the empirical 

importance is assessed by two scores, the raw coverage and the unique coverage, suggested by Ragin (2006).  

With regard to the first configuration, importance and decision making shows up as an extremely important causal 

condition for customer’s perception. From this combination the results in Table 2 reveals that customer with high 

level of importance and decision making factors present a higher level of positive customer perception in 56% of the 
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cases. From the second solution we can see that high level of push and full factors can offer a positive customer 

perception in 62% of the cases.  

Table 2: Combinations of conditions of sufficiency. 

 

 Solution   

Configuration 1 2 3 

Importance    

Impression ∅ ∅ ∅ 

Push and Pull ∅   

Decision Making    

Consistency 0.89 0.89 0.91 

Raw Coverage 0.56 0.62 0.53 

Unique Coverage 0.18 0.07 0.04 

Overall solution 

Consistency 

0.87   

Overall solution 

coverage 

0.79   

indicate the presence of a causal condition, and ∅ indicate absence,  indicate core conditions. 

 

Customers also with high levels of importance and decision making have a positive perception for the wedding 

companies’ strategies in 53% of the cases.  Our findings reveal that the presence of importance, push factors and 

decision making determines the level of consumer perception performance. An interesting result is that impressions 

do not show any significant impact on consumer perceptions. 

5. CONCLUSION 

This study seeks to develop a model delineating customer perceptions on wedding marketing strategies in 

Kaohsiung, Taiwan. The analysis of necessary condition shows that importance, impression, push and pull factors 

and decision making is not necessary to generate positive consumer perception. As the study reveals three different 

solutions are suggested as possible to create positive customer perception from marketing strategies developed by 

wedding companies.As marketing strategies for wedding companies is not well developed so far, more research is 

needed related to this topic. 
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Abstract 

Education is a key driver in development, whether personal, professional or societal.  Many developing countries 

have lagged behind in the quality of formal education available to their citizens.  Thishas contributed to the ailing 

stateof these countries and their slow and often stagnant development. Many developing countries have understood 

the important role of education in their development and are taking steps to improve the quality of education they 

provide. Ghana spends 30% of its budget (almost 9% of its GDP) on education. This is higher than the world 

average of 18%. India has increased its spending on education to 31% of its budget (World Bank, 2011). 

In pre-university education, entrepreneursand religious groups for decadeshave provided an alternative to state 

provided educational institutions.  In Ghana, private institutions in the Accra metropolitan area have been growing 

by 22% each year since 2003 (World Bank, 2008). These private institutions promise better quality education and 

often propose subjects that public institutions do not offer or are weak in.   

Private institutions at the university level started springing up decades after those at the primary and secondary level. 

This may be due to the lower demand of higher education in the past and also governments reluctance to ease up on 

their “monopoly” on providing higher education.In Nigeria, for instance, until 1999, the establishment, ownership, 

management and funding of universities and all tertiary educational institutions were reserved forfederal, regional 

and state governments. It is also worth noting that public universities in sub-Saharan Africa prior to,and a few 

decades after independence were of high quality, and so there wasn’t a strong need to offer an alternative to what the 

government provided.   

In Ghana, private technical institutions sprang upin the wake of the information technology era. Non-technical 

universities were slow to incorporate courses in information technology in their curricula so entrepreneurs ceased 

the opportunity, providing students with valuable training that wasn’t always available or abundant at government 

institutions. They created small boutique institutions whose business was solely to train students in information 

technology. These institutions offered evening courses, to attract a huge pool of people.  Between 1991 and 1999, 65 

private universities were established in sub-Saharan Africa (World Bank, 2002).  

In Ghana Christian Service University College and Valley View University, founded in 1974 and 1979,respectively, 

are among the oldest private universities in the country. By 2003 there were 28 private higher education institutions 

in the country (Taferra and Altbach, 2003). Today, the country has about 64 universities, 53 of them are private.  

More than half of these private institutions were founded since 2000, yet research on the source of this increase and 

the quality of service these institutions provide is sparse.  

Banya(2001) studied the emergence of private universities in sub-Saharan Africa, attempting to apprehend their role 

in resolving the education crisis in the region.  He concluded that private universities serve the need of specific 

communities (religious and ethnic groups) or are intended for the affluent members of the population. This leads to a 

further divide of sub-Saharan Africa. Akpotu and Akpochafo (2009), examined factors influencing the upsurge of 

private universities in Nigeria, concluding that “the upsurge of private universities in Nigeria is a child of 

circumstances that has gradually established the long neglected need for diversified funding alternatives for 

education.”It is worth noting that in 2000 only 3.9 percent of college-aged individuals in sub-Saharan Africa were 
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enrolled in college compared to 7.2, 14.9 and 19.4 in South Asia, Arab States and Latin America & the Caribbean, 

respectively (Varghese, 2004). 

Private universities in sub-Saharan Africa are small and account for a low share of the total enrolment in universities 

(Varghese, 2004). Francophone African countries also lag behind their Anglophone counterparts in establishing 

private higher education institutions in Africa (Levy, 2003). 

Less is known about how these private institutions compete and why a potential student will choose one institution 

over the other. Consequently, the goal of the current research is to help fill this gap by investigating student 

expectations and marketing practices of private universities in Ghana. We will investigate how these universities 

attract students and the driving forces that lead students to choose one university over the other. 

We will attempt to answer the following questions: 

 What drives student enrolment in private universities? 

 What factors do students consider in their selection of universities? 

 What are the leading factors in students’ decision making and selection process? 

 How do private universities market and differentiate themselves from each other? 

 

Our approach is both qualitative (interviews) and quantitative (questionnaires). We’requestioningstudents, owners of 

private institutions, educators and government representatives. 

We are in the initial stages of our study and so haven’t conducted sufficient interviews to provide any final 

conclusions. To date, our research has revealed that the leading private universities lure students to their institutions 

by providing an international dimension to their program. They promise students the opportunity to spend a semester 

abroad in a partner university.They also bring in visiting professors from overseas. This practice gives them an 

international facet that students attach an enormous amount of value to. 

Our participants have noted that public universities in Ghana and Cote d’Ivoire are much more selective than private 

universities, which gives theimpression that students in private universities are not always the brightest of the 

country.  Yet these students are able to compete in the job market with their comrades from public universities.  The 

reason may be that some professors from public universities also teach in the private institutions, in addition some 

private universities bring in visiting professors from their partner universities abroad. This makes the quality of 

education that the leadingprivate institutions provide comparable to what the public universities provide.  The 

private universities also provide smaller class sizes and reliable schedules (lower occurrences of instructor 

absenteeism), things that public universities continuously struggle with.  

Education at all levels should be affordable to all citizens, but when the state is unable to provide sufficient 

universities for its citizens or when the quality of institutions they provide are poor or below par, potential students 

with resources will seek better institutions. Entrepreneurs will respond to this demand by providing alternatives that 

capitalize on the areas the government institutions lack or are unable to provide.   

Keywords: Universities, Ghana, Marketing, higher education, sub-Saharan Africa 
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Abstract 

Pharmacy retailing is still being the only legal distribution channel for medicines in Greece however there is 

evidence that the deregulation of the distribution is imminent to happen and therefore knowledge on the how the 

consumers that use pharmacies are choosing among the already vastly congested competition. The density of the 

pharmacies in Greece is among the highest in the EU (Theodorakis, 2013) and this comes to an agreement with the 

reputation Greeks have to be very reliant to the healthcare providers. Never the less, the per capita expenditure on 

healthcare from 2009 to 2013 has decreased by a total of 21% (OECD, 2015) and this is reflected on the sales of 

pharmacies that declined that much that pharmacists struggle to keep them open (Karagiorgos, 2015). This paper 

considers what are the market segments in the market and what are the differences between the loyal and the random 

pharmacy consumers. 

 

There is evidence that service quality is a predictor of satisfaction and patronage (Sivadas and Baker‐ Prewitt, 2000) 

and there is also an established track of research that looks into the service quality in the pharmacy sector both from 

the customer (Hedvall, 1991) and the pharmacist (White and Klinner, 2012) point of view. Martins and Queirós 

(2015) extensively reviewed the international pharmacy practice and concluded that market segmentation is crucial 

for the successful marketing of the pharmacies. The research of Cavaco et al. (2005) provided a thorough description 

of the issues that underpin service quality in the pharmacy sector where they identified the importance of the people 

and the physical store as factors to predict the perception of the customer. MacKeigan and Lon (1989) used an 

adapted version of SERVQUAL (Parasuraman et al., 1991; Parasuraman et al., 1988) to measure service quality, 

where they interestingly included a section on the financial cost of patronising a pharmacy. Therefore, this research 

will test the following research hypotheses: 

 

H1. There is no statistical relationship between the gender and the patronage pattern. 

 

H2.There is no statistical relationship between the amount spent for medicines and the patronage pattern. 

 

H3: There is no statistical relationship between the service quality provided in the pharmacy and the consumer 

patronage. 
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A sample of n=727 is surveyed which is consistent with other work that has been conducted in the wider health 

sector in Greece (Papanikolaou and Zygiaris, 2014). Cronbach’s a was calculated, followed by exploratory factor 

analysis, various techniques that examine relationships between and within groups were employed. Hierarchical and 

K-means cluster analysis was used in order to classify pharmacy consumers to meaningful group. The findings of 

the data analysis highlight that all three research hypotheses are accepted. However, it shall be stressed that the 

different dimensions of SERVQUAL model have completely different impact to the overall satisfaction and 

patronage. Also, it appears that there are two completely distinctive consumer segments using the pharmacies in 

Greece. A group of consumers that show repeated visit behavior and pharmacy loyalty and another one that choose a 

pharmacy to buy medicines based on the convenience of the location of the pharmacy.  
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Abstract : 

According to accomplished writers of political marketing, political communication and Media are probably the most 

cerebral combination of Art and Science. The purpose of the research is to find results between the Media and 

especially of the social media according of the double Hellenic Elections of 2015 (January and September) if the 

political parties has used and in which depth the media in order to convince voters. Which are the strategies they 

have used and if they still follow this strategies till today 2017. The methodology that was followed is the method of 

questionnaire by using social media, from January 2015 to September 2015 and was answered by anyone who was 

over 18 and had a social media account. The conclusions demonstrate the rate of blending in political advertising 

and political marketing among the political parties, the influence of political parties by the media and the ethical 

crisis among them. 

Keywords: Media, Social Media, Political Marketing, Political Advertising, Ethical crisis 
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Abstract: 

Neuromarketing is a very modern development of marketing. It stems from the collaboration of classic marketing 

with neurosciences and seems to be a new, special and reliable tool for marketing decisions. The development of 

neuromarketing has been rapid and although it is a new concept, there is a wealth of bibliography from researchers 

who are constantly adding new and easy-to-use ways to implement it.  

Purpose: The purpose of this article is to study the evolution of neuromarketing thus far. In particular, to categorize 

and bring to light the theoretical approaches to date by the various researchers, to identify the limitations in the 

implementation of neuromarketing in order to delimit the concept of neuromarketing, and to make easily clear to 

future researchers what the prospects for progression in the implementation of neuromarketing can be.  

Methodology: The methodology was based on the study of the existing literature. It was found that the differences in 

research approaches are mainly due to the rapid development of neuromarketing and not due to the different points 

of views. We categorized the existing literature with criteria based on the date of publication and the leading 

approaches that were used to date. 

Findings: The main approaches of the articles were the use of neuroscience in marketing, applied neuromarketing, 

the association with advertising, mind control, nanomarketing and the ethical side of this science. More specifically, 

the use of neuroscience in marketing involves the interpretation of brain functions and the mapping of the decision-

making process on various sensibilities and, aiming at, accurate understanding of the consumer mindset. The 

applied neuromarketing aims at an experimental study, where the most often report is that of the orientation of 

demand. Through the use of a functional magnetic resonance imaging (fMRI), the brain is scanned while the 

respondent tastes a product or sees an image. In the marketing field of advertising, neuroscience aims to accurately 

predict the success of advertising campaigns. Neuromarketing helps to remove the problem created by people's 

tendency to distort their responses due to time constraints or pressure from co-workers. Mind control has alarmed 

critics of neuro-marketing because of the fear that traders can cause through various marketing stimuli in the brain. 

Nanomarketing has contributed to the development of neuromarketing through microscopic tools that have formed 

both the shape and size of conventional technologies, with the goal of monitoring real-time mental processes as well 

as confirming results arising from the use of different neuroscientific tools. On the moral side of neuro-marketing, 

critics condemn the science as intrusive and as a way of manipulating consumers, while the defenders of research 

efforts indicate that knowledge creation is ethically neutral.  

Value / Applications: We hope that, after this article, the work of future researchers will be easier by having a quick 

and detailed body of work to access concerning the development of neuromarketing literature to date.  

 

Keywords: neuromarketing, neuroscience, nanomarketing, ethical  ideology, advertising. 

 

1.INTRODUCTION  

Neuroeconomics is a relatively new transdisciplinary field, which developed out of Neuroscience. This burgeoning 

discipline analyses our brain activity when we calculate risks and evaluate rewards, and utilizes brain-scanning 

technology to study how people make decisions, evaluate personal choices and even decide which products to buy. 

By studying and understanding these subconscious and emotional areas of the brain, marketers and advertisers can 

make informed decisions on what people like, don‟t like, want, need, fear, are bored by, excited by and so on to alter 

products and messages most likely to appeal to consumers . (Gani, Reza, Rabi, Reza, 2015). Economists were the 

first to propose the “neuroeconomics”. The aim was to better understand the decision process of economical agents 

of cognitive psychology and neuroscience. Recent years have seen the development of a new discipline which can 

be labelled as “neuromarketing” or “consumer neuroscience”. The goal of this emerging discipline is the transfer of 

insights from neuroscientific methods to marketing relevant problems. This field was born in the late 90s. (Touhami, 

Benlafkih, Jiddane, Cherrah, Malki, Benomar, 2011) 
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Instead of opinion, neuromarketing measures by attention level, emotional engagement and memory storage. 

Consumer neuroscience as the study of the neural conditions and processes that underlie consumption, their 

psychological eaning, and their behavioral consequences that were not possible to get by conventional research 

approaches. Technical instruments, mostly used in medicine and machines are used in neuromarketing studies. 

(Gani, Reza, Rabi, Reza, 2015). Among the different techniques used in neuromarketing we have the positron 

emission tomography (PET), the functionel magnetic resonance imaging (fMRI), the electroencephalography 

(EEG), the magnetoencephalography (MEG) and the galvanic skin response (GSR). Even if these techniques remain 

expensive and unavailable, the use of EEG and the GSR are most current in marketing research. (Touhami, 

Benlafkih, Jiddane, Cherrah, Malki, Benomar, 2011) 

Neuromarketing suffers from ethical limits that are a barrier to its development. Beyond the ethical side, the low use 

of neuromarketing is also due to other types of limits. First, we found methodological limits. Research protocols in 

neuromarketing are long and difficult to elaborate. The number of subjects is generally weak and the answers they 

give must be important and clear enough to allow a significant statistical treatment. Some techniques used in 

neuromarketing (such as fMRI) can be unpleasant or uncomfortable for the subjects (noise, claustrophobia, etc). 

Second, neuromarketing suffer from financial limits. Indeed, the cost of using brain imaging techniques remains 

high. A neuromarketing study based on ten people can cost 44 thousand euros or more. The high price of techniques 

is a major handicap to the progress of neuromarketing. Finally, there are legal limits. Neuromarketing studies require 

a certain number of procedures since the subjects are submitted to brain imaging techniques. The agreement of an 

ethics committee, the wise consent of subjects as well as the assignment of a doctor as a supervisor is necessary to 

the conformity of the study. (Touhami, Benlafkih, Jiddane, Cherrah, Malki, Benomar, 2011) 

In this article we will endeavour to do a bibliographic review with the intention of  identifying the main approaches 

of neuromarketing so far. 

2. MAIN APPROACHES  

As a new addition to the marketing research toolkit, the science of  neuromarketing has caused a variety of questions 

about the perceptions of consumers in this emerging field of research. Neuromarketing researchers depend on 

consumer involvement in research, and it is a priority for practitioners working in this field to find ways to educate 

the public about neuro-marketing. 

The main difference between neuromarketing research and traditional research methods lies in the fact that with the 

former the subjects are not asked to express their opinion regarding a particular topic. In other words, oral 

statements are not taken into account as results are only obtained by recording the participants’ brain activity. (Pop, 

Dabija, Iorga 2014) 

The authors of Neuromarketing Research Practices: Attitudes, Ethics, and Behavioral Intentions, Elitza Bakardjieva 

and Allan J. Kimmel described the results of two online questionnaires. These questionnaires focused on the study 

of the role of personal construction, which is presumed to form the basis of the perceptions of neuromarketing 

research. The findings showed that the knowledge of neuromarketing research, attitudes towards this science, 

attitudes towards technology, and moral ideology as important factors associated with predispositions of 

neuromarketing research  and willingness to participate in neuromarketing studies. (Bakardjieva, Kimmel 2016) 

 

2.1 Neuroscience and neuromarketing 

It is the application of neuroscientific methods to analyze and understand consumer reactions to product design, 

packaging, advertisement, pricing and other marketing elements. While social psychologists who study the social 

influence consider it as a form of social psychology, neuroscientists study the nervous system and the neural 

activities in different brain areas. While neuroscience is the clinical research on nervous disorders called as 

neurology, consumer neuroscience is the non-clinical studies encompassing the complex consumer behavior that 

remove the discrepancy between what consumers say they think and what they actually think. Cognitive 

neuroscientists measure the paradoxical relationship between brain and mind whereas neuromarketing scientists 
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study the brain regions that are engaged in making brand choices, building emotional connections with brands or in 

impulsive purchase.  A study was conducted that explores bibliographic references to consumer neurology, 

neuromarketing and consumer psychology to frame a conceptual model that explains the interaction of cognitive and 

emotional aspects of consumer decision-making. The classic experiments where brain mapping technologies used to 

interpret the science behind the brain response of consumers to various marketing stimuli have been revised. This 

new science allows for accurate understanding of consumer mindset, maximizing the return on marketing 

investment. (Simi, 2009) 

Generally speaking, neuroscientific methods are used to study consumer behavior and the decision-making 

processes in purchasing acts, to better understand psychological phenomena and emotions in purchase decisions, as 

well as provide a more comprehensive assessment of the efficacy of marketing phenomena like advertising, 

consumer competitions, and product placement, by analyzing the underlying neurobiology. Such studies are per se 

purely academic, although they clearly try to develop and derive recommendations for practical marketing. 

Independently, there are many businesses offering neuroscientific methods under the umbrella term 

‘neuromarketing’. Often, the services offered by such firms, and their explanatory power, appear exaggerated in 

advertising and one only has to have a cursory understanding of neurophysiology to see that many of the outlandish 

claims made in the popular press about how neuroimaging can identify complex phenomena such as ‘love’, or 

behaviors such as purchasing, to be far overblown. A recent study identified over 150 such companies. An analysis 

of 16 companies identified through an internet search revealed that 5 of them offered fMRI, 9 EEG and 12 Galvanic-

Skin response and other tests of the autonomic nervous system as methods. (Javor, Koller, Lee, Chamberlain, 

Ransmayr, 2013)  

 

2.2 Applied neuromarketing 

The most frequently cited experimental study on the application of neuromarketing to ensure demand orientation, 

“Cola Brains”, was published in 2004 and contained the research results of professor Read Montague at Baylor 

College of Medicine in Houston. The team headed by professor Montague used the functional magnetic resonance 

imaging to scan the brain of a group of subjects while they were drinking Pepsi Cola or Coca Cola. Certain brain 

areas were activated according to the extent to which the subjects were or were not aware of the two brands. Thus, 

when subjects, being aware of what they were drinking, said they preferred Coke over Pepsi Cola, an area of the 

frontal lobe was being activated. This is the brain area that coordinates attention, controls the short-term memory 

and oversees the thinking process. On the other hand, when subjects were unaware of what Cola brand they were 

drinking, an area of the limbic system was activated, responsible for the emotional and instinctual behaviour , and 

almost all believed the taste of Pepsi was nicer than that of Coke. 

The conclusion of the experiment was that Coke held a dominant position in consumers’ subconscious while the 

preference for Pepsi was mostly based on taste or experience felt during the consumption of the brand. (Pop, Dabija, 

Iorga 2014) 

The Coke and Pepsi research may not have been enough to convince many marketing researchers that neuroscience 

could help break the nervous code of our decisions, but it is certainly enough to worry many about the power it can 

have. 

Of course, this research has caused a wave of heavy criticism towards neuromarketing because of the fear we have 

about the secret code of making minor corrections to our perceptions below our level of consciousness. (Morin, 

2011) 

In the most notable Daimler Chrysler experiment, Henry Walter did brain mapping with fMRI on 12 young males 

while showing 66 black and white photographs of sports car, sedans, and small cars.  The scan showed that nucleus 

accumbens (NAc) in the brain was significantly active when they were watching sports cars. This tiny region in 

brain is the center for self reward which is activated by the signaling molecule, dopamine and releases substance 

linked to pleasure. In this experiment, the object of trigger for the release of dopamine was the perceived desire for 

powerful sport cars.  This desire is connected to the learning and understanding from advertisement that sports cars 

are highly desirable for men.   
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The major insight from this study could help car makers to examine the neurological findings that could augment the 

traditional market research. Similar studies were conducted to investigate which car model or which advertisements 

prompted the strongest emotional response. 

Additional neuromarketing studies conducted in Geneva University Hospital shows how individuals blinded by 

brain damage, navigate around the obstacles, though there is no conscious knowledge of how it is done.  This 

explains that in addition to main visual processing systems, a more primitive secondary system feeds directly into 

subconscious.  For the maximum brand recall from the customers, seeking attention and engagement without they 

being aware of brand information processing is the solution. The subliminal reinforcing of brand message insists on 

the positive associations of the brands, colors, shapes and scents may be subconsciously processing and storing them 

without consciously paying attention.  Hence the subliminal image research suggests that any exposure is better than 

none as it can help in causing a positive impact later. 

 

2.3 Neuromarketing and advertising  

The goal of neuromarketing is to study how the brain is physiologically affected by advertising and marketing 

strategies. In order to evaluate the effectiveness of these strategies, brain activity resulting from viewing an 

advertisement is monitored and measured using neuroimaging techniques such as functional magnetic resonance 

imaging (fMRI) and electroencephalography (EEG). Neuromarketing studies usually measure preference between 

products in terms of brand familiarity or product preference. In traditional marketing studies, measures such as the 

product preference for a particular advertisement is sometimes difficult to measure, as a viewer may hold a cognitive 

bias. However, brand familiarity and product preference have been correlated with neural activity. The field of 

neuromarketing is still viewed with caution from consumer protection groups as well as many academics due to the 

possible ethical implications of designing advertisements to intentionally cause specific neurological effects. 

(Madan, 2010) 

For decades, marketing research methods have aimed to explain and predict the effectiveness of advertising 

campaigns. For the most part, however, conventional techniques have failed miserably. Since emotions are strong 

mediators of how consumers process messages, understanding and modeling cognitive responses to selling messages 

has always been a methodological challenge. For instance, researchers have primarily relied on consumers’ abilities 

to report how they feel about a particular piece of advertising, either in a confidential setting such a face-to-face 

interview, a survey, or in a group setting such as a focus group. Unfortunately, these methods have considerable 

limitations. First, they assume that people are actually able to describe their own cognitive process which we now 

know has many subconscious components. Second, numerous factors motivate research participants to distort the 

reporting of their feelings, including incentives, time constraints, or peer pressure. In this challenging context, the 

emergence of neuroimaging techniques has offered exciting methodological alternatives. Such techniques finally 

allow marketers to probe the consumers’ brains in order to gain valuable insights on the subconscious processes 

explaining why a message eventually succeeds or fails. They do so by removing the biggest issue facing 

conventional advertising research, which is to trust that people have both the will and the capacity to report how 

they are affected by a specific piece of advertising. 

Advertising agencies are beginning to clearly understand the importance of predicting the effectiveness of 

campaigns by using brain-based tools such as eye tracking, EEG, or fMRI. There are many ways to measure 

physiological responses to advertising but there are only three well established non invasive methods for measuring 

and mapping brain activity: electroencephalography (EEG), magnetoencephalography (MEG) and functional 

magnetic resonance imaging (fMRI). All three imaging techniques are non-invasive and therefore can be used safely 

for marketing research purposes. That is why they constitute the bulk of studies that have been published in the last 

years. (Morin, 2011) 

2.4 Neuromarketing and mind-control 

Neuromarketing research is predicated on the belief that much of the brain’s activity is dedicated to unconscious 

processing and content deeply embedded within the mind, largely inaccessible to traditional research methods. This 

suggests the limitations of more direct investigative techniques that tap conscious reactions through the direct 
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questioning of consumers, such as surveys, direct interviews, and focus groups. However, marketers’ attempts to 

explore the unconscious have alarmed some critics who argue that probing the consumer’s unconscious mind for 

research purposes will inevitably be used by companies to unduly influence consumer behavior. Such concerns date 

back more than 50 years to fears that marketing techniques would be exploited by unscrupulous marketers to 

manipulate consumers. These fears were famously articulated in Vance Packard’s (1957) best-selling book The 

Hidden Persuaders, which argued that marketers and advertisers, through the adroit use of the media and 

psychological techniques, manipulate and brainwash consumers into desiring and purchasing products that they do 

not really want or need. 

In the contemporary era, research on the unconscious effects of priming—the exposure of individuals to triggers 

intended to encourage specific behaviors—has increased the salience of concerns about mind control, with 

marketers commonly using a wide variety of tactics to increase buying behavior, such as placing the supermarket 

bakery section near the store entrance to entice shoppers and using larger shopping carts to prompt consumers to 

select more items. Brand names, logos, and other marketing stimuli can serve as powerful primes that activate 

particular schemas and, in so doing, can influence expectations about a product’s attributes or performance and elicit 

automatic effects on behavior. Some fear that new technologies, such as Google Glass and other smartwear, along 

with greater insight into the brain’s response to marketing stimuli, will facilitate the ability for marketers to trigger 

behaviors that are more in corporate interests than those of consumers. ( Bakardjieva, Kimmel 2016) 

 

2.5 Nanomarketing   

The emergence of neuromarketing has significantly advanced conventional marketing research, illuminating how 

unconscious responses and emotions impact consumers’ perceptions and decision-making processes. 

Neuromarketing is founded on the assumption that individual sensory and motor systems can be identified in 

specific networks of brain cells, the observation of which can reveal the unconscious or emotional characteristics of 

consumer decision making. Yet, neuromarketing technologies present several limitations that can impede the 

extension and validation of their application: 

 (i) the development of high-priced and time-restricted neuroimaging experiments; 

 (ii) the employment of large and immovable devices confined to artificial laboratory environments; 

 (iii) the use of a single neuroimaging technology at a time (usually the functional magnetic resonance imaging); 

 (iv) the use of a single nonneuroimaging device at a time; and  

 (v) the potentially unethical manipulation of research subjects.  

One way to address these issues involves nanotechnologies, which present a ground-breaking opportunity for 

neuromarketing research. These technologies encompass not only the traditional notion of structures, devices, and 

systems created by limiting shape and size at the nanometer scale, but also the new miniaturized tools based on one 

or more nanocomponents.  

The integration of neuromarketing and nanotechnologies could start a new field of research, which is termed here 

nanomarketing. Nanomarketing makes it possible to:  

(i)carry out noninvasive and nonintrusive experiments in shopping places; 

(ii) monitor consumers’ mental processes in real time; 

(iii) combine different technologies to corroborate results obtained by different neuroscientific tools; 

       (iv) integrate neurophysiological field indicators with laboratory neuroimaging results; and 

        (v) highlight ethical issues raised by the use of these novel, portable, and easy-to-use nanodevices.  

 

(Mileti, Guido, Prete, 2016) 
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2.6 Neuromarketing and ethics  

Although there was substantial criticism of even the most rudimentary investigations using physiological measures 

of consumer behavior at the time of their development, such research today is universally recognized as an essential 

part of the marketing enterprise. Nonetheless, the emergence of neuromarketing has rekindled some of the early 

concerns relating to the intrusiveness of physiological measurement and the potential applications of research 

findings. 

The media’s sensationalized approach to neuromarketing only enhanced people’s distrust of the new technology. 

Some media reports mentioned the discovery of the “buy button” in the human brain. To a certain extent, this would 

allow people have their brain “scammed” and be manipulated to make buying decisions in favour of a particular 

company or product or service.  

In contrast to biometric measures such as pupillary dilation, respiration, and heart rate, the use of fMRI machine and 

EEG is viewed as more intrusive than their biometric predecessors and, as a result, tend to arouse more ethical 

concerns.  

A long-standing view held by many basic researchers is that their work is morally neutral, particularly when the 

predominant goal is the disinterested and impersonal pursuit of scientific knowledge for its own sake. Thus, one 

potential defense of neuroscience research efforts is the claim of scientific impartiality. That is, although 

neuroscience research findings can be used for good or bad ends, the creation of knowledge is ethically neutral, and 

morality has little to do with the conduct of science. Advocates of neuromarketing claim this is beneficial to both 

companies and buyers because it will foster the development of products that are really desired by people. On the 

other hand, critics warn that people’s ability to make informed decisions about purchases and/or consumption will 

be compromised. 

Although brain scan research can provide a better understanding of consumer decision making and behavior, the 

results to date remain preliminary and indefinite, and they are unlikely to ever be capable of providing a template for 

reading consumers’ minds. (Bakardjieva, Kimmel 2016)  

Unfortunately, debates over neuromarketing tend to lack a differentiation between scientific and commercial for-

profit applications. Especially in the public ethical discussion, it is important to distinguish academic studies that use 

neuroscientific methods from those purely for the purposes of commercial marketing. It is not taken into 

consideration, that scientific studies often focus on the consumer’s point of view, while commercial ones try to 

apply findings in order to sell a product. In particular, human beings do not act in a vacuum, and human behaviors 

are almost always context-laden. Much human behavior occurs within a consumption context, and it has been 

argued that incorporating such a context to neuroscientific work can also be of significant benefit. Academic studies 

in neuromarketing have a highly interdisciplinary character. Knowledge from marketing management is tied 

together with psychological knowledge and different medical fields (above all neurology, psychiatry and radiology). 

As the general media mostly address commercial marketing when reporting about neuromarketing, it is essential to 

decouple these two entities and to controvert the mechanistic public opinion about the brain-behavior relationship by 

terming the scientific branch ‘consumer neuroscience’. A similar debate about adding the ‘neuro-’ prefix to other 

behavioral sciences and the consequences of this ‘neuromania’ has been led lately by several authors in leadership 

research. (Javor, Koller, Lee, Chamberlain, Ransmayr, 2013) 

 

A major factor to be aware of in neuroscience research is the existence of a ‘‘neuroscience effect,’’ in which claims 

become more believable solely by appealing to a neural explanation. In a recent study, Weisberg and colleagues 

(2008) showed that bad explanations of psychological phenomena became significantly more believable simply by 

putting the explanation in a neural context. This effect was true for all participants except trained neuroscientists 

(who, as mentioned before, were substantially more skeptical of any explanation than any other group). Similar 

results are reported by McCabe and Castel (2008) with respect to the presence of brain imaging pictures in research 

studies. Such 

effects set up an important ethical issue: if basing a claim in brain research – or an advertising claim reportedly 

based on brain research – makes it ‘‘extra’’ believable, ethical scientists and practitioners must be even more sure of 

the veracity of that claim. Over interpreting results because of an appeal to a brain-basis is not only a problem for 

third parties, but for a researcher as well. ( Perrachione, Perrachione, 2008) 
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2.7 Perceptions of experts 

Quantitative analysis was conducted on data from 111 marketing academics, 52 neurologists, and 56 marketing 

professionals. All participants agreed that neuromarketing is not a manipulative way of selling unnecessary goods 

and services. Three factors – interest and participation, knowledge and awareness, and ethics – were perceived as the 

most important aspects of neuromarketing according to the three groups of participants. Analyses of the perception 

of neuromarketing revealed that neurologists and marketing professionals perceive neuromarketing more favorably 

than marketing academics. 

The three groups were reached via the Internet. A purposive sampling method was used for academics, 

neuroscientists ,and professionals. A set  of 42 e-mail addresses of the academics were obtained from the director 

board of National Marketing Conference in Turkey, and the questionnaires were sent to each addressee. In the first 

week, 21 respondents answered the questionnaire. In order to increase participation, researchers sent three reminders 

in three weeks. Of the 111 questionnaires answered, 110 were complete. Neuroscientists’ e-mails addresses were 

obtained from the Association of Neurosurgery in Turkey. Eight questionnaires were answered during the first week. 

In order to increase participation, researchers sent three reminders in three weeks. .A total of 52 questionnaires were 

answered and all of them were suitable for analysis. Professionals’ e-mails addresses were obtained from the 

Association of Marketing Professionals in Turkey. Four questionnaires were answered during the first week. In 

order to increase participation, researchers sent three reminders in three weeks. A total of 56 questionnaires were 

answered and all of them were suitable for analysis. 

In terms of finding participants for a brain scanning study, although the technique itself is non-invasive, it has a 

slightly negative reputation, which may negatively impact possible participation in market research studies. Despite 

its negative reputation in the society at large, participants in neuromarketing studies are reported to have positive 

attitudes toward neuromarketing practices. In neuromarketing studies conducted thus far, participants generally 

viewed the fMRI experience positively; reporting that they ‘enjoyed taking part in the fMRI’, and found the 

procedure ‘interesting’ and the technology ‘fascinating’. ( Eser, Isin, Tolon 2011) 

 

3. FUTURE TENDENCIES 

Being interdisciplinary in nature, collaborative research with experts in neuropsychology and marketing can add 

momentum to the application of neuromarketing in brand management. Other than locating the mythical buy-button 

in the brain and creating irresistible or memorable advertisement, the scope of neuromarketing research can be 

widened to inter and intra organizational research beyond consumer response. Instead of a product suffering from 

market rejection, marketers can monitor the target customers’ response to the design, ads, package, logo, jingle etc 

with such sophisticated non-invasive tools. (Simi, 2009) 

Apart from fMRI, advanced techniques for more precise brain reading may improve the reliability of data for 

commercial usage. With MVPA (multi-voxal pattern analysis) which has the statistical assessments of complex 

neural associations, more precise understanding on the customers’ mind can be obtained. (Simi, 2009) 

Most marketing studies on switching behavior measure affective responses consumers undergo as a reaction to a 

stimulus. They expose consumers to a stimulus, such as a new device, and then measure the generated emotions. 

However, in real marketing settings, intentions and attitudes could be formed even before the trial with the 

alternative product. affective reactions are the expected and actual emotions consumers feel before, during and after 

consuming the product or service. This issue should be considered in designing future fMRI studies to discover if 

attitude is formed before presenting the actual stimulus. Future research could explore the importance of combining 

different imaging modalities to obtain extra information during the experiment. For example, fMRI can be used 

along electroencephalogram to collect higher temporal and special resolution during the experiment. Such 

multimodal neuroimaging techniques can generate more useful information to understand brain responses during the 

experiment. (Al-Kwifi , 2016) 

To facilitate fMRI solutions for commercial marketing problems, academic research institutes needs to initiate 

relevant investigations. Within the context of larger universities having considerable facilities for brain imaging, 

magnetoencephalography (MEG) or galvanic skin resonance (GSR) can help in exploring potential neuromarketing 

awareness. (Simi, 2009) 
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The prospective union of the two fields, neuromarketing and neurotechnoligies, in the form of nanomarketing bears 

several theoretical and practical implications. From an academic perspective, nanomarketing studies could advance 

our theoretical understanding of consumer behavior, as they could be used to corroborate, adjust, or advance the 

well-known and established theories of consumer decision-making processes. Such investigations could further 

validate fundamental marketing principles and models, such as postulations on consumer attitude, the intention  to 

purchase or vote, advertising response, or customer satisfaction. From a managerial perspective, the analysis of 

neurological, physiological, and biochemical mechanisms could revolutionize the ability of the firm to test 

advertising effectiveness, evaluate product appeal, choose the right celebrity endorsement, select an attractive 

logo/brand, or decide on media planning tools. Knowing how certain products affect individuals’ emotional states 

would allowcompanies to rapidly evaluate their product effectiveness and make necessary adjustments to their 

product portfolio or advertising messages.  

Of course, there is a need for greater public debate about the invasive applications and ethical consequences of 

nanotechnologies in consumers’ and citizens’ lives. This issue, well known in the neuromarketing literature may be 

exacerbated by the development of more unobtrusive and imperceptible devices, which could offer greater control 

over people’s daily routines and minds. As nanotechnologies  mutually affect individuals’ dignity and security, on 

one hand, and the opportunity for innovations and solutions, on the other, scientists and practitioners should advance 

public awareness not only about their disadvantages and inconveniences but also their benefits and values. ( Mileti, 

Guido, Prete, 2016) 

References 

Al-Kwifi S. 2016. The role of fMRI in detecting attitude toward brand switching: an exploratory study using high 

technology products - Journal of Product & Brand Management. 

Bakardjieva E., Kimmel A. 2016. Neuromarketing Research Practices: Attitudes, Ethics, and Behavioral Intentions 

– Taylor & Francis Group. 

Eser Z., Isin F., Tolon M. 2011. Perceptions of marketing academics, neurologists, and marketing professionals 

about neuromarketing – Journal of Marketing Management. 

Gani M., Reza S., Rabi R., Reza S. 2015. Neuromarketing: Methodologies of Marketing Science – Proc. of The 

Fourth Intl. Conf on Advances in Economics, Management and Social Study 

Javor A., Koller M., Lee N., Chamberlain L., Ransmayr G. 2013. Neuromarketing and consumer neuroscience: 

contributions to neurology – BMC Neurology. 

Madan C. 2010. Neuromarketing: The next step in market reaserch - Department of Psychology, University of 

Alberta.   

Mileti A., Guido G., Prete M. 2016. Nanomarketing: A New Frontier for Neuromarketing – Italy, University of 

Salento. 

Morin C. 2011. Neuromarketing: The New Science of Consumer Behavior – Symposium: Consumer Culture in 

Global Perspective. 

Perrachione T., Perrachione J. 2008. Brains and brands: Developing mutually informative research in neuroscience 

and marketing. – Journal of Consumer Behaviour. 

Pop N., Dabija D., Iorga A. 2014. ETHICAL RESPONSIBILITY OF NEUROMARKETING COMPANIES  IN 

HARNESSING THE MARKET RESEARCH – A GLOBAL  EXPLORATORY APPROACH – Romania, The Bucharest 

University of Economic Studies, The Babeş-Bolyai University of Cluj-Napoca. 

Simi J. 2009. Neuromarketing: How Neuroscience Can Inform Marketing - Christ University. 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

484 
 

Touhami Z., Benlafkih L., Jiddane M., Cherrah Y., Malki O., Benomar A. 2011. Neuromarketing: Where marketing 

and neuroscience met – African Journal of Business Management. 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

485 
 

Sector specific dimensions of luxury: evidence from the UK food and drink 

sector 
 

K. Walley 
Department of Land, Farm and Agri-Business Management, Harper Adams University, Newport, Shropshire TF10 

8NB, UK.  

 

K. Jackson 
MOMA, 12 Resolution Way, London, SE8 4NT, UK. 

 

Abstract 

 

Purpose: The purpose of this paper is to report the findings of astudy that sought to identify the key dimensions of 

luxury in the UK food and drink sector. 

 

Design / methodology / approach: The project was empirical in nature and based on a two-stage methodology 

involving a series of depth interviews and a street intercept survey of 253 UK consumers. 

 

Findings: The study found that UK consumers recognise eight dimensions of luxury relating to food and drink 

(Superior Quality, Origin, Special Occasion, Brand, Self-interest, Personal Utility, Exclusivity, Trade-off). 

 

Research limitations / implications: The main limitations of the research are that the fieldwork was confined to the 

United Kingdom and that it was based on small sample sizes. 

 

Practical implications: The findings should inform management decisions relating to product development, 

advertising, promotion, and in particular, the recruitment and management of luxury brand personnel.  

 

Originality / value: The papersmain contribution to knowledge is in terms of providing evidence that sector level 

dimensions are different to generic dimensions of luxury. 

 

Keywords:Luxury, Luxury branding, Luxury food and drink 

 

1. INTRODUCTION 
 

Bain and Company (2013a and b) estimate that in 2013 the luxury market was worth €217 billion, with market 

revenue growing 50% faster than global GDP. One aspect of luxury that has attracted attention from a number of 

commentators has been the dimensions of luxury. For instance, Berthon et al (2009)suggest that luxury comprises 

dimensions of Function, Experience, and Symbolism. However, because the focus for this work is the concept of 

luxury in its widest sense then many of the dimensions identified are so generic that they are difficult to apply to real 

world products and services.It is contended, therefore, that luxury dimensions identified at the sector level would be 

much more readily operationalised and of much greater value to managers. This paper, therefore,reportsthe findings 

from a preliminary study of the luxury dimensions relating to the food and drink sector. 

 

2. LUXURY FOOD AND DRINK 

 

Luxury food and drink is one of the four luxury categories of products and services identified by Berry (1994). With 

food and drink comparatively cheap in comparison to other luxury products, this type of affordable luxury is 

currently very popular amongst consumers with some 53% (Accenture, 2012, p8) of those looking to “splurge on a 

little luxury” opting for food or drink. Perez (2008) refers to a purchase of this nature as one of “life’s little 

luxuries”. This has become more apparent since the recent economic crisis as consumers seek to satisfy their desire 

for luxury via the purchase of affordable luxuries such as chocolate (Neate, 2013). As a consequence, by 2013 

revenue from luxury food was estimated to total €39 billion, with a growth forecast of 3% (Bain and Company, 

2013a) while global sales of fine wine, champagne, and spirits reached £29.5 million, increasing 24% from 2008 

(Euromonitor, 2013). Indeed, the term luxury has been applied to a wide variety of food and drink including spirits 

(Luxury Institute, 2014), wines (Hojman, 2015), beers (Mankoo, 2013), and chocolate (Rupani, 2007) as well as 
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food and drink available in luxury hotel restaurants (Ali, et al., 2014). Indeed, many retail companies such as Tesco 

(Davey, 2013) have targeted shoppers with the launch of luxury food and drink ranges. 

 

Luxury food and drink is often not essential to human nutrition and so is regarded as extravagant or indulgent, 

providing pleasure, enjoyment and a sensory satisfaction above and beyond that of basic foods (Van der Veen, 

2003). Historically, products such as Caviar and Champagne fell into this category (Yeoman, 2010) and for all 

intents and purposes were essentially inaccessible to the majority of consumers.In more recent times, however, the 

food and drink sector has seen the development of products that deliver luxury but are more accessible to the 

masses. One example would be Starbucks coffee, which does not require great expenditure but offers luxury to those 

accustomed to instant coffee (Morrin, 2013).Accenture (2012) report that some 43% of consumers primarily 

purchase luxury food and drink from speciality stores. However, this is by no means the only distribution channel 

for luxury food and drink with 40% of consumer’s purchasingluxury food and drink from mass retailers and 19% via 

the internet.The phenomena of trading-up and trading-down appear to apply just as much to the food and drink 

sector as any other sector. Thorn (2013) reported a trend for consumers to trade-up on items that they perceived as 

‘little indulgences” such as wine and “weekend food” while Ehrnrooth and Gronroos (2013) identified grocery food 

items such as canned foods and snacks as the category in which consumers most commonly traded-down.It is 

apparent, therefore, that despite research into luxury food and drink being limited (Beverland, 2006)the luxury 

concept is just as relevant to the food and drink category as any other sector and so it appears a good focus for 

research to identify sector specific dimensions of luxury.  

 

3. METHODOLOGY 
 

The fieldwork for this study was completed in two stages and adopted a mixed method approach (Creswell, 2014). 

The first stage was qualitative in nature and sought toachieve a deeper understanding of consumer perceptions 

towards luxury food and drink with a view to identifying the key attributes of luxury food and drink. A non-

probability convenience sample of six individuals, three males and three females aged from 20 to 63, was chosen 

and data collected from them using a series of repertory grids that werecompletedas part of a depth interview.  

 

In stage two the output from the qualitative stage was combined with information derived from the literature review 

to produce a battery of Likert statements which were incorporated into a questionnaire that was then used to collect 

quantitative data via a survey.The questionnaire was piloted and in response to feedback amended to ensure clarity 

and remove repetition. The questionnaire was used to collect data in a series of street intercept interviews conducted 

across two locations in the West Midlandsregion of the UK over six consecutive days. Individual respondents were 

identified using a quota sampling technique to obtain a reasonably representative cross-section of the UK 

population. In total, data was gathered from 253 respondents which gives the findings 95 per cent confidence with 

±7.5% accuracy (West, 1999). 

 

SPSS 21 was used to conductPrincipal Component Factor Analysis (PCFA) on the data. Initially the analyses were 

based on 28 variables but a preliminary review of the data in the form of a correlation matrix (a matrix of 

association) produced a low extraction value for the statement ‘rarity makes food and drink more luxurious’ and so 

to increase the statistical significance of the result and following the advice of Field (2013), this was omitted from 

the subsequent analyses.When PCFA with Varimax Rotation was undertaken with the revised data-setthe optimal 

result was an eight factor solution that served to explain 58.5% of the total variance(see Table 1).An associated 

Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy of 0.741 and a Bartlett’s test of sphericity significant at 

p=0.00 confirmed the veracity of the result (Field, 2013). 

 

4. RESULTS 

 

The dimensions of luxury food and drink identified via PCFA are listed in Table 2. The first dimension is Superior 

Quality, and it is not surprising that it appears in this study because it is regularly cited as a key aspect of luxury (eg 

Maden et al., 2015). It is important to note, however, that it can be difficult for consumers who have never 

consumed a product to determine actual quality (Ghosh and Varshney, 2013) and so these individuals may very well 

base their judgements on proxy indicators which in the case of food and drink may include quality of the 

ingredients, packaging and production methods (Dubois et al, 2001). 
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The second dimension identified is Origin. In the survey, 90.9% of respondents perceived food and drink originating 

from Harrods to be a luxury. However, opinions for certain statements regarding luxury and supermarkets, imply 

that accessibility need not be limited, with 66% of respondents disagreeing with the statement ‘luxury food and 

drink are not sold in supermarkets’. This could relate to Allérès (1995) concept of varying levels of luxury, whereby 

food sold in Harrods may be perceived as a more inaccessible form of luxury. Yet on a more accessible level, for 

some, certain food and drink sold in supermarkets can be a luxury. 

 

Table 1 - Rotated Component Matrix 

 

 
 

Table 2 - Key Dimensions of Luxury Food and Drink 

 

1 Superior Quality 

2 Origin 

3 Special Occasion 

4 Brand 

5 Self-Interest 

6 Perceived Utility 

7 Exclusivity 

8 Trade-off 

Special occasion was identified as a third dimension. Statements loading with this factor make reference to special 

occasions, as well as expensiveness and uniqueness. All of which are characteristics of luxury that are identified 

throughout much of the literature (Bastien and Kapferer, 2013). The statement regarding increased consumption of 

1 2 3 4 5 6 7 8

Luxury brands are higher quality than non-luxury brands .661

People are more likely to purchase luxury goods when entertaining .640

Luxury food and drink brands are more trustworthy than non-luxury .608

Luxury food and drink tastes better than non-luxury .573 .373

People visit more upmarket stores to purchase luxury items .567 .351

Food and drink is an accessible form of luxury .560

I trade up to luxury brands when purchasing as a gift .546

Packaging is an indicator of luxury .505

Purchasing luxury food and drink makes people feel good .501 .411

Luxury hampers sold in discount stores are not luxury .729

Luxury food and drink brands sold in supermarkets are not luxury .698

Supermarket premium ranges are not luxury .686

Luxury food and drink are not sold in supermarkets .538

I associate luxury food and drink with special occasions .810

Luxury food and drinks are expensive .673

Luxury food and drinks are unique .572 .386

Luxury food and drink brands are well known .739

Heritage makes a luxury food and drink brand more luxurious .580

Country of origin influences a brands luxury appeal .516

People purchase luxury food and drink to self-indulge .760

Purchasing luxury food and drink brands enhances self-image .530 .554

People purchase little luxuries even when saving .784

I trade down on certain food & drink categories to allow myself to 

trade up on other food & drink categories
.437

Mass produced food and drink is not a luxury .826

Everyday food and drink is not a luxury .468 .549

I trade down on food and drink to trade up on other categories .655

I purchase more luxury items at Christmas .372 -.468

Component

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 17 iterations.
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luxury food and drinks at Christmas, also loaded with this factor suggesting that Christmas is considered a 

significant occasion associated with luxury food and drink. 

 

A fourth dimension of luxury food and drink was identified as Brand. Statements loading with this factor make 

reference to heritage, country of origin, and self-indulgence which may seem disparate components. However, all 

these subjects are recognised by Brun and Castelli (2013) as Critical Success Factors of luxury brands and the 

dominant statement does actually make reference to brand. 

 

Self-interest was identified as a fifth dimension. The two statements associated with this factor are ‘people purchase 

luxury food and drink to self-indulge’ and ‘purchasing luxury food and drink brands enhances self-image’. On first 

impression the statements may appear to be somewhat contradictory with the first appearing to relate to what 

William and Atwal (2013) refer to hedonism while the second appears to relate to the concept of conspicuous 

consumption promulgated by Veblen (1899). However, the common theme in both statements is the reference to self 

and, indeed, these statements are also similar to the personal and interpersonal motivations to buy luxury identified 

by Vigneron and Johnson (2004). 

 

A sixth dimension was defined as Personal Utility. The key statement associated with Personal Utility refers to 

people purchasing little luxuries even when saving. This is consistent with Perez (2008) who postulates that people 

look for “little luxuries” even when saving. The survey found that 64.4% of respondents agreed with this statement 

suggesting food and drink may be an accessible means of achieving this. A further statement associated with this 

factor refers to luxury food and drink making respondents “feel good”which infers that consumers are rewarding 

themselves. 

 

Exclusivity was a seventh dimension identified in the factor analysis which is consistent with the literaturewhere it is 

one of the most commonly cited characteristics of luxury (Ghosh and Varshney, 2013). Exclusivity refers to rarity 

and certainly the findings of this study suggest that UK consumers do not associate luxury food and drink with every 

day, mass-produced products possibly because the taste of such items is seen as inferior. 

 

The eighth and last dimension identified is Trade-off. The identification of this attribute appears to confirm that the 

trading-up phenomenon applies just as much to food and drink as any other sector, supporting Silverstein and 

Fiske’s (2005) assertion that this phenomenon is a significant business trend. 

 

5.0 CONCLUSION 

 

A review of the literature determined that the majority of published research regarding luxury was derived from 

studies that focus on generic luxury and that relatively little research has been done to investigate luxury in the 

context of specific products and services. As a consequence this paper reported asector specific empirical study 

which sought to identify the key dimensions of luxury food and drink in the UK. 

 

This project is not without limitations and, in the first instance, the first such dimension relates to the fieldwork 

having been conducted in the UK. There is a growing body of literature (eg Shukla and Purani, 2012) that recognises 

that luxury may be subject to cultural influences and so because this work was conducted in the UK, it is highly 

probable that the findings cannot be applied directly to other countries. 

 

A second key limitation is inherently linked to the fact that the research was based on data provided by samples. In 

the case of the qualitative phase the data was gathered in a rigorous and systematic manner using a recognised data 

collection method, however, it involved just six respondents and although they were chosen to be representative of 

the UK population in terms of key demographic variables there were only two (age and gender) and so the sample 

cannot be considered as truly representative of the UK population as a whole and the findings from this phase cannot 

be considered definitively valid.In a similar manner, the quantitative phase was also based on a sample which was 

again only reasonably representative of the broader UK population in terms of age and gender because it used a 

quota sampling technique and, while being of a size to be statistically significant, only achieved what may be termed 

a reasonable level of statistical significance.  

 

A further limitation relates to the labels used for the PCFA. The generation of dimension labels is challenging in any 

PCFA because of the subjective nature of the activity and this application was no different. For instance, with 
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reference to Component 1 the PCFA grouped statements ranging from luxury food and drink brands are more 

trustworthy than non-luxury, to luxury food and drink tastes better than non-luxury, and packaging is an indicator of 

luxury. Initially, these statements, and the six others loading on this factor, may not seem to have much in common 

but eventually it was possible to determine that actually they may collectively constitute the bases of Superior 

Quality and so this was used as the label for this Component and, hence the first dimension of luxury food and drink. 

 

Despite these limitations, however, the study has produced findings which while not definitive do appear to provide 

useful insight regarding the dimensions of luxury in the UK food and drink sector. The main finding of this paper is 

that dimensions of luxury in the food and drink sector are somewhat different and greater in number than the 

dimensions of generic luxury. The study also found that the differential characteristics of food and drink, such as an 

emphasis on freshness and hygiene, while not relevant in all instances, are relevant to most and serve to create a 

unique aetiology for luxury in the food and drink sector. Indeed, because the findings of this study suggest that the 

dimensions of luxury food and drink are different to the dimensions of generic luxury it seems logical to suggest that 

the dimensions of luxury will be different in other luxury sectors and this would have implications for both 

managers and academic researchers. 

 

The implications for managers include the fact that knowledge and understanding of generic dimensions of luxury 

will probably not be sufficient for success in the luxury food and drink sector and that the successful creation of 

luxury food and drink products and brands requires specialist knowledge and understanding. In turn, this suggests 

that a manager who has been successful managing a luxury product or brand in one sector may not be as successful 

working in another sector. This observation is particularly relevant for the conglomerates that are coming to 

dominate the luxury industry, which often embrace a wide range of luxury products and services. It would also 

suggest that luxury promotion may well have to incorporate sector specific dimensions to be successful. 

 

The main implication for academic researchers is that sector level luxury would seem to offer good potential for 

further research. Indeed, it appears logical to suggest that further research is required in order to identify and 

investigate the dimensions of luxury in sectors other than food and drink, verify the findings of this study in the food 

and drink sector, and undertake studies in different countries subject to different cultural environments. 
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Abstract 

The cultural and creative industries together with the traditional arts disciplines constitute the three subsets of the 

creative economy. The boundaries among them are porous as they facilitate the cross-fertilization of ideas. Thus, the 

so-called transmission mechanisms are instrumental in creativity-based innovation. Companies place creativity–

based innovation at the forefront of their strategy agendas as global interconnectivity has intensified competition. 

This paper focuses on the fashion industry and more particularly fine fashion companies. Stylistic innovation forms 

the core creative activities of progressive fashion designers and it can be further enhanced by artists intervening in 

the creative processes. Marketing can be instrumental in these processes as marketers can imbue fashion products 

with intangible meanings, symbolisms and experiences. Discerning customers view these fashion experiential 

products from the perspective of art in fashion and not only as expensive commodities. The authors attempt to 

explore artistic interventions in fine fashion companies in Taiwan and present a conceptual framework which can be 

a useful guide for aspiring artists in their endeavor to imbue aesthetics into commerce. Artistic interventions can be 

instrumental in creativity-based innovations which in turn may generate differentiation advantage and consequently 

financial rewards. Preliminary results deriving from a reputable Taiwanese calligrapher and her intervention with 

a number of progressive Taiwanese fashion designers demonstrate that designers may bring forth alternative 

creative marketing strategies.  

Key words: Creative Economy, Artistic Interventions, Creativity-based Innovation, Differentiation Advantage. 

 

1. INTRODUCTION AND BACKGROUND 

The creative economy in the recent past has become a significant and fast growing economic sector as it generates 

jobs, raises incomes and conquers export markets. Creative and cultural industries (CCIs) tend not to be synonyms 

as they can be prone to various interpretations and possible confusion. Cultural industries generate commercial 

revenues by using business models which activate expressive values of original content. Creative industries perform 

a similar role, the difference being the potent combination of expressive values with functional elements (UNESCO, 

2013, Andari et al, 2007). CCIs rely heavily on creativity based innovation as this forms the foundation of creative 

businesses’ competitive strategies. Creativity is the production of new ideas or exploring new opportunities or even 

providing solutions to existing problems by viewing them from a fresh perspective, which must be tailored to 

specific business purposes. 

 

CCIs are also connected with various interfaces of their activities, where the unifying force is the commercialization 

processes of ideas of expressive value. At present, these ideas are not confined only to the traditional art forms but 

spillover to a plurality of sectors in the creative economy (Andari et al, 2007).Andari et al (2007, p 16) argue that it 

is imperative for CCIs to put in place the so-called effective transmission mechanisms so the cross-fertilization of 

creative ideas can flourish. The transmission mechanisms can foster the creative capacity of a company to develop 

new organizational models and deal successfully with change and transformation especially in volatile sectors such 

as fashion (Molina et al. 2013; Schiuma and Lerro 2014).A limitation with existing accounts on the transmission 

mechanisms is that they take a generic approach, thus failing to explain their specificities. The authorsaddress this 

academic gap assuming that the new concept of artistic interventions is related to the transmission mechanisms 
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because interventions can foster creativity-based innovation and may lead to differentiation advantage. Companies 

of different sizes currently experiment with artistic interventions, which may contribute to improvements at both 

strategic and operational levels (Schiuma and Lerro, 2014, Berthoin Antal and Strauss, 2013). Practices coming 

from CCIs can also inspire teams, support innovation processes, may develop fresh business models and improve 

organizational practices (Shiuma and Lerro, 2014). In terms of the fashion industry, creativity is central to 

competitiveness for differentiation advantages can be built on image, identity and products. Creativity-based 

innovation in fashion is usually non-technological but stylistic as it depends on style variables(Cappetta et al. 2006; 

Tran 2010). 

2. ART AND BUSINESS INITIATIVES 

Initiatives and investments in arts-inspired creativity are currently essential for business growth because they can 

foster innovative practices(Nissley 2010). Adler (2006) recommends that for business leaders, the challenge is to 

dream of new ideas like artists who constantly generate novel ideas and turn them into art pieces.Moreover, global 

inter-connectivity has also intensified global competition which in turn has put pressure on adopting creative 

approaches to innovation and differentiation strategies (Nissley, 2010, Adler, 2006).  

Schiuma and Lerro (2014) argue that the cross fertilization of the Arts and management and its potential for 

innovation can be founded upon the 4ps, namely, people, practices, principles and products. More particularly, once 

artists enter a company they can bring forth skills and knowledge to foster refinements and further the development 

of the company’s soft capabilities though its workers. Fresh practices may influence perceptions on seeing and doing 

things differently. Principles correspond to shifting mindsets in the traditional business ecosystem as artists’ 

worldviews may assist workers to concentrate on experiential and exciting value creation. Products refer to the 

outputs of these cross-fertilized collaborations either in physical form such as products laden with symbolisms 

and/or changes in the organizational infrastructure (Schiuma and Lerro, 2014). Nevertheless, there is a lack of 

clarification regarding how artists can collaborate with leaders in other creative industries i.e. the fashion industry 

since these leaders by nature are also creative-minded individuals and often have strong views on creativity and 

innovation. Creativity-based innovation becomes a critical resource as it is crucial to success (Nissley, 2010). 

Resources and relational dynamic capabilities are imperative especially in fashion which is characterized by 

constantly changing market conditions.  

2.1 Creative and relational dynamic capabilities 

The performance of a company can be determined by its internal resources and capabilities as these can form 

possible sources of competitive advantage. Innovation drivers originate from a company’s arsenal as they can 

generate internal capabilities coming from accumulated knowledge and can be combined with external capabilities 

(Molina et al., 2013, Shih and Agrafiotis, 2015). This gives rise to the relational perspective (Dyer and Singh 1998) 

where a company cannot solely rely on internal resources and capabilities but also needs to form partnerships to 

enhance its innovation capacity. Moreover, companies through internal and external knowledge can develop 

resources which are not easy to imitate. This may form the firm’s secret weapon as it can lead to competitive 

advantage (Shih and Agrafiotis 2015).Dynamic capabilities are also related to resources as competitive advantage 

may accrue from a turbulent business environment. The term “dynamic” refers to the reconfiguration of 

organizational resources and capabilities as companies can generate fresh competitive strategies. The term 

“capabilities” relates to senior management’s strategic decisions to adapt and align the company’s internal and 

external resources to volatile market conditions.  

Facing the dynamic market, fashion firms need to exploit their target audience’s desires and in cases to configure 

new taste. Thus, creativity–based innovation demands that fashion firms must continuously innovate and 

concurrently keep their sights firmly on the market segment(s) they serve. Cross-innovation betweenthe arts and 

management can form a potent blend of crucial resources and capabilities in a company pursuing value creation and 

the enhancement of its competitive position infashion’s volatile ecosystem. The relational nature of artistic 
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interventions can become the fertile ground whereby these capabilities may flourish and in the process shift 

mindsets and trigger experiential cultural products. 

2.2 Artistic intervention from the European perspectives 

Berthoin-Antal and Strauss (2013) focus on artistic interventions (AIs) in organizations in a number of European 

countries. AIs involve processes of artistic inquiry, art making, co-creation and co-reflection with the participants 

from the client organization. The outcomes of such processes provide opportunities for the participants in the client 

organization to perceive its issues and topics from fresh perspectives. AIs can differ vastly in duration and also the 

number of people involved in them. Schiuma (2009) referring to art-based initiatives usually undertaken by 

businesses, identifies three types of artistic interventions in accordance to their duration and management objectives. 

These are: the intervention, which is performed in a short time span (2-3 days) and usually addresses a specific 

operational objective.The project, which can take month(s) to complete and addresses management objectives that 

are planned and coordinated extending to several departments of the organization. Another important aspect is that 

companies observe that there is a spillover effect diffused to workers at the individual, group and the whole 

organization at every level. However, the spillover effect does not derive solely from the AI but also the AI serve as 

a catalyst for the spillover effect (Berthoin-Antal and Strauss, 2013).  

 

Business initiatives on interventions are very difficult to evaluate in monetary terms. Interventions need to be seen 

more as value drivers for they can influence the formulation of intangible assets. Furthermore, arts-based initiatives, 

although they do not directly correspond to commercial activities, can act as proxy for companies because 

companies develop products and services by infusing them with artistic and/or design inputs, thus increasing their 

value in consumer markets (Schiuma, 2009).Berthoin-Antal and Strauss (2013) in their European studyhave 

identified eightpotential impacts of AIs in businesses. However, the most significant impact brought forth is what 

they term the artful ways of working as this can shift mindsets from efficiency and control values, to leaders and 

workers re-imagining new untapped areas of possibilities. This in turn may increase the chances for the emergence 

of innovation. One criticism of the extant literature on AIs is that it refers mainly to them in generic terms and does 

not take into account specific industrial sectors in order to explain explicitly how AIs can be implemented in the 

organizational setting.In terms of fashion companies, where differentiation and innovation are fundamental 

principles for survival and growth, AIs can be related to stylistic innovation since they can influence the production 

of more artistically-inclined products and services. Therefore, improvements in stylistic innovations coming from 

the Arts may lead to differentiation advantage. 

2.3 Stylistic innovation and marketing orientation  

Capetta et al (2006, p1275) define style in fine fashion as: “both an aesthetic and symbolic choice a company makes 

regarding the products/services, their main features, and how they are combined”. Fine fashion here, refers to 

progressive fashion companies which engage in style creation as opposed to simply “designed” clothing ranges. 

Innovation in style is associated less with technological changes and more in symbolic and aesthetic transformations 

(Tran, 2010). The most important point in this kind of innovation is engineering intangible meanings and 

symbolisms as these forms the principle concern of marketing managers in fine fashion firms (Cappetta et al., 2006).  

Stylistic innovation can be related to the concept of design-driven innovation. In turn, fashion design-driven 

innovation can be related to marketing as marketing has taken center stage in fashion branding from luxury to mass 

retailing. In more recent time, a fashion firm’s marketing orientation has intensified as marketing and fashion design 

are currently viewed as complementary activities (Guercini 2012). It is not a matter anymore of marketing imposing 

on the design function within the fashion company but rather marketing can enrich designers’ perceptions of market 

possibilities and design may reinforce marketing resources. Stylistic innovation is embedded in fashion design and 

design in turn is intertwined with the marketing orientation of the fashion firm. 
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3.RESEARCH METHODS AND CASE STUDY 

In this paper, the authors attempt to explore how the creative economy’s effective transmission mechanisms work by 

taking art and fashion as the two fields for the investigation. Based on this, the philosophical view of Interpretivism 

inherent in the logic of interpretation and observation is adopted in order to understand the context of the subject. 

