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Abstract 

This dissertation was written as a part of the MSc in E-Business and Digital Marketing 

at the International Hellenic University. It analyzes the relationship among Facebook 

marketing activities, brand loyalty, and customers’ purchase intention. This study is ap-

plied in the case of a Greek airline company, Aegean Airlines. A survey was conducted 

with a total of 200 respondents, not all of whom had prior experience with the Facebook 

activity of the company. The results of the analysis of the data showed that there is a 

correlation among social media marketing activities (SMMAs), brand loyalty and pur-

chase intention. In addition to this, respondents with prior exposure in SMMAs had dif-

ferent behavior towards the brand than respondents without any exposure. These results 

could be fundamental evidence for the importance of SMMAs in the airlines industry.  

I would like to acknowledge and thank my supervisor Mr. Christos Moridis for his val-

uable support and guidance. I would also like to thank my parents for their support and 

encouragement. 
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1 Introduction 

At the beginning of the 21st century, social media platforms started to appear on the 

world wide web, trying to change the way that people communicate and interact. At 

those very first steps, these platforms offered only basic functionalities of content shar-

ing and instant messaging. With the explosive rise of broadband networking, many new 

functionalities added to social media platforms including marketing and advertising ca-

pabilities. Furthermore, the penetration of mobile devices in combination with even 

faster broadband and wireless connection diversified the way businesses managed and 

implemented their marketing strategies. Companies obtained the opportunity to com-

municate their brand through social media. The rising capabilities of social media 

brought consumers in front of a new reality, where marketing is real-time. The mobile 

versions of the social media platforms launched the number of the social media users, 

making every person with a smartphone device a possible future customer for compa-

nies. Through social media every single customer with certain characteristics can be 

easily targeted and become viewer -and maybe can have the ability to interact- of per-

sonalized marketing content.  

In the airline industry, social media and especially Facebook are a fundamental part of 

the airlines’ marketing strategy. As airline ticket booking has been altered from the tra-

ditional way, which is through travel agencies, to the online ticket, the use of social me-

dia is inevitable. It is now much easier than before for customers to find information 

about airline products/services. Additionally, from the side of the airline companies, it is 

easier to promote their services in a more effective way. The effort for finding the best 

destination is now moved for the customer side to the airline side. The AI capabilities of 

social media platforms can find the perfect match for promoting airline services to the 

right audience. Previous studies have investigated the impact of SMMAs on brand equi-

ty (brand image and brand awareness) and how brand equity can influence the customer 

response [1]. Nevertheless, there is no previous research in the industry of airlines to 

examine the role of social media marketing in customer loyalty and purchase intention. 

Loyal customers could be the key factor in achieving great purchasing and repurchasing 

levels by using the suitable social media marketing strategy. The purpose of this study is 
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to examine the relationship among the components of SMMAs with brand loyalty and 

purchase intention. Additionally, the role of SMMAs in consumer behavior towards the 

brand will be examined. 
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2 Literature Review 

2.1 Social Media 

Social Media are online-generated applications that are based on Web 2.0 technologies 

and support creation and exchange of user-generated content [2]. Some of the most 

commonly known social media platforms are Wikipedia, YouTube, and Facebook. So-

cial Media takes advantage of the web and mobile technologies to create interactive ap-

plications, through which user-generated content is co-created, shared, commented and 

modified by individuals and communities [3]. There are different types of social media 

applications like weblogs, social blogs, microblogging, wikis, podcasts, pictures, vide-

os, rating, and social bookmarking. At the beginning of social media, the main purpose 

of their usage was to communicate with friends and family. Apart from the individual 

social network users, more and more businesses and governmental organizations started 

to use these applications as a medium to communicate their marketing and advertising. 

It is much easier and less cost-effective to integrate marketing activities than before. 

Through social media, advertising messages and interactions with the customers are 

now associated with media, events, entertainment, retail, and digital services strategies 

[4]. These days, customers can follow the brands they like in social media and benefit 

from their offers and discounts. The rise of social media has revolutionized the way that 

the brands are communicated, and the marketing strategies are developed. Personalized 

brand experience has introduced new ways of informing customers about a particular 

brand, involving emotional engagement and parasocial experience [5].   

