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The Impact of Social Media on Brand Image: A Study of Higher Education Industry in Sri
Lanka

Bimali. Wijesundaral*, Rumesh Fernando2, B. L. Sanjaya Thilakarathne3

tUniversity of Kelaniya, Faculty of Commerce and Management Studies,, Sri Lanka
2University of Ruhuna, Faculty of Technology, Sri Lanka

Keywords: Social Media, Higher Education Industry, Brand Image, User Generated Content, Social Media Communication

The basic purpose of this research is to find out the impact of successful Social web on brand image. Even though Companies monitor
changes of the brand image, they neglect the rapid spread of social media and the rising number of social media users. Therefore the
analysis of social media and the effectiveness of social media platforms on organizations brand image provides helpful insights for
companies [1-3].

Several objectives were developed through the research gap that was identified by the researchers. Based on a sample of 200
respondents drawn from students of higher education institutes in Colombo, the study measured the relationship between social media
and brand image following the quantitative methodology of conducting research. Researchers utilized the questionnaire method as the
primary data collection. Correlation and regression were used as the main inferential statistics to verify the relationship.

It was observed that with the use of social media, higher education institutes can create and enhance its brand image and subsequently
lead to attract customers [4, 5]. However, marketers must keep in mind that the Social media is a great tool that influences brand
image as social media is two way communication method. While the viral marketing information is seem to be trusted by users,
marketers should prioritize and implement them in their advertising strategy.

[1]. A.M. Sivertzen, E. R. Nilsen and A. H. Olafsen, Journal of Product & Brand Management, 22 (2013) 473-483.

[2]. M. Laroche, M. R. Habibi, M. O. Richard, International Journal of Information Management, 33 (2013) 76-82.

[3] A. J. Kim, E.Ko, Journal of Business Research, 65 (2012) 1480-1486.

[4] R. Heeks, The Information Society, 18 (2002) 101-112.

[5] S. Siritongthaworn, D. Krairit, N.J. Dimmitt, and H. Paul, Education and Information Technologies, 11 (2006) 137-160.
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The Impact of Social Media on Consumer Buying Intention

Michael Putter *

tUniversity of Latvia, Faculty of Economics and Management, Riga, Latvia

Keywords: social media, online buying process, purchase decisions, branding in social media, consumer behavior

Companies throughout the world are constantly seeking new ways to reach consumers. Just a few decades ago, television and print
advertising were the fundamental components of marketing strategies. In the current era, these traditional marketing streams are just a
small segment of the varied approaches used to market and brand products. The increasing focus on social media shaped state of the
art advertising and shifted the way companies interact with their target groups. As a result, the effective use of social media has
become an essential part of creating and maintaining competitive advantage. Subsequently, companies now place a considerable
value on the way in which social media can be used to shape consumer brand perception and influence their buying intention.
Companies integrating a strategic approach to the use of social media will have advantages over those that do not. In assessing the
impacts of social media on branding and marketing approaches, an exploration of the existing literature on social medial use and brand
perception can help identify emerging and successful strategies for improving consumer engagement through social media.

Corresponding author: mp@puetter-online.de
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The Impact of Instagram on Marketing : Instagram and Saudi Brands

Muna Al-Razgan™ Rabiah Alnashwan?, Nada Almugren®

1King Saud University, College of Computer and Information Sciences, Riyadh, Kingdom of Saudi Arabia

Keywords: Instagram, Social Network Marketing, Marketing tool.

With the hype of social media, the marketing have been promoted to a higher level of efficiency. Especially a media that contain both
textual and visual representation that will catch customer’s eyes. Accordingly, Instagram is considered as a perfect place to
commercialize, still, this is just a derivation. Therefore, this paper attempts to study the impact of Instagram on Saudi brands. Through
analyzing band’s comments and likes based on qualitative and quantitative methodologies. The result of the study indicates Instagram
improved brand’s popularity. Also, we discover that there is a very high similarity in comments in the same brand and across brands.

[1] Lavoie,KA. Instagram and Branding: A Case Study of Dunkin’ Donuts

[2] D. Yazdanifard and S. Huey Lim, "How Instagram can be used as a tool in social networking marketing", 2014.

[3] Mejova.y, Haddadi.h, Abbar.S, Ghahghaei.A, Weber.l. Dietary Habits of an Expat Nation: Case of Qatar

[4] Hu, L. Manikonda and S. Kambhampati, "WhatWe Instagram: A First Analysis of Instagram Photo Content and User
Types", 2014.

[5] Z. A. Latiff and N. A. S. Safice, “New Business Set Up for Branding Strategies on Social Media — Instagram,” Procedia
Computer Science, vol. 72, pp. 13-23, Jan. 2015.

[6] H. Goworek, Patsy Perry and Anthony Ke, A. Roncha, and N. Radclyffe-Thomas, “How TOMS' "one day without shoes"
campaign brings stakeholders together and co-creates

Corresponding author:

e malrazgan@ksu.edu.sa

e rabiahalnashwan@gmail.com
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e-Commerce on SMES in Jakarta

Tifa Noer Amelia®

Perbanas Institute Jakarta, Indonesia

Keywords: Information System, E-commerce, Performance

This is a quantitative research that contribute an idea about the role of effective and efficient e-commerce on SMEs in Jakarta, to
prepare for globalization era and Indonesian demographic bonus 2030. Jakarta has the most comprehensive infrastructure regarding to
the business cycle, payment service, shipping service and authorization process in implementing e-commerce in Indonesia. The
purpose of this research is to examine the information system usage on business performance. 100 respondents gained to support this
research, examine by using partial least square method, with period of data gathering and analysis from January 2016 to January 2017.
The research finding are e-commerce usage influence on business performance is supported, efficient and effective information
system on business performance is not supported, efficient and effective information system by using e-commerce usage is supported.