This approach is integral to the qualitative research tradition since it subscribes to the idea that knowledge is actively 

constructed by humans. Thus, qualitative research is employed in this study as the aim is to explain how individuals 

take action or cope in a particular situation based on the social construction of reality. Researchers can achieve a 

comprehensive overview of the subject as they interact with the context of the situation which shapes their 

investigation (Creswell 2009). A holistic single case study approach is employed in the research study as it explores 

the artist’s intervention and designers reactions, subsequent development into a capsule collection and its 

marketing/commercialization process. This may provide an in-depth understanding of how artistic interventions 

make sense not only in purely aesthetic but also commercial terms (Yin 2009). Interviews are used as the primary 

data together with secondary documentation for they represent rich, in-depth and relevant information. The 

researchers have conducted 7 semi-structured in-depth interviews including the artist, five participant designers and 

the retail director responsible for the marketing/merchandising of the collections mix on sale. The interviews were 

conducted during the summer (July) of 2016 including follow-ups for clarification purposes.According to Yin 

(2009), data analysis includes data examination, categorization and tabulation. In order to avoid bias, the researchers 

have triangulated data not only from interviews and their personal observations and interpretations, but they have 

also made use of secondary sources, such as retail reports, trade magazines and current affairs articles from 

newspapers.  

3.1 The case study  

The case study pertains to an artistic intervention between one of the most famous Taiwanese calligraphers and five 

Taiwanese fine fashion designers. The calligrapher (DYZ) who is considered a master in Taiwan completed her 

studies in painting in the US during the 1960s and was influenced by Abstract Expressionism as well as the Pop Art 

movement. Her calligraphy style is a contemporary rendition of the ancient Chinese characters coming from the Han 

Dynasty.DYZ has presented designers with some of her calligraphy scrolls and following deliberations the designers 

took the scrolls as the starting point for their inspiration and created a micro range of clothing. The five Taiwanese 

designers belong to the younger generation of creatives and currently strive to make their mark in fashion design and 

cultural affairs in the country. All five designers have achieved a certain degree of recognition both domestically 

throughsocial media and own retail outlets as well as abroad by participating in fashion weeks in countries such as 

China and Japan. The mediator who organized the intervention between the designers and the calligrapher is the 

biggestand most respected Taiwanese bookstore which not only sells books but it has instigated collaborations with 

craftsmen and designers through a specialized space in its stores dedicated to young Taiwanese talent. This space 

serves more like a creative fashion platform where accessories, jewelry and fashion designers present and sell their 

work merchandized in small corners. To be noted that the bookstore operates more like a highly specialized 

department store for domestic and imported brands. Thus, this creative platform gives designers vital exposure as 

the bookstore (department store) generates considerable daily footfall overwhelmingly comprising of discerning 

customers who can appreciate refined taste in product ranges.  

The calligrapher together with the bookstore’s top management came into a collaborative agreement with Taipei’s 

Cultural and Creative Park,under the auspices of the Ministry of Culture, to exhibit the capsule collections for a 

period of time prior to its commercial launching. The designated area was set up as pop up store within the 

department store. Prior to the exhibition time, the designers proceeded with the manufacture of simplified versions 

of their capsule collections as this was deemed imperative for purely commercial reasons. The bookstore’s retail 

director during the launching day has organized an instore event by inviting intellectuals, creatives, bloggers and 

fashion personas to a reception while the event achieved considerable exposure in the national press. The whole 

intervention/collaboration/retail scheme was a success as it generated publicity for the young designers, reinforced 
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the bookstore’s reputation as a cultural incubator for young talent and also generated healthy sales which were 

distributed to the involved parties.  

4. DISCUSSION AND CONCLUDING COMMENTS  

The effective transmission mechanisms indeed spill over to other sectors of the creative by cross fertilizing creative 

ideas as this can be confirmed in the case study. In fact the transmission mechanisms can be viewed as artistic 

interventions within the creative economy at least as far as art and fashion is concerned. More analytically the case 

study confirms and in cases complements the literature in the following areas.Firstly, the underlying theories of the 

relational view indeed play a significant role the designers’ micro businesses can benefit by forming collaborations 

and access complementary resources which can lead them to competitiveness. The same applies to dynamic 

capabilities as designers in fashion’s perpetually volatile ecosystem need to be alert of not only emerging trends but 

more importantly to other creative forces which may shape for a period of time progressive fashion design. 

Designers through such collaborations can reconfigure their resource base and as a result instigate changes. This 

reconfigurationaction can lead their micro businesses to achieve if not competitive advantage as the dynamic 

capabilities literature suggests but differentiation advantage which in our view is vital in progressive 

fashiondesign.Secondly, in terms of artistic interventions, these do not entirely act as a proxy for commercial 

activities but they can be more directly related to commerce. This can be facilitated by the marketing orientation of 

the company which can capture this valuable resource and marketers may transform it into a commercial success 

story by attaching symbolisms such as the calligrapher’s story. Thirdly, in the case study we identify an intermediate 

intervention stage between the intervention and the project suggested by the literature. This intermediate stage we 

termintercession as it stands in between the intervention and the project. The intercession performs a similar role but 

the duration is longer than the intervention, in fashion terms usually a season, and it does not involve many 

departments as in the project but is limited to one or two in order to achieve speed of planning and 

execution.Fourthly, the case study has appeased the authors’ initial fears of how collaborations between artists and 

fashion designers can be achieved when both are characterized by strong views. There was no evidence of this in the 

case study as designers were very respectful to the calligrapher perhaps because she is much older and as such she is 

considered a master. Moreover, there was no friction among the five designers as all collaborated in a cordial 

manner.   

The four elements presented in the artistic interventions literature (people, practices, principles, products) together 

with the intercession stage of interventions allows us to craft a conceptual framework of artistic interventions 

pertinent to art and progressive fashion design. The study explains how the transmission mechanisms work in reality 

in two sectors of the creative economy and additionally incorporates marketing’s role in the commercialization 

process of progressive fashion design and marketing’s ultimate goal this ofachieving differentiation advantage 

which may lead designers to a certain competitive edge.Limitations include the fact that the study explores a small 

part of the creative economy and in a specific country. Therefore, more research is needed in other sectors of the 

creative economy and in other countries in order to reinforce the validity of the research context.  
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Abstract 

In this paper an automated system is developed in order to contribute to decision choice of the most efficient 

marketing plan strategy. The proposed system integrates a subsystem which generates the outcome through the 

analytic hierarchy process. The advantage of the proposed method lies in the fact that the administrative staff could 

faster as well as easier evaluate, different alternative strategies. 

 Keywords: knowledge management systems, management information systems, analytic hierarchy process, 

strategic marketing plan. 

 
1. INTRODUCTION 

During the last decades, researchers developed two main categories of information systems in order to support 

managers in the decision making process. The two most common systems in this area are decision support systems 

and knowledge management systems.  

Due to the complexity and importance of strategic planning, many firms use knowledge-based systems (KBS) in 

order to support decision-making. In the last two decades, intelligent knowledge-based systems developed to help 

managers in important decisions. Example of such applications can be found in Cheung et al., 2003; Fonseca et al., 

2004; Pomar et al., 2005; Song et al., 2002; 

In this paper, we suggest an information system framework is suggested, used to evaluate the strategic marketing 

plan based on specific criteria. 

 
2. THE PROPOSED FRAMEWORK 

This paper presents the frame of an electronically system in order to support decision-making in marketing strategic 

planning. The proposed system belongs to a wide area of management information systems and more specifically to 

knowledge based systems.  

In the proposed method, the system integrates the analytic hierarchy process in order to determine strategic weights 

and provide evaluation leading to the most effective strategy. The main scope of the automated electronically system 

is to evaluate the strategic marketing plan based on specific criteria (Fig. 1). 

According to the proposed method, the first step is to determine and evaluate the significance of the selected criteria 

through expert questionnaires. Those criteria include the cost, the applicability, the required time of implementation 

and the expected financial performance, for each alternative strategy.  

The expert responses are entered to the system’s database and thus the proposed algorithm is applied in order to 

determine which of the alternative strategies, occurs as the most suited. The selected algorithm, which in our case is 

the analytic hierarchy process, is applied based on the expert responses. 

At the last stage the methodology calculates and compares the degree of consistency index and consistency ratio in 

order to validate the results. If the consistency index is smaller than 0.1, then we can assume that the consistency 

level is satisfactory. 
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Figure 29: Function of KBS 

 

3. ALGORITHM PROCEDURE 

In this section we present the procedure that is executed by the system and is based on the AHP method (see Saaty, 

1994). The functions of the method are divided into four separate stages which are given below: 

Stage 1: Analytic hierarchy of the decision problem into the elements of decision (primal objective, characteristics, 

and alternative solutions). 

Stage 2: Choices collection according to the decision elements. 

Stage 3: Computation of individual priorities (weights) for the decision elements. 

Stage 4: Composition of the individual priorities into general priorities of the alternatives 

The above stages can be divided in the following steps: 

Step 1: Problem determination where are specified: 

o The objective to be achieved through process 

o Criteria related to the achievement of the goal 

o The alternative choices for each criterion 

Step 2: For each criterion the following actions are executed: 

o Construction of the comparison table for each criterion which include the pair-wise comparison 

between alternative choices (see Table 1). 

o Construction of the normalized table and computing the priorities vector 

o Computing the consistency ratio (CR) in order to evaluate the consistency level of expert 

questionnaires, according to the following control structure 

if (CR<0.1) 

 approve 

else 

 reject  

 

 

            
          
    

          

  

Table 8: Pair-wise comparison table 

Table 1 is a square matrix that contains the coefficients cij which are the relative values with two rules consists: 

 

                                   
 

   
 

 

In order to compute the consistency ratio, the first consistency index should be computed, according to the following 

equation: 
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n declares the number of alternative strategic choices and λmax is the average consistency measure for the 

alternatives.  

Then consistency ratio occurs from the equation: 

 

   
  

  
   

 

Where RI is the random index for given n alternatives. 

For the pair-wise comparison the scale that appear in Table 2 applied. 

 

 

Verbal Numerical 

Extremely important 9 

Very strongly important 7 

Strongly important 5 

Moderately more important 3 

Equally important 1 

Intermediate values 2,4,6,8 

Table 9: Scale for pair-wise comparison 

Step 3: Derivation of priorities table (the result occurs from the integration of step 2 for all the criteria) 

Step 4: Construction of the comparison table for the criteria. In fact we apply step 2 for the criteria 

Step 5: Derivation of overall priorities vector. The alternative choice with the highest factor is the system’s 

suggestion for the best strategic choice. 

 

4. CONCLUSIONS 

In this paper a simple structure of a framework is presented in order to support the strategic marketing plan of a 

company. The proposed automated system is based on knowledge management systems comprising the analytic 

hierarchy process. Through the consistency index, the system can evaluate the suitable level of the output which 

consists to the proposed strategy. In future work we aim to include in the proposed system, more advanced 

computational methods in order to increase the forecasting accuracy for future financial data. 
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Abstract 

The aim examined sustainability marketing practices of a market leader in the Ghanaian telecommunication sector. 

With an objective of identifying the focus areas where the telecommunication firm carry out sustainability 

initiatives. Accordingly, a qualitative research methodology was adopted where a case study design was utilized. 

The study collected data from the corporate website and an interview with some senior managers of the firm in 

charge of sustainability for triangulation of facts. Consequently, thematic and content analyses were used to analyse 

the findings. The Study found: health, education and economic empowerment as the focal areas of the 

telecommunication firm in Ghana. Although, the telecommunication firm seem not to be clearly practicing 

sustainability marketing dimensions of: economic; social and ecological. The study found traces of evidence 

suggesting that the firm have environmental and economic activities that are qualified to be described as 

sustainability marketing.The study recommended that the firm should focus and report on their environmental, 

social and economic initiatives. 

 

Keywords: Sustainability Marketing; Triple Bottom Line; Telecommunication  

 

1. Introduction  

Sustainability marketing (SM)may be applied in different perspectives comprising; social marketing, cause-related 

marketing, green marketing, ecological issues, social issues, economic issues, corporate social responsibilities, 

ethical, and relationship based (Nkomo&Sehoole, 2007; Belz&Peattie, 2009). Thus, SM takes into consideration 

environmental and ethical issues which are left aside in anordinary functioning of some economies(Nkamnebe, 

2011). Therefore, businessesare required toclearly consider their effects on the environment, economy and social 

business environments(Asif, Searcy, Garvare, & Ahmad, 2011). There has also been a risingacknowledgmentof 

environmental protection is a sub-set of sustainability marketing (Asif et al., 2011).The Ghanaian 

telecommunication sectoris liberalizedthereby increasing competition in the sector with regulators closely 

monitoring the sector’s activities (Mahmoud & Hinson, 2012). In addition, SM may be crucial for improving firm 

image to influence market performance like market share (Luo& Bhattacharya, 2006; Mahmoud & Hinson, 2012). 

The Ghanaian telecommunication sector is fast growing with multinational companies like MTN, Vodafone, Tigo, 

Airtel, Glo, and Expresso as key industry players.  

 

The Organizational Ecology Theory and Upper Echelons Theories could be used to explain the concept of SM. 

Telecom firms emerge, evolve, and die in response to changes in their environment is the base arguments of the 

organizational ecology(Connelly, Ketchen, & Slater, 2011). Therefore, telecom firms that do not adapt their 

processes to become more sustainable may be selected out of the population. Whereas, firm outcomes arise largely 

from the decisions of a dominant coalition, and are therefore influenced by the cognitive bases and values of this 

groupas argued by Upper Echelons (Connelly et al., 2011). Therefore, decisions about sustainability are shaped by 

past practices and managerial backgrounds. More diverse top management teams may be more creative and 

proactive about sustainability efforts. Consequently, this study is guided by these two theories in investigatingSM 

practices of a telecommunication giant in Ghana. 

 

2. Literature Review  

Sustainable marketing (SM) is a process of creating, communicating, and delivering value to clienteles in such a 

way that both human capital and natural are well-kept or improved(Martin & Schouten, 2014). SMistheorized from 

a social responsibility perspective as “triple bottom line” which means that organizations need to explicitly consider 

the environmental, economic and social impacts of their activities which is similar with the sustainability 

development tenets(Asif et al., 2011). SMhas multi-disciplinary connotation and implications (economic, 

technology, social, environmental, ethical, etc.); comprising human conditions, and predicts capacity for societal 

perpetuation (Nkamnebe, 2011).  
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The Triple Bottom Line (TBL) is a metric for measuring sustainability (Sridhar & Jones, 2013). TBL is the creation 

of products using systems and processeswhich are safeguarding energy and natural resources, non-polluting, 

economicallyworthwhile, safe and healthful for communities,employees, and consumers, socially and creatively 

rewarding for all working people (Krajnc&Glavic, 2005). TBL is a resolute effort to integrate economic, 

environmental and social considerations into a company’s evaluation and decision making processes (Jackson, 

Bosswell& Davis, 2011).  

 

The three SM dimensions are: economic; social; and environmental dimensions. The economic sustainability is 

always a must for human wellbeing. Economic sustainability is the ongoing ability of an economic system to 

provide for all human needs (Martin & Schouten, 2014). The social sustainability refers to the ongoing ability of 

communities to provide for the well-being of their members (Martin & Schouten, 2014. The environmental 

sustainability dimension emanates from the growing demand on scarce resources and the pollution generated by the 

rising living standards of the relatively affluence (Martin & Schouten, 2014). Table 1 shows some of the social, 

economic and environmental sustainability issues. 

 

Table 1: Constituents of Triple Bottom Line  

Social Economic Environmental 

Workforce diversity Public reporting Waste generation 

Working conditions Local industry participation Atmospheric pollution 

Freedom of association Economic development Resource use e.g. water 

Worker and human rights Jobs created Toxic material disposal 

Paying appropriate wages Corporate governance Material sourcing 

Source: Martin and Schouten, 2014 

The outcomes of practicing SM are either positive or negative. Some of the sustainability marketing consequences 

are: Green customers, green products, re-manufactured, BTO products (Sharma, Agrawal, & Marshall, 2008); 

Product preference (Luchs, Naylor, Irwin, &Raghunathan, 2010); Competitive advantage, lower costs, innovation, 

better workforce, differentiation, being a head of regulation (Martin & Schouten, 2014); Equity and Economic 

growth (Thomas &Hult, 2011); Brand performance and sustainable performance (Mahmoud, 2016); and Promoting 

economic development and raising living standards (Gordon et al., 2011). 

 

3. Methodology  

The study adopted a qualitative research methodology. A single case study approach was utilized where a market 

leader was identified for investigation. The National Communication Authority of Ghana (Regulator of the 

sector)provided data suggesting that the case company was the market leader in Ghana (www.nca.org.gh). 

Interviews and archival data were used for this study. The study contacted the MTN foundation in Ghana (corporate 

website and interview). The interviews were used to explain the archival data. This approach was used due to the 

weakness in either of the strategies. A content and thematic analysis was utilized. Content analysis is an objective, 

systematic, and description of a manifest content of communication (Malhotra& Dash, 2011). It is an important tool 

that is primarily based on identifying the availability of information in various disciplines. The thematic analysis 

assisted in reducing the findings into sustainability marketing, corporate social responsibility, green marketing and 

technology development. 

4. Findings and Discussion 

MTN Ghana Foundation is responsible for sustainability activities of the telecommunication giant. The Foundation 

was established in 2007 to drive all MTN's sustainability initiatives.The goal of the foundation is to: support 
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communities in the form of social investments, social empowerment and national development, corporate social 

investment as part of the firms’ strategy, improvement of brand image through social activities, teamwork through 

proactive employee volunteer associations and strategic partnerships with national and international partners and 

stakeholders.Thus,sustainability is divided into three focus areas of health, education and economic empowerment.  

 

“The Foundation aims to achieve a broad community impact by supporting national development priorities 

in the area of health, education and economic empowerment. So if you come to MTN Ghana foundation for 

instance, we have three focus areas which are health, education and economic empowerment” – Rep 1 

 

Economic Dimension 

Sustainability marketing centers on the economic value provided by the organization to the surrounding system in a 

way that makes it prosper and promotes its capability to support future generations Alhaddi, 2015). Thus, the 

economic dimension looks at the monetary impact of an institutions sustainability initiative and how those initiatives 

are going to benefit the inhabitants financially, as well as the future generations. Activities in this regard looks at 

issues such as return on investments, taxes paid, monetary flows, and jobs created.MTN Ghana Foundation has 

contributed hugely towards the livelihoods Ghanaians. Some initiatives found on MTN website includes:Tizaadini 

Shea Butter Production Project, which providedseed capital of GH₵ 500 to women in transforming lives of 

beneficiary communities. A decent means of livelihood for persons with disabilities (PWDs) with 150 tri-cycles that 

is motorized and powered by solar panels were provided. The tricycles serves as a point-of-sale center for airtime, 

SIM cards and registration processes, use of MTN Mobile Money as well as power outlets for charging customers 

handsets.  

 

“We at MTN Ghana Foundation, and indeed MTN Ghana, are very excited about this project because it 

gives meaning to our dream of building ICT businesses in the country. Without entrepreneurs like you, our 

dream of making Ghana a digital economy cannot be achieved. The hidden intent is that, when you do well, 

people tend to patronize you more. So assuming you give someone money, they will always be coming back 

to you and for businesses, that’s loyalty and brand affinity”- Corporate website  

 

Agriculture is a contributor to the Ghanaian GDP, whiles creating income generation and alleviation poverty.The 

MTN Ghana Foundation in partnership with Esoko networks undertook a project in 2011 that seeks to provide 

timely agricultural information such as produce price alerts, bids and offers, news and advisories to farmers at eight 

(8) pesewas per text. In addition, MTN offered 500 farmers with training at a cost of $11,000. In as much as MTN 

was charging the farmers per text, the benefits these farmers derived from this initiative was far more than the cost 

the farmers were incurring in their quest of using the service.A “seed” is been planted into these start-ups as MTN’s 

gives better livelihoods to these farmers by helping curb unemployment, and encouraging agribusiness in Ghana.  

 

Social Dimension 

SM encompasses activities geared towards maintaining a healthy relationship with inhabitants of a 

communityhosting a firm. These activities have positive impacts on the lives of community members comprising of: 

educational facilities, health needs of the people, and some other activities that help in adding value to the lives of 

community members.  

“I ensure that the mast that I am building will not fall on anybody. I am looking at the environment and 

also being aware that it’s not going to impact negatively on people’s health” – Rep 1 

MTN has undertaken health projects such as the Korle Bu Maternity Ward Project in Accra, by physical 

refurbishing of the 2
nd

floor of labor ward and providedequipment’s(delivery beds and theatre machines). A 

workshop on drug abuse and HIV for SHS students was held in four (4) regions of Ghana. The drilling of twenty(20) 

boreholes for communities in the Lawra and Wa East Districts of Ghana were executed. MTN Ghana has also 

undertaken numerous projects in the attempt to facilitate the level of education both in deprived and under privileged 

communities, as their quota towards making education and computer literacy a right not a privilege for the average 

Ghanaian. The construction of a KVIP for Tamale Secondary School in the Northern region of Ghana, and also 

provided laboratory facilities and constructed streetlights to address the issues of security in that school. 

“And so if people are studying under trees and I want to do something for them, I am going to put up a 

classroom block and I have to furnish it with the necessary facilities and we have to ensure that there is a 

teacher that will be taking care of them. So for instance, MTN has so much and there are a lot of people 

who are very brilliant but because of their poor economic background they can’t go to school. So what 

MTN does is, it takes care of their fees and now some of them are medical doctors and the likes”-Rep 1 
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The case company has also instituted 21 Days of Y’ello Care where staff volunteers give off their time and effort to 

serve their communities for 21 days in the month of June every year. This activity has made MTN Ghana the best 

among all the 21 MTN subsidiaries for the year 2010 and 2011. The theme for MTN Ghana’s Y’ello Care is 

“Investing in Education for All”, with special focus on Information and Communications Technology (ICT) 

education. 

 

“We are hopeful that the employees’ volunteer activities will have a positive impact on the lives of learners 

and educators in our markets. By leveraging our strengths in technology to enhance education, MTN 

employees are contributing towards creating a lasting impact in our communities. In line with our vision, 

MTN volunteers have chosen to build e-libraries in Accra, Kumasi and Tarkwa. These libraries will 

provide teachers and students with access to over 40,000 e-books from around the world and on a wide 

range of subjects from arts to the sciences and much more”- Corporate website  

 

Environmental Dimension 

The countries in which MTN operates are among the most environmentally vulnerable parts of the world, and 

largely have the least economic resources to cope with the negative effects of environmental events and resource 

constraints. MTN’s environmental impact relate to their consumption of energy (electronic and electrical). This 

results in greenhouse gas emissions and end-of-life waste management challenges and opportunities as well as 

environmental impacts during the installation, operation and decommissioning of technical and non-technical 

infrastructure and facilities. MTN’s investments in efficient and green power sources, energy, carbon accounting 

programmes, e-waste management and office greening projects, are ensuring the company continually works 

towards achieving more, with fewer resources, and a reduced environmental impact. 

 

“When you go South Africa for instance, they are far advanced. Even with the lights that they use, the 

moment the last person walks out of the building, all the lights go off and so there is nothing like someone 

forgot to put off the lights. They are saving energy. The bulbs they use are the ones that consume less 

energy... ”-Rep 1 

 

“329 green sites across the MTN network and 7 947tCO2e Green House Gas emissions avoided. Between 

2011 and 2014, energy efficiency solutions have been implemented at 9,989 network sites, as well as at 

data centers, switches, hubs and office buildings”- Corporate website 

 

The CEO of MTN Ghana and his team designed and sewed school bags from their own banners and flexi materials 

for school children in selected schools in Accra, Kumasi and Tarkwa. In 2015, MTN Group had an additional 450 

sites improved. 5,345 tons of e-waste handed over for extracting valuable elements and components for safe 

disposal. In Ghana, the mast is of great concern to citizens as they feel it poses a great threat to their environment. 

 

“That is if it hasn’t been erected well. But ordinarily, why should rain make it fall? It’s because maybe 

there was an issue when they were fixing it but those machines that we use are texted from World Health 

Organization before we use them, now we don’t even build the masts anymore. We do what they call 

collocation just to prevent all the seven telecommunication companies going to one area and setting up a 

mast there ….”- Rep 1 

 

The fight against wildlife poaching in 2016 is embeddedin tracking systems into the horns of vulnerable animals is 

another area MTN is considering investing into. It plans to enable climate-smart agricultural solutions in some of its 

markets by deploying M2M connectivity for remote monitoring and decision-support services for challenges such as 

water balance, disease and climatic conditions, trade information and mobile payments, and offering agricultural 

content on mobile devices in 2016.  

 

 “…We are also catching up. It’s an initiative from our parent company. We are also doing green 

initiatives. So what we are doing is that we are starting with waste. We are doing recycling. When you buy 

food in a pack, we have a place you put it so that you don’t throw things about anyhow. We are recycling 

the paper from the printers. We have a special place we put those papers and at the end of the week people 

come for it. So the waste is separated into plastics, organic, paper and all that. So that’s our green 

initiative…” 
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5. Conclusionand Recommendation  

The study found that MTN Ghana’s CSR focus is health, economic empowerment and education.In addition, MTN 

Ghana engages its stakeholders in designing their CSR activities. Sustainability (social, economic and environmental 

responsibilities) is part of MTN’s core strategic values. MTN Ghana fulfills social obligation by ensuring that masts 

do not have a negative impact on the environment, thus their collocation initiative. MTN Ghana makes it their social 

responsibility to find ways of uplifting communities in which they operate by providing ICT expertise and resources 

to improve access to education, develop entrepreneurs and enterprises etc. MTN demonstrated their environmental 

concern by encouraging workplace safety measures, reducing the impact of their activities on climate and air 

pollution, minimizing workplace hazard, improving the health of community dwellers, and supporting voluntary 

community development programmes. MTN is able to enhance the firm’s competitive position in its market. 

Findings therefore support the fact that CSR actually has a positive effect on corporate image of the organization. 

The study recommended that the firm should focus and report on their environmental, social and economic 

initiatives strategically. This is because, the current reports on the corporate website does not clearly articulate their 

sustainability practices in the social, economic and environmental dimensions.  
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Abstract 

Determination of optimal pricing policy for new consumer durables is a major decision-problem and has received 

considerable attention from researchers and practitioners. In contrast issues concerning products with technology 

generations have received less attention. The objective of this paper is to discuss the formulation of dynamic policy 

for variables like price for technology products using innovation diffusion models. The two generation demand 

model considered in this paper is more general in nature. The optimality conditions derived in this paper also have 

important managerial implication. 

   

Keywords: Pricing, Marketing, Multi-Generation, Innovation-Diffusion, Optimal Control 

  

1. INTRODUCTION 
The literature in innovation diffusion modeling is quite rich and several powerful models have been 

developed over the past few decades to describe the effects of market mix variables like price, 

promotional effort and quality etc. on the sales growth of a new product (Mahajan, Muller and Bass 

1990). From the past analysis of the literature Krishnan, Bass and Jain (1999) had observed that there are 

two key catalysts which influence the pricing policies: 

 Diffusion Pattern: The optimal pricing policy is largely depending on the product sales curve or 

in other words optimal pricing policy should be based on the product diffusion pattern (Kalish 

1983, Robinson and Lakhani 1975).  

 Discount Rate: When the discount rate is high i.e. the future is highly risky then the 

monotonically declining pricing policy is optimal (Kalish 1985).  

 

In literature, many models are available to discuss the optimal pricing policies for single generation 

demand model. However, diffusion modeling vis-à-vis optimal strategies of marketing mix variables for 

technology generations has received less attention. Bayus (1992) suggested price declines due to the 

buying behavior of a product with overlapping replacement cycle. Danaher, Hardie and William (2001) 

discussed the pricing phenomenon for two generation adoption model and argued that drop in price of 

advanced generation product can boost its demand although it has diminishing effect on the demand of 

old generation product.  

 

Many models have already been developed to study the optimal policies of different marketing variables. 

But most of them based on single generation framework only. In comparison, diffusion modeling of 

technology generations has received less attention. Generally technological innovations come in 

generations and often an organization introduce a new technology generations before withdrawing 

existing generation from the market (Islam and Meade 2006).When a new technology takes the form of a 

product in the market it is desired that it gets the maximum exposure. The promoter runs promotional 

campaigns to advertise it among target consumers. Word also spread through interpersonal 

communication. It is not only the actual adopters who can spread word about the product but the non-
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users also play a major role in the spread of awareness. The model described in the paper can be 

visualized as a three-stage diffusion process, i.e., an aware target population gets motivated and form an 

attitude towards buying the product after evaluating the price and goodwill factors. Along with capturing 

the increase in market size due to introduction of a new product in the market, the model also recognizes a 

finite time lag between awareness and actual purchase.  

 

2. MODEL DEVELOPMENT 
Consider a monopolist who has two generations of a high-technology product in the market. The firm 

intends to control its price over a finite planning horizon. Let ‘ ’ denote the time such that  Tt 0 . 

The length of the planning period, T, is fixed. 

If       = Cumulative sales volume (demand) of the thi  generation product         by time ‘ ’ and 

      = Price of  
thi  generation product        at time ‘ ’. 

      = Number of people who are aware of the product range at time ‘ ’. 

             
 

  
      = sales volume (demand) of the thi  generation product         at time ‘ ’ 

The general diffusion models for two generation case can be given as: 

             
 

  
                                                                       

(1) 

             
 

  
                                                                      

(2) 

 

The functional forms of    and    would be discussed in section-4. Functions (1) and (2) are twice 

differentiable, and               ;                    and                ;                 

Assume that the firm wants to maximize its total present value of net revenue discounted at a fixed 

interest rates r , over a finite planning horizon. The mathematical framework of the problem can be given 

as (Sethi and Thompson (2005)): 

    dttNCtptNCtpeJMax
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where,    is the constant marginal cost of production for product generation          and   is the length 

of planning horizon. The control variable       is twice differentiable in     and satisfy              .  

3. OPTIMAL PRICING STRATEGIES 

In this section the optimal pricing strategies are derived for the two product generations for a monopolist 

using the dynamic optimal control theory. The solution to the optimization problem is obtained by 

Pontryagin Maximum principle (Sethi and Thompson 2005). Dropping the time notation, the current 

value Hamiltonian can be written as: 

    )()( 222111 tN CptN CpH


               (6) 

where )(t  and )(t are the current value adjoint variables (i.e. shadow price of )(1 tN


 and )(2 tN


). 

Pontryagin maximum principle gives the following necessary conditions: 
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The current value Hamiltonian   represents the instantaneous total profit of the firm at time ‘ t ’.  

Other necessary conditions include 0
21
 pp HH . 
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from (9) and (10), we have 
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and, the expression for the optimal price path for the second generational product can be given as  
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Other optimal conditions are: 
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Integrating equation (7) and (8) with the transversality conditions, the future benefit of having one more 

unit produced for the respective generations can be written as: 
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22 222111 )()()(              (15) 

4. PROPOSED DEMAND MODEL 

In the following section, demand functions for two generations would be introduced, for use in the 

optimization model above. The stage wise conversion process, from spread of awareness to actual 

adoption for a product with two generations is presented in figure 1.  

4.1. Sales model of First Generation  

It is assumed here that the market size ‘ N ’, of the product remains constant over time. An uninformed 

individual can be informed of the available technology products by promotional efforts of the firm or 

through social interactions. Thus, at any time ‘ t ’, for a single generation product the total number of 

aware individual ‘ )(tA ’ can be written as: 

)()( 10 tAAtA  ; where )(.)( 11 tI NtA   and  

  )()(1
)(

11
1 tbIa tI
dt

tdI
 ; )(1 tA is the total number of individuals who are aware of the product at 

time t , a  is the innovation coefficient, b  is the imitation coefficient and 0A  is a constant. 
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Figure 1: Model Overview 

 
 

 tI1  is the fraction of total population who have received information about the new product range. 




































tba

tba

e
a

b

e
tI

)(

)(

1

1

1
)(  




































tba

tba

e
a

b

e
NAtA

)(

)(

0

1

1
 )(          (16) 

If )(t is the pricing and )(t is the utility function of the product at time t , then the cumulative number 

of potential adopters )(tN  at time t  can be written as: )()()()( 1 tttAtN           (17) 
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As suggested by Kalish (1985), a potential purchaser can take some time or delay the purchase depending 

on his/her expediency (e.g. due to personal problem, shortages of money etc. he/she may postpone his 

purchasing decision). i.e., if k is the rate parameter, then the adoption function can be specified as: 

  )()()()()( 111 tNtttAktN
dt

d
                (18) 

where, 
)(11)(

tpd
et


  and 
)(

)(

1

1
1

)(
tA

tN
h

et  ; 1d and 1h  are price and goodwill parameters respectively. 

 

4.2. Sales model for First and Second Generations 

Introduction of a new generation there will e increase the market size. Suppose,  KN   is the new 

market size and )(2 tA  be the total number of aware individuals of the product class at time t , where K is 

additional market due to Second generation product. Then,  
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At any point of time due to the pricing factors, a fraction               of the aware population ( )(2 tA ) 

can be motivated towards the     generation (where,   1ti ). This motivated population can be 

further influenced (via word-of-mouth,  t ) to adopt a particular product generation.  

The adopters of the 2
nd

 generation product include the first time and the repeat adopters (upgraders). The 

basic equation is: Total Purchasers2
nd

(t)=(first-time purchasers)2
nd

(t)+(Repeat purchasers)2
nd

(t)       (21) 

Assuming that none of the new purchasers drops out of the market, the total number of adopters of the 

first generation who will find the second-generation price is acceptable can be expressed as follows: 

[Motivated Repeat purchasers]2
nd

(t)=   )()( 2
/
221 ttN          (22) 
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Where, )( 2
/
2 t is the price function due to repeat purchasers. Now, depending on the word-of-mouth 

communication ( )( 2
/
2 t ), some fraction of the motivated repeat purchasers will become the potential 

purchasers of the latest technology. Thus mathematical expression for the potential repeat adopters of the 

2
nd

 generation product is: [Potential Repeat Purchasers]2
nd

(t)=   )()()( 2
/
22

/
221 tttN          (23) 

if    is the rate parameter, then the likelihood of adoption of the new generation in the time interval    

can be given as    . Thus the equation for the rate of adoption of the first generation product can be 

expressed as: 

 
 

  
                                                                          (24) 

Where,      is defined as:       
             
                  

  

Similarly, if    is the adoption parameter of the second generation product then the rate of adoption of the 

second generation product at time   can be given as:  
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et ; where 1h  and 2h  are the 

coefficients of imitation           and   tt2 ,   is the introduction time of second generation 

product. 

Using the above models equation (3), (4) and (5) can be rewritten as: 
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such that 
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Thus from (6), the current value Hamiltonian is: 
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    )()( 222111 tN CptN CpH


              (29) 

From (11) and (12) 
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where, 

   
                   = Potential first time purchasers of first

 
generation product till the second 

generation is introduced. 

   
                     = Potential first time purchasers of i

th  
generation product (i=1,2). 

   
            

      
     = Potential repeat purchasers of second

 
generation product. 

Pricing a product or service is one of the most important decisions, management has to make. Price is 

often the most important decision variable affecting the sales. In this section the pricing policies are 

studied in length. If the planning horizon is long enough, the following two general pricing strategies can 

be followed: 

Policy1. When the replacement rate of second generation product is high and also the effectiveness of 

generating awareness (word-of-mouth) for both the generation is high then the optimal price paths of both 

the generational products monotonically decrease over time (figure 2). 

Policy2.  When the upgradation rate from first generation is not so high and also the effectiveness of 

second generation adopters in generating awareness is higher than the first generation adopters then the 

optimal price path of first generation product monotonically increases and the price path of second 

generation product monotonically decreases over time (figure 3). 
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The results indicate that the dynamic pricing pattern of first generation product depends on the 

upgradation behavior and as well as to the effectiveness of generating awareness for the product. 

Whereas, under full product information, the pricing pattern of second generation product depend on the 

replacement behavior of the first generation adopters and as well as effectiveness of uncertainty reduction 

from early adopters. The above result also suggests that, when the word-of-mouth communication for any 

product generation is high the optimal price of the product decreases over time.  

5. CONCLUSIONS 

In this paper, dynamic pricing strategies were found for two technology-generations of a product class. 

The analysis used a sales model that incorporates consumer perception of the product class, inter-

generation effects on sales, and replacement behavior of first generation purchasers. Conditions are found 

in which optimal new product prices decrease and increase. This area of research has ample scope for 

future work. The model can include other important decision variables like advertisement. Though there 

have been attempt to dynamically optimize all decision variables for single generation innovations, 

nothing much seems to be have been done for multiple generation product. Modelling and optimizing the 

influence of social networks on success of technological innovations is also upcoming and challenging 

area of future research.  
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Abstract  

This paper first compiles content marketing metrics based on an analysis of content marketing goals. Subsequently, 

current Web analytics tools are reviewed for their potential to support the introduced content marketing goals and 

associated metrics. This results in an overview of content marketing metrics which can be tracked by Web analytics 

tools. The findings are based on interviews with eight experts working as chief digital officers and digital managers 

of multinational enterprises as well as managing directors and content strategists of leading media agencies. 

Keywords: Content marketing, marketing analytics, marketing metrics, social media, Web analytics 

 

1. INTRODUCTION 

 

As early as the 1990s, Kotler (1999, p. 206) envisaged that marketers would drastically have to rethink their 

strategies and create customer value by different means due to the ongoing digitalization. Sheth (2000, p. 55) 

predicted in 2000 that “just as the marketing function gradually shifted from mass marketing to segmented 

marketing in the twentieth century, it will increasingly move toward customer-centric marketing in the next 

century”. In the same year, Cannon (2000, p. 45) was the first author to make use of the term ‘content marketing’ in 

a publication and noted, “in content marketing, content is created to provide consumers with the information they 

seek”. The strategy of providing content for the consumer instead of traditional advertisement has – in addition to 

content marketing – been applied under the names of custom publishing, branded content or corporate journalism 

(Pulizzi, 2014, p. 4). Content marketing,however,is not just the digital or extended version of corporate publishing 

or brand journalism and comprises more than just the writing of articles. As Light (2014, p. 125) writes, brand 

journalism “allows for the creation and curating of information, while encouraging sharing and generating 

engagement”. Content marketing does fall under this definition, but includes a more detailed explanation of the 

nature of the provided information. It’s worth noting that the definition of content marketing has evolved over the 

years: In 2013, content marketing was defined as the “creation and distribution of educational and/or compelling 

content in multiple media formats to attract and/or retain customers” (Pulizzi and Handely, 2015, p. 8). This 

definition was updated in 2014, highlighting more the strategic aspect of this marketing technique and placing 

special emphasis on a profitable customer action: “Content marketing is a strategic marketing approach focused on 

creating and distributing valuable, relevant and consistent content to attract and retain a clearly defined audience – 

and, ultimately, to drive customer action” (Pulizzi and Handley, 2015, p.8).  

 

Content marketing has developed to a popularonline marketing approach. Performance measurementconstitutes a 

crucial step in the implementation of a content marketing strategy. Three interlinkedgoal-related focus areasof 

content marketing subject to measurement have been highlighted: brand-related goals, consumer-related goals, and 

communication-related goals (Tropp and Baetzgen, 2013, p. 13): 

(1) Brand-related goals focus on creating general awareness of the brand, in order to build brand recognition (Kaba 

and Bechter, 2012, pp. 897-898), brand involvement, and emotion-building of consumers with respect 

tobrands(Tropp and Baetzgen, 2013, p. 13). 

(2) Consumer-related goals are intended to create value for consumers through targeted contents (Interviewee 3, p. 

XXIII) by following the behavioral patterns of customers (Pulizzi and Barrett, 2009, p. 29),by enhancing the 

customer experience (Ismail et al., 2011, pp. 205-225; Interviewee 3, p. XXIV), strengthening the relationship of 

companies to consumers, building trust, and improving their loyalty(Tropp and Baetzgen, 2013, p. 13; Kaba and 

Bechter, 2012, pp. 897-898).  

(3) Communication-related goals include the enhancement of user engagement (Tropp and Baetzgen, 2013, p. 13).  

Gaining a competitive advantage and driving sales are stressed as ultimate and framing business goals of content 

marketing(Kaba and Bechter, 2012, pp. 897-898; Interviewee 2, 2015, p. XXI). In order to enact the strategic 

proximity to the customer which characterizes content marketing, the company needs to be familiar with possible 

touch points at which the customer can be reached (Interviewees 5 and 6, 2015, p. LII).  
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In addition to fulfilling the purpose of financial measurement as such, financial metricsallow for a comparison of 

other metrics. In general, metrics should focus on both short-term and longer-term effects (Stewart, 2009, p. 636-

642). With the establishment of digital marketing, new metrics have been introduced (Interviewee 4, p. XL + 

XLI).Metrics are usually “expressed in the form of numbers, ratios, and key performance indicators”(Bekavac and 

GarbinPraničević, 2015, p. 374). In this paper, in addition to metrics additional informative dimensions leading to 

content marketing insights are listed in the chapters 3 and 4 (such as e.g., chosen entry page of user). So far limited 

scientific literature on the measurement of content marketing performance is available. The current study 

consequently seeks to contribute a systematization of content marketinggoals and connects them to performance 

metrics and their monitoring through Web analytics tools. 

 

2. EMPIRICAL PROCEDURE 

 

Results are based on interviews with eight experts working as chief digital officers and digital managers of 

multinational enterprises as well as managing directors and content strategists of leading media agencies. The 

qualitative interviews had an average duration of 30 minutes and were conducted in 2015. The interviews were 

recorded, transcribed, and analyzed by theoretical coding (Glaser and Strauss, 1967). 

 

3. CONTENT MARKETING METRICS 

 

In this chapter, the above-introduced content marketing goals will be related to relevant content marketing metrics 

and additional informative dimensions leading to content marketing insights. 

 
Table 1: Content marketing goals and associated metrics 

 

Brand-related goals Consumer-related goals Communication-related 

goals 

 

Framing business goals 

Creating awareness of the 

brand 

Brand-related metrics 

 

Enhancing brand 

recognition 

Brand-related metrics 

Metrics for describing visitor 

engagement 

 

Enhancing brand 

involvement 

Brand-related metrics 

Metrics for describing visitor 

engagement 

 

Emotion-building of 

consumers with respect to 

the brand 

Metrics for describing visitor 

engagement 

 

Creating value for 

consumers through 

targeted contents  

byfollowing behavioral 

patterns  
Metrics for describing visits 

 

Enhancing the customer 

experience 
Metrics for describing visits  

Metrics for describing 

visitors 

 

Strengthening 

therelationship between 

customer and company 

Metrics for describing visitor 

engagement 

 

Building trust 

Metrics for describing 

visitors 

Conversion metrics 

 

Improving customer 

loyalty 

Metrics for describing 

visitors 

Conversion metrics 

Enhancing user 

engagement 

Metrics for describing visits  

Metrics for describing 

visitors 

Metrics for describing visitor 

engagement 

Gaining a competitive 

advantage  

Conversion metrics 

 

Driving sales 

Conversion metrics 

 

Source: Own compilation based on Pulizzi and Barrett, 2009, p. 29; Kaba and Bechter, 2012, pp. 879-898; Tropp and Baetzgen, 

2013; Bekavac and GarbinPraničević, 2015, pp. 379-380; Bendle et al., 2016, p. 328; Interviewee 2, 2015, p. XXI; Interviewee 3, 

p. XXII+XXIV; Interviewees 5+6, 2015, p. LII. 
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The following compilation of metrics and additional informative dimensions is based on metric-related 

systematizations of Bekavac and GarbinPraničević (2015, pp. 379-380) and Bendle et al. (2016, p. 328; comp. Table 

1):  

1. Metrics and additional dimensions for describing website visits are the following: chosen entry page, 

landing page, exit page, duration of the visit, page views/ page impressions, click-through rates, rich media 

display time, source of traffic (referrer),and communication channels used. These metrics and dimensions 

can be used to measure and optimize the customer experience and to create value for consumers through 

targeted contents by following the behavioral patterns of site users, both consumer-related goals. They can 

further be used to measure and optimize user engagement, a communication-related goal (Tropp and 

Baetzgen, 2013, p. 13). 

2. The following metrics and additional dimensions can be used for the description of visitors:number ofnew 

visitors, returning visitors, repeat visitors, ratio of new to returning visitors, number of visits per visitor, 

recency of action on the site, frequency (i.e. “the number of times required by a unique visitor to take a 

specific action […] such as purchase or download from a site during a reporting period”; Bekavac and 

GarbinPraničević, 2015, p. 379), communication channels used. Metrics and dimensions for describing 

visitors can be applied to measure and optimize the customer experience, reflect trust in offered products, 

services and/or the brand, and reflect customer loyalty. The enhancement of customer experience, the 

building of trust, and the improvement of customer loyalty can be categorized as consumer-related goals 

(Tropp and Baetzgen, 2013, p. 13; Kaba and Bechter, 2012, pp. 897-898). Moreover, metrics and 

dimensions for describing visitors can support the measurement and optimization of user engagement, a 

communication-related goal (Tropp and Baetzgen, 2013, p. 13). 

3. The subsequent metrics and additional dimensionscan be used to describe visitor engagement: page exit 

ratio (“proportion of those [visitors; J.M./ F.Z.] leaving a website with respect to the total number of 

webpage views”;Bekavac and GarbinPraničević, 2015, p. 379-380), bounce rate, page views per visitor, 

average time on site, click-through rates, e-mail clickthroughs, downloads, rich media interaction rate 

(“fraction of viewers interacting with the rich media”; Bendle et al., 2016, p. 326), rich media display time, 

referring domains, numbers of friends/ followers, likes, and shares. Metrics and dimensions for describing 

visitor engagement support the measurement and optimization of the brand-related goals of brand 

recognition, brand involvement, and emotion-building of consumers with respect to brands (Kaba and 

Bechter, 2012, pp. 897-898; Tropp and Baetzgen, 2013, p. 13).Metrics and dimensions for describing 

visitor engagement also support the measurement and optimization of the relationship between customer 

and company, a consumer-related goal (Kaba and Bechter, 2012, pp. 897-898; Tropp and Baetzgen, 2013, 

p. 13). Finally, metrics and dimensions for describing visitor engagement evaluate and support the 

communication-related goal of the enhancement of user engagement (Tropp and Baetzgen, 2013, p. 13). 

4. The following metricscan be used as conversion metrics: conversion (i.e. “the number of successfully 

achieved set goals”; Bekavac and GarbinPraničević, 2015, p. 380), the conversion rate (“the ratio between 

the number of realized conversions and other relevant metrics”; Bekavac and GarbinPraničević, 2015, p. 

380), the abandonement rate (“the rate of purchases started but not completed”; Bendle et al., 2016, p. 328), 

the average order value, the numbers of friends/ followers, likes, and shares. Conversion metricscan be 

used to track the degree of trust in a product, service, or the brand itself and reflect the level of customer 

loyalty, both consumer-related goals (Kaba and Bechter, 2012, pp. 897-898; Tropp and Baetzgen, 2013, p. 

13). Conversion metrics moreover reflect the framing business goals of driving sales and gaining a 

competitive advantage (Kaba and Bechter, 2012, pp. 897-898; Interviewee 2, 2015, p. XXI). 

5. Brand-related metrics and dimensions include: searches for/ including brand or product names, overall 

traffic volume, and the number of visits. Brand-related metrics and dimensions reflect the degree of 

awareness of the brand, brand recognition, and brand involvement. The creation of awareness with respect 

to the brand and the enhancement of brand recognition and brand involvement have been highlighted as 

brand-related goals (Kaba and Bechter, 2012, pp. 897-898; Tropp and Baetzgen, 2013, p. 13).  

 

4. CONTENT MARKETING PERFORMANCE MEASUREMENT USING WEB ANALYTICS TOOLS  

 

“Web analytics refers to a combination of (1) measuring, (2) acquiring, (3) analyzing, and (d) reporting of data 

collected from the Internet with the aim of understanding and optimizing web experience” (Digital Analytics 

Association, 2008; Bekavac and GarbinPraničević, 2015, p. 374). Focus areas of web analytics tools can be the 

analysis of (1) clickstream data, (2) social network performance, and (3) visitor feedback (Bekavac and 
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GarbinPraničević, 2015, p. 377). Freeware, open source, and commercial web analytics software for unstructured 

data differ in terms of the compilation and sophistication of tools and features and moreover the number of analysis 

steps which can be supported. Some of these tools offer the functionality to harvest and store social media data. 

Some tools moreover allow for real-time data analyses and visualizations. 

 

In the following, an overview of content marketing metrics and additional informative dimensions is provided which 

can be tracked by Web analytics tools. The overview is based on an analysis of the freeware, open source, and 

commercial Web analytics tools Brandwatch, Buzzsumo, Digimind, Facebook Analytics, Google Analytics, 

Meltwater, Mentionmapp, Piwik, quintly, sysomos, Talkwater, and Ubermetrics(Buzzsumo, 2017; DIGIMIND, 

2017; Facebook, 2017; Google, 2017; Innocraft, 2017; Meltwater, 2017; Mentionmapp, 2017; Piwik, 2017; quintly, 

2017; sysomos, 2017; Talkwater, 2017; Ubermetrics, 2017): 

Web analytics tools support the following metrics and dimensions for describing visits:In- and outbound links, site 

traffic, search keywords used, referrer information, traffic sources (e-mail marketing campaign, search engine, ad), 

bounce rate, clickstream analyses for tracking movement patterns through the site and associated content 

performance, time spent on webpages, average time on site, top entry/ exit pages, searches realized on internal 

search engine, page impressions, clicks, mouse movements, scrolls, ad CTR,file downloads, form interactions. 

The following metrics and dimensions for describing visitors can be measured by Web analytics tools:In- and 

outbound links, search keywords used, referrer information/ external websites, browser information,user geolocation 

(access country, region, city, organization), demographic information (if provided by the user), providers, operating 

systems, devices used/ desktop or mobile access,repeat visits, mentions in social media posts, top entry/ exit pages, 

searches realized on internal search engine, file downloads. 

In the following, we list metrics and dimensions for describing visitor engagement which can be supported by Web 

analytics tools: (Numbers of) mentions of terms, product/ brand names and URLs in social media posts; numbers of 

likes, shares, posts, tweets, retweets;ratings;hashtags and followers; sentiment of text contributions on social media 

sites; trending topics; viralityscores of contents based on the analysis of comments, retweets, and backlinks (can be 

visualized in network views), repeat visits. 

The subsequent overview refers to conversion metricsand dimensions which can be measured by Web analytics 

tools:Total number of conversions or percentage of users that converted with respect to a predefined conversion 

goal: e.g., reach (X people reached) on social network sites, numbers of likes, shares, retweets,creation of contents, 

file downloads, repeat visits, form interactions, online registrations, account creation, newsletter sign-ups, addition 

to favorites, numbers of events/ specific actions realized (e.g., video views), social network connections, successful 

shopping cart check-outs/ completion of purchases. 

Finally, we provide an overview of brand-related metrics and dimensions which can be tracked by Web analytics 

tools: (Numbers of) mentions of product/ brand names in social media posts; numbers of likes, shares, posts, and 

followers; sentiment of text contributions of users on corporate websites and corporate presences on social media 

platforms, sentiment expressed with respect to products/ brands; virality scores of contents based on the analysis of 

comments, retweets, and backlinks (can be visualized in network views). 

 

5. CONCLUSION 

 

The provided overview of content marketing metrics and dimensions which can be supported by Web analytics tools 

highlights the high sophistication level of current Web analytics tools which enable organizations to measure content 

marketing performance including conversion- and brand-related metricsand dimensions on an advanced level. Web 

analytics tools also allow for real-time visualizations, simulations, and support prediction. Many of the studied Web 

analytics tools harvest data from social media sites for own analytics purposes. They may however also serve as 

intermediary data providers to other data processing organizations and software tools. The analysis of facial 

expression in the context of image recognition as dimension of sentiment analysis is not supported yet by the studied 

tools. In general, privacy and security concerns associated with Web analytics obviously need to be stressed. The 

processing and storage of user data (including for targeting/ retargeting purposes) affords the close monitoring of 

legal developments of the users’ access countries and the countries in which user data are stored. The practice of 

Web analytics may finally negatively impact a positive brand perception (Wedel and Kannan, 2016, p. 113), so 

negatively influence one key goal of content marketing. 
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Introduction 

History of financial activities started with the grain contracts among farmers and merchants in Babylon about 2000 

BC. After that, in Roman Empire era, some lenders started to accept deposits and began exchanging different 

currencies. Receiving deposit is probably the most critical and innovative part of financial history and changed the 

economic development of the world. During the ongoing centuries, modern banking system was developed from the 

roots of Oriental mathematics in Florence by Leonardo Fibonacci and Medici family. Freshly developed banking 

system attracted the Italian and European bankers and triggered the Renaissance by the highly demanded art and 

architecture (Ferguson, 2008). Later on, stock markets rise to the surface and countries, companies and individuals 

became dependent to newly developed financial activities. Nowadays, financial structure mostly depends onthe 

relationship among financial intermediaries, individuals and key institutional players.  

With the 20
th

 century, banking industry rise and shine all around the world. Investment and commercial banks 

established to fulfill financial needs of customers and developing industry. Following the developments on 20
th

 

century, banks became gigantic organizations and financial services seen equivalent with banking corporations. 

Nowadays, financial services are mostly supplied and organized by different type of banks or subsidiary companies 

for customer attention all around the world. 

Contents of Financial Services 

In broad perspective, financial services play a vital role for lifetime income smoothing which enables individuals to 

organize their future cash flows for current needs (Ennew & Waite, 2007). However, most of the customers seen 

financial services attached with banks. We can classify banking services under four main headings: 

1- Lending  & Credit Services 

2- General Banking Services 

- Domestic Transfers 

- International Transfers 

- Commercial Credits 

3- Specialist Services 

- Trust Services 

- Consultancy Services 

4- Other Services 

- Factoring 

- Life Insurance Planning 

These main headings comprise hundreds of subheadings to satisfy various customer needs from different markets 

and customer segments. Such kind of highly developed and customized industry needs precise marketing campaigns 

to target various market segments (Dawar & Chattopadhyay, 2002). 

In most cases, financial services are similar with other service based economic activities. Purpose of the financial 

service provider is same as all companies who are actively involved in economy: to fulfill customer needs and 

expectations. By this way, financial service provider can make profit and maximize its shareholder’s wealth and 
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market value of the company. However there are some significant differences among goods and financial services. 

In most cases, financial service industry is highly regulated by governments and financial service providers can only 

compete inside the borders which are determined by government (Claessens et al., 2002). In another perspective, 

marketing financial services are much more complicated than fast moving consumer goods. Such kind of 

complicated products need different type of marketing campaigns to get potential customer’s attention. Purchasing 

financial product is quite different than any other purchasing activity of customer. Customers’ self-confidence about 

purchasing financial service is lower than other purchasing activities (Black et al., 2001). Because, in most cases, 

there is no physical contact between customer and financial product, there is lack of knowledge about product, and 

complex ingredients of financial instruments. In general, customers couldn’t maximize its own utility in such kind of 

purchasing activity.This non maximized consumer utility mostly related with low financial literacy rates of 

customers. Financial literacy rate of societies should be supplemented by governmental activities to increase the 

communication and comprehensibility of financial environment. By this way, customers’ knowledge and insights 

about financial products can be increased and such kind of activity will be mutually beneficial. Many scientific 

researches focus on financial literacy to understand the gap of knowledge among customers and institutions (Servon 

& Kaestner, 2008; Huston, 2010; Lusardi & Mitchell, 2014; Fernandes, Lynch, & Netemeyer, 2014). 

Technology plays crucial role on financial services to reach customers and make transactions faster, effective and 

more secure than before. Consistent with technology acceptance model (TAM), adopting a user to a new 

information technology is principally based on two critical factors linked with technology: ease of use and 

usefulness (Davis, 1989).Yio et al. (2007) investigate the factors behind internet banking adoption and customer 

behavior on technology based banking activities. They evaluate the influences of perceived usefulness, ease of use, 

risk and personal innovativeness, usage rate of internet banking in Hong Kong banking industry. They found that, 

these factors have statistically significant and positive effect on adoption of internet banking usage in Hong Kong 

banking industry. The quality of service is estimated as how can the company perform to fulfill customer 

expectations on related service (Parasuraman, Zeithaml, & Berry, 1985). 

Apart from these characteristics, there is a consensus among some researchers about the necessity of paradigm shift 

in financial services marketing approaches (Brodie et al., 1997; Ryals & Payne, 2001; Payne & Frow, 2005; 

Chernatony & Cottam, 2006). These aspects mostly stand on the fragile structure of financial systems. Additionally, 

societies lose their confidence about sustainability of financial system and intermediaries after several global 

financial crisis. This lack of confidence will have serious impacts on economic structure of countries. An individual 

will never deposit savings to unreliable financial intermediary, in such situations, new enterprises couldn’t find 

necessary capital for the new investments. Later on, new economic bottleneck will be triggered by high 

unemployment rates, increased interest rates and bankruptcies due to stagnation in financial system. Financial 

intermediaries, banking industry players, financial lawmakers should consider distrustful customers to overcome the 

confidence problem about the highly volatile financial system (Calderon et al., 2002; Roth, 2009; Capie, 2015) 

In broad perspective, marketing of financial services should take into account the benefit of financial intermediary, 

and the offered services should be in the best form that it can be for the customer’s benefit. Such kind of marketing 

mixes can be designed as the optimal architecture of advertising activities, pricing strategies and financial solutions 

for customers’ requirements. 

Conclusion 

Nowadays, many people try to relate their feelings or share values with another people (or corporation) to 

emotionally connect each other or to feel that they belong in a common place. This feeling called as “sense of 

community” and defined as behavioral and emotional loyalty to the community (Blanchard & Markus, 2004). 

Financial service providers could try to communicate with such kind of potential customers in society to catch up 

the socially responsible company era in business life. By this way, customers can feel them emotionally connected 

with a socially integrated financial institution and they may feel themselves a bit safe against complex financial 

services provider.Apart from emotionally connected marketing of financial services, socially responsible financial 

intermediaries became more favorable within the society with the changing environment of businesses in 21
st
 

century. Such kind of social responsible activities will increase the customer satisfaction level on purchasing 

activities (Luo & Bhattacharya, 2006). Financial intermediaries should position themselves as a key player in 

community to attract customers and people about being much more than funder. 
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Abstract  

Service quality is a significant element of marketing and it has attracted substantial attention in marketing literature. 

Nowadays, it has become very important to attain and offer high service quality as it is considered a critical mean of 

differentiation among competitors. This study aims to offer an empirical evaluation of service quality in the higher 

education sector in Albania. It assesses the quality offered by public and non-public higher education institutions by 

analyzing the perception of students about it. The SERVPERF scale is the instrument used to understand students’ 

perceptions of the quality offered by the universities they attend. The data are analyzed by appropriate statistical 

techniques and they reveal the effect of each dimension on overall service quality and differences in service quality 

among public and non-public universities from the student’ point of view. The results are discussed and 

recommendations for appropriate institutions are offered.  

Key words:  service quality, higher education, Albania 

 

1. INTRODUCTION 

 

The economic events of the last decades have challenged companies in different sectors to understand and respond 

appropriately in order to deal with them. The service sector has continually evolved and has experienced all these 

changes. From some decades now, the marketing strategies based on service quality have attracted the attention of 

many researchers. By offering high service quality, practitioners can gain important advantages and attract more 

customers.  

The education sector, as a special type of service can significantly impact the future of students and it is very 

important to a country’s development. Universities are in charge of preparing the professionals who will work in 

companies, manage public and private resources and educate the new generations.Different scholars and researchers 

in different countrieshave been interested in the higher education (HE) sector and the developments related to it. It is 

important to evaluate and improve the quality of the service delivered despite the difficulties related to it.  

During the last decades, theHE sector has been exposed to different changes and challenges.The market of HEis not 

restrictedanymore within nations but now it is composed of many institutions around the world. The elements of 

globalization in HE are now widespread and the HE market is well established as a global phenomenon (Hemsley-

Brown and Oplatka, 2006). Competition among institutions is not focused only on attracting and maintaining 

students (domestic and international ones) but it is also related to the attraction of financial support (that once was 

taken for granted) and the best academic staff. So, it has become imperative for these institutions to adopt a market 

orientation strategy in order to succeed. Hemsley-Brown and Oplatka (2006) in their research based on literature 

review in HE stated that many universities are adopting marketing concepts from the business worldatthe aim of 

gaining competitive advantage and larger market share.  

Despite that, there is still uncertainty related to the proper adaptation of business-oriented approaches in the higher 

education sector and to the different perspectives on considering students as real customers (Durkin and Mckenna, 

2011). Some researchers (Emery et al., 2003) argue that students can’t be considered as typical customers and their 

contract with the institution is not like e purchase one; their perceptions depend also on their level of engagement 

with the knowledge and the university. Despite the studies in the last years, there is a lack of academic focus in 

education marketing which has resulted in limited and incoherent research in this sector (Durkin and Mckenna, 

2011).The relationship between the service provider and the customer is very important in the service sector and in 

the HE sector the interaction between the student and the HE institution is very intensive and lasts in time through 

the journey of the student (Khana et al., 2014).Nowadays, the HE institutions have understood that their success and 

longevity depends on the service their offer and particularly service quality can distinguish one institution from the 

others (Aly and Akpovi, 2001; Tsinidou et al., 2010). Universities are realizing that they are business entities and 

they must compete for resources and students, both in the local and international market (Paswan and Ganesh, 

2009). 

HE has generated a lot of debate in Albania in the last years. As in other sectors of the economy, during the last 26 

years, education in general and particularly HE has experienced continuous changes. During the last two decades, 

new fields of study have been introduced in the existing institutions, the number of the students attending the 
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university has increased, new branches of the existing state universities have been opened, several private or non-

publicHE institutions have been established and also the method of institution funding has changed.  The sector has 

applied the Bologna process and this makes easier for the students to attend one level of education (ex. bachelor) in 

one university and the other (ex. master) at another one if does not perceive high service quality. Although there 

have been evaluations of the necessary conditions and instruments that HE institutions should meet in order to offer 

high quality service and to meet the international criteria, the quality offered by these institutions has been a 

continuous concern. After several reforms aiming at improving the HE offer, the focus has passed from quantity to 

the quality of the delivered service but empirical studies focusing on service quality are scarce. Grounding in this 

context, this study aims to fill this gap and to contribute in understanding and the measurement of service quality in 

HE. Its purpose is to assess and to offer an empirical evaluation of service quality in HE institutions and to develop a 

comparative analysis between public and non-public students’ perceptions of service quality. 

In this view, it becomes imperative to analyze and to evaluate the offer of these institutions. Different bodies of 

auditing and accreditation aim at assessing the service delivery and proposing the ranking of these institutions 

following the appropriate criteria. But very important is the evaluation done from the student’s point of view; the 

evaluation of the quality delivered by these institutions as students perceive it.  

 

2. SERVICE QUALITY 

 

Service quality has attracted the attention of researches from several decades now and many studies have tried to 

explore this element.Many of these studies have been focused on the dimensionalities of service quality across 

industries, cultures and companies, its antecedents and its consequences. Nevertheless, there is still uncertainty 

related to it. 

As other types of services, the education ones are often intangible and difficult to measure. The result of such 

services can be viewed in the transformation of the knowledge of the students, their characteristics and their future 

behavior. The perceptions of students are fundamental to any HE institution. It has become imperative for HE 

institutions to understand what is demanded in the market and be customer oriented rather than focusing only on the 

service to sell and ignoring the importance to assess service quality (Angell et al., 2008).  

Different studies have aimed to assess service quality but there is still incongruence on the best model to evaluate it. 

Some of them have employed the SERVQUAL model (Parasuraman, Zeithaml and Berry, 1985). This is composed 

of  five dimensions of service quality: (1) tangibles which refers to the physical equipment of the service, 

employees’ manners, tools and equipment provided for service delivery, (2) reliability which refers to the capability 

to perform thepromised service reliably and correctly, (3) responsiveness which refers to the willingnessto help the 

consumer and service delivery, (4) assurance which is related to the knowledge and politeness of employees and 

their capability todeliver trust and confidence, (5) empathy, related to the capability to show empathy with the 

consumer. This model is based on the gap between expectations and perceptions and it is used in several studies in 

different sectors. Based on this scale, Cronin and Taylor (1994) developed the SERVPERF model which assesses 

service quality from the five dimensions of the prior scale but measuring perceptions only, as they play an important 

part on perception formation, so while measuring service quality through perceptions only, expectations are also 

assessed. The study of Carrillat et al. (2007) analyzed studies in different sectors measuring service quality through 

the two instruments and suggested that both scales are adequate and equally valid predictors of service quality.  But 

they suggested that service quality scales need to be adapted to the study context as their dimensions have not been 

the same across different sectors and industries. There does not seem to be a well-accepted conceptual definition and 

model of service quality nor there is any generally accepted operational definition of how to measure service 

quality” (Seth et al., 2005, p. 933). 