2.1.1 The role of Facebook 

Comparatively to all social media platforms, Facebook is by far the biggest social 

cyberspace. According to Internet World Stats, Facebook users in 2012 covered 12% of 

the world’s population while at the end of 2018 this percentage has reached 27.82%, 

more than the ¼ of the world’s population. People from different ages are logging in 

daily interacting with other people and businesses. This way, Facebook has turned into a 

medium where products are promoted and brands are managed [6]. Taking advantage of 

this great coverage of Facebook, businesses can connect and interact with their 
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customers and implement a part of their marketing and advertising strategy. Using a 

suitable marketing strategy for each company, Facebook can drive from high levels of 

brand awareness to high levels of brand loyalty [7]. Findings of a recent study revealed 

that e-advertising through Facebook could have a positive effect on cognitive, affective 

and behavioral responses while another study showed that sharing cognitive information 

through Facebook could lead to positive customer attitudes from significantly increased 

ad-clicking to significantly influenced purchase behavior [8, 9]. 

2.2 Social Media Marketing Activities 

Various studies have classified the characteristics of the Social Media Marketing Activi-

ties (SMMAs). According to [4], SMMAs are classified into entertainment, interaction, 

trendiness, customization, and word-of-mouth (WOM) in the case of luxury brands. [1] 

classified the SMMAs into entertainment, interaction, trendiness, customization, and 

perceived risk and applied them in the case of the airlines’ industry. As this study is ap-

plied in the case of a Greek airline company, the SMMAs are defined as entertainment, 

interaction, trendiness, customization, and perceived risk. 

2.2.1 Entertainment 

According to [11] entertainment is associated with the way that social media intent to 

entertain the audience and help it depressurize from its daily routine. Escapism, enjoy-

ment, emotional release and anxiety relief are the needs that are being satisfied through 

the entertaining power of the media. According to [12] enjoyment of sharing in online 

communities can play a significant factor in contributing to open content platforms like 

Wikipedia. Regarding the entertainment factor on social media, there are several studies 

on this field. [13] examined in their study the possible connection between entertain-

ment and news sharing in social media. It was proved that entertainment is not positive-

ly influencing news sharing in social media. Another study of [14] showed that there is 

no correlation between the enjoyment of sharing photos in social platforms like Flickr 

and the level of participation in the community. On the contrary, [15] showed in his 

study that entertainment in social platforms urges positive emotions of the users, in-

creases their participation and causes a continuous intention to use. Notwithstanding the 

foregoing, these platforms are offering a variety of entertaining features (e.g. games, 

videos, chatting) that satisfy the users’ need for entertainment [13]. 
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2.2.2 Interaction 

According to [16] the interaction between the members of an online community indi-

cates the importance of social media. Additional to this situation, social media platforms 

provide immediate, interactive and low-cost communication. Online communities and 

social networks have become an integrated part of our lives, and they can be an alterna-

tive way of communication that supports the users’ existing relationships and activities. 

[17] proved in their study that interaction positively affects the purchase intention of the 

online community for luxury fashion brands. As a result, the engagement and the casual 

interactions among the users of the community seem to have a crucial impact on their 

intention to purchase the brand. This creates a necessity for the brands to give their so-

cial community members the ability to interact, share information and express their 

opinion. Users are given the chance to meet in a virtual world and exchange ideas about 

products/brands [18]. But interaction in social media is not only among the community 

members but also between the community and the brand itself. [19] showed that interac-

tion with existing and potential customers can positively influence the brand image, as 

companies can now easily and at any time communicate with them. 

2.2.3 Trendiness 

[19] defines trendiness as the way that brands provide the latest information about their 

products/services through an online community. According to [20] social media plat-

forms are transformed into a search tool for the most practical products as news and in-

formation are constantly updated. A recent study in the field of luxury brands showed 

that trust is positively influenced by trendiness as well as entertainment and customiza-

tion [4]. This result confirms the enhancement of customer relationships. 

2.2.4 Customization 

Over the last years many big brands, such as Amazon, Dell, IKEA, Adidas, and Lewis, 

have introduced customization in their products and services to achieve greater levels of 

customer satisfaction and increase their profits. Additionally, many brands use personal-

ized customization, which is called personalization, to adapt their products or services 

to the special needs of their customers [21]. According to [22], the customization capa-

bilities that are offered through social media platforms can help companies communi-

cate the uniqueness of their brand and achieve high levels of loyalty with their custom-

ers. In social media, customization is implemented in a completely different way than in 
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traditional advertising. Personalized generated content from different sources can reach 

individual customers to create positive perceived control and increase their satisfaction 

[23, 24]. 