Predictor that has been dismissed is about the efficient information system that is no longer timely manner. This is because of the
assumption that by following the formal mechanism or procedures that incorporated with information system SMEs cannot operate the
business as fast as before they have the system. Even though, it saver in term of money and effort spent. Respondent agree that
effective information system will fulfil customer expectation, variation in offered product and service, be able to map the consumers
demand, and consistently distribute the promoted product and service. Respondents assume that e-commerce usage is not necessarily
about the platform used such as the installed application, program, payment service, or distribution service. As long as it is accessible
and easily to access, it is improving the willingness to use e-commerce. In business performance, fulfilling sales target and after sales
service are eliminated as indicators. Here, respondent require a good relation and loyalty from customer and distributor as well as
positive feedback.

Research has found that an effective and efficient information system can lead to an improvement in business performance with the
support of e-commerce usage in SMEs in Jakarta in 2016. Unlike efficient and effective information system, business player confident
enough that e-commerce usage itself can improve business performace.

Research funded by Indonesian Endowment Fund for Education (LPDP Scholarship) for Doctorate degree in Management Science,
Universitas Brawijaya, Indonesia.

[1] Alsaad, A. K. H., Mohamad, R., & Ismail, N. A. (2014). The Moderating Role of Power Exercise in B2B E-commerce
Adoption Decision. Procedia - Social and Behavioral Sciences, 130, 515-523.

Corresponding author: tifanoer@perbanas.id
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User Engagement of Social Media: A Cross Country Analysis

Rania S. Hussein™ Amr Kais?

T American University in Cairo, Egypt
2 American University in Cairo, Egypt

Keywords: User engagement, Antecedents, Social Media.

Social media has become a mainstream media platform that connects one-third of the world’s population (Nelson-Field & Taylor,
2012). People can escape from their daily routines whereby, through social media, users use other people’s lives to escape from their
own (Lee, 2010). The interactivity of social media has transformed consumers from passive to active participants, with social media
platforms serving as an ideal forum for product and brand-related advocacy (Chu & Kim, 2011), customer-led content generation
(Vivek et al., 2012) and customer-created product innovations (Hoyer et al., 2010).

This research studies determinants of user engagement on social media from a cross country perspective. User engagement is depicted
by the continued use of social media and is expected to occur when customers have a positive attitude toward social media. This
research seeks to explore factors that affect customers’ attitude toward social media, which in turn is expected to result in engagement.
It seeks to study user engagement from a cross country perspective by focusing on two contexts being the U.S. and Egypt. To achieve
the research objectives, this study proposes an extended technology acceptance model to study user engagement determinants.

The model is tested based on the results of empirical work in the form of a large scale survey conducted on a random sample of both
U.S. and Egypt general population. Data collection resulted in 801 usable questionnaires. Multi group analysis and Structural equation
modelling are used to analyze data. Results provide support to the research objectives. Two of the three proposed factors extending
TAM namely; perceived connectedness, enjoyment were found to have a significant impact on attitude toward social media use.
Attitude toward social media use was found to have a significant effect on level of use and level of use was found to have a significant
effect on continuation intention. Additionally, satisfaction was found to have a significant direct effect on continuation intention.
Social media image was not found to have a significant effect on attitude toward social media. Findings of this research provide useful
insights about what managers need to focus on when designing their social media strategies.

[1] Chu, S. C., & Kim, Y. (2011). Determinants of Consumer Engagement in Electronic Word-of-Mouth (EWOM) in Social
Networking Sites. International Journal of Advertising, 30(1) , 47-75.

[2] Hoyer, WD, Chandy, R, Dorotic, M, Krafft, M & Singh, SS (2010), 'Consumer Co-creation in New Product
Development' Journal of Service Research, vol. 13, no. 3, pp. 283 - 296.

[3] Lee Dong-Hun (2010), Growing Popularity of Social Media and Business Strategy. Korean Consumer & Society

[4] Nelson-Field, K., & Taylor, J. (2012). Facebook fans: A fan for life? Admap, 25-27.

[5] Vivek, S. D., Beatty, S. E. & Morgan, R. M. (2012). Customer Engagement: Exploring customer relationships beyond
purchase. Journal of Marketing Theory and Practice, 20 2, 127 - 145.

Corresponding author: raniasamir@aucegypt.edu
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Pattern of Social Media Usage in Disseminating Health Message for Youth: A Systematic
Review

Suffian Hadi Ayub®™: Mohammed Rezal Hamzah? , Azizul Halim Yahya®

1 Sunway University, Malaysia
2Universiti Malaysia Perlis, Malaysia
SUniversiti Teknologi MARA, Malaysia

Keywords: Health communication, youths, social media, systematic review

Health communication is currently one of the most discussed topic in as the country witnessed the surge of sexual related crime and
social problem among youths. The paper discussed the current researches related to health information in social media that aims at
youth from three online journals; PubMed, Science Direct and Emerald Insight. The research primarily based on systematic review
through relevant communication and public health sites which offer journals on past and current research. The study is significant as it
furnishes a landscape on how current information on health is disseminated in the social media and how social media bandwagon
assist in reaching out to youths. This paper also testified that various stakeholders need to acknowledge the importance of health
communication and how proper dissemination of information through social media marketing mix could shape positive youths’
development which contribute to nation building.

[1] Andrew, J. M., Donald, S., & Faith, A. G. (2014) Health Promoting Schools: Initiatives In Africa. Health Education, Vol.
114 Issue: 4, pp.246-259, https://doi.org/10.1108/HE-11-2013-0057

[2] Allison, S., Bauermeister, J.A., Bull, S., Lightfoot, M., Mustanski, B., Shegog, R., & Levine, D., (2012). “The
Intersection Youth, Technology, And New Media With Sexual Health: Moving The Research Agenda Forward”. Journal
of Adolescent Health. 51, 207-212

[3] B. L. Joan, et al. A Social Media Approach to Inform Youth About Breast Cancer and Smoking: An Exploratory
Descriptive Study. Collegian 21.2. pp. 159-168. (2014)

[4] Ball, M.J. and Lillis, J. (2001), E-health: transforming the physician/patient relationship. International Journal of
Medical Informatics. VVol. 61 No. 1, pp. 1-10.