Despite the other sectors, the concept of service quality is very important to the HE sector. While studying service 

quality in the HE sector, Abdullah (2006) developed the HedPERF scale composed of non-academic aspects, 

academic aspects, reliability, and empathy. The study of Brochado (2009) using 5 instruments for measuring service 

quality in the HE context found only two of them; SERVPERF and HedPERF, to have the best measurement 

capability. Later studies (Sultan and Wong, 2010) stated that the content and the face validity of many of the items 

of the HEdPERF questionnaire were violating the principles of a good questionnaire and have mentioned that the 

HEdPERF scale has also failed to demonstrate a complete five-factor structure of the SERVPERF scale. The results 

of the study of Mostafa (2006) in private HE institutions did not support the 5 dimensions of the SERVQUAL 

model. Referring to Khana et al. (2014), the scale developed by Parasuraman et al. (1985) and its parameters are 

relevant in evaluating service quality in the HE institutions. Service quality studies in higher education have tried to 

develop relevant measures using either SERVQUAL or SERVPERF scales and some of them stated that the 
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SERVPERF scale is an efficient and effective approach, in general, to find critical service attributes and to measure 

service quality (Sultan and Wong, 2010). Service quality in HE context needs to be explored more and also needs 

more attention (Mostafa, 2006; Sultan and Wong, 2010). Different studies have examined HE service quality by 

focusing on public institutions only (Ali and Akpovi, 2001) or private ones (Akareem and Hossain, 2012; Mostafa 

(2006) and have found different dimensions which impact service quality. The fewest researches (ex. Calvo-Porral 

et al., 2013; Carlos and Rodrigues, 2012) focusing on the differences between public and private HE institutions 

show different perceptions related to both kinds of institutions. So there is a need to analyze service quality on both 

kinds of institutions, to understand which of its dimensions are more relevant to students’ perceptions and to offer 

comparisons between them. This need and gap in literature is more significant in the developing countries where HE 

sector have experienced many changes in the last years.  

There are no assessments of service quality in HE institutions in Albania and there is a need to understand which are 

the dimensions that mostly influence on overall service quality. This study uses SERVPERF model to measure 

service quality in public and private HE institutions in Albania. Based on the aforementioned gap in the literature 

related to the dimensions of service quality and comparisons between different institutions, the research questions of 

the study are: 

RQ1. Which is the relative impact of each of the dimensions of SERVPERF model on overall HE service quality on 

public and non-public institutions? 

RQ2. Which are the differences, according to each dimension, between public and non-public universitiesas 

perceived by students? 

 

 

3. RESEARCH METHODOLOGY 

This study aims to assess service quality in public and non-public HE institutions in Albania and to examine the 

relationships between variables (dimensions of service quality-independent ones and overall service quality-

dependent one). It employs a modified SERVPERF scale to measure service quality in these institutions. The 

developed questionnaire contains in total 23 statements for measuring students’ perceptions on tangibles, reliability, 

responsiveness, assurance, empathy and overall service quality (Table 1). The respondents were asked to 

indicatetheir level of agreement/disagreement with the questionnaire statements in a 5-point Likert scale. The 

questionnaire was self-administered by the students. 

The study included 8 universities, four of them public and four non-public ones, which all offer bachelor study 

programs and which have the highest number of students. From the 300 questionnaires distributed to the public 

universities, 243 questionnaires were returned completed  and from the 300 questionnaires distributed to the non-

public ones 237 completed questionnaires were returned, achieving so a response rate of 81% and 79 % respectively.  

 
Table 1.Service quality dimensions and measurement items 

 
Variable / Dimension Item 

Tangibles TAN1: The appearance of the physical facilities of the university is 

attractive. 

TAN2: The university has modern and latest equipment. 

TAN3: Staff (professors and administrative) is well dressed and neat in 

appearance 

TAN4: Materials and equipment used are attractive. 

Reliability REL1: When something is promised by a certain time, it always is 

provided by the university. 

REL2: When students have problems, staff is courteous in helping to 

resolve them. 

REL3: Courses are taught by highly knowledgeable professors. 

REL4: The university offers the service in the time it has promised to do it. 

REL5: The staff (professors and administrative) insists in accurate service. 

 

Responsiveness RES1: Students are informed of schedules and changes in schedules in 

advance. 

RES2: The university has appropriate service hours for all students 

RES3: Administrative staff are never too busy to respond to student 
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requests promptly  

RES4: The university staff is always willing to help students. 

 

Assurance ASS1: The staff (professors and administrative) offer fast service to 

students.  

ASS2: Staff (professors and administrative) behavior instills confidence in 

students. 

ASS3: University staff is friendly and polite 

ASS4: University staff (professors and administrative) has the necessary 

knowledge to answer students. 

 

Empathy EMP1: University staff  (professor and administrative) provide personal 

attention to every student 

EMP2: The university has students' best interest as a major objective 

EMP3: The staff (professor and administrative) understands the specific 

needs of students. 

Overall 

Service Quality 

SQ1: The university provides excellent overall service 

SQ2: The university provides superior service in every way 

SQ3: The quality of service in this university is very high 

 

4. DATA ANALYSIS  

Before proceeding with the factorial analysis, it was conducted scale purification. The data were checked for 

missing values, normality, and outliers. The missing values were replaced using multiple imputation method in 

SPSS 20.0, while very few outliers were present. The data resulted linear, and the values of skewness and kurtosis 

were within the acceptable ranges. Dimensionality of the scales used was assessed by conducting factor analysis. 

Exploratory factor analysis (EFA) aims to determine the underlying structure between variables in a statistical 

analysis (Hair et al., 2009). After conducting EFA, the overall factor solutions resulted in good loading patterns and 

explained 67.72% of the variation; the factor structure complied with the proposed instrument. After that, 

Confirmatory Factor Analysis (CFA) was conducted in order to further evaluate the dimensionality, reliability and 

validity of the generated structure of factors. Reliability was evaluated through the standardized Cronbach’s alpha 

(Cronbach, 1951). The final Cronbach’s alpha of all items varied from 0.732 to 0.856, greater than 0.7 indicating 

good internal consistency between items of every construct and construct reliability. Also, the combined scale 

reliability for the 23 items is 0.834, indicating that both good reliability and convergent validity (Hair et al., 2009). 

Factor structure was also considered as stable. Overall, the proposed model had very good reliability and validity 

(both convergent and discriminant) indicators. 

4.1 Service quality dimensions and overall service quality 

Standard multiple regression was performed in order to find the relative impact of service quality dimensions on 

overall service quality on HE and to answer the first research question of the study.  In this case, overall service 

quality served as a dependent variable, while its dimensions (tangibles, reliability, responsiveness, assurance, and 

empathy) served as independent ones. The analysis was performed using IBM SPSS software. The summary of the 

results is presented in Table 2. 
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Table 2: Path coefficients 

Construct  β - Coefficients 

Public sample 

β - Coefficients 

Non-public sample 

Tangibles 0.401 0.503 

Reliability 0.284 0.285 

Responsiveness 0.646 0.656 

Assurance 0.612 0.632 

Empathy  0.418 0.538 

 

As it can be seen from the results, the β coefficients of both samples are significant, indicating that the five 

dimensions of service quality have important effects on overall service quality in higher education, so all five 

dimensions were found as significant predictors of overall service quality. As the data show, the order of the effect 

of each dimension of service quality on overall service quality is the same for both samples. Responsiveness was the 

most influential dimension of service quality on overall service quality for both the public and non-public institution 

samples by 0.646 and 0.656 respectively. Assurance was the other dimension that has the highest influence with β 

coefficients of 0.612 and 0.632 followed by empathy, tangibles and at the end reliability. In order to further show 

that the values of the coefficients between the two samples differ from each-other, it was conducted the t-test about 

the mean between the two independent populations. The results are presented in table 3 and support the difference in 

the impact of each sample.  

Multicollinearity is assessed through VIF values. VIF shows the ration between the total standardized variance and 

unique variance. If the first one is 10 times larger than the second, i.e. if construct VIF is greater than 10, then the 

multicollinearity between independent variables is present (Hair et al., 2009). VIF values for both samples vary from 

1.084 to 1.764, much lower than the threshold of 10, indicating the lack of multicollinearity among regression 

constructs. 

Table 3: Values of t-test and significance 

Dimensions t-value Significance 

Tangibles 2.151 0.001 

Reliability 1.224 0.000 

Responsiveness 3.224 0.000 

Assurance 3.242 0.002 

Empathy 2.197 0.001 

 

The study aimed also to uncover the possible existing differences between public and non-public universities.  The 

results of the analysis show also the differences among public and non-public samples related to the impact of each 

dimension on overall service quality. The results show that reliability coefficients for both samples are the same so 

students of public and non-public institutions value in the same range this dimension. Significant differences are 

seen regarding tangibles and empathy with 0.102 and 0.12 respectively where non-public students value the impact 

of these dimensions on overall service quality to be much higher than the one of public ones.  

 

5. DISCUSSION AND IMPLICATIONS 

The results of this study have some important implications. This study used and confirmed SERVPERF scale 

composed by its five dimensions, as a suitable tool for measuring service quality in the HE sector. The statements of 

the scale, modified to properly adapt to the education sector, were found able to understand the nature of HE service 

quality and to assess the effect of every dimension on overall service quality. The five dimensions explained a good 
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proportion of the variance in overall service quality in both public and non-public institutions. This study contributes 

to marketing theory by offering a critical evaluation of service quality and its measurement and an empirical 

comparative evaluation of the relative significance of each dimension of SERVPERF on overall service quality and 

by showing the differences that exist among public and non-public students perceptions. The data analysis showed 

that students of both public and non-public institutions make similar assessments of the dimensions of service 

quality which most influence on overall service quality. All the dimensions were found significant to overall service 

quality but students of non-public institutions rated all the dimensions of service quality higher than public 

university students. HE institutions and the academic community should focus on all the dimensions of service 

quality but particularly on responsiveness and assurance which were the most significant ones on overall service 

quality. They should emphasize students’ information on time, appropriate service hours, willingness to respond and 

help students when needed. Professors and administrative staff on HE institutions should instill confidence and also 

have the necessary knowledge to answer students properly while being friendly and polite with them.  

Service quality is a significant tool on attracting new students and maintaining existing ones so both kinds of 

institutions should reinforce the elements in each dimension in order to be competitive. Non-public institutions 

should maintain and reinforce their tangible and empathy elements among other ones, as they revealed to be more 

significant compared to public ones on their effect on overall service quality. These elements make a difference on 

students’ perceptions of service quality between public and non-public institutions. Both public and non-public 

institutions should understand and assess periodically service quality from the student’s point of view, use the 

findings on improving their market offering and be competitive. While doing so they can set and improve the 

standards on delivering high service quality.  
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Abstract 

This study presents the development of a conceptual model that demonstrates the dynamic nature of the relationship 

between service quality and delegate satisfaction in the conference sector, based on theories derived from social 

psychology and previous research in the marketing, management, and services literature. The model was tested 

using sample data from delegates of four different academic conferences, and was modified as a result of empirical 

results. The final model improves understanding of the relationship between service quality and delegate 

satisfaction because these constructs were examined from the process perspective of a conference experience; it 

portrays service quality and satisfaction in the context of a complete system.  

 

Key words: conference marketing, delegate satisfaction, service quality, future behavioural intentions. 

 

1. INTRODUCTION 

 

Conferences have unique characteristics that differentiate them from other industries as well as from other 

hospitality products. Unlike other industries, which have their own distinct products or services, conferences usually 

contain multiple products or services, and these often involve the cooperation of several suppliers. Due to the 

intangibility, heterogeneity, and inseparability of a significant part of the conference product, it is not easy for 

delegates to evaluate the quality of conference services. However, monitoring their perceptions of quality is of vital 

importance to the viability of conference organisers; those conference staging organisations and companies that 

demonstrate a commitment to excellent service provision will almost certainly emerge as more viable entities than 

their competitors. The elements of service quality and satisfaction have both been central concerns in tourism and 

hospitality services marketing; improvement in guest satisfaction and service quality is assumed to result in increased 

profits for businesses and organisations operating in service sectors. Thus, practitioners in the conference 

management industry are interested in the roles of delegate satisfaction and service quality in influencing post-

consumption behaviours (Prentice, Witt & Hamer, 1998; Samy, 2016). Factors as revisit intentions, word of mouth, 

and switching behaviour are of interest, as they enhance future conferencerevenues and assist the development of 

delegate loyalty. 

Service quality and delegate satisfaction are key factors in winning market share in the conference industry; 

yet, it is not clear to conference organisers which of the two constructs is the means to an end, or even whether they 
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are separate constructs (Haber & Lerner, 1998; Christou, 2003; Bazera & Gomes, 2015). For example, if they are the 

same construct, conference managers need to focus on improving either delegate satisfaction or service quality. But, if 

they are two different constructs, conference businesses must understand the interrelationship between them—

because, given limited resources, conference organisers might be unable to invest in improving both constructs 

simultaneously. Hence, a clear understanding of the relationship between the two constructs will enable hotels to 

know which of these factors is of greater significance in influencing the behavioural intentions of guests. 

Both service quality and delegate satisfaction are important aspects of a conference service. The goal of 

conference marketers is to improve both service quality and the level of delegate satisfaction. However, it has been 

recognised that service quality is an elusive concept for researchers and practitioners to understand (Brown, 1999). 

The relationship between service quality and delegate satisfaction is an important issue in conference marketing. 

Understanding the relationship between them is likely to assist organisations in determining those aspects of a 

conferenceservice that should be measured, which procedures should be associated with measurement of the 

constructs, and which are most likely to best predict the behaviours of conference delegates.  

The central focus of this study is to examine the relationship between service quality and satisfaction of 

conference delegates. The purpose of studying this is to understand the extent to which each of these concepts 

influences the intended future behaviour of delegates. The work carried out here is aimed at viewing overall service 

quality and overall delegate satisfaction as different attitudes. Thus, it aims to examine the process of how these 

attitudes are formed, the psychological processes that underlie them, and their behavioural consequences.  

 

2. CONFERENCE MOTIVATION 

 

A record number of 12.076 rotating meetings took place in 2015, 571 more meetings than 2014 confirming the 

growth pattern identified in International Congress and Convention Association (ICCA) 50-year report, setting 

Meetings, Incentives, Conventions and Exhibitions (MICE) Industry a prerequisite in the modern global market place 

(Hanly, 2012).   

The MICEindustry identifies business travellers as one of its biggest contributors due to the large amounts of 

money they spend while attending a conference. Thus, Professional Conference Organizers (PCOs) pay great 

attention on how attendees value their experience (Halim and Mokhtar, 2016) as unique and compelling (Wei et al., 

2017), assess a conference's facilities and evaluate their intention to attend a future conference. Several studies focus 

on the factors that influence visitors' decision-making process.  

Location seems to be one of the factors generally accepted by surveys conducted in a significant large period of 

time (Var et al., 1985, Witt et al., 1995, Jago and Deery, 2005, Mair and Thompson, 2009; Christou, 2010). In 

addition to location, networking, cost, social aspects, intervening opportunities, conference activities and self-

enhancement are the key factors that influence an attendee when choosing a conference.  The model developed by 

Mair and Thompson (2009) incorporates all the factors that lead to the attendance decision and formulate the post 

decision behaviour (Fig. 1).  

Attendee satisfaction is crucial both to the profits of hotels and PCOs as for the convention centers. As a 

consequence it is of fundamental importance for the researchers to identify the factors used by attendees to assess the 

conference facilities, evaluate their satisfaction and ultimately identify their intention to revisit and recommend the 

conference (Severt et al., 2007). Much research on consumer behavior confirms that expectations, satisfaction and 

behavioral intentions are linked (Petrick et al., 2001).  

Customer satisfaction in general is a topic investigated by numerous researchers in various areas of tourism 

research: travel agencies, cultural heritage monuments, recreational facilities, hotel services, international travel, 

restaurant services and mountain resorts (Petrick & Backmann, 2002, Theodorakis, et. al., 2013, Christou & Sigala, 

2001). However, the combination of customer satisfaction and the intention to revisit with a conference venue is of 

limited research focus (Severt et al., 2007). 
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Figure 1.Conference attendance decision-making process (Mair & Thompson, 2009). 

 

 
 

2.1 Service quality and satisfaction 

 

A service is produced by the integration of various tangible and intangible components, and involves several 

employees working with a purpose to satisfy the varying wants of potential customers (delegates, guests, visitors, 

travellers, internal customers, and so on). A conference service might be provided to a person, to an organisation, or 

to both. Hence, a service system can be conceptualised as a production system in which various inputs are processed, 

transformed, and value-added to produce outputs, which provide benefits to customers (Christou, 1999). Evaluations 

of service quality embrace not only the service delivered, but also the way it is delivered. Thus, Grönroos (1984) 

suggested that there are two types of performance quality to evaluate—technical quality and functional quality. The 

former refers to the performances that the customers receive, whereas the latter refers to the process of service 

delivery. Similarly, Lehtinen and Lehtinen (1982) proposed three quality dimensions—physical quality, corporate 

quality, and interactive quality. Whereas physical quality relates to the technical aspects of the service, the latter two 

dimensions emphasise the corporate image of the service organisation and the interactive processes that occur 

between a conference organiser and its delegates. 

A consideration of the numerous approaches taken to explain the nature of service quality reveals that most of 

the work in the field has identified two major dimensions to quality—that of the service offering (as perceived by the 

service provider), and that of the received service (as perceived by, for example, the delegateof a conference) (Ekinci 

& Riley, 2001; Christou, 2016). This approach has subsequently been refined into the ‘gap’ concept of Parasuraman, 

Zeithaml & Berry, (1985; Wu, 2013). Their notion identifies five discrepancies (or ‘gaps’) which can interfere with 

the service experience. A further refinement of the ‘gap’ concept was the development of the SERVQUAL model—

an instrument that can be used as a research tool for more rigorous quality monitoring (Parasuraman, Zeithaml & 

Berry, 1991). Since then, several researchers have developed models that can be used for monitoring, measuring, or 

rating service quality (Kandampully & Butler, 1998; Tan & Pawitra, 2001; Krishnamurthy eat al., 2010) or for 

assessing customer satisfaction (Theodorakis, Kambitsis & Laios, 2001; Wisniewski, 2001; Christou, 2011). 

Holbrook and Corfman (1985) and Zeithaml et al. (1996) emphasised the difference between objective and perceived 

quality. They said that consumers do not understand the term ‘quality’ in the same way as researchers and providers 

do—the latter often realising it too conceptually. The term ‘objective quality’ is normally used in the literature to 

illustrate the tangible technical superiority or excellence of goods or services. In contrast, the ‘perceived quality’ is 

the consumer's opinion of an entity's overall excellence or ascendancy. 
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Spreng, MacKenzie and Olshavsky (1996, p. 17) stated that customer satisfaction can be also defined as ‘ … an 

overall affective state that is the emotional reaction to a product or service experience’. More specifically, this overall 

affective state is influenced by a consumer's satisfaction with the product or service itself (attribute satisfaction) and 

with the information used in choosing a product or service (information satisfaction) (Spreng& Droge, 2001. 

According to Spreng MacKenzie and Olshavsky (1996, p. 17) ‘ … attribute and information satisfaction are 

themselves produced by a customer's assessment of the degree to which a product performance is perceived to have 

met or exceeded his or her desires and expectations (expectation–disconfirmation)’. However, many other researchers 

(for example, Cadotte, Woodruff & Jenkins, 1987; Mattila, 2001; Chen & Chen, 2010; Liu et al., 2015) have argued 

that this customer satisfaction is usually operationalised at a global level, as well as at an attribute level.  

The literature suggests that satisfaction can be described as either an end state or a process (Rust & Oliver, 

1994; Schofield, 1999). Both views of satisfaction (as a state or as an appraisal process)involve a comparative 

framework by which perceived reality is compared to expectations. They differ in that the former emphasises the 

outcome of the experience process, whereas the latter focuses upon the unique components of each of the stages in the 

experience process that combine to generate satisfaction (Lee, 1991; Vikas, Jerome & Pankaj, 2001; Zabkar et al., 

2010; Christou, 2015). The present study has adopted the end state perspective when defining satisfaction with a 

specific transaction (that is, quality of experience), and has adopted the process perspective in depicting overall 

satisfaction. 

 

2.2 Formulation of hypotheses 

 

The proposed model (see Figure 2) suggests that, before delegates attend a conference, they have two kinds of 

expectations—desired and predicted expectations. In literature, expectations are considered to be pre-experience 

beliefs or evaluative beliefs about the service or product (Oliver & Winer, 1987; Zhao et al., 2012). Thus, delegates’ 

desired service expectations and predicted service expectations co-exist, but they are independent of each other. After 

delegates interact with the service, they perceive what the actual service performance is. The difference between 

delegates’ predicted expectations and their perceptions of actual performance constitutes disconfirmation, 

contributing to delegates’ levels of satisfaction (Oliver & Bearden, 1985; Nella & Christou, 2016).  

 

 

Figure 2.Hypotheses tested in the study 

 

 

 

After delegates interact with the conferenceservice, they perceive what the actual service performance is. If the 

perceived performance is different from what they had predicted, disconfirmation is likely to occur. The difference 

between the delegates’ predicted expectations and their perceptions of actual performance constitutes 

Figure 7.1 Hypotheses tested in the study 
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disconfirmation—which, in turn, contributes to the delegates’ levels of satisfaction. In satisfaction processes, 

disconfirmation is a subjective assessment that ‘ … reflects the degree of perceptual distortion inherent in consumers’ 

own judgements of perceived reality’ (Oliver & Bearden, 1985, p. 79). It is not just a difference in numerical scores 

between expectations and performance; rather, it is an independent psychological state (Oliver, 1980).Delegates 

compare their perceptions of actual service performance with their notion of a desired service performance, and the 

resulting discrepancy directs the delegates' perceptions of quality of performance—that is, their evaluations of 

individual service attributes of a service. After conference delegates compare their perceptions of actual performance 

of the service with their predicted expectations, the resulting predicted disconfirmation leads to delegates’ 

assessments of quality of experience—which is the psychological outcome thatdelegates obtain during their 

conference-participation experience (Tse & Wilton, 1988; Jhandir, 2012; Valeri, 2016). Delegates’ feelings of how 

much psychological benefit they get during the conference participation depend on how much disconfirmation 

emerges from their comparison of prior expectations with what they receive from the conferenceservice. If delegates 

perceive quality of performance to be high, they are likely to receive more psychological benefits. Hence, quality of 

performance positively influences delegates’ quality of conferenceexperience (hypothesis 1). 

Delegates’ perceptions of performance quality on each attribute determine their overall perceptions of 

conferenceservice quality, whereas quality of conferenceexperience (which is benefit-specific satisfaction) leads to 

overall delegate satisfaction (Lue, 1992; Theodorakis et al., 2013). Like quality of experience and overall satisfaction, 

quality of performance and overall service quality are two distinct constructs. Quality of experience is the specific 

benefits which delegates obtain during their participation at a conference, whereas overall satisfaction is the 

delegates’ level of satisfaction towards their total experience with the conference service (that is, it is the summation 

of the specific benefits). Hence, the quality of performance relates to evaluation of specific service attributes, whereas 

overall service quality is the evaluation of the quality of the service in general, rather than that of the attributes 

(Chatzigeorgiou et al., 2009; Ma et al., 2017). Over time, the summation of delegates’ evaluative beliefs about 

individual service attributes will contribute to their overall evaluation of the service quality of the conference product. 

Similarly, the overall satisfaction of conference delegatesmust be a summary state of all their psychological 

outcomes. As Bitner and Hubbert (1994) pointed out, multiple positive and/or negative experiences, which occur 

within the conference participation, will lead to a high (or low) level of overall satisfaction. Hence, perceptions of the 

quality of individual conferenceattribute performance influence perceptions of overall service quality (hypothesis 2). 

In addition, it can be proposed that perceptions of quality of conferenceexperience with individual facets influence 

overall satisfaction (hypothesis 3). 

It is proposed to consider overall conferenceservice quality and overall conference participationsatisfaction as 

two different attitudes; following the conceptualisation of the relationship between service quality and satisfaction 

(Zeithaml, Berry & Parasuraman, 1996; Ona et al., 2013), the proposed model predicts that, at the global level, 

delegates’ levels of satisfaction contribute to their attitudes towards overall service quality. Although they are not the 

same construct, overall service quality and overall delegate satisfaction can be highly correlated. Delegates’ high 

levels of satisfaction lead to perceptions of high service quality, whereas low levels of satisfaction result in 

perceptions of low service quality. Support for conceptualising overall conferencesatisfaction as an antecedent to 

overall conferenceservice quality stems from the notion that service quality at the global level appears to have a wider 

scope than satisfaction (Teas, 1993; Wu, 2013). Overall service-quality perceptions can result from any dimension, 

irrespective of whether they are experience-related. In contrast, delegates’ levels of satisfaction are purely 

experiential. Thus, overall conferencesatisfaction influences overall conferenceservice quality (hypothesis 4). 

At transaction level, quality of performance is service quality, whereas quality of experience is delegate 

satisfaction; transaction-specific service quality and satisfaction contribute to long-term attitudes of delegates towards 

the conference service (Moreno et al., 2015). Therefore, quality of performance not only influences overall service 

quality, but also influences overall delegate satisfaction. Similarly, delegates’ quality of experience influences their 

perception of overall service quality, and contributes to overall satisfaction. When delegates perceive high quality-of-

service attributes, they tend to have high levels of overall satisfaction with the conference service; the more 

psychological benefits which delegates obtain from the visit, the more positive the attitude that they are likely to have 

towards overall service quality (Nella & Christou, 2014a). Hence, quality of performance positively affects delegates’ 

levels of overall conferencesatisfaction (hypothesis 5). In addition, it is suggested that quality of experience positively 

affects delegates’ perceptions of overall conferenceservice quality (hypothesis 6). 

Once delegates form an overall attitude towards conferenceservice quality and towards overall 

conferencesatisfaction, it is suggested that these attitudes should affect delegates’ future behavioural intentions. Thus, 

when a delegate perceives a conference to have high overall service quality, he/she is likely to say positive things 

about this conference, and to come back and attend it again. Similarly, if a delegate’s overall level of satisfaction with 

the conference is high, the individual is likely to disseminate positive word-of-mouth recommendation about the 
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conference, and is likely to attend it again. Thus, overall conferenceservice quality is positively associated with 

delegates’ behavioural intentions (hypothesis 7), and overall conferencesatisfaction is positively associated with 

delegates’ behavioural intentions (hypothesis 8). All hypotheses developed here are summarised in Figure 1. 

 

3. RESEARCH METHODOLOGY 

For the need of the survey reported here, four different conferenceswere selected, all of them taking place in 

Greece (two in Thessaloniki, one at Athens and one at Rhodes);the target population was delegates to these four 

conferences. A convenience sample of 400 (100 at each conference) was considered sufficient for valid and reliable 

analyses to be conducted; regarding data analysis, a sample of 200 is the minimum required for the use of structural 

equation modelling technique (Bollen, 1989). The sample was contacted by personal interviews and the research 

instrument was a questionnaire; there was surveyed every tenthdelegate who exited from each conference plenary 

session. The delegates were approached and asked to assist in the survey. Participants were requested to answer 

specific questions which were written in a questionnaire. The responses to questions were recorded on the 

questionnaires by the interviewers. 

The items and scales included in the questionnaire were adapted by a variety of sources. For 

measuring quality of performance, items were adapted by SERVQUAL (Parasuraman, Zeithaml and Berry, 

1988), while the measurement of quality of experience was based on scales adapted from the Recreation 

Experience Preference scales which have been used in past research on leisure and tourism benefits 

(Manfredo, Driver & Tarrant, 1996; Nella & Christou, 2014b). Since overall service quality was 

operationalised as an attitude towards the conference, it was measured with a one-item scale which asked 

about the respondents’ perceptions of overall quality of the service attributes at the conference. A 10-point 

scale was used to provide a wide range of variance; The scale ranged from 1 = ‘extremely low quality’ to 

10 = ‘extremely high quality’.Delegates’ overall satisfaction was also operationalised as an attitude 

towards the conference. However, it was postulated to be a different attitude from overall service quality. 

The measure for overall satisfaction was a 4-item, 7-point modified semantic differential scale (satisfied–

dissatisfied, pleased–displeased, favourable–unfavourable, positive––negative). This scale was originally 

adapted from Crosby and Stephens (1987) who measured consumer satisfaction with the insurance 

industry. Later, the scale was used in the tourism field by Childress and Crompton (1997), and found to be 

very reliable—with a Cronbach’s alpha of 0.98. Last, a 7-item, 7-point likelihood scale was used to 

measure delegates’ future behavioural intentions; Zeithaml, Berry and Parasuraman (1996) originally 

developed this scale. Baker and Crompton (1998) modified the scale and applied it in the context of a 

festival. 

The data collected were first examined by descriptive statistics such as frequencies, means, and standard 

deviations. The purpose was to develop profiles of the total sample and to identify distributions of the variables. 

These descriptive analyses demonstrated: (i) the demographic characteristics of respondents, including their age, 

gender, education level, work status, annual household income, and country of residence; (ii) their conference 

delegate characteristics, such as the number of times they had attended the conference, and their group type; and (iii) 

respondents’ perceptions of service attributes and overall service quality of the conference, psychological benefits 

they obtained from attending the conference, levels of their overall satisfaction, and their behavioural intentions. 

Next, the hypotheses proposed earlier in the study were tested. A structural equation modelling (SEM) 

procedure was employed to test these hypotheses. SEM is an approach that can be used for the analysis of causal 

models with multiple indicators of latent variables of measurement errors (Bollen, 1989; Chenet, Tynan & Money, 

2000). The constructs under study—such as quality of performance, quality of experience, overall delegate 

satisfaction, and behavioural intentions—are all unobservable concepts, the measurement of which is dependent on 

manifest indicators. 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

538 
 

4. RESULTS AND TESTING OF HYPOTHESES 

To test the hypotheses, the AMOSextension in the SPSS program was used. The analysis procedure followed 

up a two-step approach recommended by Anderson and Gerbing (1988) and Hatcher (1994). With this approach, the 

first step involved the conducting of confirmatory analysis to examine the fitness of the measurement model to the 

data, and to see if the indicator variables really were measuring the underlying constructs of interest. The second step 

was to test the fitness of the theoretical model (the structural model) to the data. The structural model specifies causal 

relationships between the latent variables themselves. The path analysis with these latent variables provided evidence 

of whether each hypothesis could be supported or not. The final structural model is presented in Figure 3; fit indices 

and Parameter estimates for the final structural model are presented in Table 1 and Table 2 respectively. The 

summary of outcomes of the hypotheses’ testing is presented in Table 3. 

Results showed that when delegates perceive higher quality of individual service attributes, the benefits 

received from the experience are perceived as higher. At each service encounter, delegates first evaluate the quality of 

service; the outcome of this evaluation directly contributes to the quality of a delegate's experience from attending the 

conference. Quality of performance is taken to be delegates’ evaluations of individual service attributes, and is 

therefore cognitive in nature. Quality of experience describes delegates’ psychological benefits received from 

interaction with the service attributes, and is affective in nature. The support for Hypothesis 1 has provided empirical 

support of appraisal theories, which postulate that cognition strongly influences affect. 

The results of the study supported both Hypotheses 2 and 3; however, the results showed that the influence of 

quality of performance on overall service quality was much stronger than that of quality of experience on overall 

satisfaction (total effects of 0.72 and 0.23, respectively). The results provided evidence to support the 

conceptualisation of service quality and satisfaction at different levels. The recognition of both transaction-specific 

and overall service quality and satisfaction helps to clarify confusion in the conceptualisation of the relationship 

between the two constructs. This study tested effectively the framework proposed by others (Dabholkar, Thorpe & 

Rentz, 1996; Baker & Crompton, 1998) that both service quality and satisfaction can be viewed at the transaction and 

global levels.  

 

Figure 3. Final structural model and standardised parameter estimates 
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Table 1. Fit indices for the final structural model  

Fit Index  Value 

 

Non-Normed Fit Index (NNFI)  

 

0.92 

Comparative Fit Index (CFI)  0.94 

Goodness of Fit Index (GFI)  0.86 

Adjusted Goodness-of-Fit Index (AGFI)  0.81 

Parsimonious NFI  0.73 

RNFI  0.99 

Chi-Square Test  X
2
 = 291.74    df= 124    p = 0.0001 

 

Results showed that the psychological benefits delegates obtained from attending the conference did not 

contribute to their attitude of service quality in a major way. Benefits obtained by delegates contributed to overall 

service quality only indirectly—through overall delegate satisfaction (indirect effect of 0.07). This demonstrated that 

overall service quality is a cognitive-based attitude because, although evaluative quality of performance directly 

contributed to overall service quality (direct effect of 0.60), quality of experience did not directly influence overall 

service quality. Quality of experience refers to benefit outcomes, and is therefore subjective. In contrast, overall 

service quality is delegates’ relatively objective evaluations, and is therefore not easily changed by their affect. This 

finding of the study contradicts the position of those service-quality researchers who insist on the influence of 

transaction-specific satisfaction on attitude towards service quality (Parasuraman, Zeithaml & Berry, 1988; Bitner, 

1990; Bolton & Drew, 1991). One explanation for this contradiction lies in the different conceptualisations of 

satisfaction at the transaction level. The present study viewed satisfaction at the transaction level as an affective 

response, whereas service-quality researchers usually consider it as an evaluation of individual service attributes 

(Bolton & Drew, 1991), or as overall satisfaction with the service (Bitner 1990). The difference between the 

conceptualisations of satisfaction in this study and those in other studies (such as those conducted by the researchers 

described above) is that the present study distinguished satisfaction at both the transaction and global levels. In 

addition, the present study emphasised the affective aspects of transaction-specific satisfaction and the attitudinal 

characteristic of overall satisfaction; whereas service-quality researchers have viewed satisfaction as being only 

transaction-specific. 

The hypothesised relationship between quality of performance and overall satisfaction was supported. 

Delegates' perceptions of quality of performance directly contribute to their levels of overall satisfaction. When 

delegates perceive high quality of service attributes, they tend to report a high level of satisfaction with their overall 

experience form attending the conference. The influence of quality of performance on overall satisfaction (total 

effects of 0.42) was stronger than that of quality of experience on overall satisfaction (total effects of 0.23). This 

shows that both cognition and affect are immediate determinants of overall satisfaction. However, evaluation 

contributed more to satisfaction attitude than affect. Thus, overall satisfaction as an attitude consists of both cognitive 

and affective elements, but is mainly a cognitive-based attitude. 
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Table 2. Parameter estimates for the final structural model 

 

Parameter 

Unstandardised 

Estimate 

Standard  

Error 

 

t value 

 

R
2
 

 

L1 

L2 

L3 

L4 

L5 

L6 

L7 

L8 

L9 

L10 

L11 

L12 

L13 

LI4 

L15 

L16 

L17 

B1 

82 

B3 

B4 

B5 

B6 

B7 

B8 

F2 

F3 

V18 

F5 

 

0.978 

0.895 

0.936 

0.806 

1.054 

1.008 

1.155 

0.917 

1.092 

0.726 

1.012 

0.939 

0.949 

0.913 

0.918 

1.294 

1.183 

1.088 

0.632 

0.300 

0.320 

0.264 

0525 

0.173 

0.288 

 

 

 

 

 

0.06 

0.05 

0.07 

0.07 

0.06 

0.04 

0.05 

0.06 

0.06 

0.09 

0.04 

0.04 

0.04 

0.04 

0.05 

0.06 

0.05 

0.09 

0.09 

0.11 

0.06 

0.06 

0.14 

0.05 

0.05 

 

 

 

 

 

17.78 

16.35 

13.61 

12.23 

16.93 

23.19 

24.95 

16.28 

18.04 

7.78 

24.25 

23.02 

26.49 

22.34 

18.07 

22.11 

23.36 

12.49 

7.29 

2.82 

5.46 

4.57 

3.85 

3.79 

5.98 

 

 

 

 

 

0.67 

0.62 

0.50 

0.46 

0.62 

0.79 

0.81 

0-59 

0.62 

0.24 

0.88 

0.85 

0.93 

0.83 

0.66 

0.60 

0.77 

 

 

 

 

 

 

 

 

0.23 

0.21 

0.61 

0.59 

 

In marketing literature, there has been confusion in differentiating the concepts of overall service quality and 

overall customer satisfaction. Several studies which tried to differentiate the two constructs at the global level failed 

to find supporting empirical evidence (Spreng & Olshavsky, 1993; Bitner & Hubbert, 1994; Dabholkar, 1995; Imrie, 

Cadogan & McNaughton, 2002; Chatzigeorgiou & Simeli, 2017). For example, Spreng and Olshavsky (1993) studied 

overall satisfaction and service-quality perceptions, but did not find any discriminant validity between the two 

constructs. However, the present study did find discriminant validity between overall service quality and overall 

satisfaction; results showed that the total effect of overall satisfaction on overall service quality was relatively low 

(0.30). This implied that, although they are correlated, overall service quality and overall satisfaction are not the same 
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construct. A more detailed analysis showed that evaluative quality of performance had stronger influence on overall 

service quality (total effects of 0.72) than on overall satisfaction (total effects of 0.42). Affective quality of experience 

had stronger influence on overall satisfaction (total effects of 0.23) than on overall service quality (total effects of 

0.07). Overall service quality and overall satisfaction should therefore be viewed as different attitudes. Although both 

attitudes consist of cognition and affect, overall service quality is more cognitively based, whereas overall satisfaction 

is more affectively based. 

Results of the study supported the hypotheses relating to the influence of overall service quality and overall 

satisfaction on delegates’ future behavioural intentions. High levels of delegate satisfaction, and/or perceptions of 

high service quality, are both likely to reinforce delegates’ intentions of attending the conference again in the future 

and their engaging in positive word-of-mouth communications with their family and friends. These findings 

confirmed the predicative power of overall service quality and satisfaction on delegates’ future behavioural 

intentions—as has been reported in previous studies (Baker & Crompton, 1998, 2000). However, the influence of 

overall service quality on behavioural intentions was found to be much weaker than that of overall satisfaction. In 

fact, results showed that, of all the variables examined, overall service quality contributed the least to behavioural 

intentions (total effects of 0.26).  

 

Table 3. Summary of hypotheses tested and results 

Number Hypothesis Results 

H1 Quality of performance positively influences delegates’ quality of experience. Supported 

H2 Perceptions of the quality of individual attribute performance influence perceptions of 

overall service quality. 

Supported 

H3 Perceptions of quality of experience with individual facets influence overall satisfaction. Supported 

H4 Overall satisfaction influences overall service quality. Supported 

H5 Quality of performance positively affects delegates’ levels of overall satisfaction. Supported 

H6 Quality of experience positively affects delegates’ perceptions of overall service quality. Not Supported 

H7 Overall service quality is positively associated with delegates’ behavioural intentions. Supported 

H8 Overall satisfaction is positively associated with delegates’ behavioural intentions. Supported 

 

In a specific service encounter, delegates’ perception of quality of performance is a deciding factor in the 

experiential benefits (that is, satisfaction) received from attending the conference. Because delegate satisfaction at 

the transaction level is affective in nature, it is a relatively short-term effect. Delegates’ satisfaction with a service 

experience eventually contributes to their long-term satisfaction with the service in general.  

 

 

5. MANAGERIAL IMPLICATIONS AND CONCLUSIONS 

 

Two aspects of the present study are of great importance to conference marketers. First, the study has 

confirmed that improved service quality and delegate satisfaction can result in repeat conference attendance and 

positive word-of-mouth—which might increase the profits of conference organisers. Secondly, the study clarified 

the relationship between service quality and satisfaction, finding that each construct has an independent effect on 

delegates’ future behavioural intentions. Conference managers should recognise that delegate satisfaction and 

service quality are not the same thing. The relationship between the satisfaction and service quality does not imply 

that practitioners should focus only on improving service quality—because, as this study has demonstrated, overall 

service quality and satisfaction can each contribute independently to delegates’ future behavioural intentions. In fact, 

the influence of overall satisfaction on behavioural intentions is stronger than that of overall service quality. 

This study suggests that two factors which directly influence delegates’ overall satisfaction are quality of 

performance and quality of experience. To increase the level of satisfaction, conference organisers need to improve 

the performance of the individual service attributes. This will assist delegates to increase the benefits they receive 

from the service experience. Overall service quality and satisfaction are attitudes. A change in attitude starts with 

changes in perceptions of quality of performance and quality of experience. Thus, the priority of conference 

managers should be on the transaction level of service quality and satisfaction. 

The major contribution of the present study is that it developed a conceptual model that demonstrates the 

dynamic nature of the relationship between service quality and conference delegate satisfaction based on theories 

derived from social psychology and previous research in the marketing, recreation, hospitality and tourism literature. 

The model was tested using sample data from delegates of four conferences in Greece, and was modified because of 

empirical findings. Follow-up studies on the issue are strongly encouraged. Refinement of the instruments used in 
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the study, and their replication in other tourism, travel and hospitality settings, will enable both researchers and 

managers to understand the relationship between service quality and satisfaction more fully. 
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Purpose–Reasons/aims of paper 

This study examines the perceived impact of events to happiness based on event organizers opinion. Specifically, 

the aim is to understand if event organizers consider promoting happiness and wellbeing as a value of their event, as 

well as what they considered a successful event 

Research–Methodology 

As this was an exploratory study a qualitative research was considered as the most appropriate for the nature of this 

research (Creswell, 2009; Panatno&Priporas, 2016), and the lack of pre-existing research studies on event happiness 

in UAE. This research approach was used as it provides richer and deeper information for exploring viewpoints, 

allowing the researchers to reach a better initial understanding of the problem and to identify phenomena attitude 

influences  

Findings–Conclusions 

Attributes of an event were analysed and the results indicate that happiness as a value of events is not something that 

comes to the organizers by a recall of values, but after reminding ‘happiness’ they all agreed that this is what they do 

promote with their event, as well. Thus, actions need to be considered to implement happiness as a ‘first-on-mind’ 

value of events organized in Abu Dhabi (UAE).  

Originality/value –  

Few studies make use of interviews in order to qualitatively account for the perceived impacts of special events. 

Fewer still focus on event organizers, whose expertise may provide a better understanding of the connection 

between special events’ perceived impacts (Xie&Sinwald, 2016) and wellbeing.  

Keywords: events, well-being, United Arab Emirates, happiness, organizers, interviews  

1. INTRODUCTION 

There are different kinds of events around the world. Events can enhance cultural and social life of local people. 

Usually it can give positive values national pride, and a sense of ethnic identity. Special events are a popular method 

for local communities to provide recreational opportunities to their members, as well as to attract an influx of 

visitors and tourist revenues (Dwyer, Forsyth, & Spurr, 2005; Reid, 2007). Previous research (Van Winkle & 

Woosnam, 2014; Verhoef, Kannan, & Inman, 2015; Wood, 2005) shows that special events often result in 

socioeconomic benefits and an increase in positive attitude toward the host community. The UAE Cabinet endorsed 

The National Happiness and Positivity Charter which stipulates the UAE Government’s commitment, through its 

higher policies, plans, projects and services, to provide a nurturing environment for the happiness of the person, 

family and community, instil positivity as a core value in them so that they are able to achieve their goals and 

ambitions. Local citizens, visitors and tourists participate on different types of events and it is considered that 
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happiness is created from this interaction. 

This study examines the perceived impact of events to happiness based on event organizers opinion. Specifically, 

the aim is to understand if event organizers consider promoting happiness and wellbeing as a value of their event, as 

well as what they considered a successful event.Authors of this study believe that a ‘happy’ visitor should be a 

priority goal of every event organizer, before economic benefits, but little research have been done in this context.  

2. LITERATURE REVIEW 

Quality of life is of great interest for any nation. As Mathew and Sreejesh (2017) mention on their study about 

responsible tourism development in India, development of any kind impacts perceived quality of life. Some people 

are happy or unhappy from this development (Chou & Wang, 2016). Managing to create positive impact throw 

development in citizen’s quality of life will create as a result happiness.  Events are one important part of any 

community around the world; events have the power to improve communities by affect the people behaviors and 

values in a good way(A. Fotiadis, Xie, Li, & Huan, 2016; Jiménez-Naranjo, Coca-Pérez, Gutiérrez-Fernández, & 

Fernández-Portillo; Slak Valek, Shaw, & Bednarik, 2014). One essential value is to increase visitor's happiness; 

happiness is important value that affects the community because it is reflect our positive opinions and emotions 

about our daily life among the different satiations. Happiness is the positive emotion that improve people skills and 

abilities which help them to produce more and support their community, happiness affects the human behavior 

positively, happy people are more likely to perceive the world as safer and feel more confident. 

The positive experiences improve the happiness to support our behaviors by beingcreative. According toVeenhoven 

(2005), we do not use the word 'happiness' to characterize satisfaction with specific aspects of life, such as marriage 

or work. 'Happiness' refers to satisfaction with life-as-a whole. It covers past, present and anticipated experiences . 

When the people feel happy they will be able to have a good experiences through their life and they will be able to 

solve the different issues around them. Frey and Stutzer (2002)study shows that the people who are having positive 

emotions like being happy during their daily life, their moods is increasing in a positive way more than those who 

have negative emotions.Moreover, happiness makes the human beings more productive. For example; ‘happier’ 

workers are intrinsically more productive, the organizations that have a group of workers who are enjoy and feel 

happy during their job are more likely to produce more and work hard to develop their career values (Oswald & Wu, 

2010). 

Happy people tend to be optimistic, outgoing, and agreeable. Also, they tend to have high self-esteem (in 

individualistic countries) and their social life much better; have close friendship or a successful marriage, have work 

and leisure that engage their skills, have an active religious faith and they exercise and sleep well. 

Diener and Biswas-Diener (2011)claims happiness is related to enhanced life satisfaction and positive feelings. 

However, most of the events’ organizers concernsare economic aspectsof the event and the focus is on multiplying 

events’ financial impacts (Breen, Bull, & Walo, 2001; Taks, Kesenne, Chalip, Green, & Martyn, 2011; Williams & 

A J Bowdin, 2007). Researchers Brida, Disegna, and Osti (2013) and Breen et al. (2001) have also focused on 

visitors’ expenditures, but little is known about emotional experience of a visitor. Brakus, Schmitt, and Zarantonello 

(2009),argued that when the event provide the visitor with a positive experience, it is more likely that the visitor will 

come again to this event to capture a similar experience.  

Many people mix the word happiness with feeling good. Defining happiness is not an easy thing since it’s an 

emotion, many people have tried to define it in their own but there is no clear definition to it (Strack, Argyle, 

Schwarz, & Wong, 1991). Each person can define happiness in their own term simply because each person is 

different. It is also argued that happiness varies from one person to another because of income, and that one’s 

income changes what happiness mean to a person (Diener & Oishi, 1999; Easterlin, 1995). Additionally, many 

people link happiness with money or material goods. It is claimed that people are seeking material goods to obtain 
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happiness, that not being able to have a certain something can stand in the way of their happiness and make them 

unsatisfied (Diener & Biswas-Diener, 2011). Yet, not everyone would agree on the point that acquiring materials 

always makes one feel happy. Frey and Stutzer (2002) argue that the phrase “money buys happiness” is not quite 

right, as they believe that the influence is small and insignificant. Happiness can be obtained from spending time 

with a loved one, family or even alone by doing something enjoyable. Happiness can even be obtained simply from 

reading a book.  

Gibson, Kaplanidou, and Kang (2012) stated that small-scale sport events can create social benefits for the local 

community that can enrich quality of life and happiness by generating better community spirit and pride (Ziakas, 

2010).  Furthermore, it was proved that not only small scale event but also mega sport event or cultural events, can 

impact quality of life of local residents (Absalyamov, 2015). Other events, such as festivals can impact residents’ 

wellbeing(A. K. Fotiadis, Vassiliadis, & Yeh, 2016). They can be beneficial for wellbeing of residents but quality 

life concerns can also have negative impact on the wellbeing of residents(Yolal, Gursoy, Uysal, Kim, & Karacaoğlu, 

2016).Events development can also improve quality of life and cause happiness by participating on it(A. K. Fotiadis 

et al., 2016). On a recent study by Sato, Jordan, and Funk (2016) it was proved that distance running events can 

mediate the relationship between running activity and life satisfaction.  

In a study about festivals and special event organizers by Gursoy, Kim, and Uysal (2004) it was revealed that events 

have different effect such as community cohesiveness; economic benefits; social incentives; and social costs. Events 

development can also improve quality of life and cause happiness by participating on it. On a recent study by Sato et 

al. (2016)it was proved that distance running events can mediate the relationship between running activity and life 

satisfaction.  

3. METHODS 

As this was an exploratory study a qualitative research was considered as the most appropriate for the nature of this 

research (Creswell, 2009; Panatno&Priporas, 2016), and the lack of pre-existing research studies on event happiness 

in UAE. This research approach was used as it provides richer and deeper information for exploring viewpoints, 

allowing the researchers to reach a better initial understanding of the problem and to identify phenomena attitude 

influences (e.g. Healy & Perry, 2000; Maxwell, 1996). 

Interviews for event organizers in Abu Dhabi consisted of 6 open-ended questions aiming to understand three event 

aspects: 

a) major marketing tools used to promote an event(Hoyle, 2002). 

b) values that the event tries to promote with an emphasis on happiness as a value, and c) perception of benefits (Xie 

& Sinwald, 2016). 

Seven events and/or event organizers in Abu Dhabi were included in this research with an aim to interview 3 people 

from the same organization (Woodside, 2010), but from different departments. The following events organized in 

Abu Dhabi were covered in the present study:Hunting and Equestrian Exhibition (ADIHEX), Ani:me, Abu Dhabi 

Art, Abu Dhabi Book Fair, Date Palm Exhibition, Calligraphy Exhibition and Korean Festival. 

In total, 20 interviews were collected. The interviews followed the ethical guidelines such as no harm, informed 

consent, anonymity and honesty (Allmark et al., 2009; Bryman & Bell, 2015). The participants were informed that 

their honest and frank opinions were what the research was interested and there was not a wrong or right answer.  

Data were analyzed by using thematic analysis. The information gathered was processed into categories or themes 

(Kapoulas & Mitic, 2012). The data were divided into categories (Kapoulas, Murphy, & Ellis, 2002)to be analyzed 

according to our questions-answers. Each question was treated as a different category, and the answers of all the 
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respondents were analyzed at the same time for each question; therefore, differences and similarities could be 

analyzed more accurately (Pantano & Priporas, 2016; Priporas, Kamenidou, Kapoulas, & Papadopoulou, 2015). This 

method also helped us to compare and contrast information, and data from both primary and secondary sources 

(Saunders, Lewis, & Thornhill, 2009). 

4. RESULTS 

UAE is a 45-years old country, which has been getting more attention recently because of its rapid urban 

development, as a result of abundant oil, which was discovered in 1950. Following the oil discovery, few formal 

schools were operating in 1952, but in the 1960-1970 a school building program expended into an organized 

education system. In the 80’ first University open in UAE. The transition from the purely modest desert community 

to a modern city life was incredibly accelerated in last half of this century in UAE (Green & Smith, 2007), which 

results in a high 92% adults’ literacy (UNESCO, 2016) and 88% internet usability rate (WEF, 2015). However it is 

understandable that older generations still prefer traditional media, which is also consistent with previous research 

(Melenhorst, Rogers, & Bouwhuis, 2006; Xie, Watkins, Golbeck, & Huang, 2012). 

Abu Dhabi has been investing into becoming a smart city (Washburn et al., 2009) in all major fields, which also 

reflects in marketing of a tourism destination. Findings show that social media is what organizers use the most to 

promote their events, but a ‘combination of tools’ was also used to describe their marketing activities. One 

interviewer specified why social media comes as a primary tool, but pointing out, that some traditional media are 

however still needed: 

‘By using social media we can target more people and segments, but we use newspapers to target older people’. 

Another participant said that they are “using published products like newspapers, magazines, handed fliers that are 

distributed in places like universities” 

After identifying the main marketing tools, the organizers were askedto list 5 values they believe their event 

promotes. The majority listed other values than happiness, such ‘enjoyment, fun, entertainment’, but also ‘creativity, 

inspiration, piece’. An organizer specifically pointed out that environmental awareness in relation to the culture and 

heritage of UAE is what they focus on, saying that:  

‘Traditions & heritage is the main focus, but as we talked about how to maintain our heritage through the 

environment, the awareness about keeping our environment clean and preserve it, is an important message’. 

Similarly,a respondent of Korean Festival said ‘the aim is to afford our audience an environment where people from 

different cultures can meet and exchange knowledge in harmony’.Other organizers mention “that new types of 

Exhibitions to the region by satisfying attending visitors and buyers, is the most important value to improve the 

event, and it will attract a large number.”  

As events it is consider as a way to create happiness to Emirati or not Emirati citizens it was interesting to know that 

after a specific question about happiness was asked, they all agreed that ‘bring happiness to the community’ is also 

one of the most important aims of their events. They also say that their events are not truly achieved if the events’ 

audiences are not happy. More of that, several interviewees say that their event gives the visitors positive energy to 

share. Only one interviewer said that; “it is not important to consider happiness among the event but the aim is to 

increase satisfaction on part of exhibitors and visitors.”  

Based to some event organizers usually they evaluate their events not to specific numerical parameters but on the 

increasing rhythm ofthe visitor's numbers which show how the event is successful. Based on one interviewee 

“Visitors have the power toimprove the event, as they attend the event and then they make it popular to friends and 

families.”  Another respondent remarks that their success depends on political perspective. “He stated that Korea 

Festival 2016, by spreading theKorean culture,would make Koreans and Emiratis more connected with each otherin 
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thepolitical field.” 

In addition, at the next question we asked the interviewers; if it would their event be 

considered successful if visitors and the community feel happier, but economically it 

wasn’t successful. In one case they said that “a trade exhibition is a platform to connect buyers (visitors) and sellers 

(exhibitors). As far asthe sellers are able to connect with right buyers, this is considered a success.Exhibitions may 

not result in direct orders onsite but as far as an exhibitor walksaway with right contacts that they can follow up; it 

will be considered a success.” On the other hand, most of the interviewers have different opinion; as they think that 

thesuccess of the event should be based on making people happy even when the economic results is not so good. As 

they say: “events are made to make people happy not just for the profits so at the beginning what is important is 

their happiness and at long term it would change to start creating profit.” Several agree that during all the process 

of arranging an event it should be important for the visitors to receive amemorable experience, and then they will be 

happier. 

In the last question it was important to know what was the most important factors that they believe that can create 

happiness among visitors who attend an event. As some respondents said free food and interesting and funny 

activities can create happiness. Others mention that learning and being mixed with people from different cultures 

also create happiness. Some said that a safe environment and covering the needs od the visitors will make them 

happy. Two of them share some points like free tickets and helpful work crew. One of them suggests that clean tidy 

place is an important factor in creating happiness. Others also refer to geographical issues like a good location since 

they believe that is a factor in spreading happiness. One of them states that psychological comfort also plays a role 

in creating happiness among visitors. 

5. DISCUSSION AND IMPLEMENTATIONS  

Few studies make use of interviews in order to qualitatively account for the perceived impacts of special events. 

Fewer still focus on event organizers, whose expertise may provide a better understanding of the connection 

between special events’ perceived impacts (Xie & Sinwald, 2016) and wellbeing. Thus, using qualitative data 

collected from in-depth interviews with event organizers represents an attempt to better understand event organizers’ 

ideas towards ‘happiness and positivity’, which is a new initiative of UAE government. The study represents a basis 

for a quantitative further research, which can be done after some time the happiness was implemented as a 

governmental initiative.  

Recently, some studies have been conducted to study emotional experience in special events and festivals. Brakus et 

al. (2009) stated that it is important to consider the positive emotional experience as a part of the event’s success. 

They argue that when the event provide the visitor with a happy time, it is more likely that the visitor will come 

again to this event to capture a similar experience, which is a goal of any event’s organizer. “Capturing emotions: 

experience sampling at live music events” (2015), is another research that Wood and Moss (2015)has also 

emphasized on the significance of delivering positive emotion to the audiences in the events. The researchers of that 

research stated that emotions are stored in the episodic memory. Those stored emotions are the responsible of 

structuring the person’s attitudes and behaviors. Consequently, if the emotions gained from the events are 

positivesuch like happiness, the persons’ behaviors will be positive as well .To head forward toward the aim of 

building successful society with bigger number of well-behaved persons, special events must show noticeable effort 

in creating happiness among its visitors. Moreover, people’s decisions are highly influenced by feelings and 

emotions. The decision of spending money is one of those decisions driven by emotions. Barry Lemmon, the global 

head of the research agency “TNS”, has stated in his article “Happy Shoppers Spend More” that the happier the 

person is the larger the amount of money will be spent. Events’ designers could exploit this fact in selling products 

that are marketed in the event. This would be through stimulating the audience with happiness and other positive 
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emotions which would encourage them to purchase and spend more money. Of course, this will result to a growth in 

the event’s revenue. 

This research would be a critical source of information for events’organizers about the importance of value of 

happiness.Events’ organizers can know from this research some examplesofhow creating happiness among the 

visitors isachieved. More of that this research can give Abu Dhabi’sgovernment a glance of how happiness is 

playing role in the event industry and on attracting more tourists.The government of UAE in general, and Abu 

Dhabi’s government in particular, work hard to provide the people living in the region with a variety of special 

events and festivals. Being characterized by the UN in 2015 as the happiest Arab country, it is important to find out 

how much does the value of happiness is being included in all projects’ agendas in the UAE, including special 

events and festivals.  Moreover, this research is helpful for the events’ organizers as it will introduce to them some 

of the methods by which happiness could be promoted. Imposing value of happiness in the events is an essential 

mission for the organizers because happiness could bring crucial benefits like the ones presented above. Moreover, 

the governmentwould realize that in order to elevate the rate of tourists from differentcountries in the region, more 

support must be given to the events’organizers to be able to impose value of happiness in the events. Findings show 

that the concept of happiness is important because it improves community well-being and affects people in a 

positive way.  
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Abstract 

Animal health service is complex and expansive with diverse clients accessing service provided by different 

professionals and the complexity of the service is exaggerated by the highly individualised nature of each service 

encounter. This paper explores the animal health industry stakeholders’ outlook on service delivery to identify 

differences and similarities in service perception. Understanding the client is proposed as a tool to inform animal 

health professionals of service expectations, thus enhancing service quality. Stakeholders were identified as distinct 

client groups (companion animal, equine and farm animal), veterinarians and paraprofessionals. Interviews with 

professionals and clients provide data for thematic analysis and to inform survey development. Exploratory factor 

analysis of the questionnaire data (n=663) following surveying of veterinarians and paraprofessionals, loaded onto 

five latent factors and labelled as: empathy, professional credibility, integrity, confident relationships and 

trustworthy service. Chi-squared testing enabled assessment of between-group differences. Client and professional 

groups were found to differ on perceptions of service received but the paraprofessional service model was more 

closely aligned with the client opinion, an interesting finding which warrants further investigation. The results 

obtained support the value of client responsiveness to the professional stakeholders to provide high quality service. 

Keywords: Animal health service, Service quality, Stakeholder service 

1.0 INTRODUCTION  

This paper explores industry stakeholders’ view of service delivery, identifying existing differences in service 

provision 

expectation to gain a wider understanding of service requirements, examined from the perspective of the client and 

two professional groups defined as paraprofessionals and veterinarians.   

The UK animal health sector has a diverse range of health providers offering different services to an equally  

varied animal health client and together these sector stakeholders provide and receive health care service for pets, 

horses and food producing animals. Distinct similarities between human and animal health services exist, as 

veterinarians provide a comparable service to medics and allied animal health professionals fulfil a role akin to 

human health practitioners, such as nurses and physiotherapists.Healthcare service is unlike other types of service 

such as hospitality or transportation, due to the complex, individualised and multi-faceted nature of ill-health and 

response to treatment experienced by the client (Vogus and McCelland, 2016). Accordingly, the multidimensional 
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constructs of quality and satisfaction are challenging to identify and measure within healthcare (Bendall-Lyon and 

Powers, 2004). However,research into human health provision has shown that the failure to meet patience 

expectations contributes to factors such as service dissatisfaction, poor treatment compliance and patient outcome 

(Bell et al., 2002), confirming the importance of patient responsiveness. Animal health service provision has limited 

empirical research and it is therefore appropriate to draw on the wider human health literature to enhance the 

understanding of between –group service perception.  

2.0 STAKEHOLDER DIFFERENTIATION AND UNDERSTANDING THE CLIENT 

Stakeholders in the domesticated animal health sector form distinctive groups whose service provision and service 

requirements differ. Service recipients are broadly divisible into three key sectors categorized as companion animal 

owners, equine owners or keepers and livestock farmers. Each sector contributes in a unique but meaningful way to 

modern societal norms and the appreciation of differences between these client groups is proposed within this 

investigation to be crucial to the delivery of service quality.  

The UK has approximately 45 million households who have companion animals (PFMA, 2013), with around 17 

million cats and dogs kept(Murray et al., 2010). These animals fulfil an importance role via the Human Animal 

Bond (HAB), known to provide emotional (O’Haire, 2010) and physiological health benefits (Friedman and Son, 

2009). In modern society, pets are often considered to be part of the family and those who are considered in this way 

are more likely to receive comprehensive veterinary health care (Timmins, 2008). The scope and breadth of the UK 

horse industry is both diverse and expansive, with an estimated 1 million horses being kept by 451,000 owners or 

keepers (BETA, 2013). Those keeping horses broadly fall into three groups defined as: keeping horses for leisure; 

competitors active in affiliated sporting disciplines and the expansive racing industry.Excluding the racing sector, 

the equine industry contributes £4.2 billion/year to the national economy (BETA, 2015) of which£344 million is 

attributed to the provision of equine health (BETA, 2013), representing a significant financial contribution to the 

overall animal health sector. The livestock sector continues to fulfil an important role to the nation, providing 

essential products for the home market and making contributions to the economy of £7.3billion (meat production) 

and £4.6 billion (dairy production) notwithstanding the significant export market (DEFRA, 2016). 

Veterinary service has long been the staple mode of animal health provision, promoting and maintaining animal 

health and welfare and securing public health (Woods, 2011). However, sector developmentshave seen diverse 

practitioners working with or parallel to the veterinarian and providing healthexpertise. These practitioners are 

collectively referred to as paraprofessionals and examples include animal physiotherapists, veterinary nurses, 

nutritionists, veterinary pharmacists, and farriers and foot trimmers. Providing distinctive services, some 

paraprofessionals groups are formally integrated with veterinary services through legislation (RCVS, 2015), 

informally through multi-disciplinary teams (RCVS, 2015b) whilst others work independently. Regardless of their 

working arrangements, paraprofessionalspresent the client with enhanced service choice.  

Service quality is difficult and complex to define but is often considered in the context of disconfirmation theory, 

and is describedas the extent to which the service provider meets or exceeds the clients’ expectations (Ojasalo, 1992; 

Parasuramanet al., 1993; Wisniewski, 2001). Failure to meet expectations is less than satisfactory, service quality is 

lower and the client is left feeling dissatisfied (Parasuramanet al., 1985). Compared to other service sectors such as 

retailing (Carman, 1990), financial services (Abdullah et al., 2011) and human health service (Newsome and 

Wright, 1999; McCelland and Vogus, 2016), the provision of animal health service has been subject to little 

evaluation(Lee, 2009)and client expectation has not been explored. Understanding the client is central to 

appreciating the client expectation. Investigation on veterinary services completed for the Lowe Report (2009) found 

that information on client requirements and wishes to be lacking.Knowing what clients expect and managing 

expectations are prerequisites for service fulfilment (Lisch, 2014) but the current lack of empirical service quality 

research in the animal health sectors makes it challenging to understand client nature. Unfortunately, the animal 

health profession has not adopted a client centred strategy underpinned by quality service and this is reported as a 
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business risk factor (Lee, 2009; Lowe, 2010; Williams and Jordan, 2015). The absence of focused research into 

animal health service quality is a notable indicator of the limitations in the sector’s understanding of their clients, 

making it challenging to know the clients’ requirements and to provide a fitting service.  