2.2.5 Perceived Risk 

[25] first defined perceived risk as a consequence of uncertainties that are related to cus-

tomer behavior and may be unpleasant. Other studies have related perceived risk with 

the negative consequences that are experienced in buying situations [26]. As far as so-

cial media is concerned, these platforms tend to decrease the uncertainties of potential 

customers by allowing them to interact with the companies and check for the latest in-

formation [27]. In this study and according to [1] who defined the SMMAs for the air-

line industry, perceived risk is selected as one of the SMMAs regarding that it alleviates 

the anxiety or the concern which is generated by the customers. 

2.3 Brand Loyalty 

The concept of brand loyalty was first introduced to measure the behavioral intention of 

repeatedly purchasing a product or service over time [28]. According to [29], when a 

customer shows interest in the company’s advertisements a relationship between brand 

and consumer starts to rise which can lead to strong brand loyalty. The more regular the 

engagement between brand and customer is, the stronger the loyal bonds are [30]. [31] 

defined loyalty as the strong commitment to constantly purchase a product or service 

over time, regardless of marketing efforts and situational effects that may cause changes 

in consumer behavior. The author mentioned a sequence of four steps that lead to brand 

loyalty. So, the customer becomes loyal cognitively at first, then affectively, then be-

haviorally and finally in action, when he/she is committed to repurchasing. Although, 

there is a major difference between the loyalty which is based on the repurchase behav-

ior of the consumer and the loyalty, which is connected with the positive attitude of the 

consumer and is interpreted to repurchase intention. A customer is not truly loyal is 

he/she just repurchases a product or service over time and he/she is not familiar with 

this behavior. Therefore, loyalty should be considered as a multidimensional variable of 

both behavioral and attitudinal [32, 33]. [34] mentioned that brand loyalty exists when 

favorable attitudes to a brand comply with its repeat purchase behavior. 
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Nowadays, social media applications have been transformed into a promotional hub of 

products and services, where companies can actively communicate with their custom-

ers. The new full-duplex communication increases customer engagement and generates 

a sense of equality between the brand and the customer [35]. Consumers need less effort 

for information searching about a brand and their satisfaction or displeasure can be easi-

ly expressed [30, 36]. Although most of the brands agree that social media are positive-

ly affecting their brand awareness, only a few of them consider web 2.0 applications as 

a medium to increase their brand loyalty [37, 38]. [39] mentioned customer satisfaction, 

trust, perceived value and commitment as the critical parts that can lead a customer 

from being aware of being loyal. [40] indicated in their study that customer satisfaction 

positively influences the repurchase intention. Trust also affects loyalty in a significant 

way and it also related to perceived risk and safety [41]. Perceived value is associated 

with the positive impact of purchase to the buyer [42]. In the context of web 2.0 plat-

forms, the term of loyalty begins to rise. The technological advantages of these applica-

tions tend to give a boost in the way that the customer takes control over a product or 

service [43]. Previous studies have proved that the perceived social media marketing 

activities play a significant role in building loyal relationships with customers. Follow-

ers tend to be committed both in the online community and with the brand itself by net-

working, conversating and building relations with the community [44, 45, 46]. 

2.4 Purchase Intention 

Customers are not born with the intention to purchase a product or service. A path of 

sequential steps defines the final purchase intention. It starts with the unawareness of 

the brand’s existence, follows the awareness and the information about the brand’s 

specifications. Then a favorable positive attitude towards the brand is created where the 

customer prefers a specific brand among others and the desire to purchase it starts to 

emerge. Finally, the customer is convinced about his/her purchasing intention and per-

forms the purchase [47]. Previously, marketers should create alluring advertising mes-

sages and purchase advertising space in mass media to obtain customer awareness to-

ward a brand and finally the preference to purchase a brand. Nowadays with the rise of 

the internet, most of the internet users are also internet shoppers. There are also people 

searching online for products or services without making any transaction, these belong 

to internet browsers [48]. Apart from the users who shop in online stores, a great per-
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centage of them and nearly 30% for people aged 18-34, have performed a purchase as a 

result of an advertisement that they viewed on Facebook [49]. The higher the exposure 

to the advertisement, the greater the intention to purchase. Several researchers have in-

dicated that trust plays a significantly influential role in attracting customers to shop 

[50, 51]. Additionally, a well-established web site brand could eliminate customers’ 

perceived risk regarding payment unreliability issues and product performance [52]. 

According to a study of [53], consumers’ trust positively affects purchase intention in a 

specific web site, while perceived risk negatively affects purchase intention. Although 

trust and perceived risk are not the only parameters that influence purchase behavior. 

Regarding the Millennials’ generation, which is intensively using social networking ap-

plications, the combination of interconnectivity and the fast pace of the technology’s 

evolution, affect their purchase decisions [54]. 