[5] Boyd, D. M., & Ellison, N. B. (2007). Social Network Sites: Definition, History, And Scholarship. Journal of Computer-
Mediated Communication 13: 210-230. http://onlinelibrary.wiley.com/doi/10.1111/j.10836101.2007.00393.x/epdf

[6] Chen, P., Vromen, A., editors. Social Media, Youth Particiaption And Australian Elections. Australian Election
Commussion Research Forum. Canberra: Speakers Notes; 2012.

[7] Chou, W.-Y.S., Prestin, A., Lyons, C. & Wen, K.-Y. (2013) Web 2.0 For Health Promotion: Reviewing The Current
Evidence. American Journal of Public Health. VVol. 103 No. 1, pp. €9-e18.

[8] Cobb, P. F., Kvasny, L., & Kiwanuka, T. J., (2014) Online HIV Prevention Information: How Black Female College
Students Are Seeking And Perceiving. Internet Research. VVol. 24 Issue: 4, pp.520-542, https://doi.org/10.1108/IntR-09-
2013-0193

[9] Danielle, N. L., Lauren, E. B., Stephanie, G., & Paula, M. F. (2014). A Formative Evaluation of a Social Media Campaign
to Reduce Adolescent Dating Violence. https://Awww.ncbi.nlm.nih.gov/pmc/articles/PMC4260010/

Corresponding author: suffianay@sunway.edu.my
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How e-WOM in Instagram affect Hong Kong Millennials’ Purchase Intention ?

Poon Lok Yi Joyce™

1The Chinese University of Hong Kong, School of Journalism and Communication, Hong Kong

Keywords: e-WOM, Instagram, Millennials, Purchase Intention, Uses and Gratification Theory

The purpose of this study is to examine the impact of electronic word-of-mouth (e-WOM) on Hong Kong Millennials’ purchase
intention by applying the uses and gratification (U&G) theory. By using qualitative approach, a total of 12 Hong Kong Millennials
from diverse background were invited to attend an in-depth interview. Result shows that there are 7 gratifications that contribute to
favorable attitude towards Instagram usage. The favorable attitude will make users perceive e-WOM in Instagram positively and
increase their purchase intention. The effect of e-WOM on purchase intention varied across different sources and product
features/types and is greater than that of Instagram Adverts. The findings of this study contribute to the extension of U&G theory
application to Instagram usage in Hong Kong and the finding can guide Hong Kong digital marketers to leverage e-WOM power on
Instagram.

[1] Abdullah Alhidari. (2015). Personal level antecedents of eWOM and purchase intention, on social networking sites.
Journal of Customer Behaviour, 14(2), 107-125

[2] Bataineh, A.Q. (2015). The Impact of Perceived e-WOM on Purchase Intention: The Mediating Role of Corporate
Image. International Journal of Marketing Studies, 7(1)

[3] Che, H.L, Yang, C. (2014). Examining WeChat users’ motivations, trust, attitudes, and positive word-of-mouth:
Evidence from China. Computers in Human Behavior, 41, 104-111

[4] Choi, E. K., Fowler, D., Goh, B., & Yuan, J. J. (2015). Social Media Marketing: Applying the Uses and Gratifications
Theory in the Hotel Industry. Journal of Hospitality Marketing & Management, 1-26.

[5] Eighmey, J., & McCord, M. (1998). Adding value in the information age: uses & gratifications of sites on the world
wide web. Journal of Business Research, 41(3), 187-194. http://dx.doi.org/10.1016/S0148-2963(97)00061-1

[6] Elliott, William R., and William L. Rosenberg (1987), “The 1985 Philadelphia Newspaper Strike: A Uses and
Gratifications Study,” Journalism Quarterly, 64 (4), 679—687

[7] eMarketer (2016). Number of Companies Using Instagram Nearly Double Next Year. Retrieved from:
https://www.emarketer.com/Article/Number-of-Companies-Using-Instagram-Nearly-Double-Next-Year/1013122

[8] Fan, Y., & Miao, Y. (2012). Effect of Electronic Word-of-Mouth on Consumer Purchase Intention: The Perspective of
Gender Difference. International Journal of Electronic Business Management, 10(3), 175-181

[9] Gao, Y., & Wu, X. (2010). A cognitive model of trust in e-commerce: evidence from a field study in China. The Journal
of Applied Business Research, 26(1), 37-44.

[10] Griffith, E. (2016). Instagram gets serious about ads, opening platform to all. Fortune. Retrieved from
http://fortune.com/2015/09/09/instagram-advertising/

[11] Hanjun Ko, Chang-Hoan Cho & Marilyn S. Roberts (2005) INTERNET USES AND GRATIFICATIONS: A Structural
Equation  Model of Interactive  Advertising, Journal of  Advertising, 34:2, 57-70, DOI:
10.1080/00913367.2005.10639191

Corresponding author: joycepoon925@hotmail.com
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The Forces of Leadership in The Era of Social Media

Oliver Menk*”

T University of Salzburg Business School & University of Latvia, Riga - Austria & Latvia

Keywords: Confidence, Leadership, Management, Social Media.

How changed the well known forces of leadership in the modern times of social media? Since many years the level of available
information increased step by step. Today a high level manager is no more able to work alone. The manager must have confidence to
its team, to spread the workload to different shoulders and to work fast and most effective with the outcome on the next level. To do
so the manager has to create a confidence level to its team.

In eyes of the author, confidence is not only a part which modern managers have to take into account when they try to manage their
employees. From author’s point of view, it’s one of the basic forces of leadership, which is needed on every kind of management
level, a force which stands for its own, and which is more important than all the others. Confidence seems to be the missing force of
leadership, especially in times of social media and nearly total transparency. So that’s the reason why French & Ravens well known
“Forces of Leadership” will be researched into the direction of confidence and its own position of between the old factors.

The first evidence, that confidence is the most important force of leadership will be shown here with the results out of a pre-test.