3.0 METHODS 

The methods underpinning this project comprised an initial exploratory sector analysis and qualitative inquiry to 

determine dimensions of service quality conceptualized for the animal health industry. These techniques were 

utilized to counteract the limited evidence based research in the field of animal health service provision. Thematic 

analysis of qualitative interviews (n=13) using NVivo software (QSR, 2014) informed the development of valid 

questionnaire items for surveying of the three stakeholder groups. Questionnaires were customisedfor the groups to 

facilitaterespondent understanding but all items were equivalent to permit comparativeanalysis. A pilot study was 

completed to ensure clarity of questions and to validate the use of exploratory factor analysis (EFA) and used data 

collected from the professional stakeholders (paraprofessionals and vets). The final questionnaire comprised a list of 

24 positive statements and one service satisfaction question with an additional question on service recommendation 

added for the client group only. A five point Likert rating scale was adopted to facilitate investigation and to 

decrease the time taken to completion (Babakus and Mangold, 1992) as a condensed survey is proposed enhance 

response rates achieved (Puleston, 2014). Questionnaires were administered using a face-to-face technique at a 

range of professional events, venues and situations in the UK over the course of one year. Data collection resulted in 

663 usable questionnaires which were subject to EFA and chi-squared analysis in SPSS (version 24). The adopted 

sampling technique resulted in equal proportions of paraprofessionals (28%), clients vet focused response (28%), 

client paraprofessional focused response (27%) but a lower proportion of veterinarian responses (16%) were 

received. All questionnaire response data were examined, and areas which aligned with the research objectives 

werescrutinized as were the overall service quality and recommendation questions. 

EFA, facilitated the reduction of the data to its latent factors (Yong and Pearce, 2013); the technique is supported for 

dimension determination in the SERVQUAL model (Parasuramanet al., 1988), in human health services research 

(Babakus and Mangold, 1992) and measuring service quality in the banking sector (Nantel, 2000).Chi-squared tests 

enabled assessment of the association between characteristics and that the factors under consideration to be 

independent of each other, thus facilitating valuable interpretation of the data and further validating data for EFA 

(Field, 2013; David and Sutton, 2014). 

4.0 RESULTS 

EFA resulted in the variables loading onto five latent factors to describe elements of animal health provision from 

the perspective of all stakeholder respondents. The five-factor solutionexplained 54% of the total variance and the 

measure of internal consistency and reliability of scales, Cronbach’s alpha,measured factors to be over the 

recommended score of 0.7 (Field, 2013). Component naming was based on the weight of variables within each 

factor and were labelled as:empathy, professional credibility, integrity, confident relationships and trustworthy 

service.Regarding factors of service perception and expectation, chi-squared testing determined differences between 

the client stakeholder groups, between the professional stakeholder groups and between all client and all 

professional groups. 

There was a significant difference (²16.93: df6: p<0.05) between client groups’ response to the overall service 

satisfaction question “How satisfied were you with the service provided? “when responding to veterinary service 

(Figure 1) and to paraprofessional (Figure 2) service (²19.00: df6: p<0.05).  
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Figure 1 Overall client service satisfaction for veterinary service received 

 

Significant difference(²19.00: df 6: p<0.05) was found between client groups’ response to the same question 

focused on paraprofessional service (Figure 2). 

 

 

Figure 2 Overall client service satisfaction for paraprofessional service received  

The two professional groups (vets and paraprofessionals) responded to the same questionnaire. Similarities in the 

responses were found in around topics of team working, communication and ease of contact, but 

differences were identified in the ability to provide continuity of care (²11.78: df 3: p<0.05), time to treat clients 

with compassion (²6.36: df 3: p<0.05) and value for money (²6.27: df 4: p<0.05). Professional responses to the 

overall service provision question indicated a difference between the two sub-groups (²8.09: df 2: p<0.05), as more 
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paraprofessionals were extremely satisfied with their provision of service as compared to the veterinarians (Figure 

3). 

 

 

 

Figure 3 Overall service provision professional stakeholders 

5.0 DISCUSSION  

The findings of the studydemonstrate there to be between-group differences on overall satisfaction, recommendation 

and on specific items of service provision for the clients and professionals surveyed.Overall service satisfaction for 

veterinary service was rated highest by the companion animal clients, the livestock farmers were the middle group 

for satisfaction and the equine clients the least satisfied veterinary clients. Farm animal client dissatisfaction with 

veterinary service was linked to the cost of service and the equine clients considered communication with the vet to 

be an area for improvement. When the same question was posed on paraprofessional service a different result 

emerged, with the farm animal client being least satisfied. However, the companion animal clients remained to be 

the most satisfied clients. There were item specific differences in the results confirming the client groups to be 

different through their perception and expectation of service elements. It is therefore anticipated that they will expect 

to be treated differently and subsequently it isimportant for the professional stakeholders to reflect on this finding 

when considering how service is provided. The wider findings suggested that the client groups considered the 

paraprofessional service to more closely match their service expectation as compared to the vet, this was found for 

many of the factors where a significant difference was identified. Generally, paraprofessional service was 

considered more favourably in areas such as compassion, communication, value for money with clients more likely 

to recommend the paraprofessional to others as compared to the vet.  

Professionals’ perception of the service provided and the client perception of service received were compared and 

are summarised in Table 1. Responses to service satisfaction and recommendation were answered differently by the 

client groups confirming a different viewpoint. The professional groups agreed on the importance of animal welfare, 

rapport development and the up-to-date knowledge and training. Clients did not determine any difference between 

the service received from professional groups on these factors, thus confirming the perceived importance of these 

factors to service quality for the animal health sector and supporting industry to be currently meeting these 
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expectations. Both professional groups were less sure of the time which they have available to treat the client with 

the compassion needed.  

 

Table 1. Stakeholder Perception of Service: Professionals Versus Clients  

Professionals 

 

Vet believes there are greater expectations of animal 

handling skills  

Paraprofessional more able to provide continuity of care  

Both less certain about time for compassion but 

paraprofessionals more positive 

On factors of communication and relationships with 

clients, paraprofessionals were more positive  

Vets were more confident that price reflects service given  

Paraprofessionals greater confidence in pricing strategies 

Both groups agreed that rapport with clients is important 

Both groups agree on the importance ofanimal welfare 

Both groups agree on the need to be up-to-date with 

knowledge 

 

 

 

Overall service satisfaction 

Paraprofessionals rated their provision of service slightly 

higher than veterinarians 

Client 

 

Equine client perceives animal handling to be 

performed better by the paraprofessional 

Equine client reports better continuity of care with 

paraprofessional service  

Equine client reports the paraprofessional to have more 

time for compassion 

Equine clients report the paraprofessional to be better at 

communicating and to have a better relationship with 

the paraprofessional 

All clients scored paraprofessional service to better 

reflect the price paid  

All clients scored paraprofessional service to be 

consistent in pricing  

All groups agreed that rapport with professionals is 

important  

 

Overall service satisfaction  

Clients rated paraprofessional service higher than 

veterinarian service  

 

 

6.0 CONCLUSION  

Factors such as communication, continuity of care and value for money were confirmed by this study to be 

important components of service delivery for the animal health sector with other areas such animal welfare, rapport 

building and professional knowledge reported by all stakeholders to be well provided. The findings support the 

difference between the stakeholder groups and propose that the more flexible model of paraprofessional working 

practice to be more strongly aligned to the current client expectations. To further understand the sector, it would be 

valuable to repeat the study for other paraprofessional groups such as nutritionists, farriers and foot trimmers to 

determine alignment or differentiation of practice. This would facilitate the investigation of a model of 

paraprofessionalservicesand could be evaluated to assess whichareas are compatible with models of veterinary 

service provision, particularly the engagement of multi-disciplinary practice. 

7.0 REFERENCES  

Abdullah, F., Suhaimi, R., Saban, G. and Hamali, J. (2011). Bank service quality (BSQ) index. The International 

Journal of Quality & Reliability Management, 28 (5), pp. 542-555.  

Babakus, E. and Mangold, W. G. (1992). Adapting SERVQUAL scale to hospital service: An empirical 

investigation. Health Services Research, 26 (2), pp. 767-786.  

Bell, R. A., Kravitz, R. L., Thom, D., Krupat, E. and Azari, R. (2002). Unmet expectations for care and the patient-

physicican relationship. Journal of General Internal Medicine, 17 pp. 88-885.  

Bendall-Lyon, D. and Powers, T. L. (2004). The impact of structure and process attributes on satisfaction and 

behavorial intentions. Journal of Service Marketing, 18 (2), pp. 114-121.  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

559 
 

BETA. (2013). [Online]. British Equestrian Trade Association National Equestrian Survey 2011. Available from: 

http://www.beta-uk.org/pages/riders/news/survey-reveals-new-spending-patterns-in-equestrian-industry.php 

[Accessed 23.09.13].  

BETA. (2015). [Online]. British Equestrian Trade Association National Equestrian Survey 2015. Available from: 

http://www.beta-uk.org/pages/news-amp-events/news/national-equestrian-survey-2015-shows-increased-consumer-

spending.php. [Accessed 23.01.17].  

Carman, J. M. (1990). Consumer perceptions of service quality: An assessment of the SERVQUAL dimensions. 

Journal of Retailing, 66 (1), pp. 35-55 

David, M. and Sutton, C. D. (2004). Social research. the basics. London UK: SAGE Publications.  

DEFRADepartment of Environment, Food and Rural Affairs (2016) British food and farming at a glance. 

[Online].Available 

from:https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/515048/food-farming-stats-

release-07apr16.pdf 

Field, A. 2013. Discovering statistics using IBM statistics. 4th ed. London: SAGE. 

Friedmann, E. and Son, H. (2009). The Human–Companion animal bond: How humans benefit. Veterinary Clinics 

of North America: Small Animal Practice, 39 (2), pp. 293-326. [Online]. Available from: 

http://www.sciencedirect.com/science/article/pii/S0195561608001940 

Lee, D. E. (2006). Marketing veterinary services. Veterinary Clinics of North America: Small Animal Practice, 36 

(2), pp. 281-295. [Online]. Available from:http://www.sciencedirect.com/science/article/pii/S0195561605001580 

Lisch, R. (2014). Measuring service performance: Practical research for better quality. UK: Gower Publishing Ltd.  

Lowe, P. (2009). Unlocking potential: A report on veterinary expertise in food animal production (2009). London: 

Department of Environment, Food and Rural Affairs.  

Lowe, P. (2010). A public or private profession? Veterinary Record, 166 pp. 211-212.  

McCelland, L. E. and Vogus, T. J. (2014). Compassion practices and HCAHPS:Does rewarding and supporting 

workplace compassion influence patient perceptions? Health Research and Educational Trust, 49 (5), pp. 1670-

1683.  

Murray, J. K., Browne, W. J., Roberts, M. A., Whitmarsh, A. and Gruffyfdd-Jones, T. J. (2010). Number and 

ownership profiles of cats and dogs in the UK. Vet Record, 166 pp. 163-168.  

Nantel, K. B. J. (2000). A reliable and valid measurement scale for the perceived service quality of banks. 

International Journal of Bank Management, 18 (2), pp. 84-91.  

Newsome, P. and Wright, G. (1999). A review of patient satisfaction: 1. concepts of satisfaction British Dental 

Journal, 186 (4), pp. 161-165.  

O'Haire, M. (2010). Companion animals and human health: Benefits, challenges and the road ahead. Journal of 

Veterinary Behaviour: Clinical Applications and Research, 5 (5), pp. 226-234.  

Ojasalo, J. (2001). Managing customer expectations in professional services. Managing Service Quality: An 

International Journal, 11 (3), pp. 200-212.  

http://www.beta-uk.org/pages/riders/news/survey-reveals-new-spending-patterns-in-equestrian-industry.php
http://www.beta-uk.org/pages/news-amp-events/news/national-equestrian-survey-2015-shows-increased-consumer-spending.php
http://www.beta-uk.org/pages/news-amp-events/news/national-equestrian-survey-2015-shows-increased-consumer-spending.php
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/515048/food-farming-stats-release-07apr16.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/515048/food-farming-stats-release-07apr16.pdf
http://www.sciencedirect.com/science/article/pii/S0195561608001940
http://www.sciencedirect.com/science/article/pii/S0195561605001580


5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

560 
 

Parasuraman, A., Zeithaml, V. A. and and Berry, L. L. (1985). A conceptual model of service quality and its 

implications for future research. Journal of Marketing, 49 (Autumn), pp. 41-50. 

Parasuraman, A., Zeithaml, V. A. and Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring 

consumer perceptions of service quality. Journal of Retailing, 64 (1), pp. 12-40.:  

Parasuraman, A., Berry, L. L. and Zeithaml, V. A. (1993). More on improving service quality measurement. Journal 

of Retailing, 69 (1), pp. 140-147.  

PFMA.Pet Food Manufacturers Association(2013). Pet population 2013[Online]. Available from: 

http://www.pfma.org.uk/pet-population/ [Accessed 19.09.2013].  

Puleston, J. (2014). Trimming mobile surveys: Bonsai survey design. Research World, (October), pp. 41-42.  

QSR International. (2014). NVivo 10.  

RCVS Royal College of Veterinary Surgeons. (2015). Veterinary surgeons act 1966. Reed Elsevier UK: UK.  

RCVS Royal College of Veterinary Surgeons. (2015b). Code of Conduct: Treatment of animals by unqualified 

persons. [On-line]. www.rcvs.org. Available from: http://www.rcvs.org.uk/advice-and-guidance/code-of-

professional-conduct-for-veterinary-surgeons/supporting-guidance/treatment-of-animals-by-unqualified-persons/ 

[29.04.2015].  

Timmins, R. (2008). The contribution of animals to human well-being: A veterinary family practice perspective. 

Journal of Veterinary Medical Education, 35 (4), pp. 540-544.  

Vogus, T. J. and McCellan, L. E. (2016). When the customer is the patient: Lessons from healthcare research on 

patient satisfaction and service quality ratings. Human Resource Management Review, 26 (1), pp. 37-49.  

Williams, S.and Jordan, H. (2015). Veterinary futures: The drivers of change. A review of the literature. UK: 

VETFUTURES.  

Wisniewski, M. (2001). Using SERVQUAL to assess customer satisfaction with public service sectors. Managing 

Service Quality, 11 (6), pp. 380-388.  

Woods, A. (2011). A historical synopsis of farm animal disease and public policy in twentieth century 

Britain. Philosophical Transactions of the Royal Society B: Biological Sciences. 366(1573):1943-1954. 

doi:10.1098/rstb.2010.0388. 

Yong, A. and Pearce, S. (2013). A guide to factor analysis: Focusing on exploratory factor analysis. Tutorials in 

Quantitative Methods for Psychology, 9 (2), pp. 79-94.  

  

http://www.pfma.org.uk/pet-population/
http://www.rcvs.org/
http://www.rcvs.org.uk/advice-and-guidance/code-of-professional-conduct-for-veterinary-surgeons/supporting-guidance/treatment-of-animals-by-unqualified-persons/
http://www.rcvs.org.uk/advice-and-guidance/code-of-professional-conduct-for-veterinary-surgeons/supporting-guidance/treatment-of-animals-by-unqualified-persons/


5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

561 
 

 

 

 

 

 

 

 

 

 

TOPIC 15 

Social, Environmental and 

Societal Marketing 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

562 
 

The socioeconomic evaluation of aesthetic pollution in the city of Thessaloniki 

in Greece 

O. Kopsidas 
Department of Industrial Management and Technology, University of Piraeus, Karaloli & Dimitriou 80, 18534, 

Piraeus, Greece  

 

O. Astara 
Department of Business Administration, School of Business and Economics, Technological Educational Institute of 

Ionian Islands, Filosofon & Tzeveleki, 31100, Lefkada, Greece 

 

C. Siontorou 
Department of Industrial Management and Technology, University of Piraeus, Karaloli & Dimitriou 80, 18534, 

Piraeus, Greece 

 
Abstract 

The purpose of this study is to provide an evaluation of the possible criteria used by the people of Thessaloniki for 

the evaluation of public goods and the investigation of the benefits of the conservation and restoration of city 

structures affected by carbon monoxide. These benefits are expressed in monetary units by using the Contingent 

Valuation Method (CVM). The maintenance of the urban environment often entails excessive costs paid by the 

people through taxation. A city free of aesthetic pollution results in an increase in tourism. A portion of taxation paid 

by the citizens is allocated to cleaning the city. An increase in tourism provides the government with additional 

revenue through Value Added Taxes (VAT). The increase in the money supply is not significant enough to affect the 

inflation rate, but gives the government additional revenue for the maintenance of the city and additional resources 

to service the national debt. The evaluation of these public goods cannot be expressed in the private sector, so we 

applied a modified version of the Contingent Valuation Method which is a survey-based technique used in 

experimental economics. The study sample was 100 citizens of Thessaloniki. The objective of this study was to 

determine the citizens’ of Thessaloniki willingness to pay (WTP) for this public good. Furthermore, the objective of 

this study was to investigate the willingness of the citizens to pay more taxes for the conservation / restoration of 

building facades in the historic sectors of Thessaloniki. The main findings show that in a large proportion, 28% of 

the interviewees are willing to pay, but those that are willing to pay significant amounts tend to prefer mild 

interventions to the buildings, while those (42%) that agree with minimal to null amount  demand radical 

intervention. The latter group, also, considers any contribution of theirs to restoration as unfair, judging that this 

expenditure should be covered exclusively by the State. Last but not least, from a sociopsychological point of view, 

this attitude could be attributed to extreme personalities which tend to prefer more holistic and direct solutions (i.e., 

no mixed strategy involving people and the State is acceptable by interviewees who considered themselves as 

having no further obligations after regular tax-paying); as a result, they think that the State is exclusively responsible 

to resolve the situation. 

Key-words: public goods, willingness to pay (WTP), Contingent Valuation Method (CVM), taxation 

 

1. Introduction 

According to M Kotchen (2012), from an economics perspective, public goods are of interest because—unlike 

private goods—they are a source of market failure. The problem is ‘free riding’: individuals have little incentive to 

voluntarily provide public goods when they can simply enjoy the benefits of non‐rival and non‐excludable pubic 

goods provided by others. To see free riding at work, consider the challenge of constructing a bridge where the 

societal benefits of doing so would exceed the costs. How successful do you think a campaign would be to finance 

the bridge with voluntary donations? It is not hard to imagine how such a campaign would fail, because many (if not 

most) individuals would choose to make no donation, hoping others would contribute enough to finance the bridge 

for everyone to enjoy. In this scenario, the market failure would be that no bridge is constructed despite the fact that 

a bridge would make everyone better off.  

Seeking to prevent such under‐provision of public goods is one of the primary economic rationales for government. 

While markets allocate private goods efficiently, governmental intervention is usually required for the efficient (or 

even reasonable) allocation of public goods. Indeed, this explains why goods such as bridges, parks, police 
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protection, and fire departments are usually financed with tax revenues that governments collect. Governments can 

thus serve as a coordinating mechanism that provides public goods for the benefit of society. 
This research investigates the aesthetic pollution caused by carbon monoxide on building structures in the historical 

sectors of Thessaloniki and will be conducted with a methodology related to Environmental Economic demonstrated 

by Bedate, Herrero, & Sanz, (2005). This evaluation method will calculate the total benefit for the city of 

Thessaloniki [1]. 

Kahneman, & Knetsch, (1992), argue that the potential problem of microeconomic theory is how natural resources 

are optimally distributed. The basic idea behind the evaluation of environmental public goods
6
, such as the 

aesthetics of the urban environment is based on the individual’s willingness to pay (WTP) for a cleaner urban 

environment and enjoy the environmental public good or alternatively, be compensated with monetary units 

(Willingness To Accept - WTA), and accept the loss. The citizens receive a benefit from the consumption of private 

and public goods.  

The criteria used to show the evaluation of public goods and the costs related to the impact of the natural 

environment and the potential benefits that the citizens receive are determined in this study. However and as pointed 

by Bateman, Munro, Rhodes, Starmer and Sugden, (1997) it is difficult to reconcile the utility value of public goods 

such as the environment (natural or urban) because the values of these goods cannot be seen directly or indirectly 

through transactions.  

 

2.Literature Review 

According to Ajzen, Brown & Rosentha (1994) a factor of potential relevance for CV estimates concerning public 

goods is the salience of altruistic or individualistic motives. Altruistic as opposed to individualistic orientations may 

therefore be particularly relevant motivational cues in contingent valuation surveys. Empirical research has 

suggested that WTP is related to the moral satisfaction one can derive from making a contribution to a public good. 

This is in line with the study of Kahneman and Knetsch, (1992) whose results suggest that the adoption of the WTP 

measure does not really avoid moral concerns because the voluntary contribution to the provision of such goods can 

be morally satisfying. A treatment that interprets contributions to public goods as equivalent to purchases of 

consumption goods is inadequate when moral satisfaction is an important part of the welfare gain from the 

contribution. The amount that individuals are willing to pay to acquire moral satisfaction should not be mistaken for 

a measure of the economic value of public goods  . 

When respondents lack prior knowledge about the public good, as is the case with most goods considered in CV 

surveys, information bias is likely to occur, as claimed by, Ajzen, Brown & Rosentha (1994). At the very least, their 

results indicate that extreme care should be exercised in designing the information presented to respondents so that it 

contains as little bias as possible. In addition, findings of other researchers Cameron and Englin, (1997), show that 

the expected value of WTP jumps markedly and significantly with any positive amount of experience of the 

proposed resource for particular environmental enhancement. Their Poisson censored-normal and ZIP censored-

normal specifications with endogenous experience are consistent with the prevailing intuition that more experienced 

respondents provide more precise WTP information. 

Embracing the above theory Kling, Revier & Sable,(2004), analysis results show that the provision of richer site-

specific information to household respondents has the main result of making demand for preservation much more 

inelastic with respect to price. This result, too, signals that non-substitutability is a major factor behind how 

households value this type of heritage asset. The impact of site-specific information is especially strong on 

respondents who expressed a neutral attitude towards historic preservation in general and on respondents who had 

lower general educational achievement. These findings contribute to the line of research regarding differential 

effects of information provision and suggest a need for further investigation into the relative roles of ‘narrow’ versus 

‘broad’ concepts of respondents’ prior understandings. 

 

3.Data and statistical methods 
We estimate approximately the size of the external economy by the method of the Contingent Valuation Method 

(CVM). The Contingent Valuation Method (CVM) is a survey-based technique, frequently used in Experimental 

Economics, especially useful for the valuation of non-market resources/goods/services, and cultural heritage objects 

(of aesthetic, historic, scientific or social value), such as conservation of monumental remains and preservation of 

the physical and anthropogenic environment. The basic dependent variables used in CVM are (i) willingness to pay 

(WTP), which is the maximum monetary amount that an individual would pay to obtain/preserve a good, and (ii) 

                                                           
6
 http://tbauler.pbworks.com/w/file/fetch/48548133/knetsch-kahneman_valuing%2520public%2520goods.pdf 
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willingness to accept (WTA) compensation, which is the minimum monetary amount required to relinquish the 

good. Therefore, WTP provides a purchase price, relevant for valuing the proposed gain of the good while WTA 

provides a selling price, relevant for valuing the proposed loss of the good. According to classic economic theory 

(Brown, (2005)), a significant difference between WTP and WTA should not occur, on condition that there is (i) no 

transaction cost, (ii) perfect information about goods/services and corresponding prices, (iii) no income effect, (iv) a 

market that engenders truthful revelation of preferences.  

Although these conditions were generally met in several economic experiments that used inexpensive market goods 

with readily available substitutes, the ratios WTA/WTP obtained were significantly greater that unity. This result 

according to Liao, (1994) was attributed to the fact that participants in these experiments lacked market experience.  

In case that the CVM is applied for monumental remains, certain specific problems arise, because (i) the ‘good’ 

under examination has a subjective value, dependent on the cultural level of each reviewee, (ii) the intangibles 

associated with this ‘good’ are related to the present political behavior of each individual as regards his/her attitude 

to the local authorities or the central government, (iii) as a result, the answers may be biased, a matter that becomes 

evident only after final statistical processing, thus calling for supplementary information, possibly by means of an 

additional post-questionnaire, and (iv) the adopted/developed (for elicitation of people’s WTP) technique itself 

should be revised (possibly by means of a meta-questionnaire) by the same group of experts who processed the 

answers in order to improve the questionnaire and store it into a dedicated Knowledge Base (KB) for future usage, 

since each monument is unique and the results coming from examining quasi-similar cases are of limited value.   

The sample Ν-valid are 100 responses regarding the Willingness to Pay and N-missing is null. The descriptive 

statistics provide helpful information on the percent frequency of the WTP-value: 36% of the sample suggested 

WTP=0 €, 16% agreed with WTP=1-10 €, 10% accepted WTP=11-50 €, 20% mentioned WTP=51–100 €, while 

18% was willing to pay > 100 €.  

One of the principle descriptors investigated in the main study concerns the preference of the interviewees about the 

options (i) leave the situation as is, (ii) perform only the necessary remediation, or (iii) proceed with radical 

restoration. Option (i) has been selected only by 12.5% of those that stated WTP=1-10 €, which gives a 2% of the 

total sample. Option (ii) is supported by 51% of the total sample, i.e., 61.1% of those with WTP=0, 37.5% of those 

with WTP=1-10, 40% of those with WTP=11-50, 70% of those with WTP=51-100 and 27.8% of those with 

WTP>100. Option (iii) has been proposed by 47% of the interviewees, i.e., 38.9% of those with WTP=0, 50% of 

those with WTP=1-10, 60% of those with WTP=11-50, 30% of those with WTP=51-100 and 72.2% of those with 

WTP>100. 

It is worthwhile noting the relation between WTP and preference on restoration options. The interviewees that are 

willing to pay significant amounts tend to prefer a mild intervention, while those that agree with minimal to null 

amounts demand radical intervention. The latter group, also, considers any contribution of theirs to restoration as 

unfair judging that this expenditure should be covered exclusively by the State. From a sociopsychological point of 

view, this attitude may reflect extreme personalities with a tendency to holistic and pure solution (i.e., no mixed 

strategy involving people and the State is acceptable by interviewees who considered themselves as having no 

further obligations after regular tax-paying); as a result, they think that the State is exclusively responsible to resolve 

the situation. 

 

4.Discussion 

In our analysis we consider the natural environment to be a public good and environmental pollution to be an 

external economy which the price mechanism fails to internalize. In all three cases, the approach of foreign trade 

was with the VTP method and calculated the external costs generated by the degradation of the environment from 

the responses of respondents in monetary units. Respondents answered without knowing the environments’ original 

condition and without expectations to return to its original form and not expect it to return to its original form which 

is the prerequisite in order to avoid information bias as stated by Ajzen, Brown & Rosentha (1996). The quality of 

the clean environment and therefore the estimation of foreign economic burden caused by contamination depend on 

personal criteria and the personal endorsement of the value of that public good. In addition the natural 

environment’s altering of its original state cannot be determined. Human works and buildings create new values in 

the region and therefore the external costs can be measured only by the expected quality of the environment which is 

not lost.  The expected quality of the environment and is not lost. Allowances, taxation and value of land use are 

calculated solely on the expected image of the landscape. 
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5.Conclusion 

Therefore, the Pareto optimal socioeconomic lines status is defined according to the new form of environment 

created after the regeneration of areas and not according to the initial state of the environment. Also in Kaldor 

compensation it should be determined be determined based on the economic valuation of public goods by their own 

people, who judge based on expectations rather than on the past. The expected form of natural environment varies 

from respondent to respondent and its approach to social welfare units can only be done through alternative 

scenarios best and worst scenario. In any case, the society wants to reach the minimum point of the charge received 

from the pollution and what can be achieved by the ‘invisible hand’, but the regulation and government intervention. 

History has shown that the charge received by the society because of pollution varies with the socioeconomic status 

of citizens. The more low-income residents the more elastic is the loss of the natural environment. The elasticity of 

citizens deprived or not of the physical environment is a measurable size. 

Further, the cooperation between private economy and the financial sector is crucial to improve the urban 

environment, as this refers to reduction practice from micro to macroeconomic environment. 

For many years, the urban fabrics of large urban centers, including Thessaloniki, have faced the problem of outdoor 

advertising and the pollution (aesthetics and material) that it created (posters, giants, stickers, etc.). The problem has 

led to a legal ban and eventually dismantling of outdoor advertisements. Businesses and advertisers can no longer 

find a natural place to display their products, and the only alternative is electronic advertising. Electronic advertising 

does not fully meet the advertiser's needs as some society groups (such as elderly people) do not have access to 

electronic technology. So the concern for aesthetic upgrading has deprived businesses of advertising and income 

from dozens of employees. 

In our analysis we consider the natural environment as a public good and environmental pollution as an external 

economy that the price mechanism fails to internalize. In all three cases, the approach of foreign trade was with the 

VTP method and calculated the external costs generated by the degradation of the environment from the responses 

of respondents in monetary units. Respondents answered without knowing it was the environment to its original 

condition and not expect it to return to its original form. The quality of the clean environment and therefore the 

valuation of foreign economic burden caused by contamination with personal criteria and the personal endorsement 

of the value of that public good. In the case of archaeological monuments, residents have built their buildings.  

Human works and buildings create new values in the region and therefore the external costs can be measured only 

with the expected quality of the environment and is not lost. Allowances, taxation and value of land use are 

calculated solely on the expected image of the landscape.  

Therefore, the Pareto optimal socioeconomic lines status is defined according to the new form of environment 

created after the regeneration of areas and not according to the initial state of the environment. Also in Kaldor 

compensation should be determined based on the economic valuation of public goods by their own people, who 

judge based on expectations rather than on the past. The expected form natural environment varies from respondent 

to respondent and its approach to social welfare units can only be done through alternative scenarios best and worst 

scenario. In any case, the society wants to reach the minimum point of the charge received from the pollution and 

what can be achieved by the ‘invisible hand’, but the regulation and government intervention. History has shown 

that the charge received by the society because of pollution varies with the socioeconomic status of citizens. The 

more low-income residents are more elastic is the loss of the natural environment. The elasticity of citizens deprived 

or not the physical environment is measurable size. 
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Abstract: 

The nonprofit organizations have to promote their causes and objectives to potential donors and volunteers. 

Otherwise they will struggle with the concept of marketing themselves and their missions.  In accord, the employed 

activities and strategies have to be designed to spread the message of the organization, as well as to solicit 

donations and call for volunteers. On the other hand, nonprofit organizations, in order to attract and to retain 

clearly-defined audience they use to apply the content marketing approach. This marketing approach leads to 

successful actions through the creation and distribution of a value which is relevant to consistent content. A 

successful case of a nonprofit organization based on content marketing is the Lions Club Organization eyeglasses 

and sunglasses recycle activity. This activity does not only help to bring clear vision to millions of people but it also 

contributes to environment sustainable development. Researches and studies predicted that eyeglasses and 

sunglasses manufacture is highly polluting and redundant glasses will never rot gently away on a compost heap, but 

nor should they go to landfill because their frames and other parts  are not environmental friendly. This paper 

presents the findings from a content marketing research project, concentrating on the determinants of recycling 

eyeglasses and sunglasses behavior amongst residents in Thessaloniki (Greece) area and involves both qualitative 

research using focus groups and quantitative research using face to face interviews.  

Keywords: content management, recycle, Lions clubs eyeglasses and sunglasses recycle, environment  

 

1.  INTRODUCTION 

According to American Marketing Association “Marketing is the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and 

society at large” (AMA, 2013). This means that marketing is based on an exchange with customers through 

continuous communication and this approach creates a trustfully relationship for developing and promoting products 

and services.  

Content marketing is the marketing and business process for the creation and distribution of relevant and valuable 

content in order to attract, acquire and engage a clearly defined target audience – with the objective of driving 

profitable customer action. In content marketing the “content” is not only an educated one but is the “object” that 

inspires consumers-audiences to take action. Content marketing requires to understand the setting goals and to set a 

mission statement. In accord, content marketing is not only creating, distributing and sharing content in order to 

engage audiences but it also leads to branding improvement and other marketing goals that can serve with content 

marketing. 

Nonprofit organizations are trying hard to plan their content marketing approach in order to be connected with the 

target audiences. This concept of creating content that leads to engagement with the target audience nowadays it is 

becoming more important as nonprofit organizations try to achieve online success too.  During 2013 a research 

conducted in U.S.A showed that from 92% of nonprofit organizations that are using online content marketing only 

25% believed that they were effective.  According to this research they were using video (80%), articles on other 

websites (59%), blogs (58%), infographics (43%) and online presentations (43%) (Pulizzi, 2013).  
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Content management is not a new marketing approach as its application started during the beginning of the 20
th
 

century; its appearance was through content marketing campaigns from profit and nonprofit organizations. Some of 

the nonprofit organizations content marketing campaigns had a great influence on government policies and people 

lives (Morpus, 2017).  It is obvious that content should never be created for its own sake but it has to support, at 

least, one core marketing or business goal. 

Through Recycle for Sight activity, Lions Clubs International collect since 1930 new and gently used eyeglasses and 

sunglasses in collection bins at a variety of locations in their communities including libraries, doctors’ offices, 

schools, sidewalks, banks and retail stores. The collected glasses are then shipped to the nearest Lions Eyeglass 

Recycling Center, where volunteers sort the glasses, clean them and determine their prescription strength. After 

carefully packaging the refurbished spectacles, Lions store them until they can be distributed, usually through 

humanitarian missions to developing nations. 

This paper presents findings from a research project, concentrating on the determinants of recycling eyeglasses and 

sunglasses behavior amongst 260 persons in Thessaloniki-Greece. This study is based on the collection of 

information concerning attitudes and behavior towards eyeglasses and sunglasses recycling of Thessaloniki’s Lions 

Clubs content marketing campaign. It presents an analysis based on attitude and behavior change which can be used 

as the basis of communication and education campaigns so the current campaign can be evaluated. Current eyeglass 

and sunglasses recycling process has not been measured statistically as the number of collected eyeglasses and 

sunglasses is not a large one -except five years ago when an optical shop from Thessaloniki donate all his stock 

which was about 50.000 pairs. The scope of this study is for the new planned campaign to dramatically increase this 

recycling activity.  

2. CONTENT MARKETING AND LIONS EYGLASSES AND SUNGLASSES RECYCLING  

Content marketing strategy effectiveness to nonprofit organizations is based on a well documented content 

marketing, frequent content marketing team meetings and organizational clarity on what content marketing success 

looks like. Content marketing tactics include: infographics, social media content, blogs, e-Newsletters, in-person 

events and illustrations/photos (Pulizzi and Barry, 2016). 

Impaired vision is actually the most widespread disability in the world. It affects 4.2 billion people around the globe, 

but according to the World Health Organization, it is estimated that 108 million people worldwide have impaired 

distance vision (Bourne et al., 2013) while nearly five times as many (517 million people) have impaired near vision 

(Holden et al. 2008). Vision is an important process in the growth, development and performance of children 

(Gesell, 1998). The raised awareness of eyeglass and sunglasses recycled process of Lions Clubs has gained through 

the creation of content that is rooted to the Organization’s story and explains through leaflets, print outs, social 

media and websites the activity benefits and operation performance. Lions clubs presents in their website their 

International face and their website is enriched with articles and examples about eyeglass and sunglasses recycle 

activities.  

Their website is structured and well documented by defining the existing problem “…The World Health 

Organization estimates that more than 150 million people suffer from blurred vision due to uncorrected refractive 

errors, such as nearsightedness or farsightedness…”. They raise the awareness consequences of this problem “…The 

inability to see clearly can prevent children from learning in school, adults from finding work or staying employed 

and older adults from living independently…”.  The recycle of eye glasses and sunglasses process is clearly defined 

“…The glasses are then shipped to the nearest Lions Eyeglass Recycling Center, where volunteers sort the glasses, 

clean them and determine their prescription strength…. Lion volunteers and eye care professionals screen thousands 

of children and adults during sight missions, providing them—free of charge—with prescription lenses, frames and 

ultimately a better quality of life. Lions also provide recycled glasses to nonprofit organizations focused on eye care, 

as well as to optometry college groups, religious organizations and military assistance groups, which also distribute 

to people in need…” and finally gives success stories of this activity “…Each year, Lions collect about 30 million 

pairs of glasses. Clubs in Australia and Japan annually send 500,000 pairs of glasses to six recycling centers in 

Australia. Over the past decade, more than 3.5 million pairs of eyeglasses from these centers have been shipped to 

locations including India, Middle East and the smallest islands in Indonesia…”. (Lions, 2017) 

3 THE RESEARCH STUDY IN THESSALONIKI – GREECE 

 

In Greece Lions are the only organization that recycles eyeglasses/sunglasses. The other way to recycle them is to 

recycle as plastics (category 7 -other). 
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The overall objective of the research was to evaluate the impact of the Lions eyeglasses and sunglasses content 

marketing campaign, in terms of its influence on the following issues: 

1) Awareness and understanding of eyeglasses and sunglasses waste and recycling issues  

2) Beliefs and attitudes towards eyeglasses and sunglasses waste and sunglasses recycling  

3) Type of service provision that people want 

4) Key influencing factors and trusted information sources  

3.1 METHODOLOGY 

The research was carried out in Alexander Technological Educational Institute of Thessaloniki and involved both 

qualitative and quantitative research and used face to face interviews in order to set a baseline for attitudes and 

behavior.  

In this research 260 persons took part. The research conducted through face-to-face and interviews to three target 

groups: individuals (120, 46%), optical shops owners (20, 8%) and students (120, 46%) and the duration of the 

research started in February 2017 and ended in March 2017. The selection of the persons was random.  

The aim of the research was to evaluate the impact of Thessaloniki’s Lions Clubs campaign on eyeglasses and 

sunglasses recycling. There were five categories of questions: interpretation, perception, information, service and 

actions. Additionally it was included participants reaction on the campaign logo “Recycle for Sight”. More specific 

explanations about the categories are in Table 1. 

           Table 1: Explanation of the five categories of the questions 

Interpretation current actions 

Perception attitude and behavior 

Information knowledge of recycling 

Service provided means of service 

Actions decisions to stop or to continue this action 

The qualitative research was based on exploring understanding, attitudes and to translate how this behavior will 

change. For example to sort out: “What enables change?” or “What are the perceived barriers to becoming engaged 

in recycling eyeglasses and sunglasses activities?” 

The participants in this study were aged between 18-25 (58%), 25-45 (23%) and over 45 (19%). There were slightly 

more female. In general the participants were persons with different recycling behavior. They were divided in two 

main categories between eyeglasses/sunglasses recyclers and non-eyeglasses sunglasses recyclers.  

Analytically the five categories of questions are in Table 2.  
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          Table 2: The five categories of questions  

Interpretation Perception  Information Service   Action 

Present actions 

about eyeglass/ 

sunglass recycling 

What is your 

opinion about 

eyeglass/ sunglass 

recycling 

How you have been 

informed about 

eyeglass/ sunglass 

recycling 

Who provides 

the service of 

eyeglass/ 

sunglass 

recycling 

What will stop 

you from 

eyeglass/ sunglass 

recycling 

Why you do 

eyeglass/ sunglass 

recycling 

What is your 

opinion for people 

that doing eyeglass/ 

sunglass recycling 

Who gave you the 

information about 

eyeglass/ sunglass 

recycling 

What is your 

opinion about 

the service 

eyeglass/ 

sunglass 

recycling 

What 

improvements 

you want to 

eyeglass/ sunglass 

recycling 

Why you don't do 

eyeglass/sunglass 

recycling 

How do you 

starting eyeglass/ 

sunglass recycling 

  

What can be 

done in order to 

increase your 

behavior on 

eyeglass/ 

sunglass 

recycling 

What you will do 

to persuade other 

people to do 

eyeglass/ sunglass 

recycling 

Do you know 

about the steps of 

eyeglass/ sunglass 

recycling process 

        

  

The participants in this study were aged between 18-25 (58%), 25-45 (23%) and over 45 (19%). There were slightly 

more female. In general the participants were persons with different recycling behavior. They were divided in two 

main categories between eyeglasses/sunglasses recyclers and non-eyeglasses sunglasses recyclers.  

3. THE RESEARCH FINDINGS  

The results are presented together with the four categories interpretation, perception, information, service which are 

used to answer the question “what makes persons recycle eyeglasses and sunglasses” (Table 3).  

Table 3: The four categories  

What makes persons to recycle eyeglasses/sunglasses 

1 Drivers or motivation 

2 Service provision 

3 Collection  

4 Information 

The research shows that this recycling activity behavior in Thessaloniki area is static as the persons who are 

recycling this year eyeglasses and sunglasses is about the same during the last two years. This pattern is the same for 

the three groups. It is obvious that from the collected data the need of information about the activity of 

eyeglass/sunglass recycle is required. The lack of information is the factor that influences the low rate of this 

recycling activity. In accord it is obvious that the “awareness/information” is the key factor for at least 40% of the 

persons that did not recycling eyeglasses/sunglasses. The levels of recycling are: 30% recycles them as plastics, 30% 

give them to Lions and 65% do not recycle them at all.  

An important message that is required to be communicated about this activity is to point its benefits. According to 

the study 70% of the participants have never heard about this activity. Another factor relative to the low percentage 

of recycling is that 55% did not know about the provided service by Lions, they wanted more information about this 

type of recycling process and mentioned that this campaign has to be spread.   
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The issue that appears is not about a lack of concern for the people that need eyeglasses or about the environment, 

but more a lack of awareness and consideration on a regular basis. In other words eyeglasses/sunglasses recycling 

have to become a common behavior.  

The participants that they did not recycle them did not know where the Lions eyeglass recycle boxes are placed and 

they wanted to know if there is any list about the place where the boxes are placed. Furthermore there were 

complaints about the lack of advertising of this activity.  

Both the optical shops group and the students group proposed hard-hitting messages as more effective than 

personalize messages and engaging directly with communities. The individual group pointed that face to face 

campaigns were better than leaflets, and also that a long term consistent campaign is needed. Also they proposed to 

place the recycle boxes in more locations.  

CONCLUSIONS 

In this study the research results from these three focus groups and the quantitative survey work highlights a number 

of similarities and differences between these three groups. Their common base was that awareness was important in 

getting more people to recycle eyeglasses/sunglasses. According to the level that recycling is part of their life the 

participants of these three groups wanted different information which has to be analyzed prior to the establishment 

of a new content marketing campaign. The most popular means to support the content marketing campaign is 

television, local newspapers, radio and social media and which one was the most suitable one was pointed according 

to age. For example television is preferable for ages over 45 and social media for ages below 25 and for ages 

between 25 and 45 television and social media were nearly equal.  However what was came across from the three 

groups that took part in this research is that the provision of information and the creation of awareness without 

having a list of the location of the recycle boxes the content marketing campaign will fail.   
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Abstract 

This study aimed to investigate the level of engagement in boycotting, to attempt a segmentation on the basis of 

Negative Ethical Consumption (NEC) in Greece and profile the boycotters’ in terms of their demographics, attitudes 

and psychographics. The results revealed that Greeks just “Sometimes” have been engaged during the past 12 

months in boycotting campaigns against “unethical” S/M products. K-Means clustering resulted in three clusters:  

“Boycotters” (29.78%), “Followers” (28.84%) and “Indifferent” consumers (41.38%). Further analyses within the 

Boycotters cluster indicated that they are mostly young women, who are influenced positively by their post-

materialist values and negatively by their Ethical Unconcern (both Ethical Indifference and Ethical Scepticism).  

 

Keywords: Ethical Consumption, Boycotting, Segmentation, Boycotters’ profile. 

 

 

1. INTRODUCTION 

Ethical Consumption is the kind of consumer behaviour, which incorporates ethical causes in the market place. 

In simple words, research on ethical consumption investigates whether there are some consumers, who buy or refuse 

to buy some products or services due to ethical causes and not due to just the conventional attributes of a product, 

such as price, quality etc. Ethical Consumption has been suggested as a 3-type construct (Tallontire et al., 2001). 

The first one, the positive type (mostly investigated so far) concerns mainly ethical purchasing. The third one, the 

discursive type concerns non-purchasing, mostly digital communicative activities due to ethical causes (Michelletti 

et al., 2005). The second one is the well-known “boycottage” or boycotting, i.e. consumers’ remit from certain 

markets (Friendman, 1991).  

The importance of boycotts to marketing is prominent. As the use of boycotts seems to be increasing (Friedman, 

1999; Yuksel and Mriteza, 2009; Farah and Newman, 2010; Braunsberger and Buckler, 2011) and the organising 

agents are getting more sophisticated, boycotts are becoming a potential strong threat (Garrett, 1987; John and 

Klein, 2003) to companies using “unethical” strategies. Moreover, the growth of the internet has facilitated the 

prevalence and the power of boycotts (Sen et al., 2001). However, consumers’ engagement in boycotting has not 

gained that much of the research attention so far.  

This study aimed to investigate the level of engagement in boycotting, to attempt a segmentation on the basis of 

Negative Ethical Consumption (NEC) in Greece and profile the boycotters’ in terms of their demographics, attitudes 

and psychographics.  

 

2. REVIEW OF THE LITERATURE 

Boycotting has been examined as a single question in a broad inventory of ethical actions (Cowe and Williams, 

2000) or in multinational value surveys (E.S.S. 2002, W.V.S. 2008). Nielson (2010) and Koos (2012) analysed data 

of the European Social Survey (E.S.S.) of 2002-2003. Neilson (2010) reported that 18.7% of the European 

consumers (data from 18 European countries) have participated in boycotting while 65.3% have never been engaged 

in boycotting. Koos (2012) indicated that those, who have participated in a boycotting campaign, were 10% in 

Greece and 3% in Portugal, while in Sweden and in Switzerland they were 35%.  

The European Social Survey (E.S.S) was duplicated in 2010 and the results indicated that Greeks, who had 

boycotted a product for ethical, political or environmental reasons (Yes or No) were 6.3%. In other studies, which 

focused exclusively on the negative type of ethical consumption i.e. boycotting, data have been reported about the 

U.S.A. consumers indicating that 33% had boycotted a certain “unethical” business (Klein et al., 2004), 37.9% have 

boycotted a product during the past year (Gardberg and Newburry, 2009) and 44% either buycotted or boycotted 

during the past year (Copeland, 2014).  

With reference to demographics, those who are more likely to enhance boycotting were found to be women 

(Klein et al., 2004; Koos, 2012; Carfagna et al. 2014), younger consumers (Gardberg and Newburry, 2009; Koos, 

2012; Delistavrou and Tilikidou, 2012), better educated (Gardberg and Newburry, 2009; Koos, 2012; Delistavrou 

and Tilikidou, 2012; Copeland, 2014; Carfagna et al. 2014) and holding higher income (Gardberg and Newburry, 

2009; Delistavrou and Tilikidou, 2012; Copeland, 2014; Carfagna et al., 2014). No attempts to examine the impact 

of a multivariable construct of attitudes on boycotting was found in the literature. 
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There has been a number of individual variables, which have been found to positively influence compliance to 

boycotts such as: from Schwartz’s (1992) list of values, achievement and power (Klein et al., 2004), universalism 

and benevolence (Delistavrou and Tilikidou, 2012; Neilson, 2010; Koos, 2012). Positive relationships have also 

been indicated with reference to perception of boycott success, cost of boycotting, social pressure, social image of 

boycotters, target’s egregiousness (Klein et al., 2004), generalised trust (Koos, 2012), post-materialism (Copeland, 

2014) and political variables (Neilson, 2010; Koos, 2012; Copeland, 2014) . 

Baek (2010) presented a segmentation on the basis of consumers participation in boycotting. He found that 

boycotters, i.e. consumers who have boycotted even once during the past year a product for ethical reasons, were 

white, middle aged Americans, holding moderate incomes and being moderately knowledgeable and interested in 

politics.    

 

3. RESEARCH OBJECTIVES 

 To investigate the level of Greek consumers’ level of engagement in Negative Ethical Consumption 

(NEC)/boycotting during the last 12 months against “unethical” S/M products 

 To attempt a segmentation of the Greek market on the basis of consumers’ engagement in boycotting 

 To investigate the demographic, attitudinal and psychographic characteristics of those consumers, who have 

been participated in a boycotting campaign more frequently than their counterparts  

 

4. METHODOLOGY 

 

4.1. Sampling 

A survey was conducted in the urban area of Thessaloniki, Greece. The sampling method was a combination of 

the one stage area sampling and the stratified sampling methods (Tull and Hawkins, 1993, p. 544; Zikmund 1991, p. 

471). The stratas were designed according to the population distribution with regards to gender and age. The 

instrument was a structured questionnaire and respondents were approached through personal interviews. The 

procedure ended in 420 useable questionnaires. As Ethical Consumption is considered a socially desirable behaviour 

an attempt was made to exclude socially desirable responding. The Communal Impression Management scale 

resulted in the exclusion of 101 questionnaires. Finally, 319 cases were entered in the analyses.  

 

4.2. Measurement 

The dependent variable of Negative Ethical Consumption (NEC) consists of 9 items (see Table 1) measured on 

a 7-point frequency scale from 1=None (Never) to 7=All the times (Always).  

With regards to the independent variables, as to attitudes, an originally developed measure of negative attitudes 

to incorporate items that concern not just one but all the three types of Ethical Consumption was constructed, 

namely the Ethical Unconcern scale. The final measure of Ethical Unconcern included 19 items; its validation 

procedure ended  in 2 sub-measures, namely Ethical Indifference (with 11 items) and Ethical Scepticism (with 8 

items), all measured on a 7-point Likert scale from 1=Strongly disagree to 7=Strongly agree.  

As to demographics, Gender, Age, Education, Income and Occupation were examined by the employment of the 

scales used by the Hellenic Statistical Authority (H.S.A.) in the Household Budget Surveys (H.S.A., 2014).  

For the psychographics two sets of psychographics were selected: the Policy Control sub-scale of the Socio-

political Control measure, adopted from Zimmerman and Zahniser (1991) and the Materialism/Post-materialism 

social values scales, adopted from Inglehart (1977). Policy Control consists of 9 items which were all measured on 

a 7-point Likert scale from 1=Strongly disagree to 7=Strongly agree. The measures of Materialism and Post-

materialism, which consist of 6 items each, were measured on a 7-point importance scale from 1=Very unimportant 

to 7=Very important.  

In an effort to exclude social desirability effects in the examination of Ethical Consumption, Spector (1992, p. 

36) was followed and the sub-scale of Communal Impression Management (CIM) was adopted from Blasberg et 

al. (2014). CIM comprises of 10 items all measured on a True-False scale. CIM refers to the respondents’ purposeful 

tailoring their answers to create the most positive social image (Robinson et al., 1991, p.21).  

 

5. RESULTS 

 

5.1. Descriptive analysis 

The Negative Ethical Consumption (NEC) scale provided a Cronbach’s alpha value of 0.956, which indicates 

exemplary reliability. It indicated a Mean of 30.02 (St.Dev.=16.68) in a range 9-63, which can be interpreted that 
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Greeks just “Sometimes” have been engaged during the past 12 months in boycotting campaigns against “unethical” 

S/M products.  

With regards to the attitudinal variable, the Ethical Unconcern subscales, namely Ethical Indifference (11 items) 

and Ethical Scepticism (8 items) provided Cronbach’s alpha values of 0.904 and 0.864 respectively. The Ethical 

Indifference scale takes theoretical values from 11 to 77, provided a Mean of 40.62 (S.D.=13.51), slightly less than 

the average score, which means that the respondents are not unconcerned, they are somewhat concerned about 

ethical consumption issues. The Ethical Scepticism subscale takes theoretical values from 8 to 56, provided a Mean 

of 21.71 (S.D.= 8.58), which is  a negative score and means that the respondents are not sceptical about the ethical 

products.   

The Policy Control scale indicated a Cronbach’s alpha of 0.742; it takes theoretical values from 9 to 63, provided 

a Mean of 37.96 (S.D.=8.59) which is almost an average score and means that the sample just moderately feel 

politically empowered. 

The Materialism (M) and Post-Materialism (PM) scales indicated Cronbach’s alpha values of 0.870 and 0.873 

respectively; they both take theoretical values from 6 to 42 and, with Means of 37.25 (S.D.=5.14) and 36.46 

respectively, they indicated that the respondents consider both materialist and post-materialist goals as very 

important for the Greek state.  

 

5.2. Clustering 

The K-Means cluster analysis was utilized in order to explore the number and the size of consumer segments on 

the basis of their engagement in NEC (see Appendix, Table 1); this technique classifies cases into relatively 

homogeneous groups, indicating distinct for each group degree of involvement in the behaviour under examination 

(Malhotra, 1999, p. 610). The analysis indicated three clusters (Table 1). The first cluster grouped together 95 cases 

(29.78%) of those respondents who have more frequently boycotted “unethical” S/M products during the last year 

and they were accordingly named “Boycotters”. Those consumers have boycotted more frequently (Many times) 

businesses accused for child labour and cruel behaviour towards their workers. Less frequently (Several times) they 

have boycotted businesses accused for financial scandals and environmental damages. The second cluster grouped 

together 92 respondents (28.84%), who have just “Sometimes” boycotted unethical S/M products and they were 

named “Followers”. The third cluster grouped together 132 respondents (41.38%), who have less than “A few 

times” boycotted “unethical” S/M products and they were named “Indifferent” consumers.  

At an effort to describe in as many details as possible the Boycotters segment further analyses were conducted 

within the first cluster (see Appendix, Table 2, 3). 

Descriptives were calculated for all independent variables across the three segments (Table 2). It is obvious that 

Boycotters obtained the lower Means in Ethical Indifference (31.88) and Ethical Scepticism (20.37), while they 

obtained the higher Means in Policy Control (40.05) and Post-Materialism (38.29). However, Boycotters obtained 

an average Mean in Materialism (37.73); the lower was obtained by Followers (35.58). 

One-way ANOVA (Table 3) indicated statistically significant Mean differences in Negative Ethical 

Consumption across gender (women, p<0.05) and age (25-34 years, p<0.10).  

Pearson’s correlation analyses (Table 3) indicated statistically significant, weak and negative relationships 

between NEC and both the sub-measures of the Ethical Unconcern scale, namely Ethical Indifference (r=-0.239, 

p<0.05) and Ethical Scepticism (r=-0.175, p<0.10). A statistically significant, positive and almost moderate 

relationship was indicated between NEC and Post-materialism (r=0.298, p<0.05).  

Multiple regression analysis indicated that only Post-materialism can predict the Boycotters’ engagement in 

NEC. The adjusted R
2
 (0.820) indicates that the 8.2% of the variance in Negative Ethical Consumption can be 

explained by the Boycotters’ level of Post-materialism. The relevant equation is:  

NEC = 27.779 + 0.303 Post-materialism  

 

6. DISCUSSION 

While the level of Greek consumers’ engagement in Boycotting was found to be low, it seems that it has been 

increased since the E.S.S. data of 2010 (6.3%). The increase is to an extent certified by the size of the segment of 

“Boycotters” in this study, which was found to be 30%.  Although, the size estimation might be argued about an 

over-evaluation impact, which is definitely apparent in each and every self-report survey, the upward trend cannot 

be denied. This phenomenon might be possibly attributed to the effects of the ongoing economic crisis in Greece, 

and not to the Greeks’ sudden shift towards an ethical consumer culture. Actually, there have been some boycott 

calls recently that might be considered to support these claims. For example, a large boycott campaign was launched 

in 2014, against a famous soda brand. It is organized by the union of workers, who were fired due to the factory 
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relocation to a neighbour country. Indeed, the soda brand witnessed a considerable sales decrease (14.5%) while a 

Greek soda brand achieved an impressive sales increase (135.3%) during 2014 (Gitsi, 2016).  

The results indicated that the Boycotters’ segment includes mostly young women. It was also found that the 

Boycotters are mostly affected by their level of Post-materialism (positively) and to a lesser extent by their levels of 

Ethical Indifference and Ethical Scepticism (negatively). A closer look at Table 3 indicates that these young women 

are mostly inspired from ideas such as the freedom of speech while they seem less negative than their counterparts 

towards sacrifices of economic development in favour of the environmental protection and they do not think that 

more money to the natural environment means less money to jobs (EU13, EU14). Their inspiration to participate in 

boycott campaigns against “unethical” products in an S/M also comes from their low level of scepticism about the 

quality of the ecological products (EU1, EU 15) or the recycling benefits to the society (EU8).   

With regards to the whole sample the participation in boycott campaigns, against “unethical” S/M products 

during the previous to the survey year,   was found to be positively affected by post-materialism, a result that is in 

line with previous results presented by Copeland (2014) who found that post-materialism positively influence 

boycotting. 

Surprisingly, the variable of Policy Control was not found to affect participation in boycotting campaigns, while 

in previous research results, it has been reported that political variables do influence consumers’ boycotting 

(Neilson, 2010; Koos, 2012; Copeland, 2014). The result of this study might very well be attributed to the decrease 

of the Greeks’ level of political empowerment as a result of the anti-popular financial policies during the years of the 

economic crisis (Sarris, 2015). In fact, each new Government came with one of those well-known Memorandums 

that have been subjected by Government/s, E.U. and I.M.F. and brought unemployment and poverty from 2010 and 

onwards to the Greek working classes; furthermore, there is no sign of a visible end of this situation. Therefore, it 

can be reasonably claimed that Greeks feel anger and disappointment towards politics and politicians while they 

themselves feel politically weak and desperate. Indeed, the great majority of Greeks disagree with the statement “my 

voice counts” to the country (73%) or to the E.U. (84%) (Eurobarometer, 2016). 

 

7. CONCLUSIONS AND IMPLICATIONS 

Although the engagement in Negative Ethical Consumption was found to be at a low level, the segmentation 

effort revealed that almost 3 out of 10 Greek consumers have boycotted very frequently “unethical” S/M products 

during the past 12 months. These consumers were joined in the Boycotters’ cluster, which can be faced as a large 

enough market segment. The Boycotters’ segment mostly consists of young women, who hold post-materialist 

values and are less unconcerned about ethical consumption issues.  

There are of course some limitations in this study, such as the above mentioned social desirability  effect as well 

as the limited geographical area of the survey, which constricts generalization of the results to the overall population 

of Greece. Nevertheless, various recipients may hopefully find interesting implications in the results of this study 

and productively use them in their strategic plans. Companies should include screening procedures of the social 

environment in their marketing audits, in order to locate possible issues that might cause accusations against their 

practices. These issues might in turn cause boycotts against their products and/or services. If such issues are located, 

contingency plans should be ready in order to “cure” the alleged “unethical” practices, as soon as possible. An 

honest communication strategy should follow to demonstrate a true shift towards “ethical” practice at an effort to 

build progressively an “ethical” image.   

On the other hand, consumers’ groups and associations that aim to punish “unethical” business practices are 

most probably able to find support by young women, who hold post-materialist values and are concerned about 

ethical issues. The Boycotters’ market segment can be broadened if the relevant communication efforts included 

messages able to increase post-materialism and decrease ethical indifference and scepticism in the Greek society. 
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APPENDIX 

Table 1: Sample and Clusters Descriptive 

Negative Ethical Consumption scale 

Whole 

Sample 

Cluster 1 

95 cases 

29.78% 

Cluster 2 

92 cases 

28.84% 

Cluster 3 

132 cases 

41.38% 

Means Cluster centers 

N1 Seriously damage the environment 3.28 5.51 3.13 1.78 

N2 Be involved in financial scandals  2.87 5.34 2.42 1.39 

N3 Be involved in safety and hygiene scandals 3.73 5.86 3.96 2.03 

N4 Use child labour 3.46 6.15 3.66 1.38 

N5 Be involved in extremely cruel behaviour towards animals 3.32 5.96 3.38 1.39 

N6 Be involved in extremely cruel behaviour towards workers 3.40 6.04 3.62 1.36 

N7 Financially support governments, which are involved in wars 2.98 5.61 2.61 1.34 

N8 Support, hostile to our country, interests  3.47 5.89 3.45 1.74 

N9 Make profit in an extremely promiscuous way 3.52 5.98 3.64 1.67 
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Table 2: Descriptives of Independent Variables across Clusters 

Independent Variables 

Boycotters Followers Indifferent 

Mean SD Mean SD Mean SD 

Ethical Indifference 31.88 11.39 42.06 12.63 45.91 12.40 

EU2 Personally I cannot afford to pay from my pocket for the environmental protection 2.68 1.27 3.90 1.56 4.42 1.57 

EU3 I am concerned solely with the financial problems of my own country and not with the 

problems of the financial weaker countries 
3.14 1.87 3.73 1.77 4.26 1.78 

EU4 For me, it is difficult to participate in demonstrations against business, even anonymously 

through the internet 
3.20 1.69 4.01 1.91 4.55 1.97 

EU5 There are other problems that concern me more than environmental destruction 2.96 1.74 4.20 1.79 4.43 1.69 

EU6 When I go shopping in an S/M, I am considering the best value for money choice, I am not 

thinking if a product is “ethical” or “unethical”  
3.60 1.81 4.88 1.74 4.90 1.73 

EU13 I do not think we should sacrifice economic development just to protect the environment 2.31 1.25 3.26 1.59 3.56 1.61 

EU14 More money to the natural environment means less money to jobs 2.20 1.24 3.13 1.44 3.40 1.48 

EU16 For me, it is highly inconvenient to look for “ethical” products at specialty stores 3.19 1.49 4.46 1.55 4.98 1.67 

EU18 I am more concerned with my own financial problems than with the elimination of poverty in 
the under-developed countries of the so-called Third World 

2.89 1.65 3.74 1.62 3.85 1.63 

EU19 It is useless to buy Fair Trade products if there are not many consumers doing the same 2.64 1.34 2.75 1.40 3.23 1.39 

EU20 Searching information about the “eth./uneth.” bus. practices consumes too much of my time 3.07 1.50 4.01 1.68 4.32 1.77 

Ethical Scepticism 20.37 7.28 23.84 8.70 21.19 9.14 

EU1 I believe that many ecological products are of lower quality in comparison to the regular ones 2.15 1.18 2.42 1.54 1.95 1.25 

EU7 I am against boycotting big business because it leads to loss of jobs 3.26 1.72 3.55 1.58 3.58 1.64 

EU8 I do not believe that the recycling benefits come back to the society 2.26 1.44 2.65 1.49 2.62 1.63 

EU10 I think that the so called ecological products is another advertisement trick 2.65 1.35 2.97 1.47 2.51 1.56 

EU11 Boycotting of products or firms is always useless 2.63 1.34 3.03 1.56 2.87 1.51 

EU12 I think that ethical consumption is just temporarily on fashion 2.59 1.43 3.21 1.69 2.78 1.54 

EU15 I believe that, the so called “ethical” products are not as good as the regular ones 2.34 1.41 3.05 1.51 2.49 1.39 

EU17 Most of the organics and eco-labelled products are inelegant 2.48 1.40 2.95 1.42 2.39 1.48 

Policy Control (*reverse coded items) 40.05 8.38 36.87 8.60 37.22 8.54 

PC1 I enjoy political participation because I want to have as much say in running gov. as possible 3.96 1.68 3.51 1.74 3.62 1.71 

PC2* Sometimes politics and government seem so complicated that a person like me can’t really 
understand what’s going on 

4.55 1.54 4.01 1.77 3.88 1.91 

PC3 I feel like I have a pretty good understanding of the important political issues which confront 

our society  
4.46 1.63 4.53 1.58 4.56 1.57 

PC4 People like me are generally well qualified to participate in the political activity and decision 

making in our country 
3.67 1.62 3.87 1.57 4.02 1.54 

PC5* It hardly makes any difference, who I vote for, because whoever gets elected does whatever 
he wants to do anyway 

4.78 1.74 3.97 2.17 4.06 2.00 

PC6 There are plenty of ways for people like me to have a say in what our government does  4.43 1.57 4.20 1.48 3.92 1.59 

PC7* So many other people are active in local issues and organizations that it doesn’t matter much 
to me whether I participate or not 

5.22 1.26 4.21 1.63 4.54 1.55 

PC8* Most public officials wouldn’t listen to me no matter what I did 4.09 1.60 3.84 1.65 3.45 1.64 

PC9* A good many local elections aren’t important enough to bother me 4.88 1.62 4.74 1.49 5.18 1.59 

Materialism 37.73 3.76 35.58 6.07 38.08 5.06 

M1 Maintain order in nation 6.15 1.14 5.98 1.33 6.17 1.16 

M2 Fight rising prices  6.44 0.66 6.15 1.18 6.45 0.98 

M3 Maintain a high rate of economic growth 6.19 0.80 5.97 1.08 6.50 0.92 

M4 Make sure that this country has strong defence forces 5.83 1.41 5.42 1.45 6.05 1.22 

M5 Maintain a stable economy 6.48 0.67 5.89 1.27 6.38 1.10 

M6 Fight against crime 6.63 0.73 6.16 1.19 6.52 0.89 

Post-materialism 38.29 2.77 34.84 6.24 36.28 6.07 

PM1 Give people more say in the decisions of the government 6.33 0.69 5.89 1.09 6.24 1.03 

PM2 Protect freedom of speech 6.66 0.58 6.05 1.30 6.33 1.10 

PM3 Give people more say in how thinks are decided at work and in their community 6.32 0.70 5.83 1.17 6.21 1.20 
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PM4 Try to make our cities and countryside more beautiful 6.33 0.66 5.73 1.25 5.74 1.37 

PM5 Move towards a friendlier, less impersonal society 6.33 0.76 5.75 1.30 5.96 1.23 

PM6 Move towards a society where ideas count more than money 6.34 0.74 5.59 1.57 5.80 1.40 

Table 3: The Profile of Boycotters’ segment 

ANOVA one-way in NEC (Boycotting) across Demographics 

Gender Women (p<0.05) 

Age 25-34 years (p<0.10) 

Education  

Income  

Occupation  

Pearson’s Correlations with NEC (Boycotting) 

Ethical Indifference -0.239** 

Ethical Scepticism -0.175* 

Policy Control  

Materialism  

Post-materialism  0.298** 
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Abstract 

Today the public understanding of modern agricultural production systems is very limited, triggering a buying 

behaviour based mostly on hearsay and emotions. This research intends to elaborate on how the pork supply chain 

could become more competitive and more sustainable through understanding consumer buying behaviour. The main 

objective of this research paper was to identify the degree of consumer awareness and understanding of animal 

welfare and environmental protection specific factors while buying pork meat. The target group consisted of people 

from northwest Germany who consume pork and are 18-65 years old. A sample of 549 people was investigated 

(who generated 421 valid questionnaires) via an on-line survey. It was concluded that environmental factors are 

ranked higher by consumers than animal welfare factors. Although some key drivers in purchase decisions such as 

Optimal supply of feed and water or Castration without anaesthesia scored relatively high, many other key elements 

of the production process linked to animal welfare are not known or insufficiently understood by the general public. 