Different researchers have investigated the impact of social media advertising and espe-

cially Facebook on consumers’ buying intention and purchase behavior. [55] revealed 

that advertising messages generated by Facebook could augment consumer’s attitudes 

towards a brand and purchase intentions. [56] found that social media experiences in 

Facebook and Twitter in the hotel industry, could influence customer attitudes and con-

sequently his/her purchase intentions. Additionally, customer motives through social 

media marketing included information about a brand’s product, entertainment, and 

promotions to encourage customers to purchase [57]. Another research in the online 

fashion brands industry resulted that social media (Facebook and Twitter) could create 

an awareness of needs and using these platforms as an information source to lead in 

purchase [58]. On the contrary, research performed in the UK found that among the re-

spondents only a very small percent believed that Facebook advertising could generate 

purchasing intentions, while most of the sample agreed that there is no or only a low 

influence of Facebook marketing on buying intention [59].  
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3 Research Model 

Different studies have proved that Social Media Marketing can positively influence dif-

ferent factors, which are associated with a brand, like trust, brand image, brand aware-

ness, brand loyalty, customer relationship, and purchase intention. According to [17], 

social media marketing activities have a great influence on customer relationships and 

purchase intention. Another study of [4] proved that the SMMAs positively effect on 

brand equity. Additionally, [7] showed in their study that Facebook is a very suitable 

environment to achieve high levels of customer loyalty. Although all these cases are ap-

plied in the field of fashion brands some studies have examined the power and the ef-

fects of SMMAs in the airline industry. [60] performed a survey of 42 different airlines 

that used social media platforms (Facebook and Twitter). According to the results, most 

airlines used social media as an advertising medium, therefore, the study proposed the 

exploitation of the user-generated content to transform these platforms into selling 

channels. Furthermore, [1] proved in their study the positive influence of the SMMAs in 

brand awareness and brand image. Based on the previous studies, this study aims to ex-

amine the possible existence of a statistically significant relationship among the Social 

Media Marketing Activities, the Brand Loyalty and the Purchase Intention. Figure 1 

represents the Research Model of the current study. 

  

 

According to the research model the following hypotheses will be tested. 

Figure 1: Research Model 
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H1. There is a statistically significant positive relationship between Perceived Social 

Media Marketing Activities and Brand Loyalty 

H2. There is a statistically significant positive relationship between Perceived Social 

Media Marketing Activities and Purchase Intention 

H3. There is a statistically significant positive relationship between Brand loyalty 

and Purchase Intention 

H4. There is a statistically significant difference in consumer behavior towards a 

brand between people with prior exposure to SMMAs and people without prior expo-

sure 
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4 Data Collection 

4.1 Questionnaire design 

To test the hypotheses that were stated in the previous section, a questionnaire was de-

signed. It contains seven different parts, each of them is explained below.  

In the first part, the respondent is asked to create a unique 7-digit ID. The purpose of 

this unique ID is to keep the anonymity of the respondent and give him/her an option to 

withdraw from the survey as explained in the next part.  

In the second part, the respondent is asked to give his consent for the use of his/her data. 

This part is very important as the respondent is informed in detail how his/her data will 

be used and is also given information on how to withdraw from the survey using his/her 

unique ID. The respondent must accept the three terms and conditions before he starts to 

answer the questions. These terms confirm that the respondent has understood the pur-

pose of the study and had the opportunity to ask questions. He/she is also informed 

about the period when he/she can withdraw from the study and that his/her participation 

is voluntary.  

The third part of the questionnaire is the most important step before the respondent be-

gins to answer the questions. In this step, the respondent must answer whether he/she 

follows the Aegean Airlines Facebook page. This separation of the respondents will be 

used later in the analysis of the data. After this, the respondent is given the link of the 

Aegean Airlines Facebook page and he/she is kindly requested to visit it and have a 

careful look at least at the latest posts. This a required and crucial process that needs to 

be performed before the respondent is given questions about the social media of the air-

line. They must accept that they have visited the Aegean Airlines Facebook page before 

they continue to the survey.  

The fourth part of the questionnaire is the demographics section. The questions that 

were used in this part are based on a study from [1] who investigated the effects of 

SMMAs on brand equity and customer response in the airline industry. The respondent 

must choose his/her gender and his/her age group and some information about the pur-
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pose that they would choose, or they had chosen the airline and their frequency of book-

ing/flying.  