(1]

(2]
(3]
(4]
(5]
(6]

French, J.R.P./ Raven, B. (1959): The bases of social power, in: Cartwright, D. (Hrsg.): Studies in Social power, Ann
Arbor, S.150-167. and in: Raven, B.H./ Kruglanski, A.W. (1970): Conflict and Power, in: swingle , P. (Hrsg.): the
structure of conflict, New York, S. 69-110.

Luhmann, N. (2000). Vertrauen. UTB fiir Wissenschaft, Soziologie fachiibergreifend: Bd. 2185. (p.1-2) Stuttgart:
Lucius und Lucius.

Coleman, J. S. (1990). Foundations of social theory. (p. 91-115, p.175-196 ) Cambridge, Mass.: Belknap Press of
Harvard Univ. Press

Simon, H. Alexander. (1964; 1957). Models of man: Social and rational; mathematical essays on rational human
behavior in a social setting (1st ed. 1957, 3rd print.). New York NY: Wiley.

Graen, G. (1976): Role Making process within complex organizations, in Dunette, M.D. (Hrsg.): Handbook of
industrial and organizational psychology, Chicago, S. 1201-1245

Luhmann, N. (1973) Vertrauen. Ein Mechanismus der Reduktion sozialer Komplexitét (2. Aufl.) Stuttgart: Enke In
Petermann, F. (1992). Psychologie des Vertrauens. (p.15) Miinchen.

Corresponding author: mail@menk.net



mailto:mail@menk.net

Book of Abstracts
1% International Conference on Social Media Marketing — ICSMM’17

What Motives Make People Write Online Review — Case Study of Serbia

Ing Dugan Mladenovi¢'™ Ing Anida Krajina?

! Faculty of Economics and Administration, Masaryk University, Brno, Czechia
2 Faculty of Economics and Administration, Masaryk University, Brno, Czechia

Keywords: social media, online review, motives, tripadvisor, influence

Travelling to new destinations might require long number of hours spent whilst searching for information to support consumer’s
decision-making process. Pushing information through online marketing channels for destinations could play a remarkably influential
role in that process [1]. One of the most powerful elements of such marketing is the reviews by individuals who are eager to share
their own experiences and expertise [2]. These reviews are an important repository for those making decisions. The act of writing
reviews of a destination is solely voluntary act because of post-purchase behaviour and it certainly needs motivation behind [3]. We
have inquired these motives for the case of online reviews for destinations around Serbia. The present research uncovers the
motivation by analysing questionnaire previously distributed to foreign travellers that have been visiting Serbia at some point. The
preliminary results show the several reasons behind the reviews and different motivation triggers. In the current process of further data
analysis, we expect to see clearly the inner and outer influences on motives. As a result, and implication, this will serve as a guideline

to Serbian country branding and marketing initiatives in shaping the offers that will empower customer engagement.

[1] Westbrook, R. A. (1987). Product/consumption-based affective responses and post purchase processes. Journal of

marketing research, 258-270.

[2] Schlosser, A. E. (2011). Can including pros and cons increase the helpfulness and persuasiveness of online reviews?

The interactive effects of ratings and arguments. Journal of Consumer Psychology, 21(3), 226-239.
[3] Malcolm, G. (2000). The Tipping Point. Little Brown, New York.

Corresponding author: dusan.mladenovic.op@gmail.com
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DiffTrack: Pinpointing Key-Posts of Influence Within Discussion Topics in Social Media

Luiza Nacshon®": Amparo Sanmateu? , Chanan Glezer®
1 Software and Information Systems Engineering Department, Ben-Gurion University of the Negev, Israel

2 Telekom Innovation Laboratories Innovation Development Deutsche Telekom,Germany
% Telekom Innovation Laboratories Ben-Gurion University of the Negev, Israel

Keywords: social media players,influencers,key players.

This article presents DiffTrack, a new analytical framework to pinpoint influential posts, so called key-posts of influence, across social
media comprised of a corpus of posts. The framework employs the Latent Dirichlet Allocation algorithm (LDA) to associate posts
with topics and applies a standard information retrieval technique in order to pinpoint the most influential topic-related posts. The
framework was evaluated on real published social media posts which played a role in launching a social media storm. Our results
showed that the method provides an effective means of identifying social media influencers in their early stages, and because of this,
the use of this method can improve the ability to manage such events. Future research should be conducted in order to extend the
model outputs by including additional relevant social media influencers, including topic-related authors and storm boosters. The

results can then be analyzed for sentiments.

[1] Cooper, William S. A definition of relevance for information retrieval.Information storage and retrieval 7. 1971,
Elsevier, pp. 19-37.

[2] Allan, James, ed. 2002. Topic detection and tracking: event-based information organization. Vol. 12. s.I. : Springer,
2002.

[3] TANG, lJie, et al. Social influence analysis in large-scale networks. In: Proceedings of the 15th ACM SIGKDD
international conference on Knowledge discovery and data mining. ACM, 2009. p. 807-816.

[4] Xiang, Biao, et al. PageRank with Priors: An Influence Propagation Perspective. In: IJCAI. 2013. p. 2740-2746.Latent

dirichlet allocation. Blei, David M., Andrew Y. Ng, and Michael I. Jordan. 2003. 2003, The Journal of machine
Learning research 3, pp. 993-1022.

Corresponding author: krzysztof.sornek@ize.org.pl
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Leveraging Social Media Concepts and Marketing in Attracting the European Youth to STEM

Education and Careers

Manal Assaad*

1 Hochschule Emden/Leer, Faculty of Information Technology, Emden, Germany.

Keywords: Education, Europe, E-Learning, Social Media, STEM, Technologies.

The use of social networking sites and social media tools is on the rise, as the most common activity of today's youth. Thus,
leveraging social media concepts in learning can make education more relatable to the youth in this digital era. In this study, key
current social media concepts, such as user profiles, activity streams, and status updates, among others, are identified based on the
significant role they can play in promoting and supporting learning [1]. The research strategy model is also presented as a
methodology for social media marketing strategy that can be adopted beyond the education industry [2]. The study serves as an
introduction to research on the integration of social media concepts in a hybrid educational environment, called Science, Technology,
Innovation, Mathematics, Engineering for the Young (STIMEY) [2]. The STIMEY environment will combine social media
components, robotic artefacts, and radio, and connect students, educators, parents and organisations, based on a well-researched
pedagogical framework, to increase the European youth’s interest and engagement in Science, Technology, Engineering and

Mathematics (STEM) education and careers.