Therefore the supply chain stakeholders should intensify their efforts towards consumer education. 

 

Keywords: Buying behaviour, Animal welfare, Pork supply chain 

 

1. INTRODUCTION 

The pork meat industry is a key component of the German economy, one of the most dynamic at the global level. 

Apart of the fact that this sector provides workplaces and generates taxes, the German pork is highly regarded as top 

notch quality meat in the whole world. Subsequently the German pork meat industry has been growing constantly in 

the last decades (Windhorst and Baeurle, 2011). 

 

Because of the global industrialisation of agriculture, the pork supply chain has become increasingly specialised, 

including strict hygiene requirements. People in general have lost the connection to pig farming because they do not 

practice it anymore. While the past generations were still able to see outdoor pigs brought up in a traditional farm, 

right now people can only see an industrial building from the outside. This loss of touch with reality has eventually 

caused a dramatic shift in consumer behaviour.  

 

Nutrition is already a very important topic to the modern consumer and the actual food trends such as veganism and 

vegetarianism are increasingly stronger and popular. Their supporters are becoming more and more radicalised 

opposing meat consumption or even advocating against the use of animals for any means. The whole meat supply 

chain must put up with this trends, thus being vital for the key actors to continuously understand and assimilate what 

consumers really want and how to deal with the voices who could influence them (e.g. non-governmental 

organisations). 

 

During the last decade the German pork supply chain was under sever scrutiny and several critical aspects were 

regularly published in the media. The dioxin scandal in the feed industry (FAZ, 2011), lack of animal welfare (Sehl, 

2016), increased nitrate ions content in drinking water caused by liquid manure (Federal Ministry for Environment, 

Nature Conservation, Building and Nuclear Safety - BMUB, 2017), misuse of veterinary antibiotics (Maurin, 2016) 

or faulty slaughterhouses operations (Welt 2016) are just a few examples of an immense public pressure impacting 

the image of the whole pork supply chain. 
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Animal welfare policies and practices occurred as a natural reaction coming from the pork industry. Nowadays on 

the supermarkets’ shelves there are many different pork meat labels that advertise increased quality, production 

standards related to stricter regulations regarding animal welfare and protection of the environment. These labels are 

meant to appease those consumers who are willing to pay a premium for an ethically sourced, sustainable product. 

Additionally the pork supply chain is becoming stricter top-down at the European level. It would be crucial to 

determine whether these changes are really demanded by consumers and also to understand how the key supply 

chain players can implement them and remain competitive. 

 

Next to China and the USA, the German pork industry is one of the biggest in the world. The number of pigs in 

Germany has slightly decreased in 2016 to the lowest stock in the last five years. The decrease in pig stock has 

occurred in each category. From November 2015 to May 2016, the number of piglets had fallen 0.3% to 8.1 million 

and the number of breeding sows has decreased about 3.3% (66,700) to 1.6 million. The biggest decrease has 

occurred in the number of young and older fattening pigs (4.2% at 5.4 million to 2.3% at 11.7 million, respectively). 

On the 3rd of May 2016, there were 24,500 plants with more than 50 fattening pigs or 10 breeding sows. Compared 

to November 2015, this is 4.8% (25,700) less. In addition, compared to May 2015, approximately 1,400 pig farms 

(5.4%) closed their businesses. The strong decrease in the number of farms has caused a slight decrease in the 

number of total animals, and the average quantity of animals in production units has increased by 2.7% to 1,106 pigs 

on each farm. In contrast, the proportion of organic farms is increasing constantly (Destatis, 2016). In addition, since 

2005, the number of pig farms with less than 1,000 pigs has decreased strongly, while the number of farms with 

more than 2,000 pigs increased from 3% to 9%, which indicates that about 40% of all German pigs are kept in farms 

with more than 2,000 pigs (German Federal Ministry of Food and Agriculture (BMEL), 2015). 

 

In general, the causes of the above presented trends are poor market conditions, which primarily generate low 

revenues for fat pigs due to low pig prices. Furthermore, the pork market demands higher production standards 

driven by tougher environment and animal welfare regulations, which trigger higher investments into fixed assets, 

thus generating profit margin reductions followed by farms closures. In addition, there are farmers who do not want 

their children to carry on the hard work and comparably low profit. Both factors - plummeting prices and social 

criticism have been catalysts for the shutdown of many farms through financial and psychological pressure. 

 

2. LITERATURE REVIEW 

Bennett et al. (2012) showed that there is little public understanding of modern agricultural production systems, 

which supports the fact that consumers do not usually know how to evaluate the pork production standards. 

Therefore, those buying decisions are mostly based just on hearsay and emotions. A further point that underlines 

non-rational thinking is that many people have higher standards for fresh rather than processed pork, which is 

illustrated by this research. This again shows that people do not really think about the whole consequences of eating 

meat, and it is assumed that the more the meat looks like being part of an animal, the higher the requirements for 

people regarding production and animal welfare standards. 

 

The literature illustrated that supermarkets try to increase their market shares through marketing tactics that involve 

ethically sourced and animal welfare produce. For instance, the German group REWE announced that it would stop 

selling imported soy fed pork (Kurier, 2013). Another example is Aldi that stopped selling pork from castrated pigs 

since January 2017, although REWE and Penny still sell castrated pork but only if local anaesthesia was used 

(Roesicke, 2017). A further example of a marketing measure introduced at the entire supply chain level is the 

‘Initiative Tierwohl’, where supermarkets give a premium of 4 eurocents for each kilogram of pork to farmers that 

produce under revised standards that include: environmental factors as well as animal welfare. Consequently, lots of 

farmers have changed their production (e.g. less animals per square metre or outdoor access) and applied for this 

premium. 

 

When consumers were asked about their personal expectations regarding agriculture, most people considered 

species-appropriate keeping of the animals (70%) important over product quality (69%). Furthermore, higher 

standards for animal welfare were mentioned by more women (76%) than men (63%). In addition, a fair 

remuneration of employees (57%), environmentally friendly production methods (49%), and the care of rural areas 

(46%) as well as openness and transparency (49%) were mentioned as key factors considered (BMEL, 2017). 
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According to Verbeke et al. (2010) who reviewed consumer attitudes and preferences regarding pork, women eat 

less pork than men, and consumers from rural/farming areas consume fresh pork on a more regular basis than urban 

people. Instead of fresh meat, urban people are more likely to eat convenience food including pork. For higher 

income families there is a preference to consume fresh pork meat over ready meals. Outdoor access and 

environmental protection are generally valued as the most important ethical criteria for consumers. In addition, this 

study demonstrated that the Danes and Germans are the biggest supporters of small scale farms and animal welfare 

rules. However people who consume pork in the highest quantities possess the lowest interest in small-scale farming 

(15.7%). By contrast, the group that consumes less pork meat is represented the most in the small-scale farming 

supporters’ cluster (26.2%), followed by the animal welfare cluster (21.2%).  

 

According to BMEL (2017), 71% of Germans are happy with the national standards and methods of animal 

husbandry in general. Nevertheless, there are about 24% who do not agree with these methods. Moreover, 87% of 

them demand higher standards in animal husbandry and 82% would like to have greater transparency concerning 

this matter. The most frequent personal demand for animal husbandry was species-appropriate housing (70%) (part 

of animal welfare) followed by high quality of products (65%), and fair wages for employees (57%). In contrast, 

only 49% advocated for high environmental standards and even less for transparency of the farming methods 

(BMEL, 2017). 

 

McKendree et al. (2014) researched consumer perceptions of animal welfare regarding pigs and used eight different 

criteria (castration of male pigs, confining hogs indoors, use of farrowing crates, use of gestation crates, housing 

sows in group pens, ear notching for identification, tail docking, and teeth grinding). The article showed that 

consumers think that the confining of pigs and the use of gestation crates reduces animal welfare. In contrast, the ear 

notching for identification does not reduce welfare. Moreover, 14% of the investigated group declared that they 

bought less pork by an average of about 54% due to animal welfare concerns during the last 36 months. 

 

Some consumers associate animal welfare to positive quality attributes, such as taste or food safety (Thorslund et al., 

2016). Nevertheless, it is noticeable that animal welfare is ranked higher when it is the only aspect considered in 

ethical issues for pork meat. With an increasing number of further moral criteria like environment, the importance 

drops rapidly (Petit et al., 2003; McCarthy et al., 2004; Mayfield et al., 2007; Thorslund et al., 2016). In contrast, 

Krystallis et al. (2009) reviewed ‘attitudes of European citizens towards pig production systems’ and showed that 

people viewed items connected to pork production like effects on the environment itself as more important than the 

quality of pork because the quality of pork is a subjective matter. 

 

According to latest publications from BMEL (2017), about half of the investigated sample (47%) is concerned of the 

animal-friendly husbandry. Compared to 2015 that is an increase of about 11%. In addition to that, 53% of 

respondents would like to have more information about the conditions under which farmed animals are treated 

(Eurobarometer, 2016), and more than three-quarters of the German population (79%) would appreciate a special 

label that provides details about production. 

 

3. RESEARCH AIMS AND METHODS 

The research was done to provide fresh recommendations to the German pork supply chain in order to create the 

prerequisites for a more sustainable pork industry that fits the actual consumer demands. The main objective of this 

research paper was to evaluate the degree of consumer awareness and concern regarding animal welfare and 

environmental protection during pork meat buying decisions. The target group consisted of people from northwest 

Germany (which includes the counties of Lower Saxony and North Rhine-Westphalia) who eat pork and are 

between 18 and 65 years old. 

 

Richter (1970) argued in favour of written questionnaires mentioning better thought-out answers and much more 

honest information through a much higher level of anonymity and quicker handling of interviews. In addition, a 

survey of geographically dispersed people is much easier, and the questions can be better understood by respondents 

because there is much more time available without pressure. There are also a series of limitations and disadvantages 

of a written questionnaire. The main disadvantage is that the survey environment is not controllable, so the 

respondents’ opinions and answers could be affected by other people around them. Furthermore, the respondents 

cannot ask for clarifications, thus some questions are not answered completely or not at all. Because of an 

uncontrolled spread of the questionnaire, some population categories can be much more or less represented than 

others.  
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In the process of designing the questionnaire, special care was taken to keep questions as simple and clear as 

possible. However, some critical aspects and concepts in the pork supply chain are not basic; therefore, an extra 

column for ‘I don’t know what this means’ was inserted in questions where technical terms had to be used. Two 

different types of questions were used: multiple choice and Likert-scale. The Likert scale was used to generate a new 

variable and compare the means with various factors. To exclude a limitation for people who cannot understand 

English the questionnaire was written and published in German and started with an introduction disclaimer.  

 

The questionnaire was disseminated via BOS online survey tool and Facebook groups of people living in NW 

Germany. It comprised 17 main questions, while 36 answers had to be given for a full completion. Nevertheless, 

more questions could have been useful, but restrictions were made to keep it short and simple to have a high turnout. 

Before distributing the questionnaire, to avoid any misunderstandings, it was tested with four PhD students from 

different universities in various departments and three other people with lower level of education.  

 

A total of 1,663 people accessed the link of the online questionnaire and eventually 549 people completed the 

survey. After removing inappropriate respondents and incomplete answers there were 421 valid questionnaires. 

 

The following statistical test were used: 1) Chi square test - used for nonparametric data to compare two or more 

pattern of frequencies to see if they are different from each other (independent or not), 2) Mann–Whitney U test – 

used for nonparametric data to test whether two sample means are equal or not, and 3) Spearman correlation - the 

nonparametric version of the Pearson product-moment correlation. Spearman's correlation coefficient measures the 

strength and direction of association between two ranked variables. 

 

4. RESULTS AND DISCUSSION 

The total sample of this research consists of 147 women (34.9%) and 274 men (64.8%). The age levels were 

subdivided in three areas. The most frequent group was from 25 to 44 years old, about 45.8%. The second-most 

frequent group was between 18 and 24 years old (34.7%), while only 19.5% were between 45 and 64 years old. The 

demographics of North Rhine-Westphalia and Lower Saxony shows that the distribution of people who responded to 

this questionnaire deviated from the general values, which indicates that it does not represent a perfect selection of 

the population. For instance, the gender ratio is 35:65 instead of 50:50; furthermore, only 20% of the respondents 

were between the ages of 44 and 64. In contrast, the real percentage of people who are between 44 and 64 years old 

is much bigger. About half of the sample has a higher education degree (19.7% Bachelor, 15.7% Master, 11.4% PG 

Diploma, 5.5% PhD), 39% graduated from high school, and 8.8% finished secondary school. According to Destatis 

(2016c) the average German education level is much lower than in our survey. 59.4% of all respondents have no 

family members or close friends working in the pork industry.  

 

80.5% of all respondents were involved in buying decisions for pork meat. Though all of them consume pork, it can 

be assumed that the other 19.5% live either with their parents or in another kind of shared household, so they do not 

buy pork themselves. Nearly one-third of the respondents (31.8%) stated that they usually eat pork once a week, 

while 28.7% indicated 2 to 3 times a week. The favourite location to buy fresh pork was the deli counter at a retailer 

(43.5%) followed by a local butcher (24.5%), packed meat from the supermarket fridge (20.2%), packed meat from 

the discounter fridge (9%), and farm shops (2.1%). 

 

Table 1 illustrates the importance of the availability of Organic labels, the Lowest price for pork, and a Good taste. 

Regarding the importance of organic labels, the relatively high mean (4.72) in combination with a skewness value of 

-0.949 illustrates that it is not important for consumers. Furthermore, the frequency is inversely proportional with the 

factor ranking. In addition, there is no correlation between income and the importance of organic labels in this 

dataset. By contrast, the importance of the lowest price is quite similar to a normal distribution. Nevertheless, with a 

mean of 4.18 and a skewness value of -0.25, the majority of respondents stated that the lowest price is not that 

important to them. The most important factor by far was the Good taste, which is represented by a mean of 1.66 and 

a skewness value of 1.941, which also demonstrates a very strong consideration. 
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Table 1: The importance of organic labels, lowest price, and good taste in buying decisions for fresh pork (1 is ‘extremely 

important’; 6 is ‘totally unimportant’). 

  

N Mean Std. Deviation Skewness 

Statistic Statistic Statistic Statistic Std. Error 

Organic labels 420 4.72 1.500 -0.949 0.119 

Lowest price 419 4.18 1.299 -0.250 0.119 

Good taste 411 1.66 0.946 1.941 0.120 

 

Animal welfare factors include the following: 1) no settled floor, 2) availability of bedding, 3) availability of 

outdoor access, 4) increased availability of play facilities, 5) optimal supply of feed and water, 6) non-use of box 

stands for weaning sows, 7) no tail docking for piglets, 8) no teeth grinding for piglets, and 9) no castration without 

anaesthesia for male piglets. Descriptive statistics with the variables N, mean, standard deviation, and skewness are 

illustrated in Table 2. 

 
Table 2: Importance of the animal welfare factors in buying decisions (1 is ‘extremely important’; 6 is ‘totally unimportant’). 

  

N Mean Std. Deviation Skewness 

Statistic Statistic Statistic Statistic Std. Error 

No box 346 4.05 1.697 -0.404 0.131 

No tail 380 4.01 1.801 -0.356 0.125 

Bedding 385 3.98 1.649 -0.157 0.124 

No settled floor 348 4.44 1.623 -0.685 0.131 

No teeth 374 3.89 1.773 -0.231 0.126 

Outdoor access 405 3.79 1.755 -0.092 0.121 

Play facilities 394 3.70 1.560 0.054 0.123 

No castration 402 3.24 1.932 0.270 0.122 

Optimal supply feed 404 1.98 1.462 1.645 0.121 

 

It is interesting to note that the optimal supply of feed and water is ranked by far as most important (mean of 1.98) 

followed by castration without anaesthesia for male piglets (mean = 402). The non-use of box stands was ranked as 

the least important (mean = 4.05). Note: this factor had the most statements ‘I don’t know what this means’. 

 

The environmental factors list: 1) the importance of non-use of GMO feed, 2) reduced or non-use of soya, 3) 

regionally produced, 4) low carbon dioxide (CO2) footprint, 5) made in Germany, 6) non-use of antibiotics, and 7) 

highest efforts from the farmer to reduce negative external effects (air, water, and soil). In addition, the descriptive 

statistics with the same variables can be found in Table 3. Because ‘regionally produced’ is a sensitive and 

emotional concept, the factor ‘made in Germany’ was added. For the respondents, these were ranked most important 

(mean 2.06 and 2.43, respectively). The importance of a reduced or non-use of soya was ranked the least important 

(mean = 3.96). 

 
Table 3: Importance of the environmental factors in buying decisions (1 is ‘extremely important’; 6 is ‘totally unimportant’). 

  

N Mean Std. Deviation Skewness 

Statistic Statistic Statistic Statistic Std. Error 

No soya 403 3.96 1.672 -0.238 0.122 

Low CO2 417 3.63 1.675 0.042 0.120 

No GMOs 416 3.22 1.930 0.254 0.120 

No antibiotics 416 2.80 1.657 0.586 0.120 

Negative external effect 410 2.66 1.473 0.724 0.121 

Regionally produced 415 2.43 1.424 1.039 0.120 

Made in Germany 414 2.06 1.361 1.412 0.120 

 

The mean animal welfare (AW) and the mean environmental (E) were significantly correlated (p = 0.01; 0.635). 

This demonstrates that, when people care for one part (animal welfare or environment), it is very likely that they feel 

similar regarding the other part. After comparing means between genders it was shown that female participants were 

more interested in animal welfare issues (mean = 3.26 for female vs mean = 3.79 for male) as well as in 

environmental issues (mean = 2.59 for female vs mean = 3.16 for male). Moreover, gender is statistically 

significantly correlated to the mean of E (p = 0.01; 0.250). This confirms that males care less about environmental 

issues than females. Interestingly, gender is also statistically significantly correlated with the mean for AW (p = 
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0.01; 0.179). However, this correlation is weaker. Furthermore, the means indicate that there is not a very 

pronounced awareness of animal welfare for both genders. In addition, it was interesting to know how different 

genders react concerning organic labels. Through the Mann–Whitney U test, it is shown that females are statistically 

significantly more aware of organic labels than males (p = 0.01; Z = -3.465). 

 

The age groups analysis shows that animal welfare concerns during buying decisions are not heterogeneous. While 

people between 45 and 65 people have a mean of 3.41 regarding animal welfare, people between 18 and 24 show a 

mean of 3.51, and people between 25 and 44 indicated a mean of 3.76. There is no statistically significant 

correlation for age and the mean AW or the mean E, respectively. Interestingly, the means for environmental factors 

(mean E) are generally lower (female = 2.59; male = 3.19; 45-64 years = 2.66; 25-44 years = 3.09; 18-24 years = 

2.95) showing a higher interest from consumers. 

 

In respect to the living area we have a similar picture. It is remarkable that, while the mean AW for urban 

respondents is lower than that for rural respondents, the mean E is higher for urban respondents than for rural 

respondents. Thus, people living in rural areas care more about environmental issues and less for animal welfare and 

vice versa during buying decisions of fresh pork. However, there are no statistically significant correlations 

concerning area and mean AW or mean E. A further interesting fact is that people who live in rural areas purchase 

fresh pork more often than urban people (p = 0.000023; Z = -4.234) (calculated by Mann–Whitney U test). 

 

Nevertheless, while there is no correlation between either mean AW or mean E and income, there is a statistically 

significant correlation between income and purchase location (p = 0.01; -.0.194). Thus, people with higher income 

are more likely to buy fresh pork at a local butcher or farm shop than people with lower incomes. Moreover, the 

importance for environmental and animal welfare issues for each income group is very similar. Nevertheless, it 

might affect people’s buying behaviour because people with a low income might care for animal welfare but are just 

not able to pay the additional premium for it. 

 

5. CONCLUSIONS 

The most obvious fact this research reveals is that the environment is generally ranked higher than the animal 

welfare by the NW German consumers. Furthermore, women have higher buying standards than men, and people in 

general attach higher importance to regional and national produce than ethical. In addition, young people are more 

informed and keen on animal welfare and the environment, one of the key influencers being social media. Because 

food is a very trendy topic right now, social media is primarily used to market and influence the young generations. 

Because livestock husbandry has already become a controversial topic, in many cases, this is likely to impact the 

whole supply chain. 

 

This research also explains that some critical animal welfare factors connected to the pork meat production, such as 

a settled floor or gestation crates are not important for consumers, one of the reasons being the fact they are 

insufficiently understood by the general public. Therefore it is recommended that the supply chain should put more 

effort in educating consumers by clarifying the controversial topics and providing insight into modern production 

methods. 
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Abstract: 

It is widely recognised that innovation is required for economic growth on a number of levels, such as in Small and 

Medium sized Enterprises (SMEs), large organisations, regions and nations. Innovation is an important driver for 

organisational survival, sustainability, improvement, long-term productivity and economic growth. However, 

innovation in isolation is not only wasteful but also not useful. All projects, and in particular innovation projects, 

need to disseminate and exploit their results for maximising achievements and increasing sustainability after their 

completion. This includes launching of the innovation to market, transfer of results and best practices to different 

and broader contexts; potential tailoring to the needs of others; continuation after the funding period has finished; 

influences on policy and practice; as well as serving the public good.  The emphasis should be on optimising the 

value of the project and on boosting its impact. In this paper we customise a theoretical framework developed by the 

US Content Subcommittee of the Impact CS Steering Committee that specifies traditional moral and ethical 

concepts, which can be used to identify the moral issues concerning Valorisation. An application of these 

conventional and generic ethical concepts is made to the ideas of Dissemination, Exploitation, Mainstreaming and 

Sustainability. In Valorisation, players such as Incorporators, Producers/ Project Partnerships, Mediators and 

Mainstreamers must be aware of these ethical duties, which have been identified by the application of the moral and 

ethical concepts, as presented in this paper, in order to become more responsible professionals in general. We 

propose a set of heuristics for ethical engagement with the Valorisation process proposing that an effective 

Valorisation strategy must be underpinned with ethical consideration. 

Keywords:  Marketing, Valorisation, Ethics, Social Responsibility 

1. INTRODUCTION 

 

Valorisation is a term that includes dissemination and exploitation activities. The overall objective of valorisation is 

to promote a project and its results and foster their use by different individuals and organisations, with the attempt of 

continuously spreading and improving the usage and the content of the results. Valorisation comprises of four core 

activities: 

1. Convincing decision makers of the value of the project outputs; 

2. Testing and dissemination of the results of the project; 

3. Exploitation of results and their development in new context and environments; 

4. Sustainable application of the results over time in formal and informal systems at organisational and 

personal levels. 

A further more detailed description of Valorisation is presented in Section 2 of the paper. 
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Blackburn (2003) suggests that the most prevalent way of defining ethics is to view it as norms for conduct that 

distinguish between acceptable and unacceptable behaviour. Shaw and Barry (2001) recognise that some 

philosophers distinguish morality and ethics: morality refers to human conduct and values while ethics is the study 

of morality. This issue is not within the scope of this paper, thus the terms morality and ethics are used 

interchangeably in this paper.  This paper presents a set of ethical concepts. These are applied to activities that 

constitute Valorisation. The application of these principles to Valorisation permits a number of ethical issues, 

invoked by Valorisation, to be identified. In the conclusion, a set of heuristics for ethical Valorisation are proposed. 

2. INNOVATION AND VALORISATION 

 

2.1         Competitiveness  

Recent trends in the world economy have created a push for organisations to produce innovative products and 

services for survival, sustainability and growth. Simultaneously processes need to be innovative to keep costs down 

and to improve productivity (Siakas et al., 2012). Innovation is about finding new ways of doing things and of 

obtaining strategic advantage.  

Gonzalez and Chacon (2014) cited in Kafetzopoulos et al. (2015) found that the higher the product and process 

innovation, the greater the firm’s efficiency. Other researchers including Hoonsopon and Ruenrom (2012) also 

argued that product and process innovation improve a firm’s performance/results.  Innovative firms, both in terms of 

products and processes, are significantly more likely to be more competitive than non-innovative ones. Many 

innovative projects, however, seem to be missing an innovative business model and a good valorisation strategy.  

2.2         Valorisation 

All projects, and all companies, independent of size, need to valorise (disseminate and exploit) their results from 

activities, innovation and research for maximising their achievements and increasing sustainability. However, the 

outcomes and outputs, particularly from projects supported by external finances, such as European programmes, are 

often forgotten or poorly disseminated and exploited once the projects are completed (Siakas et al, 2014). 

Valorisation is an important practice for reaching potential customers and other stakeholders, but also contributing 

to the enhancement of the impact of projects (e.g. EU funded). The emphasis of valorisation is on optimising the 

value of the project (activity) for diverse stakeholders (society, community, institutions, and individuals) and for 

boosting its impact through strategy development and communication to stakeholders. This includes an 

understanding of stakeholder requirements for the creation of a valorisation strategy and utilisation of marketing 

tools to reach potential stakeholders. Valorisation tools include tools for dissemination and exploitation of the results 

from research, innovation and lifelong learning so that the project results / products are more valuable to everybody, 

meaning that “others” may also make use of the product, the results (outputs)  and the outcomes. Many projects, 

such as European educational projects, are well managed, provide good results and products and are highly useful 

for the development of different institutions but unfortunately only few projects are valorised in well-managed and 

sustainable ways. This results in the unsatisfying situation, that many good products and project’s results are not 

further used, because the target groups have neither been informed nor involved throughout the project duration.  

Valorisation includes publication and presentation of the results and the best practices in scientific journals, 

conferences and other dissemination events (exhibitions, workshops, meetings, round tables, seminars, working 

groups, mass media events, face to face etc.) and in organising of such events. Other tools include building up a 

community around a topic, by creating, updating and maintaining the topic’s interest, through creation, participation 

and maintenance of web-sites and social media, mass customisation, massive media diffusion, open innovation and 

public relations. For all the aforementioned considerations a dissemination plan and strategy is needed.  
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The question is whether marketing, dissemination and exploitation can operate within ethical principles and 

constrains. In section 3 of the paper the ethical concepts that can be used to flag the ethical issues concerning 

marketing and Valorisation are presented.  

3        ETHICAL PRINCIPLES 

3.1    The US Content Subcommittee of the Impact CS Steering Committee 

In the development and deployment of computing technology a number of social, legal and ethical issues can be 

invoked. Legal issues can be resolved via the use of legal doctrine, which is a framework presenting a set of rules, 

procedural steps, or test, through which rulings can be determined in a given legal case. In the same vein the most 

important ethical issues surrounding the deployment and development of computer technology can be resolved by 

making a rational appeal to traditional ethical principles and theories and so extend them to the use of new 

technologies. The US Content Subcommittee of the Impact CS Steering Committee (Huff, et al., 1995) advocated a 

framework presenting a set of traditional moral and ethical concepts that could be used to flag potential ethical 

issues in a given case. In terms of personal and professional responsibility, the committee recommended the 

following six traditional moral and ethical concepts:  

1 Quality of life;   2. Use of Power;  3. Risks and reliability;  

4 Property Rights; 5. Privacy; and  6. Equity and Access. 

In order to become a responsible computer professional, the Impact CS Steering Committee argued that one must be 

able to examine the standards for the rightness and wrongness of actions. For a particular issue, for example, privacy 

in corporate records or risks in medical technology, it will cover many levels of social analysis (individual: race, 

class, gender and culture; communities and groups; organisational; institutional; and national and global). In 

addition, it will cover several different ethical issues and will be spread across differing implementations of the 

technology. 

3.2    A theoretical framework for flagging ethical issues concerning Marketing and Valorisation 

The theoretical framework developed by the US Content Subcommittee of the ImpactCS Steering Committee has 

been customised. It specifies the six moral and ethical concepts, listed above, that can help identify ethical issues 

concerning the Marketing and Valorisation domain. The application of these six conventional and generic ethical 

concepts is made to Marketing and Valorisation activities such as: 1) Testing and dissemination of the project 

results;  2) The exploitation of the results and their development in new context and environments; 3)  

Mainstreaming or addressing the decision-makers in order to convince them the value of the project outputs; and 4) 

Sustainable application of the results over time in formal and informal systems, in the practices of organisations as 

well as in the personal learning goals of every individual (AALEP, 2015). We added commentaries, below, which 

lead to a set of heuristics for ethical application and utilisation of Valorisation, in Section 4. 

4      THE ETHICAL ISSUES INVOKED IN MARKETING AND VALORISATION 

4.1   Quality of Life 

Huff et al. (1995), in their attempt to define the concept of Quality of Life, state that although few promoters of new 

technology would introduce their product with a claim that it reduces the user's quality of life, the concept of quality 

of life is rarely taken into consideration. Is faster, better, more, always an increase in quality of life for users of 

technology? Do designers' and decision makers' conceptions of quality of life correspond? More often than not these 

issues go unconsidered in both development and implementation of technology. These sentiments, applied to 

Valorisation, reveal the following ethical issues. 
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When considering Strategy Fulfilment in Valorisation it is imperative that successful dissemination results in best 

practice. This strategy will be deemed to be fulfilled if the results are used /adopted. Successful exploitation in 

Valorisation is when the results are sustained beyond the life of the project. Benchmarking prompts the salient 

question: “have we achieved a standard of excellence against which similar projects are measured?” Thus, in the 

need to refer to how successful exploitation and mainstreaming are, the following questions are invoked: have we 

affected a change in everyday practice and policy; is there continuous / ongoing development of strategy; has 

gradual reform been achieved; and have we caused perturbation, i.e. alarm in the natural order of things? The 

Quality of Life concept demands that the affected changes, the reform bought about by exploitation of results be 

measured in terms of the logistical and motivational (acceptance of change) considerations. Motivational 

considerations are salient because change and reform may affect people and may have unintended consequences. As 

a result, power and politics, more often than not, come into play, and thus some may offer resistance to the imposed 

reforms. People are inherently resistant to change, and the change facilitated Valorisation must be taken into 

consideration. Employee resistance is a crucial factor in a successful Valorisation, or not.  An estimate is required to 

measure how strong a reaction people have toward change and reform. Reengineered organisational processes 

resulting from exploitation may influence turnover, transfers, retraining, and changes in employee job status. 

Therefore, it is understandable that the introduction of reforms and changes requires special effort to educate and 

train the staff on new ways of conducting business. In addition,  in order to make the exploitation and mainstreaming 

effective there is an ethical duty to measure whether the results of the project can be put into action or operation in 

the context of politics, power and motivational considerations (Stair and Reynolds, 2011). 

4.2   Use of Power 

An understanding, of the ethical choices that face both the powerful and the less powerful, is an important step in 

becoming a responsible professional (Huff et al., 1995). 

In Valorisation the process of transferring validated products involves key players: 1) Incorporators, who are the 

decision makers /potential users; 2) Producers/ Project Partnerships, responsible for constructing solutions and 

products; 3) Mediators, who coordinate and facilitate mainstreaming process; and 4) Mainstreamers, who are the 

entities /people with influence and recognition. In order to achieve a higher level valorisation, all relevant players 

need to cooperate in an equal setting: co-creation (Accomplissh, 2016). The cornerstone to Valorisation is the 

knowledge transfer. In order for Appropriation to take place, where Incorporators acquire the knowledge and skills 

to exploit there is a moral duty on Mediators and Mainstreamers to ensure that the recipients are well informed 

citizens, who are equipped with the skills and learning to truly comprehend the information that is being parted by 

Valorisation. Critical thinking and information literacy are required for personal empowerment (Eubanks, 2011).  

There is much overlap between these two intellectual skills, for example, the ability of Incorporators to be critical 

consumers of information and the ability to create new knowledge. Information literacy is merely a tool for critical 

thinking. The teaching of these skills must be embedded in any training programmes, especially where social groups 

within a target audience or wider community are identified as being disadvantaged. Failures to do this will simply 

imply Mediators and Mainstreamers are exercising power over the lives of Incorporators. An awareness of the Use 

of Power as an important traditional moral and ethical concept will permit Mediators and Mainstreamers to better 

understand how knowledge transfer, assisted by Information Literacy, can bring democratisation and liberation to 

recipients’ lives. 

4.3   Risks and Reliability 

One of the salient risks associated with Valorisation is in Mainstreaming, the process of transferring results of 

programs and initiatives to appropriate decision makers in regulated local, regional, national and international 

systems.  Two broad categories of Mainstreaming are Horizontal and Vertical Mainstreaming; the former attempting 

to focus on changing practice in local organisations or organisations within a particular sector at 
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regional/national/European level; whilst the latter strives for change in law and administrative procedure. The risk is 

best summarised by asking the question: The efficacy of the transfer of knowledge and its successful exploitation is 

dependent upon how similar the provider and the recipient organisations are. For the lessons learnt from the 

Producer’s project to be scalable/applicable in the Incorporator institution there needs to be, to a large degree,  a 

match between the two in term of: strategic/programme goals; protocols (rules) of operation; and organisational 

culture. The pace and ease of the change affected is determined by the degree of similarity between the Producer’s 

and Incorporator’s organisations. Thus there is a moral duty on players in Valorisation to measure this similarity in 

order that there is a successful transfer of project results. 

For example in the case of technology there are evitable risks as stated by Huff, et al. (1995). Choices among trade-

offs in design and implementation for systems will always involve ethical dimensions, and computing professionals 

should be prepared for them.  

 One way of doing this is to use formal inductive reasoning methods. One possible approach is to utilise case-based 

reasoning [CBR]. Aamodt and Plaza (1994) state that a case consists of a problem, its solution, and, typically, 

annotations about how the solution was derived. The process of Reuse may involve adapting the solution as needed 

to fit the new situation. All the four tasks are necessary in order to perform the top-level task. The retrieve task is, in 

turn, partitioned in the same manner (by a retrieval method) into the tasks identify (relevant descriptors), search (to 

find a set of past cases), initial match (the relevant descriptors to past cases), and select (the most similar case). 

By making use of this formal CBR approach a Producer can consider their project as a case, which stored in a 

library [collection of previous cases] can be retrieved and reused by mapping it to the target problem, i.e. the 

Incorporator/End user. The producer project can be viewed as an experienced case. The Retrieve task starts with a 

(partial) problem description, and ends when a best matching previous case has been found (Kolodner, 1993). The 

mainstreaming may require revisions. One of the stages of mainstreaming looks at the outcomes and impacts by 

evaluating the mainstreaming process and results. This Monitoring involves continuous and systematic control 

process of the project’s progress, which may involve correction of any underperformance or warnings of problems. 

Upon completion of these the Incorporator’s experience of exploitation can be retained in the library. 

By using CBR, or alternative formal methods of inductive reasoning, may well lead to better, more effective, 

exploitation and Valorisation. 

4.4   Property Rights 

In the increasingly knowledge-based economies of today, the protection of intellectual property is important for 

promoting innovation and creativity, developing employment, and improving competitiveness. ‘The European 

Commission works to harmonise laws relating to industrial property rights in EU countries to avoid barriers to 

trade and to create efficient EU-wide systems for the protection of such rights. It fights against piracy and 

counterfeiting and aims to help businesses, especially small businesses, access and use intellectual property rights 

more effectively’ (EU, 2012). Aiming at improving the valorization and the economic exploitation of Intellectual 

Property Rights (IPR) the European Commission invited an expert group to investigate the following: 

 an EU IPR exchange platform, such as a website facilitating the contact between the owners of IP rights 

and potential buyers or licensees; 

 an EU patent fund, such as a fund acquiring patents, organising them into technological families and 

licensing them out.  

The Expert  Group  was  mandated  in 2012 to  ‘assess  the  opportunity  of  taking  policy  measures  to  enhance  

the  valorisation  of  patents  through  their  sale  or  licensing,  in  view  of  transforming  the  related  technologies  

into  new  goods  and  services.  The expected   benefit   of   such   measures is to   unlock   the   potential   of   

patented   technologies that are currently underexploited or unexploited in Europe.  Patent   valorisation   through   
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technology   development   and   Commercialisation   represents  a  relevant  policy  objective,  as  it  is  highly  

beneficial  to  innovation  and  knowledge  diffusion. This  form  of  valorisation  should  be  considered  as  a  long-

term  activity involving more than the mere transfer of patent rights. Technology must be developed until proof-of-

concept prior to being commercialised. Moreover enabling a  buyer  or  licensee  to  effectively  use  the  

commercialised  technology  also  requires  transferring  related  non-patented  know  how’.  

4.5   Privacy 

Huff, et al. (1995) state that privacy expectations and demands need to be taken into account in the design of 

systems. Data protection laws aim to ensure that citizens retain control over their personal data.  The UK Data 

Protection Act (1998) controls how personal information is used by organisations, businesses or the government. 

Everyone responsible for using data has to follow strict rules called ‘data protection principles’. They must make 

sure the information is used fairly and lawfully, used for limited, specifically stated purposes, used in a way that is 

adequate, relevant and not excessive, accurate, kept for no longer than is absolutely necessary, handled according to 

people’s data protection rights, kept safe and secure, not transferred outside the European Economic Area without 

adequate protection, There is stronger legal protection for more sensitive information, such as: ethnic background, 

political opinions, religious beliefs, health, sexual health, and criminal records. However, the ethical dimension of 

violations is rather nebulous.  

Studies on Privacy especially in the age of social media such as Karahasanovic et al (2009) and the Eurobarometer 

results presented by Krasnova et al. (2009) showed that users are concerned about multiple threats including 

personal, organisational and social.  General accessibility is “the fear of users that their information might be found 

by unintended recipients, such as future employers. Organisational threats are instances where personal information 

is exchanged with organisations such as the Social Networks or third parties. However, the ethical dimension of any 

privacy violations is rarely considered. Violation and misuse of private data causes both financial losses and anguish. 

Organisational data and information can be considered private to an organisation for competitive advantage. 

Unauthorised disclosure is not only unlawful it may be unethical too.  

4.6   Equity and Access 

Any given project may have a number of target groups, for example, at policy level, technical/administrative level, 

general public, etc. In order for broad and deep dissemination to take place it is of vital importance that the right and 

most suitable media channels and communication material are utilised to reach each target group.   

The moral concept of Equity and Access demands that careful consideration needs to be given to the choice of 

media channels and communication material used for the purposes of dissemination. If target groups do not have 

access to these means then the process would divide us into those who have access to the benefit of the Valorisation 

and those who do not. Whether the conduit is conferences; newsletters, policy papers, Wiki, project website, 

newspapers, etc. there is a moral duty to ensure that the number of people reached is near to the maximum as 

possible.   

5.   HEURISTICS FOR ETHICAL MARKETING AND VALORISATION 

A set of heuristics for ethical marketing and Valorisation is underpinned with ethical consideration: 

1. Conduct a Behavioural Feasibility Study in order to measure whether the results of Exploitation can be put 

into action or operation with regards to employee resistance, and politics, power and motivational 

considerations. Failure to conduct this is an abdication of an ethical duty demanded by the principle of 

Quality of Life 
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2. Ensure that the dissemination plan takes into account most suitable media channels and communication 

material to be used in order to reach the maximum number of people in target groups. Failure to do this is 

an abdication of an ethical duty demanded by the principle of Equity and Access. 

3. Incorporate in training sessions the instruction of Information Literacy to trainees for the purposes of 

empowerment of Incorporators in the Valorisation.  This is a moral duty demanded by the principle of Use 

of Power. 

4. Carry out targeted policy interventions to enhance patent valorisation. This duty is imposed by 

consideration of the principle of Property Rights. 

5. Use formal methods of inductive reasoning, e.g. Case-based reasoning, in order that the probability for 

successful and effective mainstreaming, thus better exploitation and valorisation, can be achieved. This 

responsibility is required to be fulfilled by the principle of Risks and Reliability. 

6. Ensure that data protection principles are applied in aspects of Dissemination, Exploitation, Mainstreaming 

and Sustainability. This duty is imposed by consideration of the principle of Privacy. 

7.  CONCLUSIONS AND FURTHER WORK  

There has been recognition that all projects, and in particular innovation projects, need to disseminate and exploit 

their results for maximising achievements and increasing sustainability after their completion. There are recognised 

players in Valorisation, including Incorporators, Producers/ Project Partnerships, Mediators and Mainstreamers. In 

their respective roles there needs to be an emphasis on the morality of their actions. Attention given to these ethical 

considerations can lead to a more effective Valorisation. 

The rationale of adopting and applying the theoretical framework developed by the US Content Subcommittee of the 

Impact CS Steering Committee was to identify the ethical issues that can be invoked in Valorisation. In doing so the 

authors conclude that the importance of ethical considerations in Valorisation can be brought to the attention of the 

Valorisation community and thus help raise the visibility of ethical dissemination, mainstreaming and exploitation of 

knowledge. The paper contributes to the current discourse relating to the continued sharing of Valorisation 

experience in the public and private sectors. In particular, a set of heuristics for Valorisation has been proposed 

which will raise awareness of the issues and help guide players and stakeholders in knowledge transfer. 

Future work will seek to apply legal principles to Valorisation. In addition, professional principles, as explicitly 

stated in professional codes of conduct and practice can also be applied to the actions of Valorisation players. A 

comparison between the ethical, professional and legal considerations may permit bad laws, and poorly drafted 

codes of conduct and practice, to be flagged, i.e. those legal and professional regulations that provide little or no 

moral guidance. 

In addition, if projects can be viewed as instances, as individual experienced cases, then these can be stored in a 

repository, a case library, which is the backbone of a Case Based Reasoner [CBR]. A CBR is an applied Artificial 

Intelligent [AI] technology.  These technologies, upon development, could be deployed by Incorporators in order to 

find the most similar, closest matching, projects that could be exploited.   
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Abstract  

The concept of sustainability has over the years influence the understanding of several twigs of sustainability like 

sustainability marketing. In view of that sustainability marketing like most twigs assumes the economic, social and 

ecological (ESE) dimensions of sustainability in conceptualization or operationalization of sustainability marketing. 

Marketing strategy basically twirls on managerial controllable factors like price, product, promotion, place, people, 

physical evidence, and process (7ps). Thus, most marketing activities falls in at least one the Ps or a combination of 

the Ps. The current view of sustainability marketing seems not to fully integrate all the 7Ps of marketing. 

Consequently, the definition and conceptualization of sustainability marketing from the ESE perceptive might limit 

the comprehensiveness of sustainability marketing. Therefore, the aim of this investigation is to revisit the concept 

of sustainability marketing focusing on both the ESE and 7ps perspectives. The paper will contribute to the 

emerging discussion on marketing and sustainability by exploring and providing a holistic view of sustainability 

marketing. 

 

Introduction 

The sustainability concept defines developments that meets the needs and wants of a present generation without 

conceding the ability of future generations to meet their own needs (World Commission on Environment and 

Development, 1987). The popularity of the sustainability concept may be due to resource depletion, climate change, 

deforestation, and loss of biodiversity, overfishing, environmental pollution and soil degradation (Dimitrova, 2014). 

Marketing is believed to possess the ability to inspire the use or adoption of: recycle, eating healthily, drink sensibly, 

save energy, buy Fairtrade, support good causes and reuse (Gordon, Carrigan, & Hastings, 2011). Consequently, 

sustainability marketing is a process of creating, communicating, and delivering value to customers in such a way 

that both natural and human capital are preserved or enhanced throughout (Martin & Schouten, 2014). 

 

The marketing mix concept has contributed significantly to the advancement of the marketing management science 

as a basic concept (Rafiq & Ahmed 1995), with theoretical foundations in the optimization theory (Constantinides, 

2006). The theoretical value of the marketing mix is highlighted by the generally held opinion that it is a pillar that 

influential the Managerial School of Marketing along with the concepts of “Market Segmentation”, “Marketing 

Myopia”, “Marketing Concept” and “Product Positioning” (Sheth, Gardner, & Garrett, 1988; Constantinides, 2006). 

The popularity of marketing mix concept among marketing practitioners and students may be a result of the intense 

exposure to the concept in institutions of higher learning, because marketing mix is at the heart of all introductory 

manuals in marketing and recognize marketing mix as a controllable parameter likely to stimulate a customer’s 

buying behavior (Cowell 1984; Kotler 2003). More so, the marketing mix may be famous because of the ease to 

apply and memorize (Jobber, 2001).  

The unending discussion on marketing mix as a marketing management tool is predominantly fought on theoretical 

than empirical levels (Constantinides, 2006), suggesting that a contribution on sustainability marketing and 7ps 

nexus is more conducted a conceptual level rather than an empirical examination. In addition, due to sustainability 

and sustainability marketing becoming the focus of management research and practice, there is the need to revisit or 

modify the marketing mix elements along the lines of sustainability marketing (cf. Rafiq & Ahmed, 1995). 

 

Sustainability Marketing  

Sustainability marketing is a system of affairs that secures continuous and indefinite provision of welfare for society 

through the implementation of practices which satisfy human needs and, at the same time (Nkamnebe, 2011). 

Sustainability marketing encompasses: ecological, social and economic issues. SM is a holistic marketing approach 

that is ecological driven, viable, ethical, and relationship based (Belz & Peattie, 2009). Sustainability marketing 

offers a potential to produce significant long-term benefits for both primary and secondary stakeholders (Mitchell, 

Wooliscroft, & Higham, 2010). Firms may realizes market-based sustainability when it strategically aligns itself 

with the market-oriented product wants and needs of customers and the interests of multiple stakeholders concerned 

about environmental, economic, and social dimensions and social responsibility issues. 
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Marketing Mix  

The marketing mix is an utmost vital concept in marketing describing a set of controllable marketing tools which 

firms may use in creating preferred reactions in their targeted market. The marketing mix elements are tactical and 

basic components of any marketing plan. The idea of a “marketing mix” was slightly debated. Numerous contending 

contributions were offered: two elements (Frey 1961), three elements (Kelly & Lazer, 1962), and twelve elements 

(Borden 1964), among others. Eventually marketing mix description suited what is currently, the most universally 

and standardized recognized characteristics of the marketing landscape. Several marketing researchers and 

practitioners agree that the mix is a toolkit of marketing transaction and operational marketing archetype planning 

(Gronroos, 1994). Despite the fact that empirical data on the precise role and influence of marketing mix on firm 

success is quite scarce, some few investigations confirm that the marketing Mix is certainly a reliable conceptual 

dais for marketing practitioners to deal with operational or tactical marketing issues (cf. Romano & Ratnatunga 

1995; Coviello, Brodie, & Munro, 2000). The marketing mix has is criticized for being a production-oriented 

definition and not a customer-oriented of marketing (Popovic, 2006). The marketing mix elements includes: price, 

product, promotion, place, personnel, physical evidence and processes. 

 

Price 

Price is anything given up to get a product (Nakhleh, 2012). Price may also describe how much customers are 

willing to pay due to different needs. So, a price perception to the same product may vary among customers. Price 

may be a main positioning strategy in differentiating products. Customers may use price as a gage for product 

benefits or quality and an extrinsic cue. A high priced product may often be perceived to be of less vulnerable and 

higher quality to other products (Kamakura & Russell 1993).  Higher prices may lead to higher profitability mostly 

in the short term, conversely, it may lead to lower sales and profits. Finally, price may be used to reinforce other 

activities in the marketing mix program. 

Product 

A product entails goods or services that a company offers in the market. In addition, a product is anything is 

“offerrable” to customers for consideration, acquirement, or usage and meets a want or need. A product comprises 

of: services, goods, places, persons, organizations or Ideas, physical objects (Kotler, 2003).  

 

Promotion 

Promotion is an important part of business or marketing activities and processes (Goi, 2011). Promotion is takes the 

form of advertising, sales promotion, personal selling, direct marketing and public relations. Promotion may assist 

would-be customers on product knowledge and where to acquire it. Promotion is relevant in marketing strategies 

since: delivers the needed information, sways target customers on product benefits, and inspire customers in taking 

purchase decisions. 

 

Place 

The Place describes an accessibility and convenience of a firm’s product to customers (Kotler, 2003). Also, a place 

strategy is how a firm may distribute its product to end users (Goi, 2011). Therefore, place entails ease of access that 

customer may link to a product such as distribution and location. 

 

Personnel 

People is the employees who produce or deliver services (Muala & Qurneh, 2012). Services encompass personal 

interactions between employees and customers, which may be a source of service quality perceptions. Personnel are 

also considered as the key element in a customer centered organization as well as a way to differentiate variables 

with product, services, channel, and image. The actions of employees generally influence success of action and 

function of a firm and with training, communication, learning, skills, and to show an optimum value of a firm. 

 

Process 

Process is the implementation of action and function that rises value for products with low cost and high advantage 

to customer and is vital for products (Muala & Qurneh, 2012). The pace of the process as well as the skill of the 

service providers are clearly revealed to the customer and it forms the basis of customer satisfaction. In the face of 

simultaneous consumption and production of the process management, balancing services demand with service 

supply is extremely difficult. The design and the implementation of product elements are crucial to the creation and 

delivering of product. 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

597 
 

Physical Evidence 

The environment in which the service and any tangible goods that facilitate the performance and communication of 

the service are delivered (Muala & Qurneh, 2012). This holds great importance because the customer normally 

judges the quality of the service provided through Physical Evidence. Alike, noticeable environs can influence 

impressions perceived by customers about quality service. The physical environment comprises of: ambience, 

servicescape, the comfort of the seating, background music, physical layout of the service facility, and the 

appearance of the staff can greatly affect a customer’s satisfaction with a service experience. 

 

Sustainability marketing and 7ps Nexus  

The marketing mix and sustainability marketing has since evolve and conceptualize. For example, social marketing 

mix, relationship marketing, service marketing mix and now sustainability marketing mix. Notwithstanding the 

criticisms level against marketing mix phenomenon, this paper argued that, it remains easily memorable and easy to 

recall. As such, if the concept of sustainability marketing is conceptualized akin to the marketing mix concept, the 

acceptability and usage of sustainability marketing among practitioners, researchers and students may be enhanced. 

In addition, the continual criticism of “where is the marketing in sustainability marketing”, when most arguments 

are discussed along the triple bottom line (economic, social and environment). This paper brings to the attention of 

marketing scholarship about the lack of conceptualization or operationalization of sustainability marketing like the 

case of market orientation, service quality and many other marketing concepts. Although, there could be several 

ways of operationalizing the sustainability marketing concept, an initial operationalization is presented from the 

marketing mix standpoint. In addition, the marketing mix elements of price; place; people; promotion; product; 

physical evidence; and process remains unchanged in name with some modifications and introduction of descriptors. 

For example, with the product of firms remaining unchanged, the focus of sustainability marketing mix element of 

products emphasis the creation or delivery of products that are economically, environmentally and socially 

acceptable. Accordingly, all marketing mix elements are require to be operationalize with the concepts in 

sustainability.  

       

Conclusion and Recommendation  

The marketing mix remains a potent concept in marketing that easily handles, tolerates a distinction of marketing 

from other activities of a firm (cf. Goi, 2009), as such sustainability marketing should be explored from. The 

sustainability marketing mix utilized by a firm may vary according to firm resources, market conditions and 

changing needs of clients. In addition, the importance of some elements of sustainability marketing mix may vary. 

Finally, decisions on sustainability marketing mix elements should not be made on only an element without recourse 

to its impact on other elements of the sustainability marketing mix (cf.Goi, 2009). Marketing researchers and 

practitioners are remaindered that “the number of possible strategies of the marketing mix is infinite (cf. McCarthy, 

1960). 
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Abstract 

This paper focuses on the positive type of ethical consumption (PEC). A survey was conducted in order to 

determine the level of Greek consumers’ engagement in PEC and reveal its demographic, attitudinal and 

psychographic antecedents.An attempt has been made to segment the Greek market on the basis of PEC.The results 

revealed that Greeks just sometimes, not frequently, engage in PEC activities. As to the whole sample, middle aged, 

well educated women, who hold somehow better incomes, enhance ethical buying. Consumerswere found to 

bediscouragedto get engaged in PEC by Ethical Unconcern (mostly by their Ethical Indifference than by their 

Ethical Scepticism) while on the other hand they are motivated by their political empowerment and post-

materialism. As to segmentation, the K- Means cluster analysis resulted in three clusters, namely “Advocates” 

(13.48%), “Followers” (40.75%) and “Indifferent” (46.08%) consumers. Advocates obtained the highest scores in 

all PEC items; they were found to hold considerably higher level of Policy Control as well as somehow lower level 

of Ethical Unconcern. 

 

Keywords:Positive Ethical Consumption, Ethical Unconcern, Policy Control, Materialism/Post-materialism, 

segmentation 

 

1. INTRODUCTION 

 

Consumer behaviour could be viewed and analysed through many perspectives, among which the ethical 

perspective might be a part of the agenda nowadays. Within the marketing academic community, the field of ethical 

consumption is customarily referred as the type of consumer behaviour that is influenced by ethical criteria. This 

kind of consumer behaviour is considered to be driven not merely by the need to satisfy individual needs and wants 

but also by the desire to satisfy the general social welfare (Crane, 2001). Ethical Consumption includes three types: 

a) the Positive Ethical Consumption, which encompasses purchasing of eco-friendly, fair trade and local products 

(Tallontireet al., 2001) as well as non-purchasing activities such as recycling, repair, reuse (Delistavrou and 

Tilikidou, 2012), b) the Negative Ethical Consumption, which refers to boycotting (Tallontireet al., 2001) and c) the 

Discursive Ethical Consumption, whichconcerns a number of contemporary cultural  actions of individuals, using 

mostly digital means, in order to share information about business practices against their moral values (Michellettiet 

al., 2005).  

This paper focuses on the Positive type of Ethical Consumption (PEC), which is considered the most interesting 

type from a marketing viewpoint.The aim of the study was two-fold: firstly,to investigate the level of engagement in 

PEC, reveal the demographic, attitudinal and psychographicantecedents of PEC and secondlyto attempt a market 

segmentation on the basis of Positive Ethical Consumption in Greece. 

 

2. REVIEW OF THE LITERATURE 

 

Positive ethical buying has been examined under various terminology with respect to the main dependent 

variable, such as socially conscious consumption (Pepper et al., 2009),buycotting (Neilson, 2010; Carfagnaet al., 

2014), positive buying (Koos, 2012), conscious consumption (Carr et al., 2012), positive ethical consumption 

(Delistavrou and Tilikidou, 2012) and political consumption (Copeland, 2014). 

With reference to the antecedents of behaviour, it is to be underlined that surprisingly attitudes seem to be rather 

absent from the overall ethical consumption studies although they attracted most of the research effort with 

reference to the ecological behaviours (see among others: Roberts, 1996; Schlegelmilchet al., 1996; Follows and 

Jobber, 2000; Fotopoulos and Krystallis, 2002; Nordlund and Garvill, 2002; Tilikidou and Delistavrou, 2005; 

Pagiaslis and Krystallis-Krontalis, 2014).  

With regards to demographics, it was found in almost all studies that education affects positively the ethical 

purchasing behaviour (Neilson, 2010; Delistavrou and Tilikidou, 2012, Koos, 2012, Carfagnaet al., 2014; Copeland, 

2014). As to gender, women were found to get engaged in ethical purchasing more frequently (Neilson, 2010; 
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Delistavrou and Tilikidou, 2012; Koos, 2012, Carfagnaet al., 2014). Age indicated mixed results. Copeland (2014) 

and Koos (2012) found that younger consumers enhance ethical buying, Delistavrou and Tilikidou (2012) indicated 

middle aged consumers, while Carr et al. (2012) found that older consumers are those who enhance ethical buying. 

Consumers holding better income than their counterparts were found to get more frequently engaged in ethical 

buying (Neilson, 2010; Koos, 2012; Carfagnaet al., 2014; Copeland, 2014).  

With reference to psychographicsethical buying was found to be affected positively by Inglehart’s (1977) post-

materialism (Pepper et al., 2009; Copeland, 2014), Schwartz’s (1992) universalism and benevolence (Pepper et al., 

2009; Neilson, 2010; Koos, 2012; Delistavrou and Tilikidou, 2012),Schwartz’s (1992) security and stimulation 

(Delistavrou and Tilikidou, 2012). Further evidence have been indicated regarding the generalized trust (Neilson, 

2010; Koos, 2012) and trust in institutions (Neilson, 2010), ideology (Copeland, 2014) and politically oriented 

variables (Koos, 2012; Copeland, 2014). On the other hand, ethical buying was found to be negatively affected by 

Richin’s (2004) materialism (Pepper et al., 2009) and Schwartz’s (1992) power and achievement (Pepper et al., 

2009; Neilson, 2010). 

With regards to previous segmentation efforts, many researchers have attempted to segment the market on the 

basis of various ecological behaviours (Sceepers and Nellisen, 1989; Vining and Ebreo, 1990; Nellisen and 

Sceepers, 1992; Tilikidou, 2001; Fotopoulos and Krystallis, 2002; Gilg, Bar and Ford, 2005; Delistavrou and 

Tilikidou, 2005; Tilikidou, 2013). Ethical buying as a whole (organics, fair trade etc) has been the basis for 

segmentation only in two studies (Baek, 2010; Tilikidou and Delistavrou, 2015). Baek (2010) found a segment of 

“Buycotters” accounting 10% of the US market. Those consumers were found to be young, well educated 

individuals holding moderate incomes and they also were moderately knowledgeable and interested in politics. 

Tilikidou and Delistavrou (2015) found a segment of “Advocates” accounting 25.53% of the Greek market. Those 

consumers were found to be more politically empowered and post-materialists than those of the other segments.  

The review of the literature indicated a need to add the investigation of attitudes in the research design and reveal 

their impact on consumers’ engagement in PEC, along with the investigation of demographics and selected 

psychographics. Further, it seems promising to examine the potential changes in the size of the ethical buyers’ 

segment in the Greek market.  It is noteworthy that Greece has been facing a severe and worsening economic crisis 

for many years since 2009, the consequences of which on positive ethical consumption have been scantly researched 

so far.  

 

3. RESEARCH OBJECTIVES 

 

 To investigate the level of consumers’ engagement in Positive Ethical Consumption (PEC) 

 To investigate the potential influences of consumers’ demographic and psychographic characteristics on their 

engagement in PEC 

 To investigate the impact of specific attitudes towards ethical consumption on PEC 

 To attempt a segmentation of the Greek market on the basis of PEC 

 

4. METHODOLOGY 

 

4.1. Sampling 

A survey was conducted in the urban area of Thessaloniki, Greece. The sampling method was a combination of 

the one stage area sampling and the stratifiedsampling methods (Tull and Hawkins, 1993, p. 544; Zikmund 1991, p. 

471).The stratas were designed according to the population distribution with regards to gender and age. The 

instrument was a structured questionnaire and respondents were approached through personal interviews. The 

procedure ended in 420 useable questionnaires. As Ethical Consumption is considered a socially desirable behaviour 

an attempt was made to exclude socially desirable responding. The Communal Impression Management scale 

resulted in the exclusion of 101 questionnaires. Finally, 319 cases were entered in the analyses.  

 

4.2. Measurement 

The dependent variable of Positive Ethical Consumption (PEC) consists of 15 items measured on a 7-point 

frequency scale from 1=None (Never) to 7=All the times (Always). 

With regards to the independent variables, as to attitudes, an originally developed measure of negative attitudes 

to incorporate items that concern not just one but all the three types of Ethical Consumption was constructed, 

namely the Ethical Unconcern scale. The final measure of Ethical Unconcern included 19 items; its validation 

procedure ended  in 2 sub-measures, namely Ethical Indifference (with 11 items) and Ethical Scepticism (with 8 

items), all measured on a 7-point Likert scale from 1=Strongly disagree to 7=Strongly agree.  
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As to demographics, Gender, Age, Education, Income and Occupation were examined by the employment of the 

scales used by the Hellenic Statistical Authority (H.S.A.) in the Household Budget Surveys (H.S.A., 2014).  

For the psychographics two sets of psychographics were selected: the Policy Control sub-scale of the Socio-

political Control measure, adopted from Zimmerman and Zahniser (1991) and the Materialism/Post-materialism 

social values scales, adopted from Inglehart (1977). Policy Control consists of 9 items which were all measured on 

a 7-point Likert scale from 1=Strongly disagree to 7=Strongly agree.  The measures of Materialism and Post-

materialism, which consist of 6 items each, were measured on a 7-point importance scale from 1=Very unimportant 

to 7=Very important.  

In an effort to exclude social desirability effects in the examination of Ethical Consumption, Spector (1992, p. 

36) was followed and the sub-scale of Communal Impression Management (CIM) was adopted from Blasberget 

al. (2014). CIM comprises of 10 items all measured on a True-False scale. CIM refers to the respondents’ purposeful 

tailoring their answers to create the most positive social image (Robinson et al., 1991, p.21).  

 

5. RESULTS 

 

5.1. Parametric Analysis  

The Positive Ethical Consumption scale (PEC) provided a Cronbach’s alpha of 0.870, which indicates exemplary 

reliability. As PEC is measured on a range of 15-105 and provided a Mean of 43.11 (S.D. =15.02) it indicates that 

consumers rather rarely get engaged in ethical buying choices. Greeks “several times” buy energy efficient bulbs; 

they also “several times” recycle while “half of the times”they repair and reuse already used products and/or 

packaging. “Sometimes” they buy local traditional products and organic honey and olive oil (see Appendix, Table 

1). 

With regards to the attitudinal variable, the Ethical Unconcern scale resulted in two subscales namely Ethical 

Indifference (11 items) and Ethical Scepticism (8 items) and they provided Cronbach’s alpha values of 0.904 and 

0.864 respectively. The Ethical Indifference scale takes theoretical values from 11 to 77, provided a Mean of 

40.62(S.D.=13.51), slightly less than the average score, which means that the respondents are somewhat concerned 

about ethical consumption issues. The Ethical Scepticism subscale takes theoretical values from 8 to 56, provided a 

Mean of 21.71 (S.D.= 8.58), whichis  a negative score and means that the respondents are not sceptical about the 

ethical products.   

The Policy Control scale indicated a Cronbach’s alpha of 0.742; it takes theoretical values from 9 to 63, provided 

a Mean of 37.96(S.D.=8.59) which is almost an average score and means that the sample just moderately feel 

politically empowered. 

The Materialism (M) and Post-Materialism (PM)scalesindicated Cronbach’s alpha values of 0.870 and 0.873 

respectively; they both take theoretical values from 6 to 42 and with Means of 37.25(S.D.=5.14)  and 36.46 

respectively indicated that the respondents consider both materialist and post-materialist goals as very important for 

the Greek state.  