The fifth part of the survey contains questions about the perceived social media market-

ing activities, which are entertainment, interaction, trendiness, customization, and per-

ceived risk. The questions for the SMMAs were also taken from [1] and were adapted to 

the case of Aegean Airlines. For every activity, the respondent must give his response 

through a 5-point scale that ranges from strongly disagree to strongly agree including a 

moderate midpoint.  

The sixth part of the questionnaire measures the loyalty of the brand through four ques-

tions that the respondent must answer. The questions for brand loyalty were taken from 

[61, 45] and adapted to the case of Aegean Airlines. The reply is given through a 5-

point scale that ranges from strongly disagree to strongly agree including a moderate 

midpoint.  

The last part of the survey measures the purchase intention through three questions that 

the respondent must answer. The questions for the purchase intention were taken from 

[62, 53] and adapted to the case of Aegean Airlines. The reply is given through a 7-

point scale that ranges from strongly disagree to strongly agree including a moderate 

midpoint. 

Table 1 shows the questions that were used in each section of the survey. 

Concept Variable Name Item 

Social 

Media 

Marketing 

Activity 

Entertainment EN The Social Media of Aegean Airlines is enjoyable. 

 
The content shared by the social media of Aegean Air-

lines is enjoyable. 

 
Interaction IN Information sharing is possible in the social media of 

Aegean Airlines. 

 
 The discussion and exchange of opinions is possible in 

the social media of Aegean Airlines. 

 
 The expression of opinions is easy in the social media 

of Aegean Airlines. 

 
Trendiness TR The information shared in the social media of Aegean 

Airlines is up to date. 

  The use of social media by Aegean Airlines is fashion-
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able. 

 
Customization CU The information that I need can be found in the social 

media of Aegean Airlines. 

 
 The social media of Aegean Airlines provided the in-

formation that I needed. 

 
Perceived 

Risk  

PR  The social media of Aegean Airlines alleviated my 

concern(s)regarding the airline's service. 

  
The social media of Aegean Airlines alleviated my 

concern(s) about using the airline. 

    

Brand 

Loyalty 

Brand Loyalty BL I prefer to book Aegean Airlines than other airlines. 

  I am willing to try to search for Aegean tickets. 

  I consider myself to be loyal to Aegean Airlines. 

  
I feel confident with Aegean Airlines and I always 

book with this airline. 

    

Purchase 

Intention 

Purchase  

Intention 

PI I intend to use Aegean Airlines e-commerce platforms 

to conduct ticket purchases. 

  
I expect to purchase tickets through Aegean Airlines e-

commerce platforms in the future. 

  
It is will likely transact with Aegean Airlines e-

commerce platforms in the near future. 

Table 1: Questionnaire 

 

4.2 Sample design 

The survey was performed from 16 September 2019 and lasted for a period of a month 

ending on 16 October 2019. The electronic questionnaire was distributed through emails 

in people of different ages regardless of the relationship they had with Aegean Airlines. 

It is important to be mentioned that answering the questions of the survey did not re-

quire any previous flying experience with the airline. 200 responses were collected and 

all of them were valid. Table 2 shows the demographic characteristics of the sample. 



-14- 

Classification  
Frequency  

(# people) 

Composition 

ratio (%) 

Gender Male 107 53.5 

 Female 93 46.5 

Age 18-20 5 2.5 

 21-30 103 51.5 

 31-40 40 20 

 41-50 35 17.5 

 51+ 17 8.5 

Purpose using 

the airline 

Business 32 16 

Tour/Vacation 117 58.5 

 Education/Meeting 20 10 

 Visiting friends/family/relatives 31 15.5 

Frequency using 

the airline 

0-1 97 48.5 

2-3 58 29 

 4-5 19 9.5 

 6-7 13 6.5 

 8-9 1 0.5 

 10+ 12 6 

Follow Aegean 

Airlines FB page 

Yes 110 55 

No 90 45 

Total number of respondents 200 100% 

Table 2: Sample 

 

From 200 respondents, 107 were male and 93 were female. Regarding the age of the 

sample, the majority (103 respondents) were aged 21-30, following by 40 who were 

aged 31-40 and 35 who were aged 41-50. 17 respondents were aged over 51 and only 5 

were aged 18-20. As for the purpose of using the airline, most of the respondents (117) 

chose Tour/Vacation, and the rest chose Business (32), Visiting family/friends/relatives 

(31) and Education/Meeting (20). The frequency using the airline within last 12 months 

shows that almost half of the respondents (97) flew with Aegean 0 or 1 time, while 58 

flew 2-3 times, 19 flew 4-5 times, 13 flew 6-7 times, only one respondent flew 8-9 
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times and 12 flew 10 or more times the last 12 months. Last, 110 of the respondents 

stated that they already like and follow the Aegean Airlines Facebook page, while the 

rest 90 do not. 
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5 Data Analysis 

The data collected from the survey were analyzed using IBM SPSS 26 program. Based 

on the research model that was mentioned before, the possible correlations between So-

cial Media Marketing Activities, Brand Loyalty and Purchase Intention were examined. 