[1] Assaad, M, and Mékeld, T. Integrating Social Media Concepts as Tools in a Pedagogical Approach for a Technology-
enhanced Learning Environment, in The Thirteenth Advanced International Conference on Telecommunications

(AICT’17) Proceedings, Venice, Italy, 25 — 29 June 2017, 65 — 71.

[2] Assaad, M. Leveraging Social Media Marketing in Food & FMCG Industry in Saudi Arabia, in Bahrain Public Library

(No. 10717/2012), [online] [access: 15 August 2017] https://app.box.com/ManalystSMBook.

[3] Assaad, M. et al.. Attracting the European Youths to STEM Education and Careers: A Pedagogical Approach to a
Hybrid Learning Environment, in 19th International Conference on Advanced Learning Technologies, Paris, France

(19 — 20 October 2017), forthcoming.
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As competition increases in the higher education institution sectors, public and private universities increasingly view students as
consumers and try to market their institution intensively. An understanding of the student market requires university to gain
knowledge regarding the institution-selection process as well as the source of information used. The emergence of social media allows
universities the ability to communicate in a voice that is familiar to the millennial generation. Hence, there is a call for the
development of new marketing approaches [1].

This research provides an analysis and evaluation of Indonesian students’ perceptions regarding the impact of social media on their
choice of university. Semi-structured and focus-groups interviews were carried out with the same cohort of first-year undergraduate
students in five Indonesian public universities. The findings indicate the use of social media amongst students is growing in
importance, especially for university search and selection. The reason for the popularity of these media because they can supply
information from three different sources: direct information from the university, trusted information from social networking or
reference groups (friends, peers, current/former students, alumni), and real time, on-line information from university websites. The
importance of this media for promotion and marketing by universities becomes evident along with the technological habits of preteens
and teens who will be of college-going age in the near future [2] [3]. Overall, this paper contributes to the understanding on university
decision making amongst students using social media. It also provides ideas for universities to formulate strategies for social media
participation and students’ recruitment.

[1] Simdes, C., Soares, A. M., Studies in Higher Education, 1 (2010) 1-9.

[2] Poock, M. C., Lefond, D., College & University Journal, 77 (2001), 15-21.

[3] Roblyer, M. D., McDaniel, M., Webb, M., Herman, J., Witty, J. V., Findings on Facebook in higher education: A
comparison of college faculty and student uses and perceptions of social networking sites, Unpublished manuscript,
2010.
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In this research social media marketing activities of social media accounts from German business are analysed for the social networks
Facebook, Twitter, Instagram, Xing and LinkedIn [1]. As research objects were the context of the interaction, the used and targeted
social network functionalities and the behaviour of the companies selected. The analysis followed the of the analysis of social media
interaction pattern [2, 3]. The selection of social media accounts for the research included companies which are currently member
from the stock market indices DAX [4] and MDAX, additional online and offline retail businesses [5, 6], successful German sport
clubs, celebrities and others businesses. In addition and to be sure to evaluate high class social media marketing, the German social
media award winners from 2015-2017 were analysed [7].

Out of the results of those two analyses the main results were derivate. The results displays different usage approaches between the
researched networks and the different business fields. As final result of the research, several context approaches for social media posts
could be defined. The results contain suggestions for the standardisation of those contexts and the different approaches how functions
from social networks can be used for user interactions. That includes the approaches of targeted reactions and standardized reactions
of user interactions.

[1] Linke, K, Generation Facebook? — The history of social networks, paper presented at: Global Business Management
Research Conference 2011, Fulda. Fulda, University of Applied Sciences Fulda, 2011.

[2] Gaikhorst, V., Drake, M., & de Vries, S., Social Media News Patterns, Leeuwarden, Stenden University of Applied
Sciences, 2013.

[3] Tidwell, J., Designing Interfaces. O’Reilly, Cambridge, 2010.

[4] [DAX Index Family] [access: 08/17/2017] https://www.dax-indices.com/discovery-search?searchTerm=dax

[5] [Das sind die gréfiten Lebensmittel-Einzelh&ndler Deutschlands] [access: 08/17/2017]
http://www.absatzwirtschaft.de/das-sind-groessten-lebensmittel-einzelhaendler-deutschlands-78513/

[6] [Das sind die 10 grofiten Online-Handler in Deutschland] [access: 08/17/2017]
https://www.gruenderszene.de/galerie/die-top-10-online-shops-in-deutschland-2?pid=12595

[7]1 [Deutscher Digital Award] [access: 08/17/2017] http://deutscherdigitalaward.de/
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This research is part of a research project which analyses the influence of socioeconomic variables on the usage of online social
networks to provide quality ensured social media supported business transactions. The research in this paper contains the analysing of
the online milieu groups from the Responsibility-Driven Individuals and the Digital VVanguards which were defined in 2012 as milieu
groups for online users in Germany [1]. Both target groups are part of the in Germany well established approach of lifeworlds and
milieus for the differentiation of groups in the society [2, 3]. With such a distinguishing of customer groups, the communication with
agents in social media communication will be more efficient due to a more standardized targeting.

To increase the information fundament about the two mentioned lifeworlds and to be able to select those mentioned areas on more
valid preferences, an analysis of past lifeworlds definitions and lifeworld analyses were conducted. The analysis in this research
covers the lifeworlds definitions for milieus in Germany since the mid 1980th [4, 5, 6, 7, 8]. In the analysing of the former definitions
of lifeworlds the area of the mentioned online milieu groups is set as requirement for the analyses to find more information about
those fields in the German society. The research closes with an overview about the (qualitative) influence factors which might be
preset for customer selection from the mentioned lifeworlds and contains suggestions and questions for additional research in the
research project.