One-Way ANOVAs were then employed in order to investigate any differences in PEC across the categories of 

each demographical variable. Statistically significant relationships (p<0.05) were established between PEC and 

gender (women), age (35-54 years), education (university graduates) and income (>15.000€). 

Pearson’s parametric correlations (controlled for social desirability) indicated statistically significant (p<0.001), 

a moderate negative relationship between PEC and Ethical Unconcern (r=-0.375); also, with both the sub-measures 

of Ethical Unconcern, namely Ethical Indifference (r=-0.414) and Ethical Scepticism (r=-0.223). Statistically 

significant, weak and positive relationships were also found between PEC and Policy Control (r=0.242, p<0.001) 

and between PEC and Post-Materialism (r=0.101, p<0.10). Regression analysis revealed that only Ethical 

Indifference can predict PEC (beta= -0.414) and explain the 16.9% of its variance (R
2
=0.169). 

 

5.2. Cluster analysis in PEC 

The K-Means cluster analysis was utilized in order to explore the number and the size of consumer segments on 

the basis of their engagement in positive ethical consumption (see Appendix, Table 1); this technique classifies cases 

into relatively homogeneous groups, indicating distinct for each group degree of involvement in the behaviour under 

examination (Malhotra, 1999, p. 610). The analysis indicated three clusters. The first cluster grouped 42 cases 

(13.48%) of those consumers, who obtained the highest scores in all items and they were named “Advocates”. It was 

observed that “Advocates” declared to buy very many times organic honey (P3), olive oil (P5) and eggs (P8) while 

they several times buy energy efficient bulbs (P12), organic fruits and vegetables (P2) and local traditional products 

(P9) (see Appendix, Table 1).The second cluster grouped together 130 cases (40.75%) who obtained average scores 

in all items of PECand thus they were named “Followers”. Those consumers obtained relatively low scores in all 
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purchasing items except the item referring to energy efficient bulbs and recycling, which are relatively high.The 

third cluster grouped 147 cases (46.08%) of those consumers, who obtained the lower scores in all items of PEC and 

they were named “Indifferent” (consumers).  

The Mean scores of the psychographic variables were calculated separately in each cluster. It is observed (see 

Appendix, Table 2) that Ethical Unconcern and its sub-measure Ethical Indifference obtained slightly lower Means 

(54.67 and 35.00 respectively) while Policy Control obtained a considerably higher Mean (42.43)in the Advocates’ 

cluster than in the other two clusters.  

 

 

6. DISCUSSION 

The level of ethical buying was found at a low degree of engagement; this is consistent with previous research, 

which has also indicated that 90% of the Greek consumers never buy organics (Fotopoulos and Krystallis, 2002). 

With regards to the demographic antecedents of the behaviour the results are in line with previous research 

results about gender (Neilson, 2010; Delistavrou and Tilikidou, 2012; Koos, 2012, Carfagnaet al., 2014), education 

(Neilson, 2010; Delistavrou and Tilikidou, 2012, Koos, 2012, Carfagnaet al., 2014; Copeland, 2014) and income 

(Neilson, 2010; Koos, 2012; Carfagnaet al., 2014; Copeland, 2014). In reference to the results of age, middle-aged 

consumers were found to be more frequently engaged in PEC;this finding is consistent to previous results in the 

same geographical area (Delistavrou and Tilikidou, 2012) but in contrast to results reported by Koos (2012) and 

Copeland (2015), which indicated that younger consumers enhance ethical buying. 

As mentioned in the literature review section, the impact of attitudes on ethical consumption has not been 

examined so far. This study indicated that the specific attitudinal measure of Ethical Indifference has a stronger 

impact on PEC than Ethical Scepticism or the psychographics that were investigated. The Policy Control scale 

provided a weak positive relationship with PEC, which is in line with previous results regarding other politically 

oriented variables (Koos, 2012; Copeland, 2014). The positive influence of Post-Materialism on PEC found in this 

study is consistent to those found by Pepper et al. (2009) and Copeland (2014) while the inability of Materialism to 

affect PEC is in line with the results found by Pepper et al. (2009).  

The results of the segmentation effort revealed a segment of “Advocates” accounting 13.48%, which is almost 

half the size of the same cluster found just 2 years ago in the same geographical area (Tilikidou and Delistavrou, 

2015). It is obvious that the segment of ethical buyers has shrunk during the past years due mainly to the 

catastrophic effects of the ongoing financial crisis in Greece.  

 
7. CONCLUSIONS AND IMPLICATIONS 

 

The results indicated that Greeks are not frequently engaged in none of positive ethical behaviours. More 

specifically, the overall engagement that in PEC was estimated to be below average. The segmentation effort 

resulted in a segment of relatively more frequent buyers, namely the Advocates segment, which accounted for just 

13.48% of the Greek market.The assumption that the examination of the Advocates’ segment would indicate 

changes, in relevance to its previous measurement approaches, was verified. Indeed, the size of the Advocates’ 

segment seems to have been almost halved during the last few years (see: Tilikidou and Delistavrou, 

2015).However, those organisations dealing with ethical consumption issues should consider that a small, at the time 

being, however promising group of consumers is ready to take action in favour of ethical consumption. 

The results of this study that concern the PEC antecedents provided useful implications to companies interested 

in promoting ethical products and/or services. Business ethical strategies should build their communicative 

campaigns aiming to target middle aged, well educated women, who hold somehow better incomes than their 

counterparts. Would any campaign aim at increasing the ethical purchasers’ segment, it should creatively use 

messages that decrease citizens’ level of ethical unconcern, either their indifference towards ethical consumption 

issues or their scepticism towards ethical products while those messages should encourage consumers’ political 

empowerment and promote post-materialist values.  
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APPENDIX 

Table 1: Descriptive statistics 

Positive Ethical Consumption scale 

Whole 

sample 

Cluster 1 

42 cases 

(13.48%) 

Cluster 2 

130 cases 

(40.75%) 

Cluster 3 

147 cases 

(46.08%) 

 Means Cluster centers 

P1 Buy organic wine 2.11 3.90 2.22 1.50 

P2 Buy organic fruit and vegetable 2.57 5.12 2.78 1.65 

P3 Buy organic honey 3.02 5.90 3.61 1.68 

P4 Buy organic pasta 1.77 3.67 1.79 1.22 

P5 Buy organic olive oil 3.07 5.79 3.67 1.77 

P6 Buy organic milk 2.20 3.88 2.54 1.41 

P7 Buy organic legumes 1.89 3.90 2.04 1.18 

P8 Buy organic eggs  2.96 5.79 3.61 1.58 

P9 Buy local traditional food 3.35 4.95 3.75 2.55 

P10 Buy products from underdeveloped countries 

delivered via Fair Trade (e.g. sugar, cocoa, 

chocolates) 

1.44 2.07 1.41 1.28 

P11 Choose to buy products from business, which perform 

socially responsible activities, too 
2.30 3.12 2.55 1.84 

P12 Buy energy efficient bulbs 4.81 5.45 5.48 4.03 

P13 Recycle the recyclable packaging  4.50 5.52 5.44 3.37 

P14 Use the food containers instead of throwing them to 

the rubbish  
3.62 5.24 4.26 2.59 

P15 Repair or maintain used products instead of replacing 

them with new ones (clothes, furniture, electrical 

equipment, linen etc.) 

3.50 4.88 3.95 2.70 

 

Table 2: Independent Variables’ Means across Clusters 

 

Cluster 1 Cluster 2 Cluster 3 

Mean Std. Dev. Mean Std. Dev. Mean Std. Dev. 

Ethical Unconcern 54.67 18.74 56.35 18.36 69.81 19.28 

Ethical Indifference 35.00 12.23 36.41 12.47 45.96 12.82 

Ethical Scepticism 19.67 8.16 19.95 7.68 23.85 9.00 

Policy Control 42.43 9.49 38.85 8.24 35.90 8.06 

Materialism 37.57 3.89 37.46 4.36 36.97 6.03 

Post-Materialism 37.26 5.31 37.00 5.01 35.76 5.93 
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Abstract  
The concept of social entrepreneurship has been rapidly over the last few years attracting the interest of theorists, 

practitioners and policy makers. Moreover, the phenomenon seems to be well suited to the crisis framework, 

especially the one in Greece nowadays which tries to survive the long-lasting severe socio-economic crisis. Social 

entrepreneurs are a means to enhance quality of life and can be exploited by governments to confront the crucial 

social problems.    

The paper presents a social enterprise marketing plan contacted for the purposes of  a proposed  supporting  

mechanism,  under  the  name  “AITHIKOS”  for  social  entrepreneurship  in  mountainous  areas of Greece It 

indicates a best practice” marketing plan for a new social business in a mountainous area of Greece. It proposes the 

vision and purpose of it, the company image and branding. The plan develops a SWOT analysis, customer profiles 

and the market positioning.  It describes the communication objectives and tactics, the campaign objectives, and it 

determines which media are used. It calculates resources, budgets and time frames needed, and the 4 Ps   (i.e. 

product, price, promotion, place). However, attention should be paid: the proposed marketing plan is more a guide 

than an actual plan since it regards categories and not a specific type of social entrepreneurial effort.  

 

Keywords: indicate social entrepreneurship, marketing plan, social enterprise marketing, AITHIKOS project  

 

1. INTRODUCTION 

The  concept  of  the  research  is  based  on  the  systematic  development  of  the  social  economy  sector,  focusing 

on the mountainous areas of Greece. Within the severe socio-economic crisis framework, the social economy 

concept can provide significant solutions for creating job opportunities and promoting social cohesion, which is 

threatened due to the adverse economic environment, by contributing to the preservation of the natural environment 

and the cultural heritage of the mountainous areas. Recently, a new legal form of entrepreneurship, the social 

cooperative enterprise, has been instituted in Greece (Law 4019/2011) by setting the operating framework for these 

types of enterprises.  The new type of entrepreneurship comes is a promising one to serve the social welfare. The 

majority of revenues is reinvested aiming to create new jobs because the entrepreneurial activity is been emphasized 

and not the profit.  

The increasing role of social enterprises especially in case of crisis schemes has raised research and practical 

interests in regard of a number of issues; i.e. potential social entrepreneurs consider managerial, educational, ethical 

and marketing perspectives besides the profound social and financial ones.  Focusing on the marketing issue, it can 

be claimed that it is of significant importance, since there are certain specificities in comparison to ordinary market 

transactions.  

Social enterprise marketing is a relatively new research area. Of course, the roots in literature are in the area of 

general marketing and are more similar to the one for non-profit organizations or marketing in public sector. In cases 

of social economy, target markets are most times very specific while it is usually difficult to broaden the target 

market without getting out of the pre-arranged mission of the social undertaking.  Since the main vision of the social 

entrepreneurs is social wellbeing, the target markets must receive this tendency and consumers are treated more as 
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socially supported groups than conventional ones; this means that they may be willing to pay a premium for a 

socially responsible product (and this is maybe the positive type) or they will the ones who will expect to receive 

products at reduced costs.  Consequently, it is quite important for the social entrepreneur to estimate the potential 

size of the targeted market and the impact of size and its quality to the overall business strategy. 

The paper presents a social enterprise marketing plan contacted for the purposes of  a proposed  supporting  

mechanism,  under  the  name  “AITHIKOS”  for  social  entrepreneurship  in  mountainous  areas of Greece. It 

indicates a best practice” marketing plan for a new social business in a mountainous area of Greece. It proposes the 

vision and purpose of it, the company image and branding. The plan develops a SWOT analysis, customer profiles 

and the market positioning.  It describes the communication objectives and tactics, the campaign objectives, and it 

determines which media are used. It calculates resources, budgets and time frames needed, and the 4 Ps   (i.e. 

product, price, promotion, place). However, attention should be paid: the proposed marketing plan is more a guide 

than an actual plan since it regards categories and not a specific type of social entrepreneurial effort.  

 

2. SOCIAL ENTREPRENEURSHIP  

A little before the new millennium, entrepreneurial dynamics were identified as responses to social needs that were 

practically not met by public providers or non-profit organizations. These novel dynamics raise a debate about the 

new social enterprise paradigm.  Social entrepreneurship became the means and the most suitable process of using 

market-based methods in order to address social problems (Grimes et al., 2013). The relevant theory seems to be of 

growing attention; academics, practitioners and policy makers appear to place great emphasis on social 

entrepreneurship and its various aspects. Indeed, the social economy, be it called the third sector or the voluntary 

sector describes those hybrid organizations of quite distinctive nature which present a rather differentiated  approach 

in regard of strategic goals, innovation and trade (Chell et al., 2016), challenging actually the sufficiency of terms 

and theories regarding entrepreneurship.    

According to literature, social enterprises provide social value, while making a profit; they focus on the generation 

of jobs and the provision of goods and services in favor of vulnerable groups.  “At the heart of the business is not the 

profit motive, but the willingness to serve the less fortunate in a society” (Williams & K’nIfe, 2011, 70).  

Theoretically, such models might be embraced by people to function and to be supported to work effectively. 

Especially when economies lie within recession, these types of entrepreneurship form a vehicle to “provide ready 

solutions to economic woes” (Chell, 2007).   This is where governments get involved. The emergence of complex 

social problems in combination to the emergence of models for social enterprises   creates significant questions and 

responsibilities regarding how well or how poorly governments react and solve social needs (Kerlin, 2013). 

To date, social enterprise and social economy as more generally described constitutes a very hot topic. Researchers 

continue to debate on its definitions and antecedents, as well as the solutions and benefits it offers, and its 

penetration to ordinary people (Arend, 2013). For the purposes of this paper, a social enterprise will be defined as an 

organization that uses the power of the marketplace to solve social and environmental problems, while it has to 

make profits in order to survive and contribute to social wellbeing.  

 

3. SOCIAL ENTERPRISE MARKETING 

According to literature new ventures and especially micro and SMEs should put extra emphasis on marketing 

because of the relatively higher risks and failure rates. Marketing has been long the means to directly assess market 

opportunities, work on located threats and develop strengths (Kotler and Keller, 2006). When it comes to social 

startups, it appears that things become more difficult; funding is more difficult and sometimes social entrepreneurs 

lack entrepreneurial capabilities and skills (Smallbone et al., 2001). On the other hand, target market groups are not 

promising at all; by definition social enterprises should address needs of people in need and contribute to the 

wellbeing of their local society at least. Sometimes, the targeted market groups are difficult to reach or communicate 

with and thus common marketing techniques may not sound appropriate and effective (Bradley, 2007).  A scarcity 

of sources on the one hand to devote in marketing are combined with difficulties in reaching the market on the other. 

Could low-budget marketing tools such as social media, public relations and face-to-face communication be 

sufficient (Hastings, 2007)?  

However, on the counterpart, fit seems not to be an issue for social enterprises because social enterprises and the 

social issue they are addressing is actually the reason these ventures come into existence. 

It is well established that the marketing section of the business plan purports to make a convincing case that the 

social agent has the vision, the strategy and the potential to offer products and/or services to markets that suit the 

purposes of social economy. Social enterprises need customers to survive, and therefore a strong paying customer 
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pool. The more the marketing plan approaches the social enterprise definition, the better it describes and 

demonstrates its mission to all stakeholders, the stronger its competitive advantage will be (Kotler, 2000; Dees et al., 

2001). Furthermore, the more a social enterprise ties the cause to its existence, the easier it becomes for the 

perspective customers to make the connections between the two. 

No matter the product or the services provided; for all social enterprises” the ideal market combination seems to be 

affordability, profitability, and empowerment (Arnold, Valentin, 2013). “It is this key spot in the market that social 

enterprises are able to prove their legitimacy and remain authentic” (Wegen, 2015).  For example, marketing should 

follow the empowerment approach by, for example, creating jobs and entrepreneurial opportunities for the 

communities they serve (Narayan-Parker, 2002) 

Furthermore, social enterprises as ways to create more sustainable funding to solve social problems rather than 

relying on charitable philanthropy seek out networks and partnerships to positively lever resources (Shaw, 2004). 

Engaging the process of networking and cooperation within the marketing plan will ensure that the social enterprise 

will stay close to its community and stakeholders (Young, 2006). Partnering, use of the principles of voluntarism 

and the branding of its culture and ethos facilitates entrance and sustenance of a social enterprise in today’s rather 

extremely competitive markets (Chell, 2007).  

 

 

4. CONTEXT 

 

4.1 The vision and goals of a social enterprise 

The development of social entrepreneurship should be based on a context without any restrictions regarding the 

ideas, the space and knowledge of it’s activities, having the support of local authorities and academic community in 

the region, in order to achieve it’s general goal for improving the social welfare. The vision could deal with the 

establishment of a branded social enterprise with clever and inclusive business ideas, capable to deal with the 

economic and social challenges. A basic challenge could be the development of a constructive cooperation between 

the social partners in the region, based on a win-win relationship and which will put aside distorted beliefs of the 

Greek society, founded on a particular value and principles’ system. The goal is the creation of a new generation of 

social entrepreneurs for the 21
st
 century, which will contribute in a fundamental way to the development of the 

region as well as to the growth of the local, regional and national economy.  

The goals the will be set up regarding the operation of the social enterprise, should be keen, achievable and 

definitely qualitative in order to be able to monitor their achievement. It could also be a mix of goals and aspirations. 

Hence, the social enterprise could implement management by objectives. In order such a management system to 

operate effectively, the aims of the social enterprise should satisfy four (4) criteria (Kotler and Keller, 2006; eds.in 

Papadopoulos, 2010): 

1. The goals should be ranked in a descending significant order. 

2. The objective goals should be set in a qualitative way.  

3. The aims should be realistic. Furthermore, according to Papadopoulos (2010), these aims should be “for 

good” and of “high impact” (Think Big), since it is the only way for an enterprise to distinguish and make the 

difference. 

4. The objective aims should be coherent.  

 

4.2 SWOT analysis of the social enterprise  

 

The proposed marketing plan should be accompanied by a SWOT analysis which could be included in a related 

business plan or during the marketing plan phase. Thus, regarding the establishment of a social enterprise in the 

region the following weaknesses deserve to be mentioned: 

 The small penetration of successful ideas for social entrepreneurship in Greece 

 The inadequate awareness of the benefits and perspectives of a social enterprise from the residents and 

entrepreneurs of the mountainous areas in the region of Pyli. 

 A significant effort is probably required, in order to “pass” the vision and the aims of a social enterprise in 

the region, to the potential social entrepreneurs.  

Furthermore, potential threats that are highlighted may be:  

 The legislative framework may enforce state protectionism on social entrepreneurship resulting to significant 

counteraction by competitive enterprises of different legal forms (corporations, private companies etc.). 
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 The existence of a general detachment of unemployed people regarding initiatives for training and new 

ventures, leading to skepticism on such issues.  

Finally, it worth to mention the major obstacles that the residents and entrepreneurs of the mountainous areas of Pyli 

highlight as the most significant, regarding the development of social entrepreneurship in the region (Table 1).   

 

Table 1: Ranking of obstacles regarding the development of social entrepreneurship in the mountainous areas of 

Pyli. (1= most significant, ….. 5= not significant) 

OBSTACLES Mean 

Standard 

Deviation 

Difficulties in confronting competition from other Greek enterprises 2,92 1,18 

Introversion and lack of capability in developing an extrovert strategy 2,66 1,31 

Geographic isolation  2,45 1,37 

Significant number of non-certified products 2,31 1,24 

Lack of competitiveness and low utilization of the competitive advantages of the region 2,31 1,14 

Lack of specialized knowledge, education – training and skills 2,31 1,40 

Problems created by the exclusion of mountainous social groups from entrepreneurship  2,29 1,14 

Weaknesses for the local enterprises to adjust to the new status and conditions that markets 

define 

2,23 1,09 

Weaknesses in utilizing funding opportunities through funding tools 2,21 1,09 

Low level of technical and organizational support for the producers 2,15 1,30 

Weaknesses regarding the way that cooperatives are organized and operate 2,10 1,10 

The small size of the enterprises 2,00 1,10 

 

4.3 Defining the strategy of the social enterprise  

For the implementation of it’s vision, the social enterprise should define it’s strategy, according to which it will be 

able to achieve the targets that were previously set. From the 3 generic strategies, according to Porter (1980) (cost 

leadership, differentiation and focus strategy) regarding any enterprise, the following two are proposed for a social 

enterprise: 

Α. Differentiation strategy in relation to the competition. Thus, the social enterprise will have to make a special 

effort to succeed to the sector that will operate (forest sector, tourism, food sector, livestock sector etc.), achieving 

significant advantages leading to the occupation of a significant market share. For that reason it should locate (based 

on the previous SWOT analysis as well), it’s competitive advantage. This could be: quality of products, local 

products certification and branding, the natural environment of the area, the quality of services, certification of 

products and services, etc.     

Β. Focus strategy by the social enterprise, in order to focus to one or more niche markets, studying them and 

understanding them quite efficiently and then by making efforts to distinguish, based on elements such as the low 

prices of the product (cost leadership), or on significant differentiation (quality, certification, services) inside this 

particular part of the market.    

Indicatively the strategy of the social enterprise could include the following: 

 Professionalism in all of it’s activities by gaining the trust of the customers delivering them the highest possible 

value 

 The personalized marketing (one by one), in order to make each customer feel unique taking under consideration 

it’s individual needs 

 The synergy between the members of the social enterprise under the context of establishing win –win 

relationships, solidarity and positive competition  

 The protection of the natural environment in the area and the implementation of sustainability principles.  

 The special attention regarding the communication and smart commercialization for the establishment of the 

image of the enterprise, along with the launching/introduction of new innovative products/services of the region 

in the Greek market.    
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4.3 4P’s  (Marketing Mix) of the social enterprise 

The products or services of the social enterprise should cover literately the most demanding customers, since they 

will satisfy their particular needs. The basic attributes that will form each product/service are proposed to be: quality 

– certification – norms – packaging – branding – guarantees – services.  

These attributes should be the best possible, analyzed and described with accuracy, according to the sector that each 

product or service may belong. Furthermore, the social enterprise should develop the capability to adjust to the 

customers’ needs regarding for example, special packaging, direct availability of products in sales points as well as a 

wide range of products and services. Finally, regarding certification of products and services, the research and 

academic institutes of the region could be utilized, offering one more competitive advantage for the social 

enterprise! 

Pricing policy of the social enterprise should be directed towards the ability to offer products and services of high 

quality in medium and higher price levels. The social enterprise of the manufacturing and service sector, should give 

special attention to the selection of it’s suppliers and the quality of the raw materials (certified, ecological, of higher 

quality). Before the pricing an appropriate and analytic accounting should take place and a comprehensive and in 

depth market research for the analysis of competition.  Basic issues in pricing strategy are also: a) if it is desirable 

and effective the sales’ offering depending on season b) the credit terms, c) the payback period d) the use of 

technology for the convenience of customers. Special prices should be fixed for products and services for vulnerable 

social groups.  

The bargaining power of the suppliers of raw materials should be not so strong in general, since the raw materials 

are going to be provided from the same the social partners mainly, in the mountainous regions of Pyli.  This fact will 

secure fluctuations regarding the production costs. On the contrary, the bargaining power of the buyers could be 

quite significant during this period, because of the extended recession and the reduction of the purchasing ability of 

the consumers. The distribution and disposal of the products or services of the social enterprise, will concern mainly 

the mountainous area of Pyli municipality, where the base of operations will be. As distribution channels, beside the 

direct distribution, is also proposed to use internet as long as retailers. 

According to the type of the produced products, the enterprise should take under consideration the volume of the 

production, the stocking, transportation in regions outside the Pyli’s area, as long as the correspondence time for 

each order. Special attention should be given as well to the branding of the social enterprise and mainly to: logo – 

colors – optical image – slogan – name – commercial communication, in order for the customers to recall the 

enterprise. This branding should be also framed by: 

 Products and services of high quality 

 Innovative products/services and the feeling of a contemporary firm  

 Harmony between the social partners as long as with it’s external partners and commercial means 

 Social activity and business ethics 

 The choose of a cooperative policy  

 The common passion and belief of the social partners that the offered products/services will benefit the social 

and individual needs of the customers.   

 

According to Papadopoulos et al. (2012), Papadopoulos et al. (2010), during the 7years recession of the Greek 

economy, it is concluded that the reduction of commercial expenditures had as a result for the enterprises, their 

deeper recession (Papadopoulos, 2014; Papadopoulos, 2013). This could be explained by the fact that, since a 

company doesn’t have any particular place into the “mind” of the consumer, through a continuous and systematic 

promotion and especially through internet, then the possibilities for the consumers to approach them are eliminating! 

The aims of the commercials of the social enterprise should be: a) Initially to raise the awareness of the existence of 

the social enterprise and it’s products and services b) expand gradually it’s market share in a specific sector c) 

increase profits, with a significant part of them which should be reinvested for the promotion of the enterprise d)the 

building of a very good brand name aiming to become the ultimate sector branding e) the stressing of specific needs 

of the demand with the distribution of specialized products/services of the social enterprise. As effective commercial 

and promotion tools for the social enterprise the following are being proposed (Figure 3). 
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Figure 3. Basic commercial means for the promotion of the social enterprise 

 

Some supplementary communication channels are also proposed for the social enterprise, such as: Direct mailing to 

the target group, articles as a commercial mean, statements of satisfied customers, development of viral marketing, 

improvement of the positioning of the firm’s site in searching machines (google ad words) using appropriate, clever 

and effective key words, commercials in smartphones, e-commerce, organization of open days, newsletters, etc. 

The attraction of the social enterprise’s customers it will be achieved if they are convinced and acquire the belief 

that the enterprise can satisfy their particular needs. This could be achieved through a direct, effective and tailor-

made communication and sales. An integrated communication plan should include and specialized training and 

lifelong learning programs for the social partners.   

 

5. CONCLUSION  

The case of each social enterprise, constitutes a unique case which combines many and different attributes. Using as 

a starting point the business plan and with the present market plan as a guide, some significant preconditions for the 

implementation of the vision, the strategy and the aims, are introduced. These preconditions will help the firm to 

have a rising course, establishing a fame in the sector that will be operating.  

Furthermore, several general social benefits will be achieved such as: 

 Local development based on the reduction of unemployment, poverty and immigration 

 Development of competitive products and services in order to expand and improve business activity in the 

region with the simultaneous creation of occupation positions  

 Dynamic incorporation of the existing and potential producers in several value chains  

 Better environmental protection  

 Stimulation of knowledge, extroversion and innovation 

 Offering of perspectives mobilizing a significant part of the local communities, improving their skills and the 

utilization of natural and other resources in the region 

 Support to small family business, which did not have this opportunity till now 

 Creation of integrated collective initiatives for entrepreneurship, leveraging social and other needs as a source 

of resources and recipients of entrepreneurial activity    

 Dynamic contribution to the development of local governance models which will boost the development of 

the region  

 Establishment of several different forms of local entrepreneurship which will be able to help networking 

among stakeholders  

 Creation of new levels of trust and social capital. The social enterprise, by it’s nature reduces the ethical 

danger, enhancing the classic term of entrepreneurship, who has been strongly under dispute by the Greek 

society.   
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Very significant are the entrepreneurial benefits as well, according to the sector that a social enterprise will be 

developed. We could indicatively mention, for the specific mountainous region, the sectors of livestock/farming 

products, forestry, tourism, food sector and health services. Finally, local communities and entrepreneurs should be 

able to utilize all the opportunities that rise in the area in every sector.   
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Rivalry effects on behavioural intentions of sports celebrity brand offerings 
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Abstract: 

This study investigated whether consumer response to numerous and distinct celebrity related offerings would vary 

in the presence of rivalry. Using European footballers (soccer players) as objects, the study explored via a quasi-

experimental approach the effect of rivalry on purchase intention towards sports celebrity (a) autobiographical 

material, (b) match ticket, (c) endorsed product, (d) shirt, and (e) entrepreneurial offering, as well as (f) political 

support of a sports celebrity. The results demonstrate that fans respond less favourably to every market offering of a 

celebrity footballer associated with a rival team as compared to the ones related to a celebrity of the fans favourite 

team. 

 

Keywords: rivalry, team identification, sports celebrity brands, football,sports marketing 

 

1. INTRODUCTION 

 

Since, humans’ inclusion in the list of consumption items (Solomon, 2006) the celebrity brand notion has been 

gaining academic ground. Celebrity brands, “the subject[s] of marketing communications efforts” (Carlson & 

Donavan, 2013, p. 193) and media objects, are also viewed as “cultural intermediaries” (Brownlie, Hewer, & 

Kerrigan, 2015, p. 454). Thanks to their appeal, celebrities not only do sell themselves as objects but also as 

instruments (Zarkada, Tzoumaka, Siomkos, & Panigyrakis, 2014) and most importantly the lifestyle they follow 

thus transforming culture into an economic sphere of its own(Moeran, 2003).  

On the basis of McCracken’s meaning transfer  theory (1989) celebrities carry a multitude of meanings. For sports 

celebrities such meaning stems from the team a player currently competes for, has competed in the past or has linked 

his career with. Teams are a source of power to their athletes (Carlson & Donavan, 2008) and fan identification with 

them is associated with positive sports celebrity brand outcomes (Carlson & Donavan, 2013; Tzoumaka, Tsiotsou, & 

Siomkos, 2014). Accordingly, but viewing the team effect oppositelyas in the out-group favouritism (Tajfel & 

Turner, 1986), rivalry, has been identified as a meaning that may be transferable to both sponsors (Bee & Dalakas, 

2015) and athletes(Chien, Kelly, & Weeks, 2016).  

The present study investigated whether consumer response to numerous and distinct sports celebrity related 

offerings would vary in the presence of rivalry. The European football, which is considered to be the King of sports 

accounting for 27.1% of the accumulative sports business revenues globally (Collignon & Sultan, 2014) and in 

which severe rivalries between teams are evident (Bergkvist, 2012) was selectedas the context of the study. 

 

2. REVIEW OF LITERATURE 

 

Sports celebrities areconsidered to be brands on their own. In the sports context, brand equity and brand success are 

related to positive market outcomes like media exposure, ticket and merchandise sales, donations to the team and 

corporate support (Apostolopoulou, 2016). This is consistent with the logic that consumer-based brand equity 

“outcomes” (Keller, 1993, p. 1) should result “in increased utility and allow[s] a brand to earn greater volume or 

greater margins than it could without the brand name” (Christodoulides & De Chernatony, 2010, p. 48). 

Volume and margin increases are evident in celebrity brands. Top musicians, whose concert ticket reflect the 

entertainment value delivered to the audience, may vary from £106 to £1,140 for a VIP hospitality ticket for Rolling 

Stones 2012 tour in O2 arena, while a less popular alternative British band, Keane, price their 2012 tour between 

£31 and £52 (Savage, 2012).  
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Likewise, celebrity footballers receive higher salaries than their less renowned counterparts and they also negotiate 

the price of their image rights with the football teams. The increased utility of sports celebrity brands is also evident 

in the numerous manners they expand their brands, exceeding the football player. In addition to selling themselves 

thus adding to increased field attendance (Brandes, Franck, & Nüesch, 2008; Hansen & Gauthier, 1989; Trail & 

James, 2001), watching games on TV and retail spending (Carlson & Donavan, 2013), sports celebrities also 

endorse goods, services, and ideas. In this function, they lend their name, their image and, most important, their 

personal meaning to the brands they promote” (Miller & Laczniak, 2011, p. 499), thus working both as objects and 

instruments of consumption (Zarkada, et al., 2014).Literature findings indicate additional utilities like celebrity 

entrepreneurship (Strauss, 2012), publishing autobiographies(Chalabi, 2013), leverage on celebrity owned objects 

(Radford & Bloch, 2013) and voting for celebrity politicians (Marsh, ‘t Hart, & Tindall, 2010).  

2.1 The research gap 

Celebrity athletes and teams are involved in a reciprocal relationship. Not only is a star player a brand equity driver 

for his team (Bauer, Sauer, & Schmitt, 2005; Euromonitor International, 2014), but football teams are a source of 

power to their athletes as well (Carlson & Donavan, 2008). Those contexts O’ Reilly and Kerrigan described as the 

relevant ‘brandscape’ (2013, p. 783), but we hereby argue that the footballers’ affiliation to a team, is much more 

enduring and closely interdependent than that of an actor with a movie thus raising questions about the spatial and 

temporal boundaries of the brandscape. Finally, from the scope of the athlete as a human brand, it is evidenced that 

team identification is related to identification with the player and his brand equity outcomes i.e. retail spending and 

watching games on TV (Carlson & Donavan, 2013). Still, and despite Reed’s (2002) suggestion for the adoption of 

social identity as a perspective for self-concept–based consumer research, the adverse effects of rivalry have been 

overlooked in the sports celebrity brand context.  

2.2 Team Identification 

McCracken (1989) proposed the meaning transfer model, according to which the meanings each celebrity carries 

(e.g. gender, status quo, dynamism, etc.) is of particular importance in the celebrity endorsement context, primarily 

because of his/her business substance e.g. the roles an actor portrays. Those meanings are so strong that they are, 

indirectly but in depth, transferred to the endorsed product as long as they become perceived and well accepted by 

the consumer.  

Moreover, social identification, which in this study is expressed as identification with the team, is defined by Wann 

and Branscombe(1993) as the degree to which an individual feels psychologically attached to a team. Scholars state 

that it may start from awareness and elevate to attraction, attachment and finally allegiance (Grohs, Reisinger, & 

Woisetschläger, 2015). It has been shown to be related to the manifestation of customer engagement behaviours 

(defined in Van Doorn et al., 2010) such as club membership, following statistics and seeking knowledge of the 

team’s history. It  has been found to positively affect game attendance (Carlson & Donavan, 2008; Fink, 

Cunningham, & Kensicki, 2004; Melnick & Wann, 2011), and numerous consumption patterns, varying from the 

team merchandize spending, games watched on TV and even the sponsored/endorsed brand purchase intention 

(Carlson & Donavan, 2008; Carlson & Donavan, 2013; Carlson, Donavan, & Cumiskey, 2009; Gwinner & 

Swanson, 2003; Kwon & Armstrong, 2002; Lake, Reece, & Rifon, 2010; Ngan, Prendergast, & Tsang, 2011; 

Tzoumaka, et al., 2014). 

 

Hypothesis 1: The degree of fans’ team identification will have a positive relationship with the behavioural 

intentions regarding sports celebrity offerings, namely:  

a. autobiographical material purchase intention 

b. match ticket purchase intention 

c. endorsed product purchase intention 

d. shirt purchase intention 

e. entrepreneurial offering purchase intention 

f. political support 
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2.3 Rivalry 

Literature findings indicate that, as with team identification, rivalry is an equally important social identification 

anchor. This is indicated by the fact that the rivalry capacity of a team (as in “beating the team’s main rival”) is 

incorporated in its brand equity associations (Ross, James, & Vargas, 2006) and the brand image dimensions of 

sports celebrities (Arai, Ko, & Kaplanidou, 2013) 

Moreover, rivalry is also transferable. Apart from the self-evident negative attitudes towards out-group members, i.e. 

other teams’ fans (Lock, Taylor, Funk, & Darcy, 2012), there are also more consumer-oriented outcomes evidenced 

in the sports marketing literature. Bee and Dalakas(2015) have demonstrated that when a sponsor is highly affiliated 

with a rival team, a negative response is exerted by the highly team identified fans, regardless of the strength and 

favourability of the message’s argumentation. This is further confirmed in the European context as negative feelings 

expressed by rival team fans regarding sponsorships (Bergkvist, 2012). Simultaneously, a celebrity’s transgression is 

judged more negatively by the fans of the rival team (out-groups) as compared to the fans of the team the player is 

associated with (in-groups) (Chien, et al., 2016).  

 

Hypothesis 2:The rivalry condition will have a negative effect on behavioural intentions regardingsports celebrity 

offerings, namely: 

a. autobiographical material purchase intention 

b. match ticket purchase intention 

c. endorsed product purchase intention 

d. shirt purchase intention 

e. entrepreneurial offering purchase intention 

f. political support 

3. METHOD  

 

The approach followed is quasi-experimental survey design. More specifically it is a one-group post-test protocol, a 

form that allows results observation of the treatment group. In this study the extraneous variable to be controlled was 

the participants’ perception of athlete’s image, which was accomplished through the usage of photos. The 

questionnaire administration followed the random assignment logic of an experiment. The instrument is a self-

administered online questionnaire uploaded to the server of the collaborating academic institution and disseminated 

by the country’s most popular sports site at the time (www.sport24.gr); ranked 15th in popularity among all sites 

(Alexa.com) via content marketing and social media marketing techniques. The two rival teams selected are the 

clubs with the greatest number and duration of conflict, as well as the conflict, peer and bias factors of rivalry (Tyler 

& Cobbs, 2015). Moreover, they are the most popular Greek teams, the two great “eternal” rivals dominating the 

sports fan base (having 56% of the total population supporting them) (Metron Analysis, 2015). 

 

3.1 The Instrument  

 

The three players used in this study were identified through a preliminary survey addressing the same audience via 

the same vehicle (sports site), in which participants were asked to spontaneously name their favourite footballer. The 

three most likable domestic players, who compete or have linked their names with the two great rival teams in the 

domestic championship, were selected. The selection was also oriented tothem meeting different criteria of ethnicity 

(Greek versus foreign), race (Caucasian versus African), working status (active versus veteran), which have been 

reportedly been relevant to celebrity effectiveness outcomes (Radford & Bloch, 2013; Ruihley, Runyan, & Lear, 

2010). Further details on the players’ profiles can be found in the Appendix. 

Respondents were first asked“Which is your favourite team?” and in the case where the respondents favoured one 

team, the identification with was assessed via the 9-item scale of Theodorakis, Dimmock, Wann and Barlas(2010). 

Then they were randomly exposed to one of the three footballers and were asked about their behavioural intentions 

regarding six celebrity offerings and more specifically on the purchase intention towards (a) the footballer’s 

autobiographical material, (b) ticket to a match the player would compete, (c) a product (sports apparel) that he 

endorses, (d) a shirt (jersey) with his name printed on it, and (e) his entrepreneurial offering, namely a coffee shop, 

as well as the possibility to politically support the footballer when running for an office. 

  

http://www.sport24.gr/
http://www.alexa.com/
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4. RESULTS 

 

Overall, 607 fully usable questionnaires were selected. Of those 205 were dropped for not meeting the rivalry 

condition resulting to a sample of 401 participants who supported one of the two Greek teams considered to be great 

rivals. The majority of the participants were male (88.8%). The mean sample age was 25.7 years old. Young adults 

(18-24 years old) were the dominant population (41.3%), followed by the late Millennials (25-34 years old) who 

accounted for 34.3%. Subjects aged 35-54 years old represented 7.7% of the sample while their over 55 years old 

counterparts only a 2.7%. The participants were educationally dispersed, with university degree holders being the 

majority (44.3%) followed by high school graduates (32.1%). In terms of favourite team 48.2% supported 

Olympiacos and 52.8% the great rival team Panathinaikos. 

A dummy variable was created for rivalry in the following manner:  In the case where an Olympiacos fan was 

exposed to a footballer of Olympiacos there was no rivalry (=0), whilst when an Olympiacos fan was exposed to a 

footballer of Panathinaikos the rivalry condition was present (=1). 

We ran multiple regressions to test for team identification and rivalry effects. All six regression equations were of 

overall statistical significance: 

(a) Autobiographical material purchase intention [F (2,399) = 71.30, p<.001] with an R
2
 of .263. It was found 

that team identification significantly predicted autobiographical material purchase intention (β = .20, p<.001) as did 

rivalry (β=.45, p<.001) thus confirming hypotheses H1a and H2a. 

(b) Match ticket purchase intention [F (2,399)= 126.96, p<.001] with an R
2
 of .389.It was found that team 

identificationmarginally significantly predicted match ticket purchase intention (β =.10, p<.10) and rivalry predicted 

it significantly(β=.60, p<.001) thus partially confirming hypothesis H1b and confirming H2b. 

(c) Endorsed productpurchase intention[F (2,399)= 14.28, p<.001] with an R
2
 of .067. It was found that team 

identificationdid not predictendorsed product purchase intention (β =.12, p=.11) but rivalry significantly predicted it 

(β=.21, p<.001) thus rejecting hypothesis H1c but confirming H2c. 

(d) Shirt purchase intention [F (2,399) = 104.56, p<.001] with an R
2
 of .344.It was found that team identification 

significantly predicted shirt purchase intention (β = .17, p<.001) as did rivalry (β=.54, p<.001) thus confirming 

hypotheses H1d and H2d. 

(e) Entrepreneurial offeringpurchase intention [F (2,399) = 20.43, p<.001] with an R
2
 of .092. It was found that 

team identification did not predict entrepreneurial offering purchase intention (β = .04, p=.355) but rivalry 

significantly predicted it (β=-.30, p<.001) thus rejecting hypothesis H1e but confirming H2e. 

(f) Political support [F (2,399) = 24.46, p<.001] with an R
2
 of .109. It was found that team identification predicted 

political support (β = .14, p<.01) as did rivalry (β=.29, p<.001 ) thus confirming hypotheses H1f and H2f.  

The hypotheses testing results are summarised in Table 1. 

Table 1: Summary of Hypotheses Testing 

# 
Behavioural 

Intention 

Hypothesis 1 Hypothesis 2 

Team Identification Effect Rivalry Effect 

a Autobiographical material purchase 

intention 

confirmed confirmed 

b Match ticket purchase intention partially confirmed confirmed 

c Endorsed productpurchase intention rejected confirmed 

d Shirt purchase intention confirmed confirmed 

e Entrepreneurial offeringpurchase intention rejected confirmed 

f Political support  confirmed confirmed 

 

5. DISCUSSION 

Our study is the first to holistically examine the social identification effect in sports celebrity related consumption. 

We thus investigated both (1) team identification and (2) rivalry effects on the behavioural intentions towards six 

offerings a celebrity footballer, namely (a) the footballer’s autobiographical material, (b) ticket to a match the player 

would compete, (c) a product that he endorses, (d) a shirt with his name printed on it, and (e) his entrepreneurial 

offering, namely a coffee shop, as well as the possibility to politically support the footballer when running for an 

office. 

Moreover, it is the first work to provide empirical evidence that rivalry is an association incorporated in the sports 

celebrity conceptual properties, resulting in fans being less likely to purchase items or support activities of a 

footballer who is associated with a rival team. 
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Team identification was proved to be significant for purchase intention of autobiographical material, the player’s 

shirt and political support and marginally significant for match ticket purchase intention. On the other hand, it was 

not relevant to the purchase intention regarding an endorsed product and an entrepreneurial offering. Apparently, 

being an avid fan of a team is not sufficient condition for the latter consumption patterns. This can be also viewed as 

an indication that team identification per se is not relevant to every utility a celebrity may have to its potential 

consumers. 

On the contrary, this does not hold true for rivalry. Our findings indicate that rivalry is the single social 

identification factor relevant to every offering. Its effect may vary on the basis of the behaviour in question. For 

example when it comes to attending a football game to watch a footballer competing, or buying a player’s shirt, the 

rivalry effect is relatively larger (β=.60 and β=.54) as compared to buying the product the footballer endorses (β=20) 

or supporting his political candidacy (β=29). A consideration regarding this effect is fact that the first two types of 

celebrity related consumption are closely connected with the sports team, whilst the latter are not. Moreover, as with 

team identification it confirms that this type of social identification is not equally relevant to every utility a celebrity 

may have. 

Still, and despite the fact that the endorsing capacity and political skills of a footballer are less relevant to his sports 

career, it becomes evident that consumer intentions to buy or support those will be prone to the rivalry effect to a 

certain degree. This finding implies that as with the negative response towards sponsors of a rival team (Bee 

&Dalakas, 2015), sports fans hold rivalry against players as well. Interestingly, not every player included in the pool 

of footballers was currently competing for the great rival –one was a middle-aged retired footballer-, still the effect 

was unanimous. This indicates that competing for the great rival may be a long-lasting stigma in the sports business. 
 

6.1. Implications & Further Research 
 

The present study is limited to the context of a single country, a single sport as well as the particularities of the 

research protocol, for example the players included are celebrities renown to the domestic market and 

internationally, but do not attain the status of a global megabrand e.g. the cases of Lionel Messi and Cristiano 

Ronaldo, footballers of Barcelona and Real Madrid respectively.  

Still, it is the first study to provide evidence that rivalry associations are incorporated to the conceptual properties of 

a celebrity footballer to such extent that they have negative effect on the purchase intentions of their brand offerings. 

Given that sport celebrities leverage their brand in a multitude of ways that go beyond their professional expertise 

thus acting as endorsers, selling their image rights to professional teams and claiming royalties for shirts’ sales, 

acting as entrepreneurs or running for political offices among others, our findings have implications for academia as 

well as brand managers of celebrity athletes and sport business executives.  

Regarding the managerial implications, the brand positioning of a sports celebrity whose career has been associated 

with a specific team shall first segment the target market to (1) in-group and (2) out-group consumers. The brand 

management shall initially target the first target group, with which a bond, the sports team is common. This is a 

favourable association that enhances the broad range of behavioural intentions and as such it should be prioritised. 

In the case when targeting the second target group, rival fans, is essential e.g. the lack of critical mass, then 

smoothening the rival associations shall be prioritised. 

Accordingly, sports managers and PR executives shall bear in mind the risk of closely fitting the image of a player 

with that of the team he competes with. Such co-branding modes cannot escape the connotations that follow the 

athlete in his career. Therefore, declarations of loyalty to the team’s culture and fans, and embracing the rivalry 

rhetoric may serve well when a footballer is actively competing for the specific team, but can be also viewed as a 

long-lasting barrier when a transition to becoming a massive celebrity brand is attempted. 

Concerning the academic implications, and given the findings of our study, further research shall focus on the 

examination of the rivalry mechanism. Our study provides evidence that rivalry has direct effects on behavioural 

outcomes of celebrity related offerings. It may be speculated though that this in-group favouritism may have also 

indirect effects. For example the sports celebrity brand image, which is a key concept regarding brand equity and 

also affects behavioural outcomes, may be biased towards in-group athletes and against out-group/ rival ones.  

To this regard a more close examination of the celebrity athlete image shall be attempted as well. The utilisation of 

qualitative techniques to explore in depth the way rivalry associations are established (e.g. performance in rival 

competitions, public statements of the players against the rival, etc.) shall be considered.  
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Finally, and following the same rationale, comparisons between players’ perceived image, would be useful in order 

to inspect for variance and examine the possibility that the footballers' personal conceptual properties moderate the 

rivalry effects by either enhancing or diminishing them.   
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APPENDIX 
 

Player 1: Greek Striker competing at Olympiacos and top scorer in the Greek Superleague who dominated the 

media with his performance and his antics (at the time of data collection) and gathered a 4.4% share of favourability. 

Player 2:Polish,retired striker, who played for 15 years for Panathinaikos with which he won numerous 

Championships and Cups, awards and the fame of all-time leading scorer. He gathered a 4.3% share of favourability. 

Player 3: French, coloured striker, who played for 2 seasons for Panathinaikos. In his first year he led his team to 

win the Championship and the Cup and the transferred to an Italian club. He enjoyed celebrity within the popular 

media due to his being a fashionista. He gathered a 3.2 % share of favourability. 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

621 
 

 

 

 

 

 

 

 

 

 

TOPIC 17 

Supply Chain Management 

  



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

622 
 

Leandustry 4.0 - The efficient way from company to customer  

at times of the digital transformation 

How Lean Thinking is leading to smart Supply Chain Management  

and Operational Excellence 

Prof. Dr. Alexander Tsipoulanidis 

Professor for Supply Chain and Operations Management 

Hochschule für Wirtschaft und Recht Berlin / Berlin School of Economics and Law (BSEL) 

Department of Business and Economics 

 

Catch phrases 

 Efficient way from Company to Customer 

 Digital Transformation 

 Lean Thinking 

 Lean Potentials in Industry 4.0 

 Cultural Transformation at times of the Digital Transformation 

 Smart Supply Chain and Operational Excellence 

 Smart Supply Chain and Advanced Operations 

1. INTRODUCTION AND METHODOLOGY 

The basic ideas of Lean Thinking include - amongst others - customer focus, cooperation, respect, as well as lifelong 

learning and continuous improvement. In simplified terms, it is about generating added value for customers while 

preventing waste. Common examples for waste are e.g. unnecessary movements, stocks, transports (shipping), 

processes, surplus production, or unfulfilled customer requirements. 

Now, how is Lean Thinking connected with the fundamentals of Marketing? Marketing means fulfilling customer 

demands in a profitable way (see Kotler/Keller/Opresnik, 2015, p. 9) and the American Marketing Association 

states: „Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and 

exchanging offerings that have value for customers, clients, partners, and society at large (ama.org.).” This 

demonstrated the strong linkage between Marketing and Lean Thinking as well as Supply Chain and Operations 

Management, which is further substantiated in this paper.  

The classical ‘Lean Thinking’ is an all embracing philosophy, that means not only in production but also beyond, 

e.g. in product development, administration and services. However, with the traditional lean elements a solid base 

was built, but a plateau regarding the impact on improvements has been reached (Tsipoulanidis, 2015). The digital 

technology, respectively the digital transformation, enables firms to introduce intelligent factories, so called ‘Smart 

Factories’, or adjustable (adaptive) production and logistics networks. Thus, new impulseswill be delivered by the 

implementation of smart technology in manufacturing, also referred to as “Industry 4.0” in Germany (see “Die 

Hightech-Strategie”, Bundesministerium für Bildung und Forschung, 2017). This means that Industry 4.0 enables to 

reach a whole new level of ‘Lean’ because now, the information and data is available that is needed to avoid the so-
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called “wastes” which couldn’t be avoided beforehand. Industry 4.0 enables companies to produce customised 

products in small quantities, at the same time, the large amount of variants and throughput can be increased, 

capacities can be utilized to a higher degree and in parallel, stock levels, transports, and emissions can be reduced. It 

is obvious that this is the outcome of Industry 4.0. But it also means that the avoidance of “waste” has reached a new 

level that was unachievable before. It is in complete unison with the classical approach of Lean Thinking, therefore 

considered as “Leandustry 4.0”. In this paper, classical Lean as well as the qualitative and quantitative potentials of 

the new digital Lean-Level will be summarized. 

The identified Gap in Knowledge and thus the core research question was: “How do the lean philosophy and the 

digital transformation belong together and how do they mutually enhance themselves to form “Leandustry 4.0”? 

In this case, the primary focus was to close the gap in knowledge with theobjectiveto obtain practical insights as 

well to elaborate transferrable approaches for the practical usage. The correlated research results are based on 

intensive study of secondary sources and in addition more than 110 supervised research theses (Bachelor’s and 

Master’s theses on Lean, Supply Chain and Operations Management (SCOM), Operational Excellence, Industry 4.0, 

the Digital Transformation etc.) generated primary information on the respective research topic. Furthermore, the 

author’s participation in conferences and events provided very valuable insights relevant for this research. In order 

to include the knowledge of senior business experts, also more than 30 interviews and discussions around that 

subject have been conducted in order to substantiate the theory-practice-linkage. 

2. LEAN THINKING 

Lean Thinking is an approach that is significantly related to the Toyota Production System (TPS) which has been 

researched during the International Motor Vehicle Program (IMVP) by scientists at the MIT in the 1980s. As 

Holweg (2007, p. 426) elaborates, “the term ‘lean production’ was first used by Krafcik in 1988, and subsequently, 

Womack et al. of course used the term ‘lean production’ to contrast Toyota with the Western ‘mass 

production’system in the ‘Machine’ book
7
.” Lean means in practical terms the continuous process of increasing 

efficiency and improvements within the organisation while striving for the elimination of unnecessary activities, 

considered as “wastes”. Furthermore, Lean is not just relevant for manufacturing but even in every value-creating 

activity from health care to retail to distribution (Womack/Jones/Roos, 2007). Modig and Ahlstrom state, that Lean 

is in principle about „flow efficiency“, which focuses „… on the amount of time it takes from identifying a need to 

satisfying that need (2016, p. 5). The authors also state, that they „see Lean as an operations strategy, as it concerns 

how an organisation produces value (Modig/Ahlstrom, 2016, p. 124).“ Thus, Lean is a significant factor 

contributing to achieve Supply Chain and Operations Management (SCOM) Excellence (Liker/Trachilis, 

2014; Ivanov/Tsipoulanidis/Schönberger, 2017) as this article elaborates. 

According to Bicheno (2004, p. 11), the classical Lean Thinking is characterized by a set of the following five key 

principles, that are also strongly linked to the objectives of Marketing: 

1. Specify value from the customer point of view. 

2. Identify the value stream and waste (‘muda’) and seek waste elimination. 

3. Strive for a smooth flow throughput in the production. 

4. Apply Pull-Systems, e.g., Just in Time (JiT) or Kanban. 

5. Seek perfection and implement the habit of continuous improvement. 

Based upon the objectives of Lean Thinking – securing efficiency and effectiveness – the commitment of steady 

improvement is required to be implemented throughout the whole organisation and it is not just the task of the 

production department in order to convert a company into a lean enterprise, but instead it is applicable throughout 

the company (Dennis, 2010).  

                                                           
7
Remark: Holwegreferstothefundamental book „The MachinethatChangedthe World“ by Womack, Jones, Roos 
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Basically, one could summarize, that the main idea of Lean Thinking – fully in line with the spirit of Marketing - is 

about generating added value for customers while preventing waste within the company and the respective supply 

chain. Since the criteria regarding wasted efforts or resources are dynamically growing, it could be referred to ‘7 + x 

wastes’ considering the classical ‘7 wastes’.  

The “7+x wastes” according to Lean are: 

1) Over-production 5) Inventories - not meeting customer needs or 

2) Waiting 6) Motion and Movement  - wasting talent& knowledge 

3) Transport 7) Defects - water&energy 

4) Over-processing plus “x”: - materials& resources… 
For further information on the 7+x wastes, see for example Bicheno, 2004; Womack/Roos/Jones, 2007; Dennis, 2010; Brunner, 

2011; Ivanov/Tsipoulanidis/Schönberger, 2017. 

Therefore, to strive for a lean organisation, it is also important to include teamwork, respect for people, taking over 

responsibility and strong leadership within the company (Mann, 2010). As Liker and Trachilis (2014, p. 37) 

summarize it: „Lean is a strategy for the achievement of operational excellence based on clearly defined values, in 

order to commit employees to continuously improve safety, moral, quality and cost (translated by Tsipoulanidis).“ 

Operational excellence, is more of a mind-set that needs to be implemented throughout the whole organisation in 

order to provide dramatic performance improvements and financial growth (Martin, 2008) which should consider 

fundamental improvement processes and instruments in addition to Lean Thinking such as Six Sigma, Business 

Process Reengineering, Total Quality Management or Total Productive Maintenance (Brunner, 2011).  Although the 

origin is within the automotive industry, the principles can also be successfully implemented in administrative 

processes, as there approximately 1/3 of the time is wasted by conducting unnecessary tasks (Saheb, 2014, p. 11).  

It is clear, that the classical Lean principles to avoid these non-value-adding activities are representing the basis for 

efficient value creation processes. A research study by Staufen AG (2016, p. 58 – 59) has revealed that the 

participants very strongly confirmed, that the lean principles are crucial for Lean at times of the digital 

transformation (Industry 4.0). They point out: „Lean is the foundation for Industry 4.0. Lean will continuously 

further develop with the opportunities of Industry 4.0. Continuous Improvement Processes are alive (translated by 

Tsipoulanidis).“ 

3. NEXT LEVEL OF LEAN AT TIMES OF THE DIGITAL TRANSFORMATION: “LEANDUSTRY 

4.0” 

The classical ‘Lean Thinking’ is widely spread. However, Lean has reached a plateau (Tsipoulanidis, 2015). Scheel 

et al. (2015, p. 1) state, that „traditional Lean has lost its teeth“. One reason for that is a lack of Lean Leadership and 

Culture (Liker/Trachilis, 2014). Another reason is related to the insufficient usage of technology, which helps to 

climb new levels of Lean (Tsipoulanidis, 2015). Scheel et al. (2015, p. 1) point out that “digital lean is giving rise to 

a new era in operations excellence.”  

We can summarize, that new levels of improvement, however, will be delivered through the implementation of 

digital technology. Because of that, we do talk about the 4
th

industrial revolution now, or in other words it is the 

decade of „Industry 4.0“. The main idea is that companies will in future intensively utilize and connect their 

machines, materials, tools, warehouses, transportation technology etc. in an intelligent way. The key-word here is 

related to the formation of Cyber-Physical-Systems (CPS). Materials, machines or devices can exchange information 

mutually, can set priorities, can trigger action and can also help to schedule and sequence the work in process. Value 

adding processes will improve themselves, that means the fundamental idea of “continuous improvement” is no 

longer purely connected to the human being. The self-organised improvement of operational process, material 

movement, production flow and supply chain activities will lead to the so-called smart factory (Bauerhansel et al., 

2014).  
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Now one might ask, how this is going to work and what is the foundation of that additional intelligence in value 

adding networks. The basic technology behind is the so-called Internet of Things (IoT) which means that no longer 

human beings communicate but also the non-human beings. In other words: technical devices collect or generate 

relevant data and share this via the internet. The internet of things thus requires electronics, software, sensors and 

connectivity (machine to machine communication / M2M) so that it can operate successfully. “In essence, Industrie 

4.0 will involve the technical integration of Cyber Physical Systems into manufacturing and logistics and the use of 

the Internet of Things and Services in industrial processes. This will have implications for value creation, business 

models, downstream services and work organisation (BMBF, 2013, p. 14).” In order to understand, how products 

and production are connected, let’s look at the so-called „Smart Products“. According to Porter and Heppelmann 

(2015), a smart product can be characterized by these three main attributes: Physical components, smart components 

and connectivity components: „All smart, connected products, from home appliances to industrial equipment, share 

three core elements: physical components (such as mechanical and electrical parts); smart components (sensors, 

microprocessors, data storage, controls, software, an embedded operating system, and a digital user interface); and 

connectivity components (ports, antennae, protocols, and networks that enable communication between the product 

and the product cloud, which runs on remote servers and contains the product’s external operating system).”  

The Internet of Things thus requires electronics, software, sensors, actuators and connectivity (machine to machine 

communication / M2M) so that it can operate successfully. The digital technology, respectively the digital 

transformation, therefore enables the implementation of Smart Factories or adjustable production and logistics 

networks (Logistik für Unternehmen, 11/12-2016, p. 6) and these advanced technologies also provide further 

possibilities for companies such as Smart Maintenance or Smart Logistics. On the subject of Smart Manufacturing, 

Hentrich and Pachmajer (2016, p. 155) summarize, that “production machines and processes are going to become 

more intelligent from end-to-end and they will be connected. The production will be fully integrated from planning 

to execution on the shop-floor and the production will react flexibly when changes in the sequence or process 

become necessary. Production systems will be more flexible and more intelligent due to the usage of new sensor 

technology, intelligent robotics and data analysis, so that also lot size 1 and customized products can be created 

economically. Production will increase its ability to innovate. The maintenance of of production systems will for 

example be optimized due to predictive analytics and remote monitoring via mobile technology, augmented reality 

and 3D-Printing of spare parts. In the final scenario, production will move into the cloud and the production will 

become an on-demand-cloud-service (translated by Tsipoulanidis).” 

According to a trend study covering Germany, Austria and Switzerland (DACH), so far only 5% of the participating 

production and logistics companies are fully exploiting the IoT potentials (Logistik für Unternehmen, 11/12-2016, p. 

22). Thus, the potential for Supply Chains and Operations improvement can be considered as really huge.  

We start now to have much more information, have better capabilities for information gathering as well as steadily 

increasing computation performance for data storage and big data analysis and at decreasing cost 

(Westerman/Bonnet/McAffe, 2014; Brynjolfsson/McAffe,2015).  

In other words: Due to the introduction of Industry 4.0, a whole new level of ‘Lean’ can be reached because the 

information and data that has become available now, is necessary to avoid wastes which couldn’t be avoided 

beforehand because of the enhanced information technology, data availability and grown capabilities to analyse 

generated data. To summarize it, it can be considered as “Leandustry 4.0” (Tsipoulanidis, 2015). Porter and 

Heppelmann (2015) state: „We will see a whole new era of “lean.” Data flowing to and from products will allow 

product use and activities across the value chain to be streamlined in countless new ways. Waste will be cut or 

eliminated.“ 

But what are the achievable improvements or in other words the expected potentials? This will be observed in the 

following sections. 
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3.1 Leandustry 4.0: Qualitative Potentials from Company to Customer 
Industry 4.0 - as expression for the usage of this advanced Internet of Things (IoT) technology in operations - makes 

it possible to reduce the above mentioned classical Lean 7+x wastes in different ways. Based upon the author’s 

literature review and exchange with experts in 2016 and 2017, itis expected that Lean and Industry 4.0 supports the 

following aspects: 

 Based on more accurate consumption and point of sale data, companies can make better demand 

forecasting and therefore buffers and the over-production of unnecessary components or products can 

be reduced.  

 the knowledge regarding demand patterns helps to identify demand trends by analysing data from 

operational consumption (at the Point of Sale or e.  g. data gathered from autonomous vending 

machines) to better match demand with capacity and thus to avoid over-production.  

 Waiting times are reduced as the units in the operational processes will determine and configure the best 

production sequence and lot sizes.  

 Improved capacity utilization by usage of the IoT relates to higher productivity and lower resource 

consumption such as electricity, gas, fuel….  

 The IoT strongly supports transportation route optimisation and the improvements regarding fleet 

utilization, which avoids unnecessary transportation for example between villages, suppliers, facilities 

etc.. 

 Through the IoT, units in Smart Factories are able to determine and identify their fields of activity, 

configuration options and production conditions as well as to communicate independently and wirelessly 

with other units. Thus, production processes can be improved and over-processing is being reduced. 

 Due to the fact that also small series according to customer demand can be produced, it will be leading 

to improved inventory levels.  

 By the monitoring and diagnosis during operations, processes in logistics and maintenance can be 

supported and thus quality can be monitored. In line with the Jidoka and Poka-Yoke Principle (stop in 

case of a problem and solve it, respectively to avoid errors), which helps to avoid the production, further 

processing or even distribution of defective parts or products. 

 Due to better in-process monitoring of machine and material conditions, temperature, humidity, 

lubricants etc. quality is increased throughout the value network. For example, in case of cold chain 

transportation of fresh food, condition monitoring contributes to the reduction of defective goods 

(perished food in this case). 

 Theusage of additive layer manufacturing (see also 3D Printing) helps to reduce transportation: large 

distances can be overcome by data instead of physical product transfer. 

 Also, in combination with 3D Printing further inventory reductionsare expected in the future.  

 It is assumed that the human workforce is also supported such as augmented reality (AR). Machines 

(e.g. Robots) will adapt to the human work cycle and therefore might take over e.g. extremely un-

ergonomic tasks or repetitive operations potentially leading to fatigue.  

 The usage of Augmented Reality further avoids unnecessary motion and movement; it increases the 

learning curve and reduces the potential for human errors, thus leading to less defects respectively better 

quality. 

 Better understanding the usage of the products by the customers in combination with condition based 

monitoring helps to improve existing products but it also represents a significant input for the 

engineering departments to improve the design of the next product generation and thus to better meet 

customer needs. 

 Customer requirements are much better met, due to optimized individual customer product 

manufacturing via the intelligent compilation of an ideal production system that takes product 

properties, costs, logistics, security, reliability, time, and sustainability etc. into consideration. 

 It also helps companies to identify new business models. 

As Harris/Schwedel/Kimson (2016, p. 2) summarize: „The catalyst for this historic shift is an array of new platform 

technologies that have pushed the cost of distance to the tipping point. Multibillion-dollar investments in robotics, 

3D printing, delivery drones, logistics technology, autonomous vehicles and low-Earth-orbit (LEO) satellites are 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

627 
 

giving rise to new products and services that sharply erode the cost of moving people, goods and information. As 

these technologies combine and converge, change will accelerate.“ 

In general, it could be stated that the above mentioned improvements lead to a resource efficient production 

according to the needs of customers but also improved logistics and transport and this in short, this means that it is 

now possible to… 

 produce customised products in small quantities, 

 at the same time, the number of variants and throughput can be increased, 

 capacities can be better utilized to a higher degree and in parallel, 

 Inventory levels, transport efforts, and resulting emissions can be reduced. 

It is obvious that this is the outcome of Industry 4.0. But it also means that the avoidance of waste is on a 

significantly higher level, that was unachievable before. It is in complete unison with the classical approach of Lean 

Thinking, therefore it can be considered as ‘Leandustry 4.0’ (Tsipoulanidis, 2015). 