To ensure internal consistency and reliability of the data, the Cronbach’s α measurement 

was used. An α-value higher than 0.7 shows that the data are consistent and reliable. In 

this sample, only one α-value is between 0.7 and 0.8 and the rest are higher than 0.8 and 

even 0.9. Table 3 shows the α-values for each concept respectively. 

Configuration concept Measurement index Cronbach’s α 

Social Media Marketing 

Activity 

Entertainment 1 
0.886 

Entertainment 2 

Interaction 1 

0.847 Interaction 2 

Interaction 3 

Trendiness 1 
0.767 

Trendiness 2 

Customization 1 
0.925 

Customization 2 

Perceived Risk 1 
0.901 

Perceived Risk 2 

Brand Loyalty Brand Loyalty 1 

0.852 
Brand Loyalty 2 

Brand Loyalty 3 

Brand Loyalty 4 

Purchase Intention Purchase Intention 1 

0.952 Purchase Intention 2 

Purchase Intention 3 

Table 3: Cronbach's values 
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Then, the three variables were tested for their normality, linearity, and homoscedastici-

ty. Based on the results of these tests, the suitable correlation type will be used. Because 

the sample size was small, only 200 elements, the Shapiro-Wilk test was used for 

checking the existence of normal distribution of the variables. Table 4 shows the results 

of the test. 

 Statistic df Sig 

SMMAs 0.917 200 0.000 

Brand Loyalty 0.962 200 0.000 

Purchase Intention 0.907 200 0.000 

Table 4: Shapiro-Wilk test 

 

The results showed that for all variables the Sig. value or p-value is 0.000 and is lower 

than 0.05, which the significance level. This means that the data significantly deviate 

from the normal distribution. Additionally, the results showed that there are outliers in 

the data meaning that the data are not normally distributed. The following charts are ex-

ported from SPSS and visualize the existence of outliers for all variables. The outliers 

are the dotted or starred points that are visible in the lower part of the figures. 

 

Figure 2: Outliers - SMMAs 
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Figure 3: Outliers - Brand Loyalty 

 

 

Figure 4: Outliers - Purchase Intention 

 

The next three scatter plots show that the data are linear because, for all possible varia-

ble combinations, that were tested, the dots in the scatter plots start from the down left 

corner and end in the upper right corner following a straight-line path. 

 

Figure 5: Linearity - SMMAs, BL 
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Figure 6: Linearity - SMMAs, PI 

 

 

Figure 7: Linearity - BL, PI 

 

Another parameter that was tested before choosing the appropriate type of correlation 

was homoscedasticity. Using the scatterplots and visual checking, it is obvious that for 

all variable combinations that were tested, that the points lie equally on both sides of the 

line of best fit, meaning that the data is homoscedastic. 

 

Figure 8: Homoscedasticity, SMMAs, PI 
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Figure 9: Homoscedasticity, SMMAs, BL 

 

 

Figure 10: Homoscedasticity, BL, PI 

 

To conclude, the previous tests showed that the data does not follow a normal distribu-

tion and there are outliers. Although, the data is following a linear path and is homosce-

dastic. As normality and absence of outliers are required for Pearson correlation and the 

data is not subject to these rules, the correlation type that was used is Spearman’s Non-

parametric correlation. 

Table 5 shows the results of Spearman’s Nonparametric correlation. 

 SMMAs Brand Loyalty Purchase Intention 

SMMAs 1.000   

Brand Loyalty 0.546 1.000  

Purchase Intention 0.423 0.588 1.000 

Table 5: Spearman's correlation 
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The results of the Spearman correlation indicated that there is a moderate statistically 

significant positive correlation between the Social Media Marketing Activities and 

Brand Loyalty (Rs[200] = .546, p < .001). Furthermore, there is a moderate statistically 

significant positive correlation between the Social Media Marketing Activities and the 

Purchase Intention (Rs[200] = .423, p < .001). Additionally, there is a moderate statisti-

cally significant positive correlation between Brand Loyalty and Purchase Intention 

(Rs[200] = .588, p < .001). All correlations are significant at the 0.01 level. 