[1] Deutsches Institut fir Vertrauen und Sicherheit im Internet, DIVSI Milieu-Studie zu Vertrauen und Sicherheit im
Internet - Eine Grundlagenstudie des SINUS-Instituts Heidelberg im Auftrag des DIVSI, DIVSI, Hamburg, 2012.

[2] Bourdieu, P., Die feinen Unterschiede - Kritik der gesellschaftlichen Urteilskraft, Suhrkamp, Frankfurt am Main,
1982.

[3] Geiger, T., Die soziale Schichtung des deutschen Volkes, Ferdinand Enke, Stuttgart, 1967.

[4] Hradil, S., Sozialstrukturanalyse in einer fortgeschrittenen Gesellschaft - Von Klassen und Schichten zu Lagen und
Milieus, Leske + Budrich, Opladen, 1987.

[5] Geiller, R., Die Sozialstruktur Deutschlands, Bundeszentrale fiir politische Bildung, Bonn, 2002.

[6] GeiRler, R., Die Sozialstruktur Deutschlands, Verlag fiir Sozialwissenschaften, Wieshaden, 2006.

[7] Walczak, D., SINUS-Milieus, Grin, Norderstedt, 2008.

[8] Hradil, S, Deutsche Verhéltnisse, Bundeszentrale fir politische Bildung, Bonn, 2012.
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The rapid increase in Internet usage along with the progress of Information Technology has altered the means of buying and selling.
This has resulted in an enormous increase in the number of online buyers. However, due to the varying characteristics of buyers, there
has been a huge difference in the behaviour of consumers with respect to online shopping. The objective of this study is to analyze the
relationship between perceived ease of use, perceived usefulness, perceived risk and age with its categories with the online shopping
intention. For this cross-sectional study, data is collected through self-administered questionnaires from both the online consumers and
those have not yet started online shopping. A sample of 165 respondents was taken including professionals and university students; the
proposed model is evaluated by applying Pearson’s moment quotient and regression analysis. A significant relationship is observed
among the variables. It was found that only Perceived Usefulness had an influence on online purchasing intention. Interestingly,

categories of age did not have an influence on online purchasing intention. Future indications and limitation are also discussed.

[1] Bhatnagar, A., & Ghose, S. (2004). Segmenting consumers based on the benefits and risks of Internet
shopping. Journal of Business Research, 57(12), 1352-1360.
[2] Ramayah, T., & Ignatius, J. (2010). Intention to shop online: The mediating role of perceived Ease of Use. Middle-
East Journal of Scientific Research, 5(3), 152-156.
[3] Rizwan, M., Sultan, H., Parveen, S., Nawaz, S., Sattar, S., & Sana, M. (2013). Determinants of Online Shopping and

Moderating Role of Innovativeness and Perceived Risk. Asian Journal of Empirical Research, 3(2), 142-159

[4] Roman, S. (2007). The ethics of online retailing: a scale development and validation from the consumers’
perspective. Journal of Business Ethics, 72(2), 131-148.
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After years of focusing on cost reduction and optimization of process flows, design and successful marketing of service innovation
come into focus, aiming on the provision of additional services to customers and therefore to increase market share and profitability
for the vendor. In saturated markets like Germany, competition becomes more and more intense since globalization leads to increased
price sensitivity among customers. Companies as well as economists consider service innovation as a lever to new sources of profit as
well as new possibilities to keep their customers loyal. [1] The above-mentioned intensification of the competitive pressure affects not
only large companies like vehicle manufacturers, it also affects small and medium size companies, such as car dealers and car service
providers. [2]

One challenge to systematic service innovation is to combine technology, business, social, and customer needs in the creation process
of service innovation. [3] This paper is concerned with the contribution of Connected Remote Services (CRS) to customer loyalty. It
uses the automotive aftersales business as an example to evaluate if the introduction of innovation such as Connected Remote Services
creates loyalty. In this paper customer loyalty is regarded as future repurchase intentions of existing customers. Yet, no
conceptualization exists, that fully captures the connectivity-related specifics of CRS. The goal of this academic contribution is the
conceptualization of CRS by using an explorative approach. For this purpose, the method of Means-End Chain (MEC) analysis [4] as
a qualitative research approach is used to identify relevant dimensions of CRS. In the first step, the theoretical foundations of Means-
End Chain analyses are described. Next, the process of research is designed and conducted.

The main finding of the paper is the identification of relevant construct dimensions. The results support the assumption that Connected
Remote Service is a multidimensional construct consisting of the five dimensions Convenience, Connectedness, Safety, Comfort and
Reliability. The method of Means-End Chain analysis is regarded as suitable for the identification of construct dimensions and the
methodological procedure described in the literature is applicable within the context of research of this paper. The identified
dimension Connectedness captures the particularity of Connected Remote Services, which goes beyond the previous understanding of
existing research within the field of service innovation. Based on the results, the concept of CRS can be designed and included into a
comprehensive causal model, which will be empirically evaluated in the future. Results will help car manufacturers and their dealer-
networks to fine tune their approach of Connected Remote Services and to improve the service offering.

[1] C. Herstatt, S. Buse, R. Tiwari, M. Umland, Innovationshemmnisse in kleinen und mittelgroRen Unternehmen.
Konzeption der empirischen Untersuchung. Hamburg: Technische Universitdt Hamburg-Harburg, 2007.

[2] C. Hipp, B. Tether, I. Miles, The incidence and effects of innovation in services. Evidence from Germany. In Int. J.
Innov. Mgt. 04 (04), 2000, pp. 417-453.

[3] J. Spohrer, P. Maglio, The Emergence of Service Science. Toward Systematic Service Innovations to Accelerate Co-
Creation of Value. In Production and Operations Management 17 (3), 2008, pp. 238-246.