The knowledge about the complementary synergy of classical Lean principles with digital technology towards the 

concept of ‘Leandustry 4.0’ is not yet widely used. According to the „Trends and Strategy in Logistics and Supply 

Chain Management“ study by the BVL (BundesvereinigungLogistik), presented at the 33
rd

German Logistics-

Congress, approximately ¾ of the companies consider the opportunities related to the digital transformation as 

„high“ or „very high“, but more than 50% of the companies still prefer to wait until proven solutions are available 

(Logistik für Unternehmen, 11/12-2016, p. 6). 

However, as mentioned above, Leandustry 4.0 shows a very high potential to become a significant term, meaning 

the combination of Lean principles in connection with the Industry 4.0 technology to eliminate wastes and thus to 

generate c 

3.2 Leandustry 4.0: Quantitative Potentials from Company to Customer 
Duringacademic studies conducted in line with the elaboration of Bachelor’s and Master’s theses, important insights 

have been consolidated. Although the following findings do not have a representative character due to the very small 

sample sizebased (almost 30 expert feedbacks), still some selected findings are going to be presented.In a study 

conducted by Balayan (2015, p. 60) business, manufacturing and technology experts have been interviewed 

regarding the estimation of the impact potentials of Industry 4.0 on the reduction of the 7+1 wastes according to the 

Lean principles. The experts of this small focus group of experts all confirm, that the influence of Industry 4.0 will 

be extremely high, with a significant potential seen in the elimination of unnecessary inventory, unnecessary waiting 

and a significant reduction of defects. Hamadeh (2016) also assessed the potentials of Industry 4.0 with respect to 

the 7+x wastes in her study. The author collected data in form of expert estimations to assess the expected waste 

reduction in the near future, which are considered to be within a span between 15% to 30% reduction potential over 

all waste types. Leichsenring (2016) analysed the effect of Industry 4.0 on supply chains and conducted expert 

interviews with senior representatives from industry, science and the consulting domains. A projection of future 

potential estimations was in his focus. Thus he collected quantitative and qualitative data aiming at a projection of 

the waste reduction potential between the next 5 to 10 years, which shows that from today’s baseline a reduction 

between 50% - 60% seems to be reasonable. 

These cases are not representative due to their small sample size. Furthermore, the values do not reflect exact 

numbers but indicate a rough direction respectively a projection by the experts. In order to further substantiate the 

results from academic studies with data generated in practice, the combination with published quantitative data is 

made in the following section. 

According to a survey by Alicke/Rachor/Seyfert (2016, p. 7): “The potential impact of Supply Chain 4.0 in the next 

two to three years is huge – up to 30% lower operational costs and a reduction of 75 % in lost sales while decreasing 
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inventories by up to 75 % are expected, at the same time increasing the agility of the supply chains significantly. 

Another huge factor is the potential reduction of forecasting errors. The McKinsey experts 

Alicke/Rachor/Seyfertexpect, that due to predictive analytics in demand planning the forecasting errors can be 

reduced by 30 – 50%. The consulting company 4Flow presented a case at the company AGCO, where logistics costs 

were reduced by 28% due to the implementation of their digital supply chain concept (4Flow, 2016; Logistik für 

Unternehmen, 11/12-2016, p. 8-9). 

Overall, significant improvements are expected to be achieved over the next ten years. According to a recent study 

by the Boston Consulting Group, “Productivity improvements on conversion costs, which exclude the cost of 

materials, will range from 15 to 25 percent. When the materials costs are factored in, productivity gains of 5 to 8 

percent will be achieved. These improvements will vary by industry. Industrial-component manufacturers stand to 

achieve some of the biggest productivity improvements (20 to 30 percent), for example, and automotive companies 

can expect increases of 10 to 20 percent (BCG, 2015).”  

According to Rexroth Bosch (2015) productivity improvements of approximately 10% can be achieved due to the 

usage of RFID (Radio Frequency Identification) along the value chain. Furthermore, it was determined as part of 

Rexroth Bosch’s analysis regarding the “Business Ecosystems in the factory of the future”, that an increased 

transparency and flexibility leads to optimized usage of resources. 

As an example, in the farming industry, “up to 15% increase in productivity thanks to reduced fuel consumption, 

more efficient deployment of machinery, larger yields” can be achieved (Deutsche Telekom AG, 2013). Wildemann 

(2016, p. 87) presents in his article, that productivity in the automotive sector has increased by 10 – 15%. In the 

industry of machine building and electronics, the productivity increased by 8%. Also inventory levels can be 

reduced by 30% due to the combination of material and information flows and new business models can be created 

that are expected to a growth of turnover by 7 to 10%.  

What are the reasons for these significant improvements? One area is the usage of robots in supply chains and 

operations (HWR IBCON projects 2016 and 2017). Wildemann (2016, p. 88) summarizes that in 2004 

approximately 850.000 robots were used globally in industrial operations, but it is expected that this number will 

reach 2 million industrial robots in 2017. Furthermore, these robots are getting more intelligent and thus they can 

become a real assistant for the classical workers who conduct 30 – 50% routine tasks (Wildemann, 2016: 88).Of 

course, the presented quantitative potentials vary and provide indications, but as one can see, all sources identified 

significant improvements due to the digital transformation, intensively contributing to a reduction of the presented 

7+x wastes of classical Lean Thinking.  

To conclude, there is a strong linkage between improved, i. e. reduced transportation and reduced fuel consumption 

leading to lower emissions and pollution. Furthermore a reduction of waiting time leads to higher capacity 

utilization, as well as a reduction of over produced items leads to lower inventory levels and so on. That means the 

different types of “waste” according to Lean Thinking are mutually connected together. “But new technology is just 

one part of the equation. To achieve a strong financial impact from improvements in analytics, manufacturers must 

also consider the human factor. As in previous efforts to optimize production, such as lean manufacturing or ISO 

quality standards, change-management capabilities will be crucial. The new horizon in analytics will achieve its full 

impact only when manufacturers enhance skills across the entire organizations so that the new methods and 

solutions become a part of the day-to-day routine (Feldmann et al, 2017).” In the following section, we will not only 

focus on analytics, but in general consider the aspect of the generation of a digital, respectively a Leandustry 4.0 

culture. 
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4. SUCCESS FACTORS AND BARRIERS FOR A “LEANDUSTRY 4.0 CULTURE” 

Zeh (2016) analysed the crucial barriers and obstacles as well as the success factors in order to establish a 

“Leandustry 4.0 Culture”. According to Zeh (2016, p. 35), the mainly identified barriers and obstacles that hinder 

the development of a “Leandustry 4.0 Culture” are:  

1. „Top-Down Strategy Drop“ without proper communication strategy 

2. Insufficient pro-active support by the Top Management 

3. Strategic and structural changes  

4. Lean and Industry 4.0 might be wrongly considered as fast programs to increase efficiency,  

5. Underestimation of the factor „Time“ for the transformation or change initiative 

6. Concerns, fears or scepticism on the side of the employees, lack of respect for people,  

7. Insufficient resources to manage the transformation and insufficient consideration of activities to sustain 

the change; insufficient personnel development and trainings,  

8. Fear of staff to be „left alone“ with the transformation, insufficient communication and people 

involvement.  

These eight factors are in line with the findings of Dalgic (2016). Furthermore, a lack of support and commitment 

represent significant factors of failure, respectively most probably will be aspects leading to no successful 

transformation. Bhasin (2015, p. 27) stated, that approximately 80% of the success of a transformation depends on 

the human being and the culture. In that sense with a focus on digitalisation, Hentrich and Pachmajer (2016, p. 57) 

point out: “Digital transformation represents a change and companies need to be ready for that. The establishment of 

a digital company culture which covers all functional areas thus is a continuous process of change. It is not only 

related to the substitution of digital media instead of paper or folders, but it also refers to the habitual usage of 

digital means. In order to obtain the capabilities regarding the usage of new technologies, apps and end user devices, 

education regarding digital subjects is becoming a core competence of the employees (translated by Tsipoulanidis).” 

Based upon Zeh’s research, the previously mentioned eight obstacles need to be converted into factors for 

implementation success. These factors cover mainly management, leadership and educational facets. 

In addition to the “digital” aspects, Kiehne and Tsipoulanidis (2016) also elaborated on the importance of the 

development of competencies via the exchange of multi-dimensional (e. g. different functions or industries) 

perspectives in Supply Chain and Operations Management in the early stage of academic education, which is key in 

our very dynamic business environment.As Zeh (2016) stated, sufficient time for the implementation plays a crucial 

role and time is needed for a successful implamentation. Leichsenring (2016, p. 46) referred to seven steps that will 

help companies to create a structured approach with respect to establish the technological foundation and thus to 

also prepare the organisation in parallel for the implementation of Industry 4.0 in line with Lean Thinking. These 

respective seven steps are:  

 

1. Development of a digital strategy  

2. Setup of cross-functional teams  

3. Design of modular manufacturing concepts 

4. Creation of appropriate internal structures / roles and responsibilities  

5. Fostering of collaboration along the Supply Chain 

6. Digital consistency and efficient use of data  

7. Implementation of qualification and continuous learning loops  

As Leichsenring pointed out, the value adding environment (e.g. production) needs to be prepared, at the same time 

the technological integration needs to be managed regarding the standardization of interfaces or data formats for 

example. Furthermore, the integration of the work force (e. g. through information and involvement but also 

regarding appropriate work-time models) has to be organized as well. 
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5. CONCLUSION AND OUTLOOK 

In conclusion, this paper has provided an overview regarding the Lean Principles and the connection of it at times of 

the digital transformation with a Marketing focus on the pathway from company to customer. Furthermore, a view 

on the quantitative potentials and qualitative benefits was presented, leading to derived recommendations to achieve 

a successful implementation of Leandustry 4.0 with a view on change management. This is important since not only 

the digital transformation but also the cultural and competence transformation needs to be mastered in order to 

successfully shape Smart Supply Chains and Advanced Operations in the future.All in all, it becomes obvious that 

Supply Chain and Operations Excellence is searching for opportunities to accelerate value adding processes, to 

eliminate wasted efforts or to identify opportunities for quality improvements (Wenzel, 2015). Industry 4.0 – and 

therefore Leandustry 4.0 – is leading the way to achieve that (Tsipoulanidis, 2015). Of course, the quantitative 

substantiation is in its early stage and thus, further interviews, quantitative studies and surveys are needed to provide 

a more accurate numerical base on the expected potentials of Leandustry 4.0. 

In order to conclude, this paper has summarized, how that the enhancement of the classical Lean Philosophy by 

digital technologies will contribute to the generation of competitive advantageand how it will lead the path to 

achieve Supply Chain and Operational Excellence.  

In other words, it has also demonstrated that “Leandustry 4.0”will support enterprises on their efficient way from 

Company to Customer at times of the digital transformation! 
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T. A. Fotiadis, As. Prof. of Marketing, Dept. of Production Engineering and Management, Democritus University 
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Abstract 

 

Packaging plays a crucial and multidimensional role in the food supply chain; ensuring the lowest possible costs and 

the highest protection of the product, promoting the sales, informing consumers of the ingredients, nutritional 

contents and providing consumer awareness with respect to the environment. On the other hand, standardization is 

one of the main problems currently faced by producers and users of packaging and for this reason it is essential that 

producers and packers must be aware of legislative developments of markets where targeted, as well as, to be able to 

harmonize their products in accordance with the applicable normative requirements and market needs. The main 

objective of this paper is to examine the correlation between the consumer habits, and the food labeling and 

packaging elements. It assumes that consumers with different habits appreciate different packaging element and also 

consider different labeling information when the buy food products. Both secondary and primary data are collected, 

first from the existed literature, and second through questionnaires from a sample of adult consumers in the two 

regions of Central Macedonia and analyzed quantitatively. Findings confirmed the important role of food labeling 

on the consumer behavior and identified specific consumer personal habits that play a key role in their buying 

behavior and the appreciation of packaging and labeling elements.  

 

Keywords: packaging, food labeling, nutritional habits, consumer behaviors 
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Should tourism sector be responsive to New Age lifestyles? 
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Abstract 

The socio-cultural dynamics of the Western societies allowed for the emergence of the New Age counter-culture 

movement resulting in new lifestyles which call official science, objectivity or realism into question and have a 

tendency towards irrational and supernatural. As such, these lifestyles founded their grounds in different 

philosophical and religious beliefs, traditions or even scientific foundlings. Proponents of the New Age lifestyles 

often reject crucial modern ideals – status, family, career, etc. They incline to postmodern nonmaterial values, 

environmental protection, participation, reflexivity, sustainability, identity self-search. As a counter-culture 

movement, New Age is a reflection of the postmodern paradigms such as risk and fluid societies, narcissist culture 

and mobility paradigm. Popular culture, media and the Internet have popularized these alternative lifestyles to the 

„moral majority“ and „secular humanism“ groups in the form of life-couching trainings, self-help approaches, 

popular psychology techniques, etc. Corporations gladly adopted these semi-scientific approaches in order to help 

their employees to overcome stress, information overload or to improve their working performances. Much research 

focuses on how tourism sector responds to the short-term changes in tourists’ preferences and travelling behaviour. 

In contrast, when the major changes take place on the market there is a need for a generic market response to 

address how occurring changes form new needs of the costumers. Whereas the primary marketing focus for general 

interest tourism is tightly related to the characteristics of the destination (particular country, area or resort), this is 

not necessarily seen as the most appropriate focus for the special interest tourism. That suggests that New Age 

lifestyles require rethinking of marketing strategies, promotional messages or distribution channels that are 

commonly adopted for general interest tourism. Unlike religious tourism or pilgrimages, trips of the New Age 

lifestyle groups are mostly seen as a ‘changing’ life experiences that transcends traditional destinations as well as 

travel and tourism services. With this piece, we explore how the tourism sector reacts to such lifestyle changes and 

advocate for a sustainable initiative that should create a generic market responses to address the current major 

shifts in consumers’ behaviour. In particular, the study systematically examines preferences in the New Age 

lifestyles and market responsiveness to those ongoing changes. On that basis, we conceptualize a generic market 

response framework and discuss practical implications for destination management and marketing. At the end, 

opportunities for the further research are explored. 

 

Key words: New Age lifestyles, tourism industry, market response framework. 
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Social marketing in Health tourism: a theoretical approach 
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Abstract 

The paper presents a theoretical approach concerning the application of social marketing in Health tourism. Public 

health, social and environmental sustainability and welfare are the most common fields that social marketing is 

applied. Recently, tourism industry adopted social marketing concept and strategies with respect to sustainability. 

Health tourism, seen not only from the travelling and recreational perspective but as health promotion, protection 

and prevention, seems to constitute a strong match with the philosophical orientation of social marketing. Further 

research is needed, though, so as to evaluate empirically the propositions made. The paper’s contribution is to 

providea new conceptual interface, that of 'social marketing as a health tourism intervention', as well as defining a 

research agenda that accompanies this.   

Keywords:social marketing, behaviour change,health tourism. 

 

1. INTRODUCTION 

Global changes have brought a growing social spiritual consciousness. For Duchon and Plowman (2005), 

spirituality equals to «a fundamental feature of what it means to be human» (as cited in Fry,2008, p.106). Many 

other studies track the rise of ‘conscious business’ (Fry & Cohen, 2009; Fry & Slocum, 2008;Tourish & Tourish, 

2010), while Aburdene (2007) refers to it as a ‘megatrend’ and «describes a spiritual revolution that is currently 

transforming business from a model focused on capitalism and economic rationalism to a new and more profitable 

model founded on ethics, values and spiritual awareness» (Bjurstam& Cohen, 2010, p.364). This shift could not be 

ignored by the marketing researchers and the tourism industry. Under the influence of this emerging concept of 

social consciousness and spirituality, marketing philosophy has shifted the focus from transactions to customer 

relationships (Hastings, 2003; Kotler, 2005). Similarly, the tourism industry expanded incorporating an emerging 

field, Health and Wellness tourism which aims at delivering wellness experiences that promote health and enhance 

quality of life (Koncul, 2012). The emphasis on experience makes tourism, and in particular, Health tourism 

businesses different from many other businesses.  

Studies show that tourism marketing strategies are based upon commercial marketing practices (Arva & 

Deli-Gray, 2011;Wilson &Moutinho, 2011). Although, social marketing uses a set of commercial marketing tools, it 

aims at promoting intangible, non-profit goods, ideas and benefits for the society as a whole (Hastings, MacFadyen 

& Anderson, 2000). Up to date, it has been applied mainly in the fields of public health, environmental sustainability 

and social welfare (Corner & Randall, 2011; Grier & Bryant, 2005;Truong & Hall, 2013). Only recently, researchers 

focused on the potential of social marketing to encourage more sustainable and ethical behaviour in tourism industry 

(Chhabra,2010; Frey & George, 2010; Pomering et al.,2011; Weeden, 2002). According to the literature review 

carried out and up to the author’s notice, there are no published studies on the adjustment of social marketing 

practices in Health tourism, in particular. 

On a theoretical basis, Health tourism seems to constitute a strong match with the philosophical orientation 

of social marketing (Bright, 2000). Moreover, it seems that this innovative co-operation could advance both fields. 

The purpose of this paper is to offer suggestions for the application of social marketing concept to the Health 

tourism industry which could potentially benefit both fields. At the same time, this article aims to bridge the 

literature gap. Social marketing concept is believed to be ideal fit for Health tourism since they both aim to promote 

goods for the society’s benefit, such as health and wellness. Finally, recommendations for further research are made 

so as to evaluate the suggested propositions empirically. 

 

2.RESEARCH METHODOLOGY 

 Extensive literature review was performed sourced by Google Scholar, Medline/PubMed, Web of Science 

and Social Science Research Network (SSRN) databases. The main key words used for the search were social 

marketing and health tourism, whereas behaviour change, social change, tourism marketingand wellness were 

applied for a wider research approach on the topic. To maintain the quality of the review, the author selected only 
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published, peer-reviewed journal articles in English published since 2000. Citations of the selected articles were also 

reviewed if they met the criteria. Additional data was obtained by United Nations World Tourism Organization -

UNWTO (http://unwto.org/), World Health Organization – WHO (http://www.who.int/en/), the National Social 

Marketing Centre-NSMC (www.thensmc.com)  and related books.  The initial search identified more than 500 

articles in total; those not related directly to the topic were excluded. 

 

3. RESULTS 

3.1. Two different fields with the same focus. 

According to Hall (2014), the term social marketing was first introduced in 1971 by Kotler and Zaltman in 

a special issue of the Journal of Marketing on marketing’s changing social role, whereas Andreasen (2003; 2006) 

tracks its origins back to the 1960s.Wiebe, though, is believed to be the first who conveyed the term when he asked 

the question «Can brotherhood be sold like soap?»(Dibb, 2014; Gordon, 2006). The majority of the researchers, 

however, agree on social marketing’s modest growth until the last three decades when global changes induced the 

transformation of marketing theories into a more conscious approach (Andreasen, 2006; Hall, 2014).Indeed, 

National Social Marketing Centre (2010) defined social marketing as: 

…an approach used to develop activities aimed at changing or maintaining people’s behavior 

for their benefit…Whereas marketing in the commercial world ultimately seeks to influence 

consumer behavior for profit, social marketing encourages behaviors that provide benefit for 

individuals and society as a whole. (as cited in Hall, 2014, p.20) 

According to this definition, social marketing provides long-term value – including society as a whole- 

rather than being primarily focused on an exchange of money which would provide an uneven short-term value. 

Furthermore, there is a shift in objective from a focus on promoting products and services to influencing and 

changing behavior while promoting positive ideas and attitudes.Therefore, social marketing’s primary purpose is to 

achieve social change for the benefit of the wider society (Andreasen, 2003). Criticism against social marketing as a 

concept, though, argues that social marketing programs influence behavior, they do not always change it and that its 

focus on social not-for-profit goals alienates the theory from traditional marketing perspective. Dann (2010), 

however, makes a synthesis of social and contemporary commercial marketing theory redefining the first as  

 the adaptation and adoption of commercial marketing activities, institutions and processes as a 

means to induce behavioral change in a targeted audience on a temporary or permanent basis to 

achieve a social goal (Dann, 2010, p.151). 

The emphasis on the achievement of a social goal for the benefit of the wider society is significant, 

although it provokes quite many ethical challenges for social marketers (Andreasen, 2003;2012; Kotler & Lee, 

2007).  Dibb (2014) in a recent study on social marketing concludes that apart from the tough efforts to answer 

questions about its autonomy and legitimacy, few can now doubt…or question its contribution to enacting social 

change (Dibb, 2014, p.1178).  

Social issues have become more critical and social change is now needed more than ever. Social marketing 

offers a useful framework for effective social planning through strategic methods. Donovan and Henley (2010) 

demonstrate the effectiveness of social marketing’s principles and practice highlighting the differential advantage of 

social marketing  

…the social marketer’s goals relate to the wellbeing of the community, whereas for all others, 

marketer’s goals relate to the wellbeing of the marketer (sales and profits, members and 

donations, political representation, etc.). If the wellbeing of the community is not the goal, then 

it’s not social marketing…[Moreover] social marketing is best viewed within a broad context of 

social change.(Donovan & Henley, 2010, p.1) 

Benefiting the end target audience with the aim to achieve social wellbeing is not the only differential 

advantage of social marketing, though.Andreasen (2006) proposed three levels of social marketing practice 

widening the target audience; downstream, mid-stream and upstream (Dibb & Carrigan, 2013). Social marketing 

campaigns are often used to apply downstream practice and target the ‘bad’ behavior of individuals who do not 

adopt the desired attitudes. This perspective, however, does not take into consideration the fact that behavior change 

does not always depend on individuals (motivation, ignorance) but is related to external factors as well (pathogenic 

agents, privation). Andreasen (2006) argues that upstream practices assist in enabling more information, policy 

focus and social pressure being placed on government, legislators and organizations, and therefore should always be 

considered when planning social marketing strategies. In addition, social marketers have to speculate about the cost 

they have to overcome which is not economic but social/emotional. Peattie & Peattie (2009) found that when 

deciding on social issues, the decision making process is not rational but emotional and symbolic. 

http://unwto.org/
http://www.who.int/en/
http://www.thensmc.com/
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Similarly, studies on Health and Wellness tourism found that there is a global change in lifestyle trends that 

is expressed by «an increasing desire to focus on the self rather than the ‘other’, on existential rather than objective 

authenticity» (Smith & Kelly, 2006, p.15). Major global changes as well as changes atindividual level, such as 

diminishing disposal income, increasing working hours, demanding working environments and work uncertainty 

have a negative maximizing impact on stress levels making quite a lot of people seek health prevention experiences 

and relaxation away from the ordinary, escape from a busy everyday life and have an opportunity for physical and 

mental rest (Chen et al, 2008; Pesonen & Kompula, 2010).As a consequence, travelling in order to make oneself 

healthier in every level - physical, mental, psychological, spiritual - has become the new mode of tourism (Koncul, 

2012).Attempts to define Health tourism have been made by numerous studies that also refer and compare it to 

medical tourism, wellness tourism, spa tourism or curative tourism. However, many other reviews (Carrera & 

Bridges, 2006; Hall, 2011;Hudson, 2003; Muller & Kaufmann, 2000; Taleghani et al., 2011) identify them as 

subsets of Health Tourism.Health tourism is defined by Carrera & Bridges (2006) as  

the organized travel outside one’s local environment for the maintenance, enhancement or 

restoration of an individual’s wellbeing in mind and body. (Carrera & Bridges, 2006, p.447) 

This definition is in accordance with the definition of Health that WHO has adopted: 

Health is a state of complete physical, mental and social well-being and not merely the absence 

of disease or infirmity. (Official Records of the World Health Organization, 1946, no. 2, p.100) 

The target audience of Health tourism, therefore, is not only individuals with poor health or at health risk, 

such as in medical and curative tourism (Carrera & Bridges, 2006; Taleghani et al.,2011) but also healthy people 

who set health prevention and well-being as priority when travelling, such as in wellness and spa tourism (Hudson, 

2003; Nadim and Gandomkar, 2016; Pollock and Williams, 2000).As a concept it conveys both the willingness to 

travel and willingness to treat as core processes within the new global market of health tourism (Lunt et al., 2011). 

As a result, Health tourism’s stakeholders include on one side, healthcare system represented by public and private 

sector, governments, hospitals, clinics, health insurance organizations and, on the other side, tourism industry such 

as travel agents, hotels and accommodation. (Gonzales, Brenzel & Sancho, 2001; Lunt et al, 2011). 

The idea of Health tourism is not new, though. It is well-known in Europe which has a long tradition of 

using spas for health purposes. Wellness centers and health clubs were famous among the European aristocracy of 

the late 18
th

 century. In the mid19
th

 century, improved transport accessibility favored the elite of other less 

developed countries who travelled to Europe in order to experience the renowned wellness and spa facilities (Cook, 

2008; Hudson, 2003). Nowadays, the rapidly aging population of developed world, favorable economic exchange 

and particularities of national healthcare systems have led to a shift in destination; residents from countries with 

advanced economies travel to the developing countries of the world to obtain health and wellness services (Lunt et 

al, 2011; UNWTO, 2016). This new wave raises questions concerning healthcare inequalities, as now Health 

tourism more commonly refers to individuals who travel through their own volition which means that they choose to 

pay out-of pocket, and therefore,are able to afford the cost of cross-border health services (Hopkins, 2010; Lunt and 

Carrera, 2010). According to Cook (2008), there is also a shift in focus when marketing health tourism destinations. 

She states that there is more emphasis on tourism experience rather than on health experience which implies that 

«health-related tourism can occur only in expensive locations» (Cook, 2008, p.5). 

Another issue raised concerns health awareness and seems to be quite contradictory. In an increasingly 

health- and body-image conscious world, Health tourism is growing rapidly and immensely. Despite thefact 

that«millions of consumers everyday embrace wellness [and health concept], millions more remain outside the reach 

of the current [health and] wellness industry and become more overweight, malnourished, exercise less and/or 

continue to smoke» (Pilzer, 2007, p.15) It seems that most people are not aware of how simple choices affect their 

general health and well-being. 

Moreover, Health tourism has to face numerous regulatory, infrastructural and market constraints (Garcia-

Altes, 2005). Government policies and support hold a key-role here. Barriers such as restricting laws which make 

health products unavailable, land scarcity and supportive facilities need to be addressed. (Heung, Kucukusta & 

Song, 2011; Turner, 2010). 

Finally, environmental issues concerning sustainability remain high in the agenda of tourism generally, and 

Health tourism could not be an exception. Health clubs and wellness centers should deliver the experience of well-

being in a sustainable manner and«transform conspicuous consumption from being a burden on the planet to being a 

sustainable aspiration»(Cohen&Shivdasani, 2010, p.356). Health tourism industry is challenged to embrace 

sustainability without compromising on delivering exceptional health and wellness services. 

 

3.2. Marketing social issues in Health tourism. 
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 Major social changes have undoubtedly influenced the current formation and expansion of Health tourism 

industry globally. The constant increase of stress levels, the steady growth of healthcare costs, the increased 

privatization of healthcare services, the prevalence of international trade in services, the improved transport 

accessibility but also the rising risk of disease spread by travelling, are all having a noteworthy impact on the 

configuration of Health tourism industry. Moreover, the developing shift from an industrial society to a digital 

society facilitates the immense growth of Health tourism market. Health tourism businesses have to target an ever 

expanding and demanding audience now, aiming not only at mere profit but also at society’s wellbeing. 

 Given the growth of Health tourism industry globally, it could well hold a significant role in achieving 

goals for the benefit of wider society. Social issues that could be addressed within social marketing framework are: 

 The reduction of the impacts of rising levels of stress, population ageing and obesity. Depression and 

obesity are believed to be major health issues in the near future affecting the whole society (Finkelstein et al, 2009; 

Lambert, 2006; Suzman et al, 2015; UN, 2015).The promotion of environmental sustainability with raising public 

awareness about energy/water waste or geothermal energy (Fridleifsson, 2001).The promotion of social 

sustainability by influencing business people in order to adopt social responsible practices (Holcomb, Upchurch & 

Okumus, 2007). Raise awareness on disease spread by travelling (malaria, HIV/AIDS, SARS, H1N1, Zika virus). 

This aims not to deter and discourage travellers but to help them get more prepared and protected when travelling 

(UNICEF & World Health Organization, 2012).Combat inequalities in health sector (Whitehead, 1992). Trafficking 

of human organs and the emergence of transplant tourism are very sensitive and controversial issueswhich need to 

be addressed in the context of Health tourism (Budiani‐ Saberi & Delmonico, 2008; Steering Committee of the 

Istanbul Summit, 2008). 

Social and environmental sustainability and public health issues have already been addressed in the context 

of fields other than Health tourism (Barkenbus, 2010; Cleland et al, 2006;Corner & Randall, 2011; Grier & Bryant, 

2005; Manyara & Jones, 2007).However, these issues constitute emerging issues in the field of Health tourism as 

well, and therefore, should be constantly addressed. For example, the promotion of environmental sustainability 

could target the possibility to «use geothermal water for hydronic heating systems» (Stevens & Cunliffe, 2010, 

p.338) or generally raise awareness on water waste since spa facilities utilize water from many sources such as 

ground water or sea water. In addition, public health issues could be addressed by raising awareness on risks posed 

to human health by water contamination so as to promote responsible use of spa facilities by consumers, on one 

side,and on the other side, provoke responsible behaviour concerning sanitation by health and wellness providers or 

spa equipment manufacturers (Stevens & Cunliffe, 2010). Furthermore, obesity and depression are health issues 

with social implications that could be targeted in the context of Health tourism benefiting at the same time both the 

wider society and Health tourism industry (Christakis & Fowler, 2007).  Apart from the above, upstream social 

marketing practices could target government /legislators in order to facilitate the process of public recognition of 

thermal springs as sanative and, therefore, enable their use in Health tourism. Greece is an example of a country 

with very strict, and slow, ministerial processes followed when recognising thermal springs.(Hellenic Association of 

Municipalities with Thermal Springs, 2015). On the contrary, Israeli government has invested on the development 

and wider recognition of the national therapeutic springs,recognizing Health tourism as a mechanism for economic 

development (Hudson, 2003).The promotion of Health tourism, along with the health promotion perspective, as an 

issue of national importance, is a first step towards the society’s wellbeing as long as the social issues discussed 

above are addressed and tackled efficiently. 

 

4. CONCLUSION 

  

Looking back at history and contemplating the social and technological changes made, it is concluded that 

we tend to live more in the moment and not to place as much value on planning for tomorrow. This attitude, as 

demonstrated, has negative consequences for human health and wellness and, therefore, should change if the goal is 

wider society’s welfare. Effective social marketing campaigns should be planned, monitored and evaluated so as to 

achieve the desired behavioural change in the context of Health tourism. Health tourism, seen not only from the 

travelling and recreational perspective but as health promotion, protection and prevention, seems to constitute a 

strong match with the philosophical orientation of social marketing. Both fields focus on consumers’ behaviour 

change; Health tourism needs more consumers to adopt a healthier lifestyle so as to broaden its target audience and 

social marketing offers the tools to achieve that. However, social marketing’s effectiveness has been questioned 

many times in the past, but now, in the context of Health tourism, there is a chance to establish a sound basis for its 

theoretical framework. Further research is needed, though, and should be directed towards testing empirically and 

validating the propositions made, a research topic the author is currently working on. 
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Abstract 

The present study aims to investigate the impact of the current socio-economic situation in Greece on wellness 

tourists’ behavior and attitude. Extensive literature review was performed, as well as quantitative research, which is 

still in progress. The first results show that although Greeks’ behavior as consumers is negatively affected by the 

financial recession, they intend to spend more on wellness services expressing positive attitude towards wellness 

tourism. Further research is underway to explore in more detail the researched issue. 

Keywords: socio-economic crisis, wellness tourism, consumer behavior 

1. INTRODUCTION 

 

 The quality of life of the most Eurozone countries has been immensely affected in a negative way by the 

global financial and economic crisis. Such an economic context leads to major social changes that determine 

people’s lives.(Stylidis & Terzidou, 2014) Greece has suffered the longest by recession, whereas financial crisis has 

affected all the major sectors of the Greek economy. The consequences of recession are apparent in all important 

economic indicators such as the unemployment rate, the employment rate and the Gross Domestic Product growth. 

(Zavraset al, 2012) On the other hand, tourism is a key factor for economic growth in Greece, as its effects on the 

country's economy are both directly and indirectly multiplying. (Stabler, Papatheodorou & Sinclair, 2009) 

Many researchers highlight the relation of the socio-economic crisis and health status of the population(Kentikelenis 

et al, 2011; Omar, 2015; Pappa et al, 2009; Simou & Koutsogeorgou, 2014; Triantafyllou & Angeletopoulou, 2011; 

Vandoros et al, 2013;Zavras et al, 2012) whereas, consumer behavior, including tourists’ attitude and perceptions, 

has also been affected by recession. (Kaytaz & Gul, 2014; Nigg, 2011) 

 The aim of the present study is to investigate the impact of the socio-economic crisis on the Greek 

consumers’ behavior, attitude and perceptions concerning wellness tourism. 

 

2. RESEARCH METHODOLOGY 

 

 The methods followed for the present study include both extensive literature review and quantitative 

research. Google Scholar, Medline/PubMed and Web of Science databases sourced the literature review whereas the 

main key words used for the search were socio-economic crisis, wellness tourism and consumer behavior. 

Quantitative research includes a structured questionnaire with a set of questions that investigate,on one side, general 

knowledge, perceptions and attitude of Greek consumers concerning wellness services and products, and on the other 

side, the intention, intensityand frequency of purchase before 2010 and today. Stratified sampling was conducted 

while questionnaireswere addressed solely to Greek spa-goers. 

 

3. RESULTS 

 

Socio-economic crisis in Greece is responsible for numerous negative effects on the country’s population. 

Unemployment, reduced income, poor quality of life and adoption of less healthy lifestyles such as increased 

consumption of cheap food with little nutritional value are only some of them. (Pappa et al, 2009; Zavras et al, 2012) 

On the other hand, a few studies present the positive impact of recession on people’s lives. (Bougerol, 2009; Cowen, 

2009) It is supported that recession lead people to spend more time in health promoting activities, such as walking 

instead of driving, and as a consequence, recession might promote health and well-being. According to OECD 

(2016), overall well-being in Greece is significantly below the OECD average in several dimensions, except health 

status. The Greek Statistical Authority (2016) confirms the adoption of a more health- conscious lifestyle by Greeks.  

In addition to the aforementioned, wellness tourism is one of the fastest emerging and most profitable markets in the 

tourism industry (Erfurt-Cooper & Cooper, 2009) Moreover, the Hellenic Association of Municipalities with Thermal 

Springs is currently working feverishly in order to render the Greek thermal springs to wealth production units 

benefiting the national economy. Stakeholders must take into consideration, though, that the current economic crisis 

and uncertainty has led many consumers to change their spending habits.(Nigg, 2011). The decision-making process 
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is made short time and in cautious manner. Finally, Kaytaz & Gul (2014) state that even though consumers turn to 

cheaper products and reduce total consumption expenditures, increased consumption can be a reality even in the era 

of recession. The first results of the research, which is still in progress, show that although Greeks’ behavior as 

consumers is negatively affected by the financial recession, they intend to spend more on wellness services 

expressing positive attitude towards wellness tourism. 

 

4. CONCLUSION 

 

 The impact of financial recession on social and economic life has been widely discussed in the international 

literature. In Greece, the socio-economic crisis is characterized by high unemployment rates and loss of income. 

Consumers’ behavior has definitely been affected by the current economic situation of the country. They are more 

health-conscious, selective and demanding since they look for value added services. Wellness tourism,despite the 

negative consequences of the socio-economic crisis in Greek population,seems to widen its market share with the 

adoption of demand-creation strategies that add value.Therefore, wellness tourism is a quite promising field in which 

Greece should invest if the challenge is the country’s economic recovery. 
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Abstract: Tourism is a worldwide, social, and financial phenomenon that constantly expands, against the recession, 

creating vacancies and encouraging income flow and investments. In Greece, the model “sea-sun-sand” remains the 

main motivation of travelling despite the significant competitive advantages, composing a typically Mediterranean 

tourism product which is seasonal, non-differentiated and deeply dependent on tour operators. Under the assumption 

of the intense interdependence and the bidirectional relationship of this multidisciplinary phenomenon with the local 

and wider economy, containing the downward trend of the product life cycle, rejuvenating it and finally securing the 

maximum profit possible for local and national economy tend to be urgent. 

Within the new strategic planning framework of the country’s tourism product, there was created the model of Smart 

Tourism. Its stable strategic orientation focuses on tracing and fully optimizing the strengths of the local community, 

utilizing the local social capital and committing the stakeholders to high quality standards.  

Keywords: “Smart Specialized (360o) Tourism, Smart Specialization, Social Economy, Local Quality Conventions, 

Fifth Element”  

Introduction 

Tourism is a global phenomenon, a strong financial activity that constantly expands against the recession, creating 

vacancies and allowing income flow and investments. Beyond any doubt, it constitutes an interdisciplinary, 

complex, and economic political phenomenon. It is a very dynamic industry, a social activity that is a significant 

driver for development on both national and international level. In Europe, there are 1,8 million businesses 

supporting the tourism activity, with the majority of them being small or medium-sized, offering about 9,7 million 

of jobs (5,2% of employment) and contributing by 5% to its GDP.  

Considering the contribution of those sectors that are indirectly involved in tourism, it is estimated that the 

participation percentage of the wider tourism activity to the EU GDP exceeds 10%. According to the World Tourism 

Organization (2014), Europe remains the first tourism destination in the world, absorbing almost 40% of all 

international arrivals, generating revenues of hundreds of billions of euros. 

More specifically, for the Greek economy, tourism is the main pillar of development, contributing significantly to 

GDP, employment, and investments. Both its direct and indirect correlation with a number of other financial 

activities (SETE, 2015) render it the main developmental activity with an important contribution to the regional 

development of coastal, mountainous, rural, island, peripheral, and outermost regions. 

Some of the advantages rendering Greece one of the world’s most significant destinations are the rich cultural 

heritage, the particularly long coastline, the gastronomy, the natural environment, and the intense biodiversity. 

However, the Greek tourism product nowadays remains functionally detached from the ensemble of the local 

economy, while the major incentive of inbound tourists is the cliché of “sea-sun-sand”, composing a typically 

Mediterranean tourism product which is seasonal, non-differentiated from competitors and deeply dependent on tour 

operators, attracting visitors whose average expenditure per capita is low and even declining. As a result, the model 

of the offered tourism product in modern Greece is currently passing through the stagnation state to the state of 

decline, showing a significant elasticity of demand, limited multiplier effects, and equally limited exploitation of the 

production resources. 
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Under the assumption of the intense interdependence and bidirectional relationship of this multidisciplinary 

phenomenon with the local and wider economy, it is urgent to contain the downward trend of the product life cycle, 

rejuvenate it and, finally, secure the maximum profit possible for the local and national economy. For the attainment 

of this objective there must be strategic planning capable of utilizing and connecting harmoniously the existing (or 

future) competitive advantages of the local economy, aiming at their full potential. 

Integration framework, priorities, and conditions to implement Smart Specialized (360o) Tourism 

Formulating the development model according to both local and global challenges and, at the same time, in 

accordance with the productive capacities of the intervention area could be a starting point in identifying the 

development model. Tο implement this model there are some conditions; The first one is the participation of the 

community, the bodies, the organizations and enterprises at all levels of organization of the intervention area, 

towards a common and coherent vision. The second one is the commitment to viability (or “sustainability”), as the 

result of a conscious act and an individual-collective responsibility that constantly aims to protect the natural, social 

and economic resources. The last condition is having equal opportunities and actions against social and 

employment exclusion.  

In the framework formed by the aforementioned implementation conditions, there are some priorities that 

hierarchically focus on: 

(i) Fully optimizing the existing business infrastructure and creating a new one that is able to support intense 

scale production in sectors and products of excellence and significant knowledge base, 

(ii) developing entrepreneurship and networking between enterprises both in intersectoral and intrasectoral 

level, 

(iii)  optimizing the comparative advantages of the agricultural sector and the primary production sector 

generally,  

(iv) revealing sectors and networks of excellence in processing, reversing the processing activity, and finally, 

(v) Proceeding to mild and environmentally friendly forms of tourism and focusing on high quality demand 

through the qualitative updating of the sector, enhancing the tourism product and correlating the “sea-sun-

sand” product with “alternative” tourism networks, reducing seasonality and connecting it with culture. 

In substance, the suggested model of Smart Specialized (360o) Tourism promotes a procedure not solely touristic 

but of wider development, pursuing to strengthen the entire economic activity, in which the intervention area shows 

local comparative or competitive advantages. At the same time, there is another goal; to equally develop all the 

spatial units without over-concentrating the population and the activities in specific places of the area. 

Towards this direction and while conserving the high level of arrivals, however, dispersed in a wider timespan, 

another goal is set; The simultaneous development of more production on non-production sectors and activities 

(depending, of course, on the natural, socioeconomic, and cultural features respectively), such as mild, alternative 

tourism (agrotourism, water-sports tourism, ecotourism, medical tourism, cultural tourism, religious tourism etc.), 

organic farming, craft activities, local product promotion and production, local cultural activities, etc. 

This way the prerequisites to complete the local production system are met and the implications of mono-

specialization are tackled as well as the exclusive dependency on external, non-controllable agents. 

Through this approach there are priorities given to the horizontal development of the region while the recipients 

are all the areas and sectors of the local economy that show prospects of dynamic evolution. Being human-centered 

and keeping in mind the activities that take place in the intervention area, the complete local development that 

suggests the model of Smart Tourism constitutes a developmental innovation. Mainly, this is due to the fact that 

there is no exclusion of a sector or area in order to benefit another. On the contrary, the wider and better connection 

between them is emphasized, so as the benefit of one sector causes beneficial multiplying results to the other sectors 

of the local economy and community.  
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In the wider framework of priorities and conditions, the strategic goals of this tourism development model called 

Smart Tourism are the following: 

 Transition from a massive, undifferentiated, monodisciplinary and low economic return tourism to a high 

quality, differentiated and multidisciplinary tourism, which is more profitable 

 Reducing seasonality 

 Increasing average expenditure per capita 

 Following long-term strategy, with the main goal to grow and strengthen the sector, in the framework of 

the principles of sustainable and equal development 

 Interconnecting operationally the agri-food sector with processing, services, and tourism.  

 Maximum optimization of space and technology, achieving conditions of economy of scale  

 Strengthening of territorial and social cohesion 

 Promotion of spatial synergies  

 Strengthening the role of social entrepreneurship and encouragement of the participation of a wider group 

of productive forces in the production process 

 Achievement of high quality standards 

Description of Smart (360
o
) Tourism model for tourism development: 

According to the integration framework, the priorities and the strategic goals, the approach of Smart Tourism as a 

model of tourism development attempts to motivate, in sake of the local economy, the growing market of more than 

25 million visitors of our country, especially in the sector of local product consumption, gastronomy, and services.  

On macro-level, the development model follows the evolution of global production tourism structures. The 

evolution currently passes from the stage of massive standardization to a production stage that takes into 

consideration the consumers’ needs. According to Christou & Avdimiotis (2004), tourism has already been through 

the period of Ford-like capitalism, mass production and consumption (mass tourism, expressed by one-size-fit-all 

packages) towards the personalization of offered services and a special, unique, and everlasting experience. The 

specific tourism development model was constructed during this transition. This model evaluates and makes good 

use of the existing or future competitive advantages and the potential of the wider local economy, emphasizing on 

the participation of the majority of locals in the production process. Furthermore, it focuses on the creation of 

collaborations and constantly seeks quality and personalized experiences adjusted to people and their needs and the 

things visitor receives. 

Functionally, Smart Tourism is based on three dimensions, which result from the development strategies established 

by the European Union.  

 Preparatory study in standards of strategy for smart specialization. This way the local economy is charted 

and the sectors of excellence as well as the existing or future competitive advantages are traced. 

 Reinforcement of the Social Economy and Social Entrepreneurship structures, which leads to the widening 

of the production base and utilizes the social capital. 

 Compliance with Local Quality Agreements, which help achieve commitment of bodies and local 

stakeholders with mutually accepted standards and production processes.  

The three dimensions of Smart (360
o
) Tourism 

Study for development and implementation of Smart Specialization Strategy 
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In the historical era we are currently going through, Europe of 2020 is called upon to face the structural weaknesses, 

establishing the strategy of smart specialization. Smart specialization is the obvious, yet innovative approach, 

moving from base to top, that answers the question: “Which are the sectors of economy that can improve 

competitiveness?” The actual market, considering regions as cores of innovation, is looking for the competitive 

advantage so as to optimize it in the best way and in the widest scale possible inside the local economy, achieving 

maximum results. 

Generally, this strategic choice is founded on three assisted priorities, as set by the E.U.: 

 Smart and flexible development, based on knowledge and innovation  

 Sustainable development, based on efficient resource management for a green and competitive economy 

 Inclusive growth, based on high employment rates through strengthening of economic, social, and 

territorial cohesion 

According to Forey and Goenaga (2013), the strategy of smart specialization aims to analyze the economic activity 

and promote those sectors that have a significant existing or future competitive advantage. This way it establishes a 

safe framework for the appearance of innovative acts and the achievement of important development infrastructure. 

The methodology of smart specialization, as named and applied in the regions of the European Union, is “smart” 

exactly because it connects research with entrepreneurial intelligence and innovation with economic growth. This 

happens through the entrepreneurial process of discovery and the priorities defined by policy-makers. 

Alongside the successful planning of the development priorities at local level, the application of Smart 

Specialization constitutes the cohesive bond for the entire restitution of the development policy in European Union 

countries. This incorporated role of smart specialization in the policy framework of Europe 2020 has been noted 

from the Council of the European Union as an indispensable condition to promote innovation and achieve local and 

cross-border synergies of excellence across the E.U. (European Commission, 2012). 

The application of this strategy in the development model of Smart Tourism exists in the strategic study that aims 

(i) to chart the available production resources, (ii) to trace existing or future competitive advantages in the 

intervention area, (iii) to enhance the entrepreneurial intelligence and finally (iv) to spatially segregate the zones and 

unities, where there is capability of intense production and creation of economy of scale conditions. The completion 

of the study constitutes the foundation of strategic planning, which will highlight the “strengths” of the destination’s 

local economy and the best use possible, inside the Spatial Development Areas (S.D.A.), aiming towards production 

specializing of intensity and quality. 

Social economy and social entrepreneurship 

The second pillar of the Smart Tourism model focuses on social economy and social entrepreneurship; the latter 

aims at solving social issues, such as the protection of the environment, education, healthcare services, poverty, 

energy, etc. Therefore, dealing with the problem is the centre of every activity of the social enterprise, and solving it 

is the result of collective actions and the implementation of innovative approaches, that make good use of the social 

capital and involve social acceptance and consent, at the same time. According to the European Economic and 

Social Committee (CIRIEC 2010), the enterprises of social economy represent 10% of all European enterprises and 

employ 6% of the European workforce. 

The innovation introduced by social enterprises lies to their capability to achieve a broad production base and to 

bring an entrepreneurial and commercial dimension to providing services of general interest and solving social 

problems, thus achieving the necessary social consent on the productive target. The intense nature of the social 

mission of these enterprises implies that their profits (regardless of their legal status, as a profit or non-profit 

business) are mainly reinvested in the organization and used to fulfill their mission. The restriction on the 

redistribution of profits and assets -often called asset lock and established by the statute of the enterprise or required 

by the law- is typical of the social enterprises in many European countries. Its goal is to ensure that the assets will 

remain within the organization and will keep serving the general interest at which the organization aims. The 
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“Europe 2020” strategy considers social enterprises basic structures for dealing with this kind of problems, such as 

social exclusion, poverty, etc. The EU also highlights them as key tools for sustainable development and job 

creation. 

Having said the above, the second dimension of the Smart Tourism development model refers to the exploitation of 

the social economy and, consequently, the social capital which was acquired, through the years, by economic units 

in cultivation, processing, services, and, in general, all the aspects of the local economy activities. The broad 

production base of the social enterprises not only ensures the consent and the exploitation of knowledge in fields of 

excellence at the areas where Smart Tourism was implemented, but also creates the conditions for an economy of 

scale and competitiveness. Given that, social economy within the model of Smart Tourism successfully reduces 

production costs and boosts the competitiveness of the products, whose consumption in the local tourism market 

consolidated the experience the visitors get from the destination. 

Local Quality Agreements 

The third pillar of Smart Tourism aims at ensuring quality from all the collaborating productive bodies and 

stakeholders at the area of intervention. According to Blythe (2009), there is a considerable shift of consumers 

towards local and traditional specialties, i.e. viewed as high quality products compared to mass products. The 

reasons behind this consumers shift could be (i) the food crises and anxiety about food quality and safety, (ii) the 

rising environmental awareness, (iii) the alienation of people from the countryside and the lack of ‘authentic’ 

products, and (iv) the higher income of a specific part of consumer, so that they can afford products and services 

related to tradition, heritage and culture. 

All the above lead to a rise in demand of such products/services and present a possible financial opportunity for 

areas able to differentiate accordingly their products and incorporate them into the experience the visitors acquire 

from the destination. That begets the question: how can common production standards be achieved and guaranteed 

for the local products and services? What gives the answer is the establishment of Local Quality Agreements, which, 

by definition, have a collective nature. The Local Quality Agreement manages the production, promotion, and 

marketing procedures of products and services with standards and specifications implemented and followed by the 

parties concerned-thus, attaining a character accepted by all. In short, the objective of the Local Quality Agreement 

is a total positive outcome, deriving from exploiting the comparative advantages of the area. These may be famous 

local quality products or services linked with their local identity and the final product, which is the gained 

experience. 

So, the third dimension of Smart Tourism refers to the reinforcement of quality and the establishment of production 

standards accepted by all. Working towards this direction, Local Quality Agreements will have a key role in 

coordinating productive forces. 

The role of New Technologies 

The dynamic evolution of tourism is closely linked to the use of new technologies, especially these last years, when 

tourism has developed into an industry of experience creation. Social networks, mobile applications, augmented 

reality (AR), online applications, serious gaming, interactive web 2.0 and the internet of things, the revolution of the 

semantic web (web 3.0), and the modern means of decision making create a new reality. In this new reality 

technology is not just a means to diffuse information, but creates added value not only to the promotion but also the 

management of the destination. New technologies, the internet, and its remarkably broad applications are the means 

used by consumers to initially get an abstract picture about the destination, which is becoming clearer during their 

stay and maintained for a long time at their place of residence and communicated verbally and in writing to their 

social environment. Information and communication technologies highly define the picture of the destination and 

contribute considerably to its promotion. 
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Nevertheless, apart from the internet, new technologies could crucially contribute to the data processing deriving 

from a multitude of different sources and setting the conditions for the control of the carrying capacity of the 

destination and the extend of human intervention to it. As for the carrying capacity (and the development of an early 

warning system when acceptable figures of carrying capacity are exceeded), the problem can be tackled with the use 

of advanced data processing technologies which will be able to process data in real time, possibly, from multiple 

different sources of data simultaneously, outputting statistics and analyzing data (e.g. tracking in real time 

unexpected or divergent values). They will also be able to process huge data volumes (much higher than Gigabytes, 

i.e. Terabytes/Petabytes) with relatively low cost infrastructure, such as few dozen of interconnected common 

processors. These techniques will be independent from the form of the initial data and not restricted by any possible 

complexities of the data. 

When it comes to processing complex and manifold data, the cooperation between the tourism control authorities, 

Universities and Technological Institutes of the country -especially informatics departments where such 

technologies are already being developed- is indispensable. The cooperation with scientific institutes ensures the use 

of important technologies and the suitable means to process data and sets the conditions for good management of the 

produced information, leading to the creation of substantial knowledge, the cornerstone of innovation and 

differentiation. 

 

Figure 1: “Smart (360
o
) Tourism concept 

 

Implementation of the Smart Tourism Model 

The current financial crisis and the risk of economic monoculture have highlighted the urgent need to rationalize, 

reform, and differentiate the final tourism product, in order to support the primary and secondary sectors, linking 

them to tourism activity. This way, an up to now financially stagnant market of more than 700,000 visitors could be 

activated. A key driver to this end will be an accurate spatial definition of activities which will benefit the economy 

of Halkidiki as a whole. It will also help to allow for an economy of scale and achieve social consent (and cohesion). 

These factors will boost competitiveness and support entrepreneurial intelligence. 
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Halkidiki is a vital, multilateral, and highly dynamic geographical unit, featuring strong points of tourist attraction: 

Mount Athos, Ancient Stagira, and a particular natural environment and geographical relief. Its development 

planning should be carefully carried out, so as to achieve sustainable development and the best possible use of 

environmental, cultural, and financial resources. Smart Tourism activities aim at making Halkidiki a “Sustainable 

Community”, where residents want to live and work, currently and in the future. In other words, a community which 

meets the variable needs of its present and future residents, has environmental awareness, and contributes to a better 

quality of life. 

The first phase of the implementation of Smart Tourism involves carrying out a study following the model of Smart 

Specialization Strategy, in order to highlight the competitive advantages of the area. Therefore, on the technical and 

operational level of implementing this development model and according to the Smart Specialization methodology, 

we charted all the economic activities of the area, we registered all technical and business innovation facilities, we 

registered and analyzed the existing national and international network of synergies, we outlined the business 

environment and its friendliness towards innovation and business novelties, and finally we explored the existing 

policies to support and fund Research and Development (Halkidiki Hotel Association, 2014). This in depth analysis 

of the economic area unveiled the need to chart four Spatial Development Areas with specific productive and 

geographical designation. In particular: 

 Spatial Development Area of Intense Tourism Development 

 Spatial Development Area of ‘Soft’ Tourism Development 

 Spatial Development Area of Intensive Agricultural, Livestock, and Fishing Activity 

 Spatial Development Area of Product Processing 

Charting Spatial Development Areas promoted the establishment of specialized institutions of social synergies and 

set as their primary goal to broaden these synergies. To achieve that goal, they need to (i) strengthen the social 

entrepreneurship structures; (ii) boost the production of processing units with new technology machinery and 

equipment; (iii) standardize and certify the products; (iv) support the food and beverage service facilities and 

hospitality facilities; (v) promote activities related to the local culture, and, finally, (vi) establish a commonly 

accepted local quality agreement, which will define, in a generally accepted way, the production process and the 

quality of local products and provided services.  

Key driver for the implementation of this model in the real tourism market is the “Fifth Element” tourism package, 

powered by the partnership of the Halkidiki Tourism Organization, the Halkidiki Hotel Association, and the 

Alexander Technological Educational Institute of Thessaloniki. Its goal is to implement the results deriving from the 

space and activity management in the area. 

The central figure of this tourism product is Aristotle. He was born in Ancient Stagira of Halkidiki and has been a 

point of reference for philosophy and culture and his outstanding influence on them. This places him among the 

greatest international figures of all times, along with his teacher, Plato, and his student, Alexander the Great. He was 

wise, brilliant, encyclopedic, a naturalist, the creator of formal logic, and the most important of the dialectic 

philosophers of Antiquity, thus, crucially defining the philosophical background of the post-medieval and modern 

Europe. He introduced the theory of a fifth element existing in nature. In particular, Aristotle added Aether as the 

fifth element (quintessence) to the four other elements: Earth, Air, Water and, Fire. That element represents the 

secret of the existence of the universe and the human existence, the unborn, the ageless, the imperishable, the 

invariable. 

Through this touristic-educational activity the visitor becomes part of the mystery and is invited to discover the 

essence of his/her existence, his/her Aether. To be more specific, when it comes to the element of “Air”, visitors are 
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invited to conquer the air. That is why points of spectacular view were carefully selected to take their breath away 

and create a place where meditation is a must. 

As for the element of “Earth”, visitors will get in touch with the gifts of Mother Earth, with an emphasis on wine, 

which inspired some of Aristotle’s quotes, such as: “It frees the spirit” and “helps in eloquence”. In this framework, 

they will have the opportunity to taste the unique wine and tsipouro produced in Halkidiki, as well as other local 

products of designated origin and unique quality. At the same time, they can visit wineries, olive groves, and fields 

where farmers grow other important products. 

As the third element, “Water”, is dominant here, Halkidiki has to show the Varvara waterfalls and, of course, the 

seabed. This is the new challenge visitors will be invited to conquer. They will have the chance to come in contact 

with water and, even more closely, with the seabed and the secrets it holds. 

“Fire”, the fourth element, is the means to blend the gifts of the earth -olive oil, olives, honey, cereals, fish, and 

dairy products- and create flavors. As they conquer the last element of existence, visitors get to taste the gastronomy 

of Ancient Greece, from the time of Aristotle and Alexander the Great. The “Aristotelian Menu”, a creation of the 

Northern Greece Chef’s Club, aspires to convey to all visitors flavors and a taste of philosophy through their taste 

buds. This is the starting point of signing the local quality agreement, established by the Northern Greece Chef’s 

Club, defining the production process as well as the materials, which must be local. In its essence, the “Aristotelian 

Menu” is an effort to base a real-life food experience on dishes and products from the birthplace of the great 

philosopher, Aristotle. 

Visitors will conquer the fifth element, “Aether”, as the culmination of all the previous elements-experiences, 

highlighted by a visit to the archeological site of Ancient Stagira in Olympiada. 

Conclusion 

The main objective of this development model is to improve the competitiveness of the local and national tourism 

product and to provide an effective tool to the business world of tourism and public administration. More 

specifically, its implementation seeks to set the conditions for the achievement of these goals: (i) transition from 

mass undifferentiated unilateral low-end tourism to quality differentiated multilateral high-end tourism, addressed to 

audiences with higher demands, who do not settle for the conventional tourism model of “sea-sun-sand”, as well as 

better use of natural and human tourism resources; (ii) reduction of the seasonality of national tourism as well as 

increase of the average expenses per visitor through the promotion of an accommodation of high quality services 

and facilities; (iii) exploitation of the social capital, boost of social economy and promotion of territorial synergies, 

which create external economies in the field or the associated fields and sectors and reduce externalities to fields, 

areas, and population groups; (iv) broader variety of the offered tourism products and services by creating 

opportunities to attract investors out of the spectrum of conventional tourism investments, taking into account all the 

special natural, cultural, financial, and social features of every area; (v) protection and support of the local social 

identity of the areas where tourism activity takes place; and, finally, (vi) the smooth integration of tourism activity 

into the grid of business activity of the Greek economy. 

All in all, we could say that Smart Tourism is a tourism policy and development model, establishing the basis for 

tourism product differentiation and competitiveness boost. In doing so, it simultaneously finds a way to interconnect 

the economic productive sectors with considerable competitive advantages in an integrated and smooth manner. 
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Abstract 

This paper validates the raison d’être of the effortlessly recovered web Search Intensity Indices (SII) for 

predicting the arrivals of tourists in Cyprus. By using monthly data (2004-2015) and two causality testing 

procedures we find, for properly selected key-phrases, that web search intensity (adjusted for different 

languages and different search engines) turns out to convey a useful predictive content for the arrivals of 

tourists in Cyprus. Additionally, we show that whenever the prevailing shares of visitors come from 

countries in different languages, then the identification of the aggregate SII becomes complex. Hence, we 

argue that blindly using key-phrases to identify an aggregate SII is like an immersion into the unknown, 

since two sources of bias (the language bias and the search engine bias) are fully neglected. Given the 

importance of the tourism sector in the total economy activity of Cyprus, our findings might prove to be 

quite useful to governmental agencies, policy makers and other stakeholders of the sector when their 

purpose is to allocate effectively the existing limited resources, and to plan short- and long-run 

promotion and investment strategies. 
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The hybrid era in online tourism distribution channels: Disintermediation and 

Re-intermediation 
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Summary: Technological advances have resulted in growing competition in the online tourism industry and 

distribution channels and have an impact on company structures, as companies are being pushed towards 

disintermediation, re-intermediation and collaborations. In this digital context, this paper takes a business 

perspective with the aim to analyse the changes brought about by the technological advances in the field of 

distribution channels. The specific objectives are threefold: (i) to explore the role of online intermediaries as a 

distribution channel;(ii) to analyse the main trends and features in the online distribution; and (iii) to highlight the 

co-existence of disintermediation and re-intermediation. The paper is completed by suggesting a series of marketing 

strategies for hospitality businesses.  

Key words: Electronic travel trade, distribution channels, hospitality industry, tourism e-mediaries (TEMs), 

disintermediation, re-intermediation. 

1. INTRODUCTION 

The aim of every distribution strategy is to provide targeted consumers with easy access to the means of obtaining 

information and making a purchase. Creating and using distribution channels are normally essential to provide an 

efficient way to reach a wider market and generate advance sales. For consumers, distribution channels can simplify 

the purchase decision by offering products in a convenient form from a trusted source at a time and place of their 

choice (Middleton et al. 2009). Literature stresses the growing competition of the online tourism industry, 

specifically referring to companies who contest for the attention of consumers with access to various channels (see, 

for instance, Dale 2003). It is further indicated that these developments pushed tourism providerstowards 

disintermediation, re-intermediation, outsourcing and collaborations (Buhalis & Licata 2002; Dale 2003; Sotiriadis 

et al. 2015). The main reason for this restructuration in tourism is the swift increase in tourism e-mediaries 

(TEMs).This paper takes a hospitality business perspectivewith the aim to explore the role of TEMs as a distribution 

channel;it outlines and highlights the main trends and the periods of evolution in this field; and it addresses the 

question whether there is disintermediation and/or re-intermediation. The paper is concluded by suggesting a set of 

marketing strategies for the hospitality industry.  

2. ELECTRONIC TRAVEL TRADE AND DISTRIBUTION CHANNELS 

Since the beginning of the previous decade information and communication technologies (ICTs) provided new tools 

that have changed how distribution is accomplished in the tourism industry. A new type of tourism intermediary 

emerged as a response to the technological developments and opportunities offered by the establishment and wide 

spread of the Internet that some call online tourism e-mediaries (TEMs). The term ‘TEMs’ is adopted for the 

purpose of this paper. TEMs are not travel agencies, wholesalers or tour operators and for this reason do not fit 

easily to traditional channels of distribution. They create an additional channel which potentially can be used by 

other intermediaries and suppliers that provide internet access to their inventory. A number of definitions have been 

suggested for TEMs. The most comprehensive and adequate was, in our view, proposed by Dale (2003, p. 110) 

defining them as “organizations offering services via a network of virtual channels to stakeholders, and which are 

not constrained by geographical boundaries”.  
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The main impact of ICTs is that consumers now have easier, more convenient and faster access to a much wider 

choice of travel and tourism possibilities. Thus, ICTs and the Internet have transformed tourism markets from a 

consumer-centric market to a consumer-driven market where consumers have a big part in creating and sharing 

tourism information through social and review websites (Buhalis & Jun, 2011). The tourism marketing is now a 

consumer and technology dominant. It is the role of TEMs to match principals with the consumers demanding their 

services and products. TEMs represent an established distribution channel for the hospitality industry as they 

promote consumer choice, access, confidence, protection and information in the digital environment (Hills & 

Cairncross, 2011). These intermediaries provide several benefits for customers, the major of which are as follows 

(Turban et al. 2008): assistance in planning trips/holidays; availability of online pricing comparisons for tourism 

services; convenience and easy access to tourism information; potential of securing lower prices on tourism services; 

ability to self-book online; and immediate confirmation of bookings. For these reasons, hospitality businesses 

realized the potential and benefits of TEMs and are quite involved in working with this distribution channel (Dale, 

2003). 

A vast number of TEMs are being active in the online tourism marketplace. These can be categorized into five big 

groups of TEMs, which emerged as a result of various mergers, acquisitions and collaborations (Table 1). 

Table 1: Main TEMs 

Group Tourism e-Mediaries 

Amadeus IT TravelTainment, Opodo and Vacation.com 

Expedia Expedia.com, Anyway.com (Expedia.fr), Egencia (formerly Expedia 

Corporate Travel), Hotels.com, Hotwire.com, Travelnow.com, 

ClassicVacations.com, Venere.com, TripAdvisor, eLong.net, and 

SeatGuru.com 

Orbitz Orbitz, ebookers, RatesToGo, CheapTickets, HotelClub, Asia hotels, 

Orbitz for Business and the Away Network 

Priceline  Priceline.com, Agoda.com, Booking.com and Active Hotels.com 

Sabre Holdings Inc. Sabre Travel Network, Sabre Hospitality Solutions, Sabre Airline 

Solutions, Nexion, Travelocity.com, IgoUgo, Cubeless, 

Holidayautos.com, GetThere, Trams, Lastminute.com, Travelguru, 

Moneydirect, Zuji, Travelocity Business and World Choice Travel 

Source: Retrieved from Buhalis and Jun (2011) in Sotiriadis et al. 2015, p. 234. 