Apart from the correlation testing, independent samples testing was performed for the 

three variables, SMMAs, Brand Loyalty, and Purchase Intention. The initial sample was 

separated into two subsamples according to whether the respondents had been following 

the Facebook page of Aegean Airlines before the survey. So, The populations that were 

assumed to be independent were respondents with prior exposure to SMMAs and re-

spondents without SMMAs exposure. 

To proceed to the t-test for equality of means, Levene’s test for equality of variances of 

the variables was required to be performed. The results of the test are presented in  

Table 6. 

 F Sig. 

SMMAs 4.208 0.042 

Brand Loyalty 4.785 0.030 

Purchase Intention 10.556 0.001 

Table 6: Levene's test 

 

The results of the Levene’s test for equality of variances indicated that Sig. value for all 

the variables is smaller than 0.05, meaning that there is statistically significant evidence 

that the variances of the variables for these subgroups of the sample are not equal. As 

the equality of variances in not assumed, the results of the t-test for equality of means is 

as follows in Table 7. 
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 t Sig. 

SMMAs -3.976 0.000 

Brand Loyalty -5.210 0.000 

Purchase Intention -3.005 0.003 

Table 7: t-test 

The results of the t- test for equality of means indicated that Sig. value for all the varia-

bles is smaller than 0.001, meaning that there is statistically significant evidence that the 

means of the variables for these subgroups of the sample are not equal. 
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6 Discussion and Conclusions 

This study investigated the possible relationship among the Social Media Marketing Ac-

tivities of Aegean Airlines, the Loyalty of this airline brand and the intention of pur-

chasing services of this airline brand. Aegean Airlines is one of the best airline compa-

nies in southern Europe and the biggest airline in Greece. During the last years, Aegean 

has performed a great expansion of its services setting customer satisfaction at its first 

position. Social networking sites and especially Facebook plays a crucial role in achiev-

ing these goals and that was one of the reasons that Facebook Marketing Activities of 

Aegean were chosen to be analyzed. 

The results of this study are presented as follows in Table 8. 

Hypothesized relationship Conclusion 

H1 SMMAs, Brand Loyalty Supported 

H2 SMMAs, Purchase Intention Supported 

H3 Brand Loyalty, Purchase Intention Supported 

H4 Prior SMMAs exposure Supported 

Table 8: Hypothesized relationships 

 

First, the Facebook Marketing Activities of Aegean Airlines and the Loyalty of the 

brand seem to have a positive correlation. SMMAs, as described in the literature review 

section, are entertainment, interaction, trendiness, customization, and perceived risk. 

The moderate correlation that showed Spearman’s correlation test, indicates that suita-

ble social media content may increase the loyalty of the brand among customers. This 

content should comply with the 5 components of the SMMAs, meaning that it should 

entertain the audience, offer the latest information in a personalized way, make the cus-

tomers react and express their thoughts and feelings, alleviating the possible fears of 

choosing this airline. Creating a social media strategy with these key objectives might 

follow to higher levels of loyalty among the customers.  
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Second, the Facebook Marketing Activities of Aegean Airlines and the Purchase Inten-

tion of the brand services do also have a positive correlation. For this pair of variables, a 

moderate correlation was observed using Spearman’s nonparametric test. Facebook 

marketing strategy is not eliminated in achieving only one goal, e.g. brand loyalty. Us-

ing different types of content could be the key to achieving all the preferable results. 

Although Facebook does not offer the function to directly book flights through the plat-

form, it offers the ability to set campaigns using call-to-actions buttons, which may lead 

to a final purchase on the merchant’s official website. 

Third, the pair of Brand Loyalty and Purchase Intention marked a positive correlation. 

Spearman’s correlation test indicated that both variables are moderately interconnected. 

Achieving high levels of loyalty could lead to purchasing and repurchasing the prod-

uct/service. Nevertheless, purchasing as a result of social media marketing does not 

mean that the loyalty of the specific brand is achieved. 

Through social media, companies have the opportunity to obtain a vast amount of cus-

tomer data. Customer interactions with social media content generate valuable infor-

mation that could facilitate strategic and managerial activities, leading to higher profits 

by gaining more customer transactions. A recent study confirms that proactive decision 

making by analyzing customer social media interactions could predict the consumers’ 

future behavior [63]. By predicting the customers’ behavior, a very efficient social me-

dia strategy could be developed, especially on Facebook, where targeting the audience 

can be performed in detail. 