[4] J. Gutman, A Means-End Chain Model Based on Consumer Categorization Processes, Journal of Marketing, Vol. 46,
1982, pp. 60-72.
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How important is the social media in our life? How easy is it to move in the Virtual social media world? And how much we believe in
the social media? Palestine still under occupation but social media is not occupied as the land; nowadays social media could be the
easiest, fastest and the most spread way of communication. The importance of social media content is relevant to the user’s need or
want and to the extent of what he or she interested in. In public sector social media marketing is a contemporary aspect in the world of
marketing, the question about what could be marketed in the governmental public sector. And how can social media play a significant
role in marketing for both the public institute such as Palestinian standard institute (PSI) as one of the marketing mix techniques and
the consumer (the citizens) for their own benefits as Palestinian citizens or for their commercial interest such as export, import and
international trade. This paper represents a small exploration study about social media marketing use in Palestine standard institute as
a case study. Based on quantitative method and randomly selected sample the paper tried to address the reasons of failure and week
interaction depending on social media marketing in this case, furthermore the paper presents a comparison using similarweb analysis
between similar standard bodies randomly selected from international and regional areas (ISO,BSI group, DIN,EOS,ESMA and
JSMO).

[1] A study of the impact of social media on consumers. HajliM.Nick2014, International Journal of Market Research
Vol. 56 Issue 3, pp.387-404.

[2] Asian Government Usage of Web 2.0 Social Media. KuzmaJoanne2010, European Journal of ePractice, pp.1-13.

[3] BSI[Online]2017. https://www.bsigroup.com/.

[4] DIN[Online]2015. http://www.din.de/en.

[5] EOSEOS. [Online]2016. http://www.eos.org.eg/en.

[6] ESMA[OnIline]2016. http://www.esma.gov.ae/ar-ae.

[7] From e-government to we-government: Defining a typology for citizen coproduction in the age of social media .
LindersDennis2012, Elsevier, pp.446-454.

[8] Harmes-LiedtkeUlrich The Relevance of Quality Infrastructure to Promote Innovation Systems in Developing
Countries. Germany, Physikalisch-Technische Bundesanstalt, 2010.

[9] Internet World Stats. [Online]2017. http://www.internetworldstats.com/middle.htm#ps.

[10] ISOISO. [Online]n.d. https://www.iso.org/home.html.

[11] JSMO[Online]2014. http://www.jsmo.gov.jo/en/Pages/default.aspx.

[12] Kotlerpet al. Marketing management. s.l., Prentice Hall Englewood Cliffs, NJ., 2015.

[13] NAD. [Online]2017. http://www.nad-plo.org/etemplate.php?id=48.
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The business performance and economic profit of the firm may besummarized in market share. One in all the
foremost necessary aims ~ of companiesisto boost market shareto realize larger scale in its operations and
improve profitableness. Because of this, managers forever need to expand their market share. Market share responds
to components promoting of selling strategy and one in all the vital things that have an effect on market share
is components of the marketing combine. The most purpose of this analysis is to review the selling combine influences on
market share of compound sheets manufactures corporations in Iran. The results of this study all over that product strategy,
promotion strategy, valuation strategy and place strategy are necessary components to extend the market share. Thus, the sub-
elements of every of the methods like product selection, product quality, after-sale service and products specification
(referring to paint or size) that underneath product strategy; valuation, amount of payment, provide of
discounts, that are underneath the valuation strategy; attending in trade honest, active marketing, hiring expertise and educated
sale employees, that return underneath promotion strategy; having safety stock, on-time delivery, and inserting of the storage
room in situ methods that underneath the place strategy is very important sub-elements to be ascertained in increasing the
share market.

[1] Adis, A. A. A. (2010). Export Performance on the Malaysian Wooden Furniture Industry: An Empirical Study. Journal

of International Food & Agribusiness Marketing, 22(1-2), 52-69.

[2] Baldauf, A., Cravens, D. W., & Wagner, U. (2000). Examining determinants of export performance in small open

economies. Journal of World Business, 35(1), 61-79.

[3] Beamish, P. W.,, Craig, R., & mclellan, K. (1993). The performance characteristics of Canadian versus UK exporters in

small and medium sized firms. MIR: Management International Review, 121-137.

[4] Brodrechtova, Y. (2008). Determinants of export marketing strategies of forest products companies in the context of

transition—The case of Slovakia. Forest Policy and Economics, 10(7), 450-459.

[5] Calantone, R. J., Kim, D., Schmidt, J. B., & Cavusgil, S. T. (2006). The influence of internal and external firm factors
on international product adaptation strategy and export performance: A three-country comparison. Journal of Business

Research, 59(2), 176-185.

[6] Cavusgil, S. T., & Zou, S. (1994). Marketing strategy-performance relationship: an investigation of the empirical link

in export market ventures. The Journal of Marketing, 1-21.
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Social media marketing is one of the important marketing tools in 21% century. Almost every new and old business venture is using
social media in order to interact with the stakeholders.! Growth of social media provides an opportunity to multinational firms and
SMEs to generate good revenue. But, at the same time, it is challenging to make the right use of social media for profit maximization.
This article intends to investigate seven social media challenges faced by marketing managers in Pakistan’s context. Findings of the
study demonstrate that reaching the right target audience, managing customers’ engagement. liquification of the economy?, brand
loyalty and customers satisfaction, managing broadcast media and below the line advertising along with social media, paid followers
and attractive social media campaigns and social media marketing mix are the major social media challenges in Pakistan that should

be addressed. Active and creative role of marketing managers is required to address these issues.

[1] Smith, T. (2009). The social media revolution. International Journal Of Market Research, 51(4), 559-561.

[2] Hofacker, C., & Belanche, D. (2016). Eight social media challenges for marketing managers. Spanish Journal Of

Marketing - ESIC, 20(2), 73-80. http://dx.doi.org/10.1016/j.sjme.2016.07.003
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The most effective way in which customer’s satisfaction can be measure in order to create quality services have been separated into
five components which are the Tangibles, responsiveness, Assurance and Empathy. Although based on the survey of National
Restaurant Association (NRA) food service executives classified restaurant service quality factor into 26 service categories also
separated into sectors like personal, food, physical and machinery.