 

The TEMs holding the top three spots as the most popular since 2013 have built vast networks and alliances with a 

series of tourism companies (Sotiriadis et al. 2015). 

3. BUSINESS MODELS IN ELECTRONIC TOURISM AND TRAVEL TRADE 

The Internet restructured the entire tourist value chain, forcing the existing intermediaries to take up the new 

medium and to develop corresponding business models. The two main categories of business models that are applied 

to the electronic travel trade are the Global Distribution Systems (GDSs) and the TEMs, briefly presented 

below.Global Distribution Systems: They are CRSs that access many databases of hotel providers, airlines, car 

rental firms, et cetera across the world (Buhalis & Laws 2004; Middleton et al. 2009). In the early 1990s, GDSs 

emerged as the major driver of ICTs, as well as the backbone of the tourism industry. In essence, GDSs matured to 

tourism supermarkets (Thakran & Verma 2013).Amadeus, Galileo, Sabre, and Worldspan are currently the strongest 

GDSs in the marketplace.The GDSs are among the first e-commerce companies in the world facilitating B2B e-

commerce. It must be noted that GDSs did not provide the end user (consumer) with direct access to its databases. 

The travel agencies continued to act as intermediary until the Internet revolution shook the foundations of the trade. 

But, even now, it is these original GDSs that provide the backbone to the Internet-based tourism distribution 
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systems. The major difference between the GDSs and the TEMs is that the latter permits the consumer to access the 

database unmediated by the travel agency (Buhalis & Laws, 2004). 

Business models for tourism e-mediaries:Daniele and Frew (2004) summarized five business models for TEMs, 

namely: (i) Agency (e.g. Booking.com); (ii) Merchant (e.g. Expedia.com); (iii) Distressed inventory (e.g. 

Travelocity.com); (iv) Demand collection (e.g. Priceline.com) and (v) Comparison shopping (or Travel meta-search 

engines; e.g. kayak.com). Christodoulidou et al. (2010) suggest that in order for TEMs to become more profitable 

and competitive, they need to adopt and implement one of the above models. 

The popularity of TEMs is attributed to their client-centric approach, the convenience they offer, and consumers’ 

growing confidence in online purchasing (Kim et al. 2009; Lee et al. 2013).The next section deals with the critical 

issue of the evolution of online distribution channels in the tourism and hospitality industry and the technological 

advances affecting the business relationship between hospitality industry and TEMs. 

4. EVOLUTION OF ONLINE DISTRIBUTION CHANNELS 

As indicated above, the development of the Internet has had a major impact on the intermediaries, not least because 

it has enabled suppliers/principals to reach some consumers directly and cut out intermediaries. TEMs are also 

evolving as consumers become more sophisticated purchasers of tourism products and services; these intermediaries 

already provide an important tool for them to engage in DIY travel purchasing (Morrison, 2013).Further, the 

relationships of TEMs with hospitality businesses are of significant importance and variable over time. The nature of 

these relationships has evolved during the current decade, from confrontation to collaboration (Lee et al. 2013; 

Sotiriadis et al. 2015). The study by Thakran and Verma (2013) attempted to summarize the four digital eras in the 

tourism arena, characterized as GDS, Internet, SoLoMo, and Hybrid periods. Table 2 depicts the key features of 

each era with respect to the hospitality distribution channels. 

Table 2: The digital eras in tourism distribution system 

Era Changes in hospitality distribution channels/Key features 

GDS (1960-1995) 

/Intermediation  

 

The rule of GDS and the 

growth of travel agencies  

Heavy dependency on the GDSs and travel agents. Increased reach of individual hotels 

across borders. However, this advancement had the following effects:  

- Increased competition among hospitality firms and intermediaries within the 

distribution system. 

- Dependency on travel agencies and payment of high transaction fees. 

- The balance of power shifted away from the suppliers to the intermediaries. 

Internet (1995-2000) / 

Disintermediation  

 

Growth of the Internet 

changed the online 

distribution landscape/ 

Emergence of TEMs 

The first cost-effective tool for direct distribution by hotel suppliers. Effects:  

- Global geographical reach and suppliers investing in brand websites. 

- Distribution started to move away from intermediation (GDSs) toward 

disintermediation (brand websites and booking engines). 

However, the launch of search engines (e.g. Google), brought about a new form of 

intermediation. As the Internet gained popularity, many TEMs entered the distribution 

landscape. The growth of TEMs once again kept the suppliers heavily dependent on 

the distribution channel intermediaries.  

- Hotel operators started experiencing a loss of control over the pricing of rooms to 

TEMs. 

- Benefits for consumers: obtain the lowest rate within their desired market segment, 

coupled with the price transparency on the Internet. 

- Continued growth of online distribution intermediaries: over time, the direct booking 

websites lost business to the TEMs. 

SoLoMo (2000-2012) / 

Matured 

Disintermediation 
SoLoMo,www.brand.com 

With digital advancements, a new category of technology has emerged, known as 

customer engagement technology (CET), which includes a wide variety of “SoLoMo” 

applications; that is, social-, location-, and mobile-based applications to simplify the 

booking process for customers. The beginning of the SoLoMo era was marked by the 

http://www.brand.com/
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growth and popularity of the social and travel community websites such as 

TripAdvisor and Facebook.  

Extensive adoption and use of SM and smartphones represent another disruption in 

online hospitality intermediation. 

Customers in the SoLoMo era have different expectations from the customers in the 

Internet era. Therefore, it essential for suppliers to keep the customers engaged 

through social, local, and mobile channels with a view to a long-term sustainable 

relationship. 

Hybrid (2013 and 

forward) / Multi-channel 

and Re-intermediation  

Year 2013: ‘the year of 

three screens - computers, 

tablets, and smartphones’ 

The customers are increasingly depending on online search. To accomplish that 

search, they are using multiple screens as they search for the supplier information that 

they want. On the other end, hospitality suppliers are investing in direct channels and 

trying to provide customized and high quality experience to the customer. In short, the 

tourism industry is slowly moving to a hybrid distribution system:  

- Back to the disintermediation phase with multi-channels. 

- Existing online intermediaries, including GDS-supported travel agents, TEMs, and 

search engines, remain an important part of the hospitality distribution channels. 

Source: Adapted fromThakran and Verma (2013). 

The online distribution channels will continue to evolve in response to external influences and there will be shifts in 

the structure of the industry as a whole (Pearce & Schott, 2005;Kracht & Wang 2010). The process of cutting out the 

intermediary is called disintermediation, and hotels clearly favour this approach. This disintermediation means that 

consumers bypass the travel agencies in the hospitality industry when hotels take distribution back into their own 

hands by setting up websites that allow guests to make bookings online (Tse, 2003). When the Internet first became 

widely used, there was a prediction that it would lead to a ‘disintermediation’ of distribution channels, with an 

increasing number of consumers booking direct with suppliers and cutting out the intermediaries. Although direct 

booking has certainly grown massively, what has actually happened is more complex. 

First, the market conditions and disintermediation have led to a very new kind of competition:the competition 

among traditional travel agencies and electronic agencies. Most traditional travel agencies have also embraced the 

Internet as a tool for communicating with their own customers (Inkson &Minnaert 2012).Second, at the same time, 

the established companies (mainly Tour operators) have reinvented themselves online, offering the customer 

additional benefits, including the ability to tailor their own holiday through dynamic packaging and to compare their 

experiences with others on the review websites (e.g. TripAdvisor) (Morrison, 2013).Third, the Internet has created 

business opportunities for a range of different TEMs offering essentially the same services online as their traditional 

rivals did on the high street. There is another reason though why intermediaries continue to hold an important 

position. Most of these new intermediaries provide what is known as the information overload reduction function 

(Christodoulidou et al. 2010). While a customer can ‘Google’ for products and services online and buy from one of 

the millions of companies that the search results brings in, the ‘information overload’ upon the customer caused by 

this is enormous. The consumers turn to the travel agent for expert help. Many travel agencies have found a business 

opportunity here and have reincarnated in various degrees as TEMs. For instance, an option for the consumer is to 

visit a travel search engine like Kayak.com and specify his/her criteria. This TSE significantly simplifies the 

consumer’s task. 

Thus, disintermediation is not a one-way trend. In more recent times, new intermediaries have emerged to fill the 

opportunities created by disintermediation; a trend for re-intermediation. This re-intermediation suggests that the 

principles of distribution still apply in the now dominant online era, in particular: (i) many customers with busy lives 

value the convenience of a ‘one-stop-shop’ for all their travel and tourism purchases – both online and off it; (ii) 

faced with a bewildering choice, consumers value the reassurance provided by a well-known brand; and (iii) 

suppliers value the efficient access to wide consumer markets provided by intermediaries. Re-intermediation by 

these TEMs is likely to continue as a dominant form of distribution even as social community websites do offer a 

viable alternative (Thakran & Verma, 2013). Therefore, it could be said that we are experiencing a hybrid digital era 
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in tourism distribution, i.e. disintermediation and re-intermediation as well as a variety of channels simultaneously. 

Kayak.com is a TEM – a travel meta-search website founded in 2005 - representing a typical example of re-

intermediation. 

The digital arena is evolving, so are the relationships between the providers of tourism services. Hospitality 

companies are anxious of losing control over their inventory and pricing strategies, should they decide to use the 

distribution channel of TEMs. Hospitality companies further feel pressured to commit to long-term relationships 

with no exit clauses in the contract and at rates they feel are not sustainable (Lee et al. 2013; Toh et al. 2011). This 

paper argues that four issues are of high importance, namely: (i) The value of visibility enjoyed by hotels resulting 

from being listed on a TEM’s website. The presence of hotels in different distribution channels, including TEMs, 

has a significant impact on their bookings and resulting revenue (Inversini & Masiero, 2014). (ii) Cutting the 

booking cost: TEMs have tried to attract consumers by reducing the cost of booking as much as possible (e.g. 

additional fees). This will undoubtedly put pressure on TEMs to invest in reducing their own transaction costs. (iii) 

Commissions charged: the cost of using TEMs is considerable (Lee et al. 2013); and (iv) Desire for rate parity 

(similar rates) among all distribution channels (Toh et al. 2011). 

Lately we have witnessed the development of a more collaborative approach to achieving common benefits. It has 

come to light that hospitality companies and travel trade (tour operators, TEMs, etc.) share common strategic aims 

that would be achieved more effectively by working together through the creation of strategic networks/relationships 

(Sotiriadis et al. 2015). Thus, the business relationships between hospitality providers and TEMs evolved from 

confrontation to being more collaborative. Through this approach each party involved recognizes the role of the 

other and, consequently, the business relationships become mutually beneficial. 

5. CONCLUSION: SUGGESTING MARKETING STRATEGIES 

Hospitality companies need to use a wide range of distribution channels to reach their targeted markets.Online 

distribution channels and TEMs are providing an additional channel which can be used by hospitality providers in 

improving their exposure, visibility and sales in the online market. This paper analysed the main trends and features 

in the field of online tourism distribution. More specifically, the important role of TEMs as a distribution channel 

was explored andthe main digital periods and trends of evolution in this field were presented. The evolving business 

environment and relationships were also outlined, and the question whether there is disintermediation or re-

intermediation in the distribution system was addressed; the answer being that since 2013 we have been witnessing a 

hybrid online distribution era. This process is continuing to evolve and there is a constant imperative for the 

hospitality industry to manage distribution more effectively. 

From the above analysis, it is quite clear that there is continuous change and evolution in the online tourism market. 

In this context, the hospitality industry has to continuously monitor, analyse and cope with the digital developments 

in the online tourism market. This paper thus concludes by suggesting a series of strategies and actions for industry 

practitioners in order to effectively compete with TEMs and improve sales performance: (i) Ensure suitable use of 

all distribution channels available in the online market. (ii) Facilitate the efficient use of all tools and media 

available within an approach of integrated marketing communications with potential and current customers. (iii)Find 

ways of steering customers to hotel brand websites, e.g. invest resources on hotel own websites in enhancing trust 

and value of online reviews. (iv) Evaluate the performance of TEMs and other online channels available to them 

(e.g. GDS and TSEs) in order to select distribution channels carefully. (v) Extend their networks to encompass more 

TEM partners, thereby avoiding overreliance on one TEM. (vi) Collaborate with TEMs; develop a symbiotic 

relationship with close- and long-term interactions between them; and (vii) Employ SM as an online distribution 

tool, a way of interacting with customers and a service recovery tool to develop relationships with customers and 

build brand loyalty. 
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It is believed that all the above-mentioned strategies should contribute to improving the effectiveness of distribution 

management of the hospitality industry within the hybrid digital era. 
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Abstract  

 
The purpose of this paper is to illuminate the perspective that tourists and particularly Greeks demonstrate as far as 

their booking behavior concerned travel reviews during the period of economic recession. Especially online travel 

reviews written by consumers are ever more available and used to inform travel-related decisions.  

The present research concentrated on the web platforms of intermediary firms and agencies that constitute the e-

tourism sector. These are organizations that facilitate communication and transactions between the primary 

providers of travel and accommodation services (e.g. airlines, hotels, car hire firms), and potential consumers of 

those services. Blogs, online reviews (ORs), and social networking platforms are enabling travelers to share 

information, opinions, and knowledge about all kinds of goods and services in e-Tourism. Specifically, online 

reviews (ORs) can be considered as electronic versions of traditional WOM (e-WOM) and consist of comments 

published by travelers. 

For the data collection, three self- report questionnaires were administered: a) E-WOM and Accommodation Scale 

(E-WOM), b) Emotion-Based Decision-Making Scale (EBDMS,) c) Emotional Intelligence Questionnaire (TEIQue) 

clarifying four factors of emotional state; well-being, self-control, emotionality and  sociability.  

There were being created their electronic versions through Google Forms service and posted through the 

website “http://www.cicos.gr/iccmi2017/obsr”. Then the collected data were selected for analysis, with relevant 

transformations in order to have a suitable form for the implementation of the respective machine learning 

algorithms included in the software package R. The methodology, that was adopted, consists of two concrete phases. 

During the first phase, questionnaires were created and submitted. During the second phase, the data set were 

collected, preprocessed and analyzed based on Data Mining techniques evaluating the results. More specifically, 

classification algorithms were utilized so as to manage to describe hidden patterns. Also, the parameters of the 

algorithms were set, depending on the application cases, and the results were correlated with the demographic 

characteristics of the respondents, in order to evaluate and assess the significance of exported rules / conclusions. 

 

Keywords: Booking Behavior, Data Mining, Economic Recession, e-Tourism, R 
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1. INTRODUCTION 

Finding on-line information on travel destinations is one of the most popular processes from which tourists are 

increasingly benefiting. A growing use of online reports about travel destinations and their planning has been 

observed in recent years. For this reason an e-WOM (electronic word of mouth)  can have a significant influence on 

the decisions related to the movements of the tourists that have been implemented. Relevant e-Marketer surveys 

indicate that the use of travel critics has proven to be a beneficial process for planning a trip (e.g. booking a place of 

residence). In view of the above, the present research attempts to investigate whether the online reviews influence 

the behavior of the tourist-traveler in planning his journey and that the traveler's own personality, and in particular 

aspects of his emotional intelligence, play a key role by mediating in decisions-making to choose the appropriate 

travel destination. 

 
1.1. Use of Word of Mouth in Travel Planning 

Word of mouth (WOM) communication refers to interpersonal communication among consumers concerning their 

personal experiences with a firm or a product. Previous studies illustrate the significance of WOM for consumers' 

purchase decisions especially within a service context. Because service products are intangible and cannot be easily 

described, consumers tend to rely on word of mouth from an experienced source to lower perceived risk and 

uncertainty. Word-of-mouth information search is greater in circumstances when a consumer is unfamiliar with a 

service provider, which is often the case for travel-related decisions. WOM has long been recognized as one of the 

important external information sources for travel planning. As the use of the Internet for travel planning becomes 

ever more prevalent, travel decision making processes are expected to become increasingly influenced by e-WOM. 

 

Consumer reviews and ratings are the most accessible and prevalent form of e-WOM. Consumer reviews serve two 

distinct roles: 1) they provide information about products and services; and, 2) they serve as recommendations. 

Consumer reviews are perceived as particularly influential because they are written from a consumer's perspective 

and, thus, provide an opportunity for indirect experience. They are also perceived as more credible than information 

provided by marketers. Online consumer reviews appear to play an increasing role in consumer decision making 

processes. Importantly, almost half of those whose purchasing decision was influenced by consumer reviews said 

that consumers' opinions actually caused them to change their mind about what they purchased. Clearly, online 

consumer-generated information is taking on an important role in online travelers' decision making. 

 

1.2. Emotional Based Decision Making Framework 

Most theories of human reasoning and decision-making fall between two different positions. The first one argues 

that we make decisions in a way similar to that of solving problems in formal logic. According to this view, when 

faced with a problem, we form a list of all different options and their possible outcomes, and then we use logic in its 

best sense to perform a cost/benefit analysis that will provide us with the best possible choice. The second view 

considers reasoning and decision-making to be associative. That is, when confronted with a situation that requires a 

decision, we compare it to similar situations that have been encountered in the past, and tend to act accordingly. 

Emotion-Based Decision Making that models important aspects of emotional processing, and integrates these with 

other models of perception, motivation, behavior, and motor control. A particular emphasis is placed on using some 

of the mechanisms of emotions as building blocks for the acquisition of emotional memories that serve as biasing 

signals during the process of making decisions and selecting actions such as the choice of a traveling destination via 

booking services. 

 

1.3. Emotional Intelligence of Travelers 

Emotional intelligence, a type of social and personal intelligence, is important in managing interpersonal 

relationships and interactions, especially in the business sphere. Businesses that involve frequent customer contact 

and interaction, such as those in the field of tourism, can benefit from the application of multiple intelligences. The 

notion of emotional intelligence its applications to business is a vital theme in order to suggest an application to 

tourism, a sector based largely on the interaction between people. Emotional intelligence can be an effective tool and 

a benefit to tourist services, to reflection the tour operator’s role as cultural mediator between tourists and host 

community, and to explore how emotional intelligence can help in this tourist/host relationship. 
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1.4. E-WOM and Accommodation Scale (E-WOM) 

An online questionnaire was created using the E-WOM 

Accomondation Scale and was sent to the study sample by 

email and social networks. The questionnaire was primarily 

composed of closed-ended questions measured using a 7-

point Likert-type scale. The sample was selected along 

purposive lines with a focus on identifying travelers who had 

recently read ORs when searching for information on 

accommodations while planning their holidays. This scale is 

analyzed in the following dimensions: 

 Information timeliness refers to information that is 

up to date, current, and represents the state of the 

art of a product/service. In comparison to traditional 

WOM, ORs are available 24 hours a day. The most 

recent ORs are displayed first on COPs, so 

consumers can easily access the latest reviews 

published on specific accommodations. 

 Information understandability refers to readability, 

interpretability, and ease of understanding, as well 

as language, semantic, and lexical expressions used 

by reviewers.  
 Information relevance refers to the extent to which 

a review is applicable and helpful for a task at hand and 

depends on different customer needs in specific situations ORs are relevant if they provide the kind of 

information a customer is looking for.  
 Information accuracy is defined as the correctness in the mapping of stored information to the appropriate 

state in the real world that the information represents. The accuracy of information depends on travelers’ 

perceptions that information is accurate, correct, believable, and credible.  

 Value-added information is the extent to which information is beneficial and provides advantages from 

their use. ORs may empower a traveler’s capacity to make informed decisions by providing information 

that is generally not easy to access through traditional marketing communications. 
 Information completeness is defined as the extent to which information is of sufficient breadth, depth, and 

scope for the task at hand. Accordingly, a customer may judge a review as complete based on the degree to 

which information from ORs is comprehensive and exhaustive for booking accommodation. 

 Information quantity is the extent to which the quantity or volume of available data is appropriate for a 

specific task Information quantity represents the number of ORs per accommodation; it is a peripheral cue 

to information processing since it is a short cut that consumers may use to make a decision. 

 Product Ranking refers to a typology of categorical or numerical information based on travelers’ overall 

(average) evaluation of accommodations in a destination. The ranking or numbers of stars represents the 

average customer’s evaluation of accommodation and summarizes the proportion of positive, neutral, and 

negative reviews. 

 
1.5. Emotion-Based Decision-Making Scale 

(EBDMS) 

The Emotion-Based Decision-Making Scale (EBDMS) 

attempts to measure a person’s tendency to rely upon 

emotions and “gut reactions” in making decisions. It has 10 

items that use a 5-point Likert response scale. Five items are 

reverse-coded. 

1.6. Trait Emotional Intelligence (EI) 

For recording, tracing and evaluation concerning the 

emotional intelligence was used the standardized scale Trait 

Image 1 

Figure 30: E-WOM Research Model 
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Emotional Intelligence (TEIQue) which examines the Trait model of EI as proposed by K.V. Petrides. The Trait 

Emotional Intelligence Questionnaire is a self-report questionnaire that has been developed to cover the trait EI 

sampling domain comprehensively. Questionnaire measures of EI have been proliferating over the past few years, 

and it is important to mention three advantages of the TEIQue over them to justify the focus of this research. First, 

the TEIQue is based on a psychological theory that integrates the construct into mainstream models of differential 

psychology. Second, the TEIQue provides comprehensive coverage of the 15 facets of the trait EI sampling domain. 

Several independent studies have demonstrated the ability of the TEIQue to predict criteria (outcomes) significantly 

better than other questionnaires. Third, the full TEIQue has excellent psychometric properties. Finally, the TEIQue 

has been used in numerous studies wherein the assessment of affective aspects of personality was required. These 

include research in the areas of neuroscience, relationship satisfaction, psychopathology, addictions, reaction time, 

general health, and behavioral genetics. The TEIQue provides an operationalization for the model of Petrides and 

colleagues that conceptualizes EI in terms of personality. The test encompasses 15 subscales organized under four 

factors:  

 Well being: The Well-being factor comprises three different traits: Happiness, Optimism and Self-esteem. 

They measure how people judge their general level of life satisfaction.  

 Self control: The Self-control factor describes how far people think they can control their impulses or are 

controlled by them. It comprises three different traits: Impulse Control, Stress Management and Emotional 

Regulation. 

 Emotionality: The Emotionality factor comprises four different traits: Empathy, Emotion Perception, 

Emotion Expression and Relationships. Together they indicate how aware you may be of your own 

emotions and feelings, as well as those of other people. 

 Sociability: The Sociability factor describes how comfortable people feel in different social contexts, from 

parties and social gatherings to formal business meetings.  

2. METHODOLOGY 

In this paper were applied Machine Learning and Data Mining methods in order to evaluate the booking behavior of 

Greek tourists using Emotion-Based Decision-Making Scale (EBDMS), the E-WOM and Accommodation Scale (E-

WOM)and Emotional Intelligence Quotient (TEIQue) The methodology, that was adopted, consists of three concrete 

phases. During the first phase electronic questionnaires were created and posted through the website 

http://www.cicos.gr. Subsequently, data were collected and preprocessed from the questionnaires. The data set for 

analysis was consisted of demographics elements of responders, such as the gender, the birth-place, the place of 

present residence, educational background of both the respondents and their parents, professional occupation of 

parents and also of subscales of the CEAS, EQ, BEES, EPQ and TEIQue tests. During the third phase, the data set 

was analyzed based on Data Mining techniques and evaluate the results. More specifically, we utilized classification 

algorithms so as to manage to describe the hidden patterns underlying in the data. Decision trees are a powerful way 

in order to represent and facilitate statements analysis (psychological) principally, comprising successive decisions 

and variable results in a designated period.  

 

2.1. Booking Behavior personal traits of Greek tourists during economic recession  

 

Global financial community, it has been entered in a new and unknown economic phase. The huge crisis of the 

financial system, which has been arises in the developed countries results a risk of insolvency and has led to 

unstable economies and create millions of unemployed worldwide. Today, national economies are closely 

dependable each other. In addition, commercial and financial information is moving at breakneck speed through the 

Internet and mobile networks. It is true that unfavorable economic circumstances have a repercussion in the sector of 

travel industry which there is a need to be adjusted in an economic environment full of uncertainty, in order to 

address even the most demanding and needs of travelers. A useful element that travels industry, it is necessary to 

take into account is the different personality traits of travelers that interfere with their booking behavior and 

determine their decision-making towards their choice when they have to select a travel destination. 

As far as the repercussion of personality traits in booking behavior, recent advances in personality psychology can 

help us predict tourist motivation. Traits are defined as enduring and stable patterns of behavior, attitudes, emotions, 

that vary between individuals. Traditionally, researchers were interested in understanding how individuals differ, 

and so they put a great deal of effort into discovering how to measure, map, and define personality traits. An effort 

https://www.psychologytoday.com/basics/motivation
http://www.beyondthepurchase.org/explore.php#personality
https://www.psychologytoday.com/basics/empathy
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was made through trait theory in order to define personality traits. Trait theory suggests that personality is made up 

of a set of quantitative measurable characteristics or units known as traits. Traits are pre-dispositional attribute and 

are relatively stable. Every personality has a unique combination of traits and given its stability, people with a given 

combination of traits can be expected to behave consistently across situations and over time. The development of 

trait theory is attributed to the pioneering works of psychologists such as, Gordon Alport, Henry Odbert Raymond 

Cattell and Hans Eysenck. 

2.2. Data Mining Techniques 

 

Data Mining is an emerging knowledge discovery process of extracting previously unknown, actionable information 

from very large scientific and commercial databases. It is imposed by the explosive growth of such databases. 

Usually, a data mining process extracts rules by processing high dimensional categorical and/or numerical data. 

Classification, clustering and association are the most well known data mining tasks. Classification is one of the 

most popular data mining tasks. Classification aims at extracting knowledge which can be used to classify data into 

predefined classes, described by a set of attributes. The extracted knowledge can be represented using various 

schemas.  

 

3. RESULTS 

3.1. Association Rule Learning 

Association rule learning is a rule-based machine learning method for discovering interesting relations between 

variables in large databases. It is intended to identify strong rules discovered in databases using some measures of 

interestingness. They are usually required to satisfy a user-specified minimum support and a user-specified 

minimum confidence at the same time. Association rule generation is usually split up into two separate steps: 

 

vii. A minimum support threshold is applied to find all frequent itemsets in a database. 

viii. A minimum confidence constraint is applied to these frequent itemsets in order to form rules. 

ix. While the second step is straightforward, the first step needs more attention. 

 

 

Three most widely used measures 
8
for selecting interesting rules are:  

Support 

Support is an indication of how frequently the itemset appears in the dataset. 

Confidence 

Confidence is an indication of how often the rule has been found to be true. 

Lift 

Is the ratio of the observed support to that expected if X and Y were independent. 

 

Apriori is an algorithm for frequent item set mining and association rule learning over transactional databases. It 

proceeds by identifying the frequent individual items in the database and extending them to larger and larger item 

sets as long as those item sets appear sufficiently often in the database. The frequent item sets determined by Apriori 

can be used to determine association rules which highlight general trends in the database. 

 

3.2. Visualizing Extracted Rules 

                                                           
8
Every rule is composed by two different sets of items, also known as itemsets, X and Y, where X is called antecedent or left-

hand-side (LHS) and Y consequent or right-hand-side (RHS). 

 



5
th

 International Conference on Contemporary Marketing Issues (ICCMI) 2017 

 

669 
 

Visualization has a long history of making large data sets better accessible using techniques like selecting and 

zooming. In this paper we use the R-extension package “arulesViz” which implements several known and novel 

visualization techniques to explore association rules. Below, we represent the extracted rules in a variety of ways 

with different techniques. 

 

 

Graph-based visualization 

 

 

 

Graph-based visualization offers a 

very clear representation of rules 

but they tend to easily become 

cluttered and thus are only viable 

for very small sets of rules 

 
 

Grouped Matrix Visualization 

 

 

 

Antecedents (columns) in the 

matrix are grouped using 

clustering. Groups are represented 

as balloons in the matrix. 

 
 

Parallel coordinates 

visualization 

 

 

Parallel coordinates plots are 

designed to visualize 

multidimensional data where each 

dimension is displayed separately 

on the x-axis and the y-axis is 

shared. Each data point is 

represented by a line connecting 

the values for each dimension 

 
 

Apriori rules 

Specifically of our use we altered the Support and Confidence values to 40% and 90% respectively 

A sample of the extracted rules (Top 10) 
 
lhs                                             rhs                                            support confidence     lift 

1   {ΕΙ_self_control=LOW,                                                                                                              

     EWOM_Value.added.information.=LOW,                                                                                                

     EWOM_Product.Ranking.=LOW}                             => {ΕΙ_sociability=LOW}                      0.4000000  1.0000000 2.058824 
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47  {ΕΙ_sociability=LOW,                                                                                                               

     EWOM_Product.Ranking.=LOW}                             => {EWOM_Value.added.information.=LOW}       0.4571429  1.0000000 1.521739 

48  {ΕΙ_sociability=LOW,                                                                                                               

     EWOM_Information.quantity.=LOW}                        => {EWOM_Product.Ranking.=LOW}               0.4285714  1.0000000 1.521739 

96  {EBDSMS_logic=LOW,                                                                                                                 

     EWOM_Information.accuracy.=LOW}                        => {ΕΙ_self_control=LOW}                     0.4285714  0.9375000 1.426630 

105 {Sex=Female,                                                                                                                       

     X.10..Use.of.social.media.during.your.trip.=Yes,                                                                                  

     EWOM_Information.accuracy.=LOW}                        => {EWOM_Value.added.information.=LOW}       0.4000000  0.9333333 1.420290 

120 {EBDSMS_logic=LOW,                                                                                                                 

     EWOM_Information.understandability.=LOW}               => {EWOM_Information.quantity.=LOW}          0.4285714  0.9375000 1.367188 

127 {ΕΙ_sociability=LOW,                                                                                                               

     EWOM_Information.relevance.=LOW}                       => {EWOM_Information.understandability.=LOW} 0.4285714  1.0000000 1.346154 

128 {EBDSMS_emotion=LOW,                                                                                                               

     EWOM_Value.added.information.=LOW}                     => {EWOM_Information.understandability.=LOW} 0.4857143  1.0000000 1.346154 

107 {EWOM_Information.completeness.=HIGH}                   => {EWOM_Information.timeliness=HIGH}        0.4000000  1.0000000 1.400000 

6   {EBDSMS_emotion=LOW,                                                                                                               

     EWOM_Value.added.information.=LOW}                     => {EWOM_Information.completeness.=LOW}      0.4857143  1.0000000 1.666667 

 

  

3.3. Principal Component Analysis 

Principal component analysis (PCA) is a statistical procedure that uses an orthogonal transformation to convert a set 

of observations of possibly correlated variables into a set of values of linearly uncorrelated variables called principal 

components (or sometimes, principal modes of variation). The number of principal components is less than or equal 

to the smaller of the number of original variables or the number of observations. This transformation is defined in 

such a way that the first principal component has the largest possible variance (that is, accounts for as much of the 

variability in the data as possible), and each succeeding component in turn has the highest variance possible under 

the constraint that it is orthogonal to the preceding components. PCA is sensitive to the relative scaling of the 

original variables. 

 
Standard deviations: 
1.2275791 1.0225014 0.6689847 
 
Rotation: 
                       PC1         PC2        PC3 
EBDSMS_logic    -0.4508378  0.75086036  0.4826531 
EBDSMS_emotion   0.7220868 -0.01107247  0.6917139 
ΕΙ_emotionality  0.5247247  0.66036817 -0.5371944 
 
Importance of components: 
                          PC1    PC2    PC3 
Standard deviation     1.2276 1.0225 0.6690 
Proportion of Variance 0.5023 0.3485 0.1492 
Cumulative Proportion  0.5023 0.8508 1.0000 
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4. CONCLUSION 

Our results show that travelers are not influenced by the completeness of information. Most travelers appear to only 

search for information that satisfies their particular needs. Therefore, they are not interested in knowing everything 

about specific accommodations and may not read all the content in a review; rather they are only interested in the 

kind of information that satisfies their information needs. 
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Abstract 

The recent phenomenon of migrant and refugee flows to Greece and other Mediterranean countries is becoming an 

extremely important social issue with major impacts in many aspects of life and economy, with tourism being a 

sector both directly and indirectly affected; such substantial flows could be regarded as a crisis phenomenon that 

affects tourism. The purpose of this paper is to shed light on the impact of refugees’ crisis on tourist demand and 

relevant aspects of key stakeholders’ decision-making. The need for in-depth understanding of consumer and 

tourism behavior in crisis occasions has already been established by researchers (Larsen, 2011; Mair et al., 2016), 

with perceived risk and perceived safety at the tourism destination being highlighted as key factors (Yang et al., 

2017). This study places emphasis on the role of information diffusion via social media, as well as the role of 

tourist’s personality towards crisis phenomena in tourism. The study sets this subject on a novel basis, aiming to 

identify critical parameters that form travelers’ behavior during crisis events both from a theoretical and an applied 

approach. Destination Management Organizations should utilize findings from the relevant literature review to 

handle effectively potential crises and negative effects on tourism demand. 

Keywords:tourist behavior, crisis management, social media, personality, refugees 

1. INTRODUCTION  

Since 2015 Greecehas been facinga major challenge related to substantial refugees’ flows in the eastern islands of 

the Aegean Sea. According to the International Organization of Migration (2016), arrivals in Greece reached 

857.363 during 2015 and 176.906 during 2016. Beyond its major sociological dimensions and effects, the 

phenomenon has already started to influence academic research(Giannakopoulos, 2016; Papataxiarchis, 2016; 

Rozakou, 2016). It has been estimated that only in Kos island, refugee wavesledto 400% morecancelationsin 2015 

(comparedto 2014), a shrinkage ofthetourismseason (manyhotelsstoppedtheiroperationsbeforetheendofthe summer 

season), while bookings for 2016 season were estimated to have been decreased by 60% (Makrandreou, et al. 2015; 

Kourlimpini, 2015). Given the economicrecessionin Greece and the great contribution of tourism to the country’s 

GDP and employment figures, i.e. total contribution of tourism estimated at18.6% and 23.6% respectively for 

2016(World Travel and Tourism Council, 2017), as well as the multiplying adverse economic impacts from reduced 

tourist arrivals,it is essential to identify the trends, attitudes and behavior of tourists as shaped by the phenomenon of 

migrant flows. Specific tourism destinations confront a crisis situation that directly affects tourism activity in these 
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regions, thus proving the need to identify the impact of this crisis on potential travelers’ decision-making and overall 

tourism behavior. 

2. LITERATURE REVIEW 

The importance of crisis management and study in the context of tourism has been noted by several authors 

(Faulkner, 2001; Ritchie, 2004;McKercher& Hui, 2004; Williams et al., 2012).Research studies about crisis events 

with impactson travel industry and tourism destinations focused ontopics like economic recession and its impact on 

the macroeconomic or microeconomic level, (Jóhannesson&Huijbens, 2010; Alegre &Pou, 2016; Bronner& de 

Hoog, 2014; Papatheodorou& Pappas, 2016), terrorism (Sönmez&Graefe, 1998;Sönmez et al. ,1999; Blake & 

Sinclair, 2003; Feridun, 2011;Drakos&Kutan, 2003;Korstanje et al., 2014; Seabra et al., 2014; Wolff & Larsen, 

2014), earthquakes and floods (Huang et al., 2008; Cioccio& Michael, 2007; Biran et al., 2014; Orchiston&Higham, 

2016), extensive fires (Hystad& Keller, 2008; Armstrong & Ritchie, 2008), epidemics and communicable diseases 

(Cooper, 2005), crises withhumanitarian character, such as immigration, (Cruz-Milán et al., 2016), political 

crises(Ivanov et al., 2016;Cirer-Costa, 2017) and other phenomena that affected the natural environment(Ritchie et 

al., 2014; Susskind et al., 2015) or crises at the hotel's unit level (Vassilikopoulou et al., 2009). Moreover, previous 

research recorded the tendency to emphasize unplanned (ad hoc) and ex-post analysis of crisis situationsbut not 

preventive planningwhich requiresan interdisciplinary approach from fields such as education, communication, 

sociology, tourism, etc. (Ritchie, 2008).This is further supported by Carlsen& Liburd (2008) who underline the need 

for coordinated research in understanding the efficacy of specific crisis management strategies and the importance of 

communication in the recovery process of tourism destinations. 

The effect of immigrationflows at the tourism destination level was recently studiedby Simpson et al. (2016).Their 

study focused on destination loyal tourists’ attitudes towards migrants enteringthe US destination without legal 

documents and theauthors concluded that attitudes toward the undocumented immigrants significantly affected 

perceived safety and intentions to recommend (creation of positive word-of-mouth) and revisit the destination. The 

authors also stressed the need to further research refugees’ influence due to the very limited and insufficient 

international relevant research. Importantly, in a comparable study of them, Simpson & Simpson (2016) also 

implicated in their model the dimension of the influence on residents and localsapart from influenceson tourists. 

Obviously, the role of media in disaster or crisis situations is critical (Faulkner, 2001). Given that tourism is an 

information-intensive industry, the role of internet and social media makes such issues even more critical. 

Sinceinformation diffusion is extremely rapid, great impacts in both tourism demand and supply are generated. 

Furthermore, the evolution and diffusion of social media and Web 2.0 (or social web) technologies have 

dramatically changed the way of communication and information exchange. User generated content (UCG) and e-

wom generated in the Web creates new parameters andhas a tremendous impact on the consumer decision-making 

process and tourism behavior (Williams et al., 2010; Berger, 2014; Bronner et al., 2011; Chen et al., 2011; Luo et 

al., 2015; Zhou & Wang, 2014; Christou, 2015).This is even more intensive if we consider that travel, compared to 

other product categories, is the most commonly searched term on the internet(Mendes-Filho et al., 2009; Hills et al., 

2011). 

Quite apart from that, the role of personality factors and traits has always been acknowledged regarding consumer 

and travel behavior. Frew et al. (1999) confirm that in the tourism field “there could be no more appropriate or 

useful study than personality as it illuminates tourist behavior”.Relevant studiesshow that personality affects all the 

phases (need recognition, information search, and evaluation of alternatives, purchase decision and post-purchase 

behavior) of travelers’ decision-making process (Roozmand et al., 2011). Accordingly, research concerning social 

media use and habitshas also paid significant attention to the role of psychology and personality characteristics(eg. 

Wehrli, 2008; Orr et al., 2009; Ross et al., 2009; Schrammel et al., 2009; Amichai-Hamburger &Vinitzky, 2010; 

Correa et al., 2010; Kalmus et al., 2011; Bergman et al., 2011; Zhong et al., 2011; Moore & McElroy, 2012; Hughes 

et al., 2012). However, the impact of social media in the decision-making process under the influence of crisis 
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phenomena has not beenstudied adequately.To the authors’ view, this issue should be studied in the light 

ofpersonality characteristics as well. 

3. NEED FOR FURTHER RESEARCH& STUDY OBJECTIVES 

Several studies recommend further research of tourists’ behavior during crises periods and situations (Larsen, 2011; 

Yang et al., 2017; Mair et al., 2016). Previous research has studied the issuesof perceived safety with respect to past 

tourism experiences (Larsen, 2011; Larsen et al., 2011) and personality traits, such as uncertainty avoidance 

(Sonmez&Graefe, 1998; Yang & Nair, 2014;Sohn et al., 2016). Perceived safety has been also examined in terms of 

future behavioral intentions, including intentions to create positive word-of-mouth (Yüksel&Yüksel, 2007; Simpson 

et al., 2016) and revisit the destination (Kozak et al., 2007; Brunt et al., 2000;Björk&Kauppinen-Räisänen, 2011; 

Christou, 2016). However, most studies mainlyfocusoncrisis effects and management from the supply side. Relevant 

research form the demand side is limited in number and in-depth. Nevertheless, the study of Simpson et al. (2016) 

has shown that tourists’ behavior is significantly affected by immigration flows.  

The proposedstudy attempts to interpret and examine in depth theimpact of critical socio-political events on 

individual tourist behavior while taking into account a range of other parameters, such as demographics,personality 

traits and other psychographic characteristics (attitudes, values, interests), behavioral characteristics (previous 

experiences at the destination, travelincentives, level of purchasing loyalty, price sensitivity, emotional attachment 

to the destination and media habits (e.g. exposure to UGC and Web-media content, perceivedcredibilityof sources 

and messages). 

Quite apart from that, the proposed studyaims to explore critical travel decision-making parameters in the light 

ofperceived sense of security in the tourist destination and perceived risk when facing the migration reality. Another 

objective of this study is to identifybehavioral intentions to visit, return or recommend a given destination where 

significant migration flows occur. All the above will be examined regarding Web influence, as well as crisis 

management strategies from the supply side that could prevent suspensions of potential visitors.  

The sampling methodology aims to achieve an adequate number of respondents via relevant social media platforms, 

travel intermediaries as well as DMO’s contact lists of former or prospect visitors. It goes without saying that all 

issues of permission marketing and market research codes of conduct are carefully addressed and respected. Given 

the exploratory character and the context of the study, snowball sampling is one of the sampling techniques that will 

be evaluated in terms of suitability for the current study. All findings will be also analyzed with respect to socio-

demographics, psychographics and other behavioral characteristics. 

4. FORMULATION OF HYPOTHESES  

Based on literature presented above, considering previous research findings and past suggestions for further 

research, and contemplating the current refugee situation and the challenges posed for established tourism 

destinations that receive an influx of refugees, the following hypotheses may be formulated and require further 

investigation. Thus, and even though tourism behavior and decision making concerning a given destination is a 

complex and multi-factor issue, the following research hypotheses formed and subsequently tested via Structural 

Equation Modelling (SEM). 

 

Factors affecting attitudes towards the destination 

Social media word-of-mouth affects consumer decision-making (Berger, 2014; Luo et al., 2015) and has also been 

linked with attitudes towards tourism destinations (Jalilvand et. al. 2012). Personality also affects perceived 

influence of social media WOM (Wehrli, 2008; Correa et al., 2010). Perceived usefulness and trustworthiness of 

social media content affects consumer decisions (Ayeh et al., 2013).Based on information processing from various 
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external or internalstimuli, tourists over time form an internally accepted mental construct about a destination’s 

image. (Sirakaya et al., 2001). Thus, it is hypothesized that: 

H1: Negative or positivecontent of social media communicationaffectsaccordingly overall attitudesabout a given 

destination where migrant flows occur 

H2: Perceived credibility of the source of UGC mediates the impact of social media communication on overall 

attitudes regarding the destination  

H3: Personality factors, such as significance of others’ opinion, affect the impact of social media communication on 

overall attitudes regarding the destination  

H4: The existence of previous tourism experiences at the destination mediate the impact of social media 

communication on overall attitudes regarding the destination  

Factors affecting perceived safety at the destination 

E word-of-mouth affects consumer behavior (Roozmand et al., 2011; Jalilvand et. al. 2012). Personality affects 

perceived safety at the destination(Yang & Nair, 2014; Sohn et al., 2016). It is proposed that: 

H5: Negative or positive content of social media communication affects perceived safety at a given destination 

where refugee flows occur  

H6: Personality factors, such as risk aversion, affect perceived safety at a given destination where refugee flows 

occur  

Factors affecting behavioral intentions towards the destination 

The link between satisfaction from previous tourism experiences and future behavioral intentions has also been 

noted (Jang & Feng, 2007; Huang & Hsu, 2009; Chen & Chen, 2010). Destinations with positive images are most 

likely to prosper compared with those of a less favorable image (Fakeyeet al., 1991).Perceived safety of a given 

destination affects tourists’ decision-making (Simpson et al., 2016) as personality traits do so (Frew et al., 1999; 

Galloway et al, 2008). E-wom has also been linked with travel intentionsfor a given destination (Jalilvand et. al. 

2012). Thus, it is hypothesized that: 

H7: Satisfaction from previous experiences at the destination mediate the impact of social media communication on 

behavioral (visit/revisit) intentions towards the destination  

H8: Overall attitudes about a given destination where refugee flows occur affect behavioral (visit/revisit) intentions 

towards the destination  

H9: Perceived safety at a given destination where refugee flows occur affect behavioral (visit/revisit) intentions 

towards the destination  

H10: Personality factors, such as risk aversion, affect behavioral (visit/revisit) intentions towards the destination  

H11: E-wom affects behavioral intentions towards the destination 

 

Based on hypotheses formulated above and a questionnaire serving as the main research tool, a structural model has 

been developed for testing and its fit will be under examination in a real-life case in Greece, through collection of 

primary data. 

 

4.CONCLUSIONS AND EXPECTEDCONTRIBUTION 

The current research proposal goes into an in-depth examination of a relatively novel situation, such as the perceived 

"threat" that the migration flows set on tourists’ attitudes and behavioral intentions at themicrolevel. Communication 

and crisis management are important parameters in terms of marketing a tourist destination. In depth understanding 

of decision makingforcurrent and potential visitors regarding these phenomena is expected toassist tourism policy 

makers to manage and use the appropriate marketing and communication tools. At this point, the importance of the 

informal interpersonal communication between visitors, especially word-of-mouth via social media is expected to 

give new perspectives in crisis management in tourism. 

The study aims to contribute significantly in both theoretical and applied crisis management framework in tourism. 

From a theoretical perspective, the study attempts to contribute to the identification of those factors that shape 
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tourist behavior in crisis situations. Recording and analyzing parameters that have not been examined so far, such as 

the behavior and decision-making process of tourists during a refugee crisis and under the social media impact, 

significant conclusions will arise to determine the factors that influence and shape tourists’ opinions. Moreover, the 

study of the personality’s influence will form the theoretical basis for a detailed recording and further study of 

tourist behavior in crisis situations. 

On the other hand, research will identify those factors that should shape the decision-making process on an applied 

level. The survey results will show which parameters should be considered when planning and implementing 

tourism planning at macro and micro-level. The findings will actively contribute to strengthening the work of 

decision makers in tourism planning and crisis management in tourist destinations. 
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Abstract: 

During our research on this paper we try to reveal whether sustainability reporting finds participation in the 

hospitality sector and which of the common known frameworks are applied to Deluxe hotels and Resorts in 

European countries. Due to the industry’s complexity, hospitality firms may never be able to develop a specific 

framework to benchmark or report their sustainability initiatives. A major focus in reporting is to identify the key 

issues that matter the most to stakeholders—that is, the items that are most material to a business’s impact with 

regard to sustainability. The value of sustainability programs to various stakeholders depends in part on the 

stakeholder’s perspective. For owners, cost control remains an uppermost consideration, but many guests are only 

interested in green practices which don’t diminish their experience. Often, being a “green hotel” is a tie breaker for 

booking the hotel when all other factors are equal. Main research question of this paper is “what is the current level 

of sustainability reporting in hotel companies”. The research was implemented to the top visited four European 

Countries.  

Keywords: sustainability reporting, deluxe hotels, operational strategy, DMEs, GRI. 

 

1. INTRODUCTION 
 

The hospitality industry is a significant consumer of resources with a considerable impact on natural environments, 

economies, cultures and societies (Peršic,M.et al., 2013).  Hotel companies are under pressure from stakeholders and 

competitors to enhance their social and environmental responsibility in a manner to adapt their sustainable business 

practices to become more responsible (Jankovic, S. and Krivacic, D., 2014). In today's competitive hospitality 

business, it is harder than ever to gain competitive advantage. Therefore, hotel companies that apply sustainable 

business are not only contributing to environmental preservation, but also incur benefits that may contribute to 

assisting them in gaining competitive advantages, increasing revenue and reducing costs. 

 

Sustainability reporting has become more mainstream, as companies respond to stakeholders’ expectations for more 

transparency regarding how environmental, social, governance, and other non-financial measures impact their 

strategy, operations, and long-term prospects. This is because financial metrics, in many instances, tell only part of a 

company’s value story. In today’s economy, companies’ values are increasingly underpinned by intangibles such as 

brand, talent, and customer base, making non-financial factors potentially important to investment decisions.  

 

The overall aim of sustainability reporting is to increase both accountability and transparency to stakeholders 

(Johnson, A. et al., 2003). The benefits of transparency include building trust for stakeholders and creating a positive 

image. Open and honest reporting on policies, procedures and operations also forces companies to take 

responsibility for the impact on their business. Sustainability reporting enables the increase in productivity and 

efficiency through process optimization thereby creating cost savings to a business. The created transparency in 

business processes also positively influences both employers’ behavior and awareness (Brendan D. and David, L., 

2005). 

 

With numerous economic, social, and environmental challenges on the global horizon, the way businesses 

communicate their operations to both stakeholders and wider civil society is growing in importance. Therefore, the 

use of sustainability reporting for such action is great with ever increasing potential (Brown et al., 2009). As the 

information needs of stakeholders have evolved and market demand for sustainability reporting has increased, a 

proliferation of sustainability related frameworks, rankings, metrics, and indices have been developed. We see a 
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benefit to greater global harmonization as a means of enhancing the consistency and comparability of sustainability 

reporting (Gray, R. and Milne, M., 2002).  

 

A number of organizations have provided frameworks for sustainability reporting. While companies are not required 

to follow this guidance, those that voluntarily disclose these matters may find strategic and operational benefits from 

using an established framework (ex. SASB, GRI, IIRC, CDP, etc.) (Laszlo, C. and Zhexembayeva, N., 2011). 

 

During our research on this paper we will try to reveal whether sustainability reporting finds participation in the 

hospitality sector and which of the common known frameworks are known and applied to Deluxe hotels and Resorts 

in European countries.  

2. SUSTAINABILITY REPORTING 
 

There is growing concern about the social and environmental impact of corporation activities but traditional 

financial accounting and reporting is not able to provide this information. The term “social and environmental” 

reporting is becoming less frequently used, with organizations more likely to adopt the ambiguous term 

“sustainability reporting” (Adams, Larrinaga-Gonzalez, 2007). There is no consensus in the literature about a 

framework for sustainability reporting, but most research has examined and shown disclosures in corporate annual 

reports (Brown, Jong, Levy, 2009). 

 

According to the OECD sustainability means linking the economic, social and environmental objectives of societies 

in a balanced way and taking a long-term perspective about the consequences of today’s activities (Strange, T and 

Bayley, A., 2008). Gray and Milne agreed that it is difficult to precisely define what a sustainable organization 

would look like and report on its sustainability, but they pointed out that the central issue for sustainability reporting 

is how a corporation can or cannot contribute to sustainable development (Gray and Milne, 2002).  

 

Hotel companies are initiating programs for the implementation of sustainable development into their business. 

However, the success of such programs will depend on the extent to which national governments encourage 

sustainable tourism initiatives and their ability to understand how policy impacts the hospitality industry as a whole 

(UNEP 2002, 33-42). Hospitality business influences the environment, economies and society in both positive and 

negative ways. 

 

The idea of sustainability has its roots in the more general concept of sustainable development, commonly known as 

a “Our Common Future”, attributed to the Brundtland Commission Report in 1987, defined as the concept of 

“…development that meets the needs of the present without compromising the ability of future generations to meet 

their own needs (WCED 1987, 1), in order to limit environmental and socioeconomic damage. Today most hotel 

companies strive towards sustainability, in a manner to manage resources in such a way that economic, social and 

environmental benefits are maximized both in meeting the needs of the present generation and protecting and 

enhancing opportunities for future generations (Sloan, Legrand, Chen, 2009). 

 

Since 1992, the trend in the hospitality and tourism industry has been on focusing on environmental concerns, use of 

technology, and efficient use of energy (Kalisch, 2002). This emphasis was escalated to an international scale 

through the implementation of Agenda 21. Agenda 21 as forwarded by the World Travel and Tourism Council 

(WTTC), the World Tourism Organization (WTO), and the Earth Council set international guidelines relative to 

sustainable tourism. The WTO established the Global Code of Ethics for Tourism (GCET), which is a 

“comprehensive set of ten principles whose purpose is to guide stakeholders in tourism development” (Kalisch, 

2002). These ten principles are not legally binding but do serve as guidelines to central and local governments, local 

communities, tourism operators, and tourists concerning the preservation of the environment. 

 

In the European area the Initiative for improving sustainability reporting in the Hospitality sector has been 

established. With reference to this initiative the European Federation of Food and Agriculture and Tourism Trade 

Unions and Hotels, Restaurants and Café’s in Europe drafted compliance parameters concerning equal opportunity, 

non-discrimination, working conditions, “fair pay”, vocational training and life-long learning, health and safety, and 

the relationship between employers and employees at all levels. This proactive stance is important, since the unified 

actions are reflective of industry association adoption and engagement in socially responsible behavior as opposed to 

externally derived governmental compliance directives. Other initiatives such as “Green Hotels” have gained a 
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foothold in lodging operators’ contribution to the society’s concern for the environment. The Green Globe 21 is a 

global sustainability benchmarking program designed specifically for achieving the sustainability goals and efforts 

in tourism and hotel industry (Green Globe 21, 2004).  

3. SUSTAINABILITY REPORTING FRAMEWORKS  

According to data from the Sustainability Disclosure Database, sustainability reporting continues to increase on a 

yearly basis, with worldwide adoption rates (Peršic, M. et al, 2012). To improve the Triple Bottom Line (People, 

Planet, and Profit), organizations are looking to utilize a variety of measures to demonstrate compliance with 

sustainability ideas and principles. While the most popular reporting framework is the Global Reporting Initiative 

(GRI), there are also other popular standards upon which organizations can improve sustainable operations. 

As a general outline, we will discuss the features and benefits of three key resources: GRI, United Nations (UN) 

Global Compact, and the International Standards Organization (ISO) 26000 Standard. 

3.1 Global Reporting Initiative 

Commonly used around the world (GRI, 2011), GRI is a comprehensive sustainability reporting framework that 

organizations can use to improve sustainable operations. The Global Reporting Initiative (GRI) is the best-known 

framework for reporting environmental and social performance worldwide, disclose outcomes and results that 

occurred within the reporting period in the context of the organization’s commitments, strategy, and management 

approach. 

Key features, such as the ability to set goals and manage change, are the driving force for utilization and the 

successful generation of sustainability reports. Some of the benefits of GRI sustainability reporting include: 

 

Internal 

Benchmarking: Organizations can assess sustainability performance in terms of compliance with laws, codes, 

norms, performance standards, and voluntary initiatives 

Strategy: Improved strategic planning through long-term business plans 

Risk Mitigation: Avoid environmental, social, and governance issues 

Evaluation: Determining the impact of sustainable policies over the baseline 

 

External 

Competitive Advantage: Readily released sustainability reports can improve brand loyalty and reputation 

Impact: Results disclosed via sustainability reports can have a major impact on the industry in which it operates, as 

processes and strategies can demonstrate innovation and leadership 

3.2 UN Global Compact: Communication on Progress 

Developed on the basis of business participation, the UN Global Compact serves as a strategic platform for 

corporations to demonstrate commitments to core sustainability values (Accenture, 2011). With over 10,000 

participants worldwide, the Global Compact provides the necessary elements to advance sustainability business 

development, including specialized workstreams, topical programs and projects, and management tools and 

resources. As emphasized on the UN website, there are 10 core principles that must be followed: 

 

Human Rights 

Principle 1: Businesses should support and respect the protection of internationally proclaimed human rights 

Principle 2: Make sure that they are not complicit in human rights abuses 

 

Labor 

Principle 3: Businesses should uphold the freedom of association and the effective recognition of the right to 

collective bargaining 

Principle 4: The elimination of all forms of forced and compulsory labor 

Principle 5: The effective abolition of child labor 
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Principle 6: The elimination of discrimination in respect of employment and occupation 

 

Environment 

Principle 7: Businesses should support a precautionary approach to environmental challenges 

Principle 8: Undertake initiatives to promote greater environmental responsibility 

Principle 9: Encourage the development and diffusion of environmentally friendly technologies 

 

Anti-Corruption 

Principle 10: Businesses should work against corruption in all its forms, including extortion and bribery 

3.3 ISO 26000: Social Responsibility 

Created by the International Standards Organization, ISO 26000 focuses primarily on the social responsibility 

aspects of business operations (SGS, 2011). One of the unique benefits of the standard, its applicability to other 

reporting standards, is the reason for its strong adoption in sustainability reporting. In fact, ISO 26000 can be used in 

conjunction with both GRI and the UN Global Compact, making it a useful tool for sustainability reporting 

measures. In general, the standard focuses on three key areas: 

 

(Environmental) Sphere of Influence: Addresses environmental risk management, promotion of substantive 

performance, control of climate change impacts, and adoption of environmentally sound technologies 

 

(Organizational Governance) Diversity of Organizations: Applicable to various organizations (of varying size and 

purpose), the standard emphasizes the governing needs to improve efficiency 

 

(Human and Labor Rights) People Protection: Ensuring that organizations are both ethical and compliant with 

human rights worldwide 

 

4. RESEARCH METHODOLOGY 

 

Our research will focus on testing selected Hotel Managers in the top four most visited European Countries by 

international tourist arrivals according to the World Tourism rankings (France, Spain, Italy, Greece) compiled by the 

United Nations World Tourism Organization as part of their World Tourism Barometer publication. However, as the 

sustainability reporting is not a single hotel issue, we performed our research only to hotels of multinational hotel 

chains and specifically for the purpose of this study to DMEs. The DME is defined as an enterprise that is located in 

the same country as the mother company and controls value-adding activities located in only one country. The DME 

engages only in single country investments and competes only in the domestic market, although may engage in 

international business. (Dunning, 1979; 1993) 

 

Our initial sample covers 387 active hotels in France, in Italy, in Spain and in Greece. Our primary source of 

information is the AMADEUS database, which covers a large number of European firms. AMADEUS is constructed 

by Bureau Van Dijk in collaboration with 30 large European Information Providers. It contains normalized, with 

respect to currency and accounting standards and thus comparable information on almost 1.5 million European 

corporations. In addition to the standard financial statements, AMADEUS includes comprehensive information 

about the ownership structure of firms, which allows us to identify ownership stakes held by each company in 

entities located in other countries. We are thus able to construct a unique data set containing detailed information 

about European firms and all of their domestic and foreign subsidiaries for the last available year of the data which 

was year 2015.  

 

During our research on this paper we tried to reveal whether sustainability reporting finds participation in the 

hospitality sector and which of the common known frameworks are applied to Deluxe hotels and Resorts in 

European countries. So, as we wanted the research to be conducted only to Deluxe hotels, we select from our initial 

sample only the DMEs that are deluxe hotels ending to a sample of 189 active hotels in France, in Italy, in Spain and 

in Greece. 

 

https://en.wikipedia.org/wiki/United_Nations
https://en.wikipedia.org/wiki/World_Tourism_Organization
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The questionnaire was sent to the general managers of these hotel DMEs which were selected by judgmental 

sampling among the sample of 189 active hotels. The judgmental sampling technique is the deliberate choice for 

sample units that possess unique qualities. This method is appropriate in situations where the researcher decides 

what needs to be known and sets out to identify people who can and are willing to provide the information by virtue 

of knowledge or experience. The questionnaire was answered by the general manager of the DME or the assistant of 

the general manager after his/her approval. The results of the questionnaire represent the attitude of the hotel 

operation.  

 

A structured questionnaire was developed. The structured questionnaire consists of questions related to the existing 

sustainability reporting (if any), the attitude of hotel managers towards hotel sustainability reporting and whether 

they are aware of the use of the well known sustainability reporting frameworks in their hotels. The manager’s 

response was indicated on the “Yes” or “No” perspective.  

 

The research presented in this paper was conducted at last in 88 hotels, 5 stars luxurious hotels and resorts in France, 

in Italy, in Spain and in Greece. The research took place during May 2017. The population of this study is composed 

of 88 deluxe hotels (5* Hotels) in France, Spain, Italy and Greece, as shown in Table 1 

 
Table 1: 5* Hotels per Country in our initial sample and in our final sample 

Prefecture Total 5* Hotel 

DMEs 

5* Hotel DMEs in our 

Research 

Percentage 

France 42 24 27.27% 

Spain 82 31 35.23% 

Italy 39 17 19.32% 

Greece 26 16 18.18% 

Total 189 88 100% 

Source: Amadeus (Data of year 2015) 

 

Table 2 reveals that the extremely high majority of hotel DMEs are aware of the sustainability reporting procedure 

in all countries except of Italy where Italian hoteliers are half aware of this procedure. So, hotels realize that through 

sustainability they have more chances to survive is the battle of competition. The percentage is quite high and 

reveals that sustainability is well known in the European hotel industry as tourism in these four countries is the most 

profitable industry during the last decades. However, even if sustainability is a well known issue, the percentages get 

a bit lower when it comes to the implementation of sustainability reporting. It seems that even the hotels know the 

importance of sustainability; there are a small number of hotels that do not proceed to sustainability reporting. But at 

this point it is important to realize that sustainability reporting is a high expense activity and time consuming for the 

hotels, so even this low percentage should be accepted as a very good effort. Also at this question, Italy seems that 

the majority of its DMEs hotels do not perform sustainability reporting. France holds an important high percentage 

of implementation reporting followed by Spain and then Greece.  

 

 
Table 2: Understanding of Sustainability & Sustainable Measurement by the hotels participating in the research 

Understanding of Sustainability Reporting FRANCE 

Frequency Percentage 

Be aware of sustainability Reporting YES 22 91.7% 

NO 2 8.3% 

Perform Sustainability Reporting YES 20 83.3% 

NO 4 16.7% 

 SPAIN 

Frequency Percentage 

Be aware of sustainability Reporting YES 25 80.7% 

NO 6 19.3% 

Perform Sustainability Reporting YES 20 64.5% 

NO 11 35.5% 

 ITALY 

Frequency Percentage 

Be aware of sustainability Reporting YES 9 52.9% 

NO 8 47.1% 
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Perform Sustainability Reporting YES 7 41.2% 

NO 10 58.8% 

 GREECE 

Frequency Percentage 

Be aware of sustainability Reporting YES 15 93.8% 

NO 1 6.2% 

Perform Sustainability Reporting YES 12 75% 

NO 4 25% 

 

Table 3. Applied Sustainability Reporting Framework per country 

 FRANCE SPAIN ITALY GREECE 

GRI 12 8 2 2 

United Nations 

Global Compact 

0 0 0 0 

ISO 26000 Standard: 

Social Responsibility 

2 4 0 0 

Other 6 8 5 10 

 

Table 3 reveals the applied sustainability frameworks per country. For France the majority of hotels use the GRI 

framework, very few hotels use the ISO 26000 Social Responsibility Standard while half of those using the GRI 

framework use a personalized framework or something framed by the head office of the DME as personalized. The 

picture is also the same when it comes to Spain. For Italy and Greece also we have a common behavior where the 

majority of hotels perform sustainability reporting in a non official structured framework. At this point we should 

mention also that sustainability report, in terms of an exact definition, are just as difficult to pin down, as are 

sustainability or corporate social responsibility definitions. Other common names for a sustainability report are 

corporate responsibility report, environmental report, corporate citizenship report, accountability report, and social 

report.  

 

Creating and publishing a sustainability report is completely voluntary - for now. There are some that would like to 

make the practice mandatory so that sustainable efforts, or lack-thereof become very transparent for the public. In 

fact, in China, all state owned companies must produce a sustainability report. Although private companies do not 

have this requirement, the number of them producing reports in China is also on the rise. In the United States, 

however, no such requirements exist. 

 
5. CONCLUSION 

In general, sustainability reporting can take a multifaceted approach to demonstrate adherence to the Triple Bottom 

Line (People, Planet, and Profit). Although the most widely used standard is GRI, there are numerous organizations 

that combine the GRI framework with other standards in the generation of sustainability reporting. With increasing 

adoption, sustainability reporting is becoming a standard for business operations and one that is unlikely to dissipate 

in usage in the near future. It is likely that other sustainability reporting resources will gain prevalence in the future, 

which will further emphasize its importance in the public, private, and government sectors. 

 

From our research, we can conclude that Hotel companies have not reached a sufficient level of sustainability 

reporting. There is an evident lack of information for internal and external users. This lack of information leads to 

decision-making in conditions where not all aspects of the company’s performance are taken into consideration. 

These decisions are then made on the wrong informational basis and could lead the companies in the wrong 

direction. One of the steps that should be made in the future is primarily to raise awareness about sustainability 

through education. Also, detailed guidelines for implementation should be prepared. These guidelines should be 

based on different methodologies for sustainability. 
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