Taking in consideration that previous research has found that the perceived social media 

marketing activities can positively influence brand awareness and image, the relation-

ship between SMMAs and purchase intention can be understood [1]. To make a pur-

chase, a customer needs to be aware of the brand and have found all available prod-

uct/service information he/she has needed. In the case of Aegean, the Facebook market-

ing activities of the airline should be accordingly managed, providing customers all the 

necessary information. Furthermore, the advertising content should alleviate any possi-

ble risk that prevents customers from transacting with the airline’s e-services.  

In addition to the above, researchers have already investigated the connection between 

SMMAs and brand loyalty. SMMAs positively affect not only the loyalty of the brand 

but also the awareness [45]. It was also found that brand awareness positively influ-

ences brand loyalty. When a customer is gaining awareness of the brand through social 
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media content and the content is according personalized in the needs of this customer 

the stronger bonds between the customer and the brand start to be created.  

It seems like SMMAs are the connecting ring between all the discussed variables in this 

study. So, the connection that was found among the SMMAs, brand loyalty, and pur-

chase intention could be interpreted. There is evidence that all the variables are inter-

connected affecting each other. Creating a suitable social media marketing strategy not 

only higher level of loyalty among the customers could be achieved but also greater 

profits for the company through increasing its customers’ transactions. Furthermore, the 

connection between brand loyalty and purchase intention should be commented. Loyal 

consumers could be interpreted as repurchase behaviors. As this not statistically investi-

gated in this study, there is also the possibility that loyalty could be achieved after a cus-

tomer has performed a purchase of a product/service. On Facebook where marketing 

could be very aggressive, customers could lead to purchase even without knowing the 

brand. After a satisfying experience with the brand, this single purchase could lead to 

repurchase and finally to brand loyalty. 

Last but not least, it is worth mentioning the statistically significant difference in the 

means of the examined variables in the two different populations, the people with prior 

experience in the SMMAs of Aegean airlines and the ones without prior experience. 

This difference could generate evidence that SMMAs provoke an alteration in the con-

sumers’ behavior. Customers with existing brand awareness could easier become loyal 

customers than others without any brand experience. So, another parameter that should 

be taken into consideration is the way that the social media strategy is applied to exist-

ing and not existing customers. Trendiness and personalized content could be the key 

success factors to better target and obtain new customers. 

To summarize, social media have defined a new digital era, where marketing activities 

have been diversified. There have been introduced new ways, that customers are inter-

acting with brands and making purchases. This study investigated the connections 

among Facebook Marketing Activities of Aegean Airlines, the Brand Loyalty and the 

Customers’ Purchase Intention. The results that were previously discussed, indicate that 

Aegean Airlines should accordingly run its social media strategy to effectively com-

municate the brand with its customers and obtain new ones. As it was mentioned in the 

study, social media marketing activities have different types, each of them could be ex-

ploited.   
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6.1 Limitations and future research 

The limitations of this study indicate the recommended future research and are as fol-

lows. First, the sample of the study was not well defined. The initial thought was, that 

the sample of the survey would only be master-degree students. Although, the response 

from this sample was unsatisfied and then the sample was extended to people of mixed 

demographic characteristics, without knowing if they choose to travel by airplane. An-

other limitation of this study was, that the statistical analysis was restricted to correla-

tion testing and the results that were excluded are not indicating a clear social media 

strategy for the airline company. Future research should focus on defining a more pre-

cise sample that would include customers that are airline travelers. Additionally, a re-

gression analysis is proposed to be performed to better understand how each variable 

influences the others. If SMMAs positively affect brand loyalty and brand loyalty posi-

tively affects purchase intention, then a profitable social media marketing strategy for 

Aegean Airlines and other similar airlines could be insisted. Finally, this study investi-

gated Facebook as the main part of the SMMAs. Apart from this platform, other social 

media platforms that are used by airlines such as Twitter and Instagram. Analyzing the 

SMMAs of all the platforms that an airline includes in its strategy, the results could in-

dicate a more precise proposed social media strategy. Finally, the airline that was cho-

sen for this study is a regular airline. The airline industry consists not only from regular 

airlines but also from low cost and premium airlines. A future study could investigate 

among others how these different types of airlines perform in social media and how 

they influence their brand loyalty and their customers’ purchase intention. Finally, a 

limitation of this study was that it only found that there is a difference in the samples of 

people who have prior social media experience with the brand and people who have hot. 

It is insisted for future research to analyze the different approaches of SMMAs for these 

different populations. 
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