This research examined the customers satisfaction based on these service quality factors of restaurants in Kyrenia districts of Northern
Cyprus. The factors which were considered were machinery, such as social media and Wifi services; physical factors such as business
locations and environments; Personnel factors such as employee appearance. The customers were subdivide into two categories,
international students and Leisure tourist as they make up for the majority of travelers to the Turkish Republic of Northern Cyprus
(TRNC). Also the type of restaurant were also analyzed to find out which restaurant is more suitable for visitors who are not locals.

Data collected were analyzed using the SPSS software. The study showed that there are significant differences between business
tourists and international students in terms of service quality factors; also analysis showed that there are significant differences
between traditional cuisines and worldwide cuisines in terms of service quality factors. These findings can help restaurant owners
improve on the quality of services in order to meet customer’s demand thereby creating marketing strategy in many aspects to increase
profits.

[1] Andreou, G. (2017). BLUEPRINTING AND ITS EFFECT ON SERVICE QUALITY An empirical case study of
Coffee Island. International journal of Economic Sciences, 5, p.6.

[2] Anon, (2017). [online] Available at: http://www.restaurant.org/News-Research/News/Restaurants-hungry-for-tech-
without-the-headache [Accessed 24 May 2017].

[3] Apostolides, A., Apostolides, c., & Giiryay, e. (2012). ‘From conflict to economic interdependence in Cyprus’. Peace
review, 430-437

[4] ASI Quality Systems (1992), Quality function deployment — Practitioner workshop, American Supplier Institute Inc.,
USA.

[5] Bolivar, Simon. "EXPO 2014". Ssc.undp.org. N.p., 2017. Web. 6 May 2017.

[6] Brown, SW. and Bond, E.U. Il (1995), "The internal/external framework and service quality: Toward theory in
services marketing"”, Journal of Marketing Management, February, pp. 25-39

[7] Cowen, T. (2012). An Economist Gets Lunch: New Rules for Everyday Foodies. Penguin Publishing Group. ISBN
978-1-101-56166-9.

[8] McKinsey & Company. (2017). the three Cs of customer satisfaction: Consistency, consistency, consistency. [online]
Available at: http://www.mckinsey.com/industries/retail/our-insights/the-three-cs-of-customer-satisfaction-consistency-
consistency-consistency [Accessed 24 May 2017].

[9]1 Mullen, Fiona, Alexander Apostolides, and Mustafa Besim. "The Cyprus Peace Dividend Revisited". A productivity
and sectoral approach. N.p., 2017. Web. 6 May 2017.

[10] Nabil Boughnim, Bernard Yannou. Using Blueprinting Method for Developing Product-Service Systems. International
conference of Engineering Design (ICED)
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The growth of social media around the world has created a new place of interaction and communication among people. Social media
is most important for communication, a countless array of internet based tools and platforms that increase and enhance the sharing of
information. This represents the social media phenomenon, which can now significantly impact an organization's customer
engagement, reputation, sales, and even survival. Yet, many businesses in Malaysia ignores this form of media because they do not
understand what it is, the various forms it can take, and how to engage with it and how to utilise their valuable social media
information.Social media can be incredibly important to any business. But if the business is not analysing the data behind the
platform, they are practically missing out on important insights that can inform important data driven decisions and help them in
decision making in marketing strategy. Recently, the study of social media in business has expanded rapidly in the Western and
European country. However, within existing literature, the business adopting of social media in Malaysia is still very much in its
infancy. Many of these companies now use various type of social media, but little know how they should make good use of their
social media content for enhancing business value in their marketing strategy.

The case study is based on Lazada Malaysia which is part of Lazada Group operating site for online shopping destination for people
who want a secure, reliable and effortless shopping experience. With the intention to established Amazon.com business model in
Southeast Asia, Lazada Group was founded in 2012 by Rocket Internet in Singapore. Lazada Group operated sites involving Malaysia,
Indonesia, Philippines, Singapore, Thailand and Vietnam. Lazada Group is a number one online shopping platform in Southeast Asia.

This study adopted social media strategy from Coursaris et al.(2013) they have list out seven categories of social media marketing
strategy of Brand Awareness, Corporate Social Responsibility, Customer Service, Engagement, Product awareness, Promotional, and
Seasonal. This strategy helps business to understand the range of marketing strategy available so that they could trigger the most
positive engagement among consumer. NVivo Pro 11 was used to capture and code the data into seven themes of marketing strategy:
Brand Awareness, Corporate Social Responsibility, Customer Service, Engagement, Product awareness, Promotional, and Seasonal.
The findings show that there are not all sevens marketing strategy apply to gain customer engagement. There is the difference between
most frequently used marketing messaging typology with popularity and consumer commitment towards those messages where
number of total likes and total comment are used to determine the popularity of message and consumer commitment while frequently
used marketing messaging typology are created based on an event that occurs during that time.

[1]  Coursaris, C. K., Van Osch, W., & Balogh, B. A. (2013). A social media marketing typology: Classifying brand
Facebook page messages for strategic consumer engagement. In ECIS 2013 - Proceedings of the 21st European Conference
on Information Systems Association for Information Systems..
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The growth of social media has disrupted how organisations run their businesses?; thus, their reputation can easily be affected?. Due to
this, the reputation risk has become one of the key business activities that all organisations need to deal with and it is an increasingly
important area of concern in today’s business world?. It has been expanded and become more dynamic®. The most important players or
stakeholders in this scenario would be the employees because they will directly affect the organisation’s performance, and can become
storytellers in the social media about the organisation®. Previous research has shown that most profitable organisations do not focus
only on the financial performance in their values but rather on other values that are important®. Therefore, transparency has been
chosen because it is a key driver to reputation management’, and the transparency provided by social media has made
branding/image/corporate reputation tremendously vital to the organisation’s financial performance. In addition, human risks were
recognised as one of the major information security threats that organisations could face in social media which include blurring
boundaries, psychological harm, abusing authority, unproductive use of time, unclear responsibility, and ethical risks®. The aim of this
conceptual paper is to discuss the core value of transparency with regards to the reputation risk in the organisation amongst its
employees. The relationship, predictably, is mediated by the human risks of social media as one of the variables.